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November 2014 

ISM N.A.P.M OKC Meeting   

Tuesday , November 11th  

Time: 5.30 – 7.30 pm 

Location: Ted’s Escondido 

2836 NW 68th St, Oklahoma City, OK 73116 

PUEBLO BALLROOM 

 

Please join us to hear Dr. Virginia Smith  

Discuss Leadership and Personnel Management  
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The President’s Pen 
After seeing pictures from last 
month’s plant tour, it looked 
like everyone had a great time 
learning more about Carlisle 
Food Services. I wish I could 
have made it, but I can’t wait 
to hear more about it at our 
next meeting! 

 

If you can believe it or not, 
we’re already to the part of 
the year I call holiday season. 
It’s just one holiday after an-
other with each month passing 
faster than the last. We will 
have just celebrated Hallow-
een, are about to celebrate 

Thanksgiving, and only have 62 
days until Christmas (at least 
from when I’m typing this)!  

Be sure, as time is speeding 
through till the end of the year, 
to stop and keep your relation-
ships in tact. Family is always a 
given, but don’t forget to in-
clude friendships, work rela-
tionships, and even acquaint-

ances. Building these relation-
ships among our members is 
something the Board is work-
ing on to make stronger, and 
we count on you all to make 
the bonds even more solid. 
These bonds can help you in 

ways you might not be able to 
envision right now, from find-
ing someone you have a com-
mon team to root for to find-
ing out you both worship at 
the same church to realizing 
you could help someone find a 
new job at your company. 
Keep networking and you nev-
er know what kind of relation-

ship will bloom! 

Staying chatty, 

Elizabeth Jones – President, 
N.A.P.M 



 

 

“Our affiliate exists to provide value to 
Oklahoma’s economy and our member-
ship by: educating and developing our 
members; enhancing our employer’s 
operations; and advancing the supply 
management profession.” 
 
ISM National Membership,  
July 31, 2014 46,540  
   
N.A.P.M.-OKC Membership,  
September 3, 2014 217 
 
    
 
 
 
 
 
 

Changes: 
 
Please let us know if you have changed 
jobs, addresses, or e-mail addresses, so 
we can keep our local roster current.  
Since “The Purchasing Pipeline” and 
other notices are sent to you by e-mail, 
this is very important, because you 
might miss out on an up-coming event.  
We will inform ISM of the change.  We 
would also like to know if you have re-
ceived your CPSM, C.P.M. or A.P.P. certi-
fication, so we can congratulate you in 
“The Purchasing Pipeline.” 
  
 
 
 
 
 

C.P.S.M., C.P.M. & A.P.P. Report 
 
N.A.P.M.-OKC Membership C.P.S.M.’s – 
Sept. 3, 2014 11 (5.07%) 
 
N.A.P.M.-OKC Membership C.P.M.’s – 
Sept. 3, 2014 32 (14.75%) 
 
N.A.P.M.-OKC Membership A.P.P.’s – 
Sept. 3, 2014   5 (2.3%) 
 
Donna Dolezel, Membership Director, 
886-3293, 
ddolezel@sandridgeenergy.com 
Christy Sorrels, Membership Vice-Chair, 
671-2116, christy.sorrels@ge.com 
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November 2014 Membership 

Upcoming Events 
 

 

November – Speaker Virginia Smith - from Oklahoma Christian University  

December – HOLIDAY Party! * Sneak Peak * - New fun location to be revealed soon!!! 
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Upcoming ISM Conferences and Events 
Below is the list of ISM Conferences and Events: 

For seminar details, please call the ISM Customer Service Department at 800/888-6276 or 
480/752-6276, extension 401, or visit the ISM Web site at www.ism.ws and select Education 

2014-2015 

Conference  Date  Location 

CPO in the Making Workshop  Fall 2014  Tempe, AZ 

ISM Indirect Procurement Conference  December 3-4, 2014  Phoenix, AZ 

ISM2015 International Supply Management 
Conference 

 May 3-6, 2015  Phoenix, AZ 
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October Carlisle Food Plant Tour Pics! 

Arco Van Antwerpen from Carlisle Food Service group giving the NAPM - OKC group a tour of 
the Carlisle factory in OKC located on 36th and Santa Fe. We had a great representation from 
multiple companies for our October meeting - Access Midstream, Devon Energy, SandRidge En-
ergy, Corkin, Industrial Gasket, City of Oklahoma City, The Noble Foundation, Progressive 
Stamping, DCP Midstream, Seventy Seven Energy (to name a few) were all present at the factory 
tour representing different cross sections of our membership base 
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Map to Ted's Cafe Escondido 
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A group of the world’s largest automakers has reached an unprecedented agreement setting 
out their sustainability expectations of suppliers. 

A total of 14 car companies, including Volkswagen, BMW, Ford and Toyota, have set out 
guidelines for suppliers covering human rights, environment, working conditions and busi-
ness ethics. 

The document, entitled The Automotive Industry Guiding Principles to Enhance Sustainability 
Performance in the Supply Chain, said: “People and the environment are the automotive 
industry’s most important resources. For this reason we are working together to attain the 
highest standard in business integrity and in the social and environmental performance of 
our supply chain.” 

The document says the guidelines “clearly describe our minimum expectations towards busi-
ness ethics, working conditions, human rights, and environmental leadership, for our suppli-
ers as well as their subcontractors and suppliers. We expect that suppliers will uphold 
these standards and cascade them down their supply chain”. 

Scot Sharland, executive director at the Automotive Industry Action Group (AIAG), said: 
“With a singularity of purpose and a common voice, the key players in our industry are 
collaboratively reinforcing the individual commitments each has made to doing business in a 
socially and environmentally responsible way. 

“Automakers and suppliers of all sizes face heightened compliance and extended responsibility 
expectations from materials sourcing, handling, reporting and disposal requirement, to im-
proving factory working conditions, so it’s imperative that we work together to develop, 
socialize and deploy industry best practices on a range of issues for our global supply 
chains.” 

Stefan Crets, executive director at CSR Europe, which helped develop the guiding principles, 
said: “We built on the guidelines that AIAG and its member companies had established, 
expanding the principles and messages so they would apply to the broadest possible range 
of suppliers. This allows us to drive the sustainability agenda in the automotive sector even 
further.” 

The guiding principles have been signed by BMW, Chrysler, Daimler, Fiat, Ford, GM, Honda, 
Jaguar Land Rover, Peugeot Citroen, Scania, Toyota, Volkswagen, Volvo Cars and Volvo 
Group. 

 

3 April 2014 | Will Green 

 

 

Global automakers sign up to supply chain sustainability charter 

T H E  P U R C H A S I N G  P I P E L I N E  
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Eco-friendly products have been mainstream for some time now, and many executives have 
spent years working toward more sustainable business strategies within their respective 
companies. These leaders know first-hand just how many aspects of enterprise operations 
need to be addressed in the effort to move toward greener procurement and production 
models. Distribution and manufacturing chains have become more complex and geograph-
ically spread out, as have companies' customer bases. 

With no end in sight for this trend, how can businesses make real, measurable efforts to re-
duce environmental impact and at the same time communicate those successes to consum-
ers? 

Where the problems lie 

A recent study by the MIT Sloan Management Review and the Boston Consulting Group high-
lighted some major issues that surround sustainable product sourcing for contemporary 
businesses. Recognition of the importance of eco-friendly practices is widespread, the re-
searchers affirmed: 86 percent of the companies they surveyed indicated that sustainability 
already was essential for remaining competitive or that it would be in the near future. 

However, companies still seem unable to look at all aspects of green logistics with this same 
level of clarity. While 62 percent of all respondents said they had developed a sustainability 

Cont. Page 8  

Food companies put green procurement on the menu 
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strategy, according to the study, that leaves nearly a quarter who recognize the competi-
tive advantage of environmentally friendly practices but haven't integrated them into their 
business models. Meanwhile, although nearly a third of businesses said that their efforts in 
sustainability had boosted their profitability, a quarter admitted that they didn't know what 
the relationship was between their green practices and business cost-reduction initiatives. 

Closing the gap 

Clearly, a disconnect exists between the recognized need to move toward green procurement 
and companies' actual understanding of how they can achieve these goals in ways that are 
advantageous to the business. However, some firms are taking proactive approaches to 
closing this gap. 

One method for moving toward a more sustainable business model is to respond directly to 
the specific demands of consumers. Tyson Foods recently wrote to its pork suppliers in-
sisting that pigs should be housed in environments that "allow sows of all sizes to stand, 
turn around, lie down and stretch their legs." Tyson's note to its producers came following 
a wave of pressure from groups such as the Humane Society and Green Century Capital 
Management, which called upon the food company to terminate its use of highly constrain-
ing, two-feet-wide gestation crates. 

T H E  P U R C H A S I N G  P I P E L I N E  
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Furthermore, Tyson's letter to its suppliers noted that the company would be making greater 
use of the third-party auditing services it already leverages to ensure quality and practice 
standards. Tyson's strategy is instructive for the way it combines compliance with public 
concerns and sustainable supplier management. Often, companies must go to great lengths 
in order to uphold their commitment to green logistics and eco-friendly products, and this 
means making sure that the producers with which they partner are up to the business's 
standards.  

WBUR, a Boston-based National Public Radio station, recently spoke with Bill Heffernan, a pig 
farmer from whom Whole Foods and Chipotle source some of their pork. He told the sta-
tion that these companies use rigorous audits to ensure that his farm meets their expecta-
tions. 

"First of all, they look around the property for about two hours and then sit down, and you've 
got this booklet to fill out as if it's never going to end," Heffernan told WBUR. 

The process may not have been particularly enjoyable for Heffernan, but this level of visibility 
is crucial if companies are to incorporate sustainable practices into their business models 
and stake their brand image on their ability to offer environmentally friendly products. 

 

By Strategic Sourceror (www.greenbiz.com/bio/strategic-sourcerorcom) 

Published February 11, 2014 
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