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Introductions

Your Name
Your Company
Your Role in the Services Supply Chain
Why you chose this session
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What happened?

The Service Provider had great 
references
The SOW was detailed
The Contracts were Solid
The Price was right
The Engagement was a DISASTER
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We’ll Explore…
Why We Outsource Services
The impact of Organizational Values and 
Individual Behaviors on the Services Supply 
Chain.
Values Matching as a tool to improve service 
contract results.
What behaviors we want and those we want 

to avoid in ourselves AND in our services 
supply chain partners. 
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Why We Outsource Services

Copyright 2004   CorePurpose, Inc.

Your 
Passion

Your 

Strengths

What 
makes

Financial 

Sense
Success
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Defining a Winning 
Product or Service

Features
Benefits
Innovation
Accessibility
Usability
Affordability

It Makes 
Life Better!
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A look at a Service Supply Chain

Pharm
a/M

edical
Supplier

Pharm
a/M

edical
D

istributor

M
edical Lab

Hospital

H
ealth Care Team

Insurance provider

Patient



5

Copyright 2004   CorePurpose, Inc.

A Healthy 
Services Supply 
Chain has  
has everyone 
plugged in. 
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Availability

Features

Service & SupportPrice

Security

Components of Services Design
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Values Based Sourcing is 
Innovative.

Innovation makes an IMPACT on
Employees

Customers
Partners

Investors
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CorePurpose, Inc.
Our Values, Our Focus

People
Acceleration 
Promises
Excellence
Results

Values are nothing but words on paper…
unless our behaviors demonstrate them every day
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What are the Values of 
Your organization?

_______________________________

_______________________________

_______________________________

________________________________

The Impact of 
Organizational Values and 
Individual Behaviors
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Who are you designing your 
services supply chain for?
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Who
are the
People 
that 
MATTER?
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What makes a great 
team?

The Right Players
The Right Skills
The Right Attitude

In the Right Positions
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Filling Your 
bench 

The 
Right 
Player

Trait:
__________

Trait:
__________

Trait:
__________

Trait:
__________

Evidence:
•_________
•_________
•_________
•_________

Evidence:
•_________
•_________
•_________
•_________

Evidence:
•_________
•_________
•_________
•_________

Evidence:
•_________
•_________
•_________
•_________
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Group Exercise

Creating a Bench Map for a outsourced 
service provider
Match the Traits you are looking for to 
your Values.
Develop interview questions for each 
of the Values of your organization.
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Filling Your 
bench 

The 
Right 
Player

Trait:
__________

Trait:
__________

Trait:
__________

Trait:
__________

Evidence:
•_________
•_________
•_________
•_________

Evidence:
•_________
•_________
•_________
•_________

Evidence:
•_________
•_________
•_________
•_________

Evidence:
•_________
•_________
•_________
•_________
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“Never teach a pig to sing.  
It wastes your time and 
annoys the pig.”

Paul Dickson
Author, Journalist

Behaviors we want

and those we want to 
avoid
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“… the denial of human nature 
can be more dangerous than 
people think.”

Steven Pinker
psychologist and author

The Language Instinct and How the Mind Works
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Behaviors to Avoid

The Path of Least Resistance
Self Preservation
Risk Avoidance
Fallibility
Distrust
Greed
Denial



13

Copyright 2004   CorePurpose, Inc.

Behaviors We Want
Looking at the bigger picture
Dare To Innovate
Channels To Market 
Be generous 
Understand Risks– Accept responsibility.
Dare to Trust/Share REAL information
Temper Optimism with Realism

Values Matching improves 
service contract results.
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“If we choose the RIGHT 
Employees and put them 
first – THEY will make the 
RIGHT choices for our 
Customers”

Herb Kelleher
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Why Sourcing For Values 
Works

Self Motivated – Still Motivated
You don’t instill your values – they 
have your values
Behaviors follow values
Results follow Behaviors
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Yellow Freight Example

1997 2002, 2003
Ranked #1
in the 
Industry
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JaniKing Example

Offices 

Manufacturing Facilities

High-Tech/Bio-Tech 

Retail 

Automotive Dealerships 

Food Service and 
Restaurants

Resorts and Hotels 

Medical/Health Care 
Facilities 

Educational Institutions 

Stadiums and Sporting 
Venues 

Financial Institutions
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The Luxury of Choice

IBM®
Global 
Services

Sharing Examples

Values Based Sourcing Works
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Values that match 
build Service Partnerships 
Across the Supply Chain
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www.CorePurpose.com

Joan Koerber-Walker
Executive Director and CEO

480-921-3933
jkw@corepurpose.net

CorePurpose, Inc.
Services and Solutions That Build your Business


