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Confidentiality Statement

1. Confidential Information. As used in this Agreement, “Confidential Information” means all nonpublic information relating to 
Amazon or disclosed by Amazon to the above-referenced company, its affiliates or the agents of any of the foregoing (collectively, 
“Supplier”) that is designated as confidential or that, given the nature of the information or the circumstances surrounding its disclosure, 
reasonably should be considered as confidential. Confidential Information includes, without limitation (i) all nonpublic information 
relating to Amazon’s technology, customers, business plans, promotional and marketing activities, finances and other business affairs, 
and (ii) all third-party information that Amazon is obligated to keep confidential. Confidential Information may be contained in tangible 
materials, such as drawings, data, specifications, reports and computer programs, or may be in the nature of unwritten knowledge.
2. Exclusions. Confidential Information does not include any information that (i) is or becomes publicly available without breach of 
this Agreement, (ii) can be shown by documentation to have been known to Supplier at the time of its receipt from Amazon, (iii) is 
received from a third party who did not acquire or disclose such information by a wrongful or tortious act, or (iv) can be shown by 
documentation to have been independently developed by Supplier without reference to any Confidential Information.
3. Use of Confidential Information. Supplier may use Confidential Information only in pursuance of its business relationship with 
Amazon. Except as expressly provided in this Agreement, Supplier will not disclose Confidential Information to any person or entity 
without Amazon’s prior written consent. Supplier will take all reasonable measures to avoid disclosure, dissemination or unauthorized 
use of Confidential Information, including, at a minimum, those measures it takes to protect its own confidential information of a similar 
nature. Supplier will segregate Confidential Information from the confidential materials of third parties to prevent commingling. Supplier 
will not export any Confidential Information in any manner contrary to the export regulations of the United States.

Information we are sharing with you should be treated as 
confidential

We want you to learn more about our business model

We ask that this presentation and its content not be 
shared without express permission



Learning Objectives

 Amazon's working backwards philosophy and how to apply that to your 

business

 What is a marketplace and how does it drive competition and savings

 How Millennials are affecting purchasing behavior within healthcare supply 

chain
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Working 

Backwards

Philosophy

- Jeff Bezos

Start with 

the customer and 

work backwards.

”

“



Amazon’s 14 Leadership Principles



Working Backwards Methodology



The PRFAQ Process

1.    The Press Release

2.    The FAQs

3.    The User Manual

4.    The Customer Experience
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The Marketplace 

Flywheel



B 2 B  

M A R K E T P L A C E S

LATE 90s

B 2 C  e - C O M M E R C E

B 2 C  M A R K E T P L A C E S

EARLY 2000s 2015

Brief Marketplace History



3 Key Elements of a Marketplace

Choice
Breadth and depth of 

product selection and 

suppliers

Competition
Competing offers 

from multiple suppliers 

using normalized 

information

Transparency
Visibility for both the 

Buyer-side and Seller-

side

1 2 3



eCatalog vs Marketplace



Mature Marketplace Functionality



Traditional Procurement KPIs

• Improve internal customer satisfaction by 

providing the right item in a timely manner

• Reduce the cost of supplies with quantifiable, 

soft and hard savings

• Shorten the total cycle time from requisition to 

receipt of product through payment 

reconciliation

• Increase total spend under management by 

procurement department for visibility and 

control

• Improve spend compliance by reducing rogue 

spend outside of managed suppliers

• Decrease total number of vendors to manage

Internal 
Customer 

Satisfaction

Savings 
Realized

Requisition 
Cycle Time

Spend Under 
Management

% Spend 
Compliance

Off-Contract 
Vendor 

Consolidation
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B2B Spend Overview

Spend per supplier (per year)
* Estimated based on industry data and Amazon Business healthcare customer estimates

Managed Spend

 85-90% of spend

 5-10% of suppliers

Non-Contracted 

Spend (“Tail”)

 10-15% of spend*

 90-95% of suppliers

Tail Spend Segments 
(which overlap with each other)

 One-off/one-time “spot” buys

 Off-contract spending

 Preference spend

 Commercial cards 

 No-PO invoices and/or 

“After the fact” POs
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Spend Under Management

Supplier Count

Bring more spend 

under management 

with added visibility

Without sacrificing selection 

or access to alternate suppliers



Marketplace Key Purchasing Benefits

Harnesses the value 

of competitive pricing

Tracks user

purchasing trends with 

analytics for future 

decision making

Supports purchase 

compliance and 

eliminates “rouge”

Increases visibility to 

alternates and flexibility 

for choice

Reduces contracts to 

manage, long term 

commitments and costs

Frees up staff to focus on 

more strategic spend 

initiatives
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“By 2022, 75% of all B2B tail spend 

goods will be purchased in an online 

marketplace...”

- Gartner, Inc.
November, 2017



Who’s Adopting B2B Marketplaces

Consumer products  •  Pharmaceutical  •  Manufacturing •  Universities

Technology  •  Schools  •  Banks •  Energy •  Consulting •  Government

Healthcare  •  Restaurants •  Entertainment •  Telecommunications



Who’s Adopting B2B Marketplaces (cont.)

40%

nearly 80% 

of the 100 

largest 

enrollment 

education 

organizations

50%55%80%

55 of the 

Fortune 100 

companies

more than 

half of the 

100 biggest 

hospital 

systems

more than 

40% 

of the 100 

most 

populous 

local 

governments
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Millenials Affect 

on Purchasing



A Tale of Two Nurses

https://www.youtube.com/watch?v=tjtOZdMvqUk
https://www.youtube.com/watch?v=tjtOZdMvqUk


Consumer Delivery Innovations



Meet Mallory: The Millennial B2B Buyer

Buyer’s Age
% That Make Company Purchases 

Online

18-35 90

36-45 68

46-60 45

60+ 29

Depending on how you look at it, B2B e-commerce has either spoiled buyers or enlightened 

them as to what’s possible for purchasing. As consumers, they’re used to finding complicated 

items (organic, top-rated, fair trade, non-GMO, crunchy peanut butter with free shipping) in 2 

minutes or less online.  

And since this generation is now becoming the global workforce majority, their tech standards 

will quickly become the purchasing team’s standards. Millennials want every tool they use at 

work to be as mobile, efficient, and as advanced as the devices they personally use. 



Business Buyers’ Expectations Are Changing
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The Future is Already In Your Pocket



 Utilize a working backwards framework to drive change in your business and 

question the status quo

 A marketplace can be complementary to traditional contracting methods and 

formularies to reduce the burden on purchasing for low value, high frequency 

commodity items allowing them to focus on more strategic initiatives

 Millennials use of new technologies and tools for purchasing will only 

improve and advance the healthcare supply chain so embrace them

Parting Thoughts



Thank You

Josh Cairns
joshcair@amazon.com


