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Abstract 
GEP is Global eProcure. It is a leading provider of procurement 

and supply chain solutions, including consulting services, software, 

and managed services, helping organizations optimize their supply 

chains and manage procurement processes effectively. As every 

business function and process has accelerated in the quick-service 

restaurants’ international system, supply chain management is 

inevitable. These restaurants yield millions of customers daily in 

different countries relying on a fluent supply chain to provide the 

key components. The startup that we are speaking about is a supply 

chain consulting and optimization company. They portray 

themselves as professionals who assist enormous multinational 

organization to manage diversified logistical issues in the 

contemporary global economy. 
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1. Introduction 

Founding Story and Vision 

GEP was founded by professional personnel with many 

years of expertise in supply chain management and logistics. 

Their vision was big, they aimed at assisting large 

organisations, namely Fortune 500 firms, enhance their 

supply chains, drive down cost, and ready themselves for 

market shocks. 

The founders realized that there was a growing demand for 

sound supply chain management especially after incidents 

such as Brexit that posed threats to international business. 

To overcome these problems, the startup was positioned on 

providing relevant data and specific solutions for clients and  

 

 

 

their business, thus, eliminating possible risks for more 

effective operating. 

Challenges Faced by the Startup 

The startup was threatened by a leading fast-food chain that 

was a worldwide firm interested in understanding how 

Brexit may impact its supply chain. The restaurant chain 

imported most of the requirements from U. K. especially 

sauces to its outlets in the continent. Brexit also posed a 

threat due to the subsequent instability and potential 

obstacles in trade – something that posed a threat to the 

restaurant’s supply chain and forced the restaurant to 

reconsider and redesign. 

Market Gaps and Pain Points 

The main problem was that it solely depended and relied 

heavily on suppliers from the United Kingdom especially 

for the core inputs. This could be a major threat of breach 

of supply chain new trade regulation after BREXIT. 

The pain points that the startup intended to solve include 

dependency on a small number of suppliers, a possibility of 

increased costs by suppliers, and building supply chain 

flexibility that has potential to overcome the impact of 

relations between geopolitical locations. 

Innovative Solutions Provided by the Startup 

The premise of work was a comprehensive supply chain 

solution provider which implies the full-scale supply chain 

management. To execute their strategy, they applied the 

advanced use of analytics and market intelligence to 

identify countries outside the U. K. for sourcing ingredients 

for the recipes. 

The structure elaborated a plan that involved analysing 

possible locations for procuring the ingredients and backed 

their findings with actual freight costs to avoid over-

emphasizing the distance factor when establishing the 

supply chain network. 

How the Solution Met the Client's Needs 

They have been able to solve most of the supply chain risks 

that have been realised due to Brexit for the startup. They 

selected suppliers located in continental Europe, although 

this cut the restaurant’s exposure to the U. K. exports. 

This approach was also very effective in the reduction of 

disruption risk and in the great enhancement of supply 

network totalled product travel distances, which was sliced 

by a quarter; Supply points were also relocated closer to key 

markets such as the Nordics and Iberia. 

Thus, the startup was able to free itself from an overreliance 

on a few suppliers and discover new ones with the required 

capacities, thus diversifying and making the chain more 

efficient in terms of cost. This solution gave an 

approximation of revenue savings of about €3 in a year. 
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While all of this is happening, they get 2 million for the 

client all while having almost no investments. This helped 

make the strategy feasible and very effective for the firm to 

use in enhancing a good supply chain. 

Market Traction and Growth Strategy 

Customer Acquisition Strategy 

Customer acquisition strategy of GEP Worldwide is highly 

complex and involves the use of thought leadership, 

marketing, and strategic partnerships with key clients to 

position the company as a premier procurement and supply 

chain consulting firm. 

Thought Leadership and Brand Positioning 

GEP Worldwide has managed to position itself as an 

industry leader by embracing the concept of thought 

leadership. It also spends a lot of money in creating 

informative papers such as white papers, research papers 

and industry papers, which are posted on the company’s 

website, industry journals and newsletters, and conferences. 

This strategy also helps to position GEP as a knowledgeable 

player in the market while also making it more believable 

to potential clients. Thanks to the provided information, 

GEP captures the attention of extensive companies that 

need recommendations to improve their procurement 

strategies. 

Marketing and the Use of Digital Media 

Another of GEP’s key acquisition strategies is its marketing 

strategy that relies on data analysis. The company uses 

specific marketing strategies to reach out to the decision-

making personnel of big organizations. LinkedIn, Google 

Ads, and specific procurement and supply chain 

professional forums are used to conduct focused campaigns 

by GEP. Further, GEP optimizes its website through Search 

Engine Optimization (SEO) so that clients finding 

procurement solutions can easily find GEP. 

2.Strategic Partnerships and Alliances 

Partnerships are a critical component of GEP’s 

development plan. The company works with technology 

vendors, industry bodies, and consulting houses to expand 

its market and diversify its services. For instance, 

partnerships with technology companies help GEP to 

incorporate innovative technologies and platforms into its 

offerings to enhance their utility. Industry associations 

provide the contacts of potential customers and the platform 

to showcase GEP’s competence at major industry events. 

Market entry and the most significant events 

GEP Worldwide’s trajectory from its inception to its status 

as a global leader in procurement and supply chain 

consulting is marked by several pivotal milestones. 

Early Success in the Indian Market 

First, GEP focused on developing a strong brand image in 

India only. The company was able to sign contracts with 

several large enterprises in India, proving that it is able to 

effectively deal with procurement issues. The early 

successes of such expansion endeavours helped create a 

robust foundation for future expansion initiatives and 

assisted in establishing GEP as a legitimate and reputable 

contender in the supply chain management industry. 

Global Expansion 

GEP started its globalization strategy in the mid-2000, and 

the company opened offices in North America, Europe and 

Asia Pacific. This expansion was done systematically to 

areas that were most likely to generate demand for 

procurement and supply chain solutions. The global 

presence enables GEP to penetrate new markets, expand its 

list of clients and thus improve its market share. 

Technology Development and New Product Introduction 

One of the major achievements was the launch of GEP 

SMART – a company’s own cloud- based procurement 

solution. This launch was aimed at meeting the increasing 

demand for the integration and data management in the 

procurement function. The implementation of GEP 

SMART in different industries demonstrated that the 

company is adaptable to the changing market. The more 

sophisticated analytics, artificial intelligence, and interface 

further boosted GEP’s status as a pioneer in procurement 

technology. 

Acquiring clients and penetrating the market 

Market penetration can be said to be effective in this case as 

GEP has secured contracts with many fortune 500 

companies. Through targeting the large enterprises that 

have intricate procurement requirements, GEP formed 

strategic partnerships with the major clients, which 

stabilized the revenue and further solidified the company’s 

position as the strategic partner in procurement and supply 

chain management services. 

3.Unique Selling Proposition and Competitive Edge 

What Sets GEP Apart 

Based on the information provided, the value proposition of 

GEP Worldwide is all- encompassing and holistic in the 

provision of procurement and supply chain solutions. 

Several key factors contribute to its competitive advantage. 

 

 

End-to-End Solutions 

GEP distinguishes itself by offering a full range of services 

and consulting in procurement and supply chain. Many 

competitors may offer only one or two of the services that 

GEP offers, and therefore it can be said that GEP offers 

fully integrated consulting, technology, and managed 

services. Such an approach allows clients to solve the 

problems of procurement in an integrated manner, which 

leads to the achievement of better and longer-term results. 

Technology-Driven Innovation 

GEP’s emphasis on technology as an enabler is another 

major factor. The company’s own proprietary solution is 

GEP SMART which has integrated artificial intelligence, 

machine learning and data analysis. This technology assists 

the clients to be able to get information in real time, reduce 

on the use of time on certain processes and be able to make 

informed decisions. The company’s focus on technology 
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means clients get to work with the best tools that make 

procurement as effective as possible. 

International Experience with Domestic Sensitivity 

This is a major strength for GEP because it has a global 

experience while at the same time having local experience 

within the country. The company is global to cater the 

multinational clients with complicated supply chain 

network and local to solve the regional issues. This blend of 

global and local knowledge is advantageous to GEP 

because it allows the company to provide solutions that are 

specific to clients’ requirements. 

Unique Selling Points 

GEP Worldwide’s competitive edge is reinforced by several 

unique selling points:GEP 

Worldwide’s competitive edge is reinforced by several 

unique selling points: 

Proven Track Record 

This is evidenced by GEP’s vast experience in the market 

especially working with large enterprises and even fortune 

500 companies. This aspect shows that the company has the 

capacity of delivering tangible results and cutting costs in 

procurement which makes it to be a reliable partner in 

procurement transformation. 

Innovative Technology Solutions 

Thus, the constant development of GEP SMART proves the 

company’s commitment to innovation. The platform’s 

features such as real time analysis and automatic work flow 

give clients a competitive edge in managing their 

procurement. A primary aspect that GEP has embraced is 

the technological aspect, which means clients reap from the 

advanced practices in the industry. 

Comprehensive Service Offering 

The consulting, technology, and managed services 

integrated service offerings make GEP more valuable. This 

approach ensures that clients seek all procurement and 

supply chain services from GEP hence eliminating the need 

for multiple suppliers, hence enhancing efficiency.Business 

Model and Revenue Streams Revenue Streams 

GEP Worldwide’s revenue model is designed to capitalize 

on its diverse service offerings, generating multiple income 

streams:GEP Worldwide’s revenue model is designed to 

capitalize on its diverse service offerings, generating 

multiple income streams: 

Consulting Fees 

Consulting services contribute to a large proportion of 

GEP’s income; consulting services focus on advising 

clients who seek to improve their procurement and supply 

chain management. Consulting fees depend on the project, 

its’ length, and level of complexity of the project and the 

consultant’s experience. 

Technology Licenses 

Licensing revenue is the revenue that is got from the use of 

GEP SMART and other technology. Clients purchase the 

access to GEP’s technology platforms that include features 

such as data analysis and process optimization. Licensing 

fees are normally charged per user or the number of 

transactions that take place. 

Managed Services Contracts 

The contracts for the managed services create a steady 

stream of revenue for the GEP. These contracts entail that 

GEP takes full responsibility for procurement processes of 

clients encompassing the regular activities, management of 

the suppliers and even enhancement of the processes. 

Managed services can be paid based on a fixed amount or 

as per the performance attained. 

The Scalability of the Business Model 

GEP Worldwide’s business model is highly leveraged, 

meaning that the company can easily grow its operations 

and revenues without incurring significant additional 

expenses. The scalability is attributed to several factors: 

Technology-Driven Efficiency 

Technology solutions such as GEP SMART make scaling 

easier due to its effectiveness in the process. This gives GEP 

the flexibility of expanding its client base without having to 

invest a lot in infrastructures due to the cloud-based nature 

of the platform. Since the clients and transactions are 

growing, the technology platform can also manage extra 

loads with little to no added expenses. 

Global Presence and Local Expertise 

The global presence of GEP and localized knowledge 

enable efficient growth into new areas at a global level. The 

fact that the company’s model can be easily transplanted to 

other regions and adjusted to local conditions is a major 

advantage when it comes to expanding geographically, as 

GEP does not have to make radical changes to its services 

when entering a new market. 

Comprehensive Service Offering 

The integrated service model that GEP has adopted 

means that cross selling and upselling are possible. Since 

clients seek GEP’s services in many aspects of procurement 

and supply chains, the company can provide other services, 

increasing revenue and the prospects of growth. 

 

4.Obstacles Encountered 

When Brexit was near, a fast-food company which was 

ranked among the most significant ones faced some 

challenges. The company, which enjoys a reputation of 

steady food quality and speedy delivery around the world, 

used to depend on sauces shipped from the United Kingdom 

to feed the latter’s restaurants across the European zone. 

Brexit meant that new trade barriers might develop, and this 

would be hugely inconvenient to the smooth running of its 

supply chain, which the company had established gradually 

over several years. Since the company’s sauce supply chain 

was highly dependent on just two key Kibsons in the U.K 

the risk of shortages in key markets was accurate especially 

given that the company was eyeing new expansion in 

regions like the Nordics & Iberia. 
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Also, the process of exporting products to the United 

Kingdom was rather cumbersome and costly, which added 

to the problem. 

5.Strategies to Overcome the Hurdles 

To address these issues the fast-food chain turned to GEP – 

the company which is known as one of the best and 

experienced in procurement and supply chain services 

providers. 

Hence, they initiated an elaborate initiative focused on 

diminishing supply threats and reconfiguring the firm’s 

supply chains for Brexit. GEP began by conducting a 

market analysis of the situation, capacity of suppliers, and 

demand for the fast-food chain in Europe. 

One of the areas that entailed considerably measures 

included the undertaking of a centre of gravity assessment 

to determine the most strategic positions for the firm to 

establish new suppliers. This also enabled the company to 

enhance its supply network as they were able to minimize 

the costs and delivery time. The results were significant. 

GEP was able to search other closer continental European 

suppliers that would effectively provide materials of a 

similar quality to those offered by the U. K. suppliers, and 

which are in closer position to supply the company’s most 

relevant markets. Cutting the distance at which the supply 

chain extended nearer to areas such as Iberia and the 

Nordics enabled distances to be reduced by a quarter thus 

saving accustoms €3 million annually. Moreover, the risks 

were managed effectively due to GEP’s identified strategy 

of investing in diverse suppliers. 

The strategy helped the company to reduce supply risks 

associating with the two major U. K. suppliers, thus; This 

also enabled the company to reduce gradually the intensity 

of imported products from the U. K because they had 

become expensive and risky. 

6.Data and Metrics Analysis 

GEP Worldwide has shown significant success in 

procurement and supply chain management, as seen 

through various performance metrics: GEP Worldwide has 

shown significant success 

in procurement and supply chain management, as seen 

through various performance metrics: 

Financial Performance: 

Revenue Growth: GEP has recorded progression in its 

revenues over the past five years with the revenues growing 

by about 15% every year. It was attributed through the 

increase of its clientele in the B2B business mostly from 

Fortune 500 companies and venture into new regions. 

Cost Savings for Clients: This has I think been good in that 

GEP has been able to cut costs for his clients. For instance, 

the fast-food chain affected by Brexit yielded 

approximately 3m euros annually because of this 

innovation via GEP’s supply chain configuration. 

Revenue Sources: GEP’s income source includes 50% 

from the consulting fees, 30% from licenses particularly 

GEP SMART and the remaining 20 % from the managed 

services. This diverse revenue model helps GEP to expand 

and at the same time become more stable. 

Customer Acquisition: 

Client Retention: GEP has strong client satisfaction rate of 

90 percent, explaining that they consistently deliver high 

standard services to their clients. 

Global Reach: GEP has grown its client aggregation across 

the world and significantly in Europe and North America to 

that has capture a contract with more than 50 organizations 

that exist in the FIL Fortune 500 companies’ list. 

Cost vs. Value: Customer acquisition costs for GEP are 

manageable and are received in the first year of the 

customer relationship with the firm The corporate clients, 

especially the large ones, have a persistence value and 

therefore the book value of the firm’s customers is high. 

Market Position: 

Market Share: GEP has penetration into the procurement 

and supply chain consulting space and has expanded it 

market coverage especially in areas of growth such as the 

Asia-Pacific and Europe. 

Technology Adoption: Besides, the application of GEP 

SMART, the cloud-based procurement platform developed 

by GEP, has increased by 25% for each year, which prove 

its efficiency and importance. 

Competitive Advantage: The extensive offering, 

technological innovation and international and regional 

talent, positioning GEP as competitive; According to the 

observation, its bid success rate in competitive bids is 20% 

higher than that of other firms. 

Operational Efficiency: 

Supply Chain Optimization: Such strategies adopted by 

GEP have helped cut the total distance that various products 

travel for the clients by 25% hence cutting the costs of 

logistics and increasing reliability of supplies. 

Procurement Efficiency: By employing GEP SMART, the 

procurement cycle time has been cut by 30 percent which in 

turn enables the clients to make faster decisions as well as 

act fleetingly especially in volatile industries. 

 

7. Future Growth Trajectory of the Startup 

Thus, after improving the fast-food chain is ready for a 

further advance in Europe. The opportunity to deliver the 

products it offers faster and fresher helps to cement the 

company’s advantage in the quick-service restaurant 

segment. For the mass production of sockets, it will cost €36, 

while using recycled material will cost €33, hence the 

settings of €3. £2 million each year will assist the company 

into reinvestment back into the enterprise growth and 

development so it can further develop the enterprise in 

existing markets together with new markets in the 

remainder of Europe. 

Potential Challenges and Opportunities in Sustaining 

Growth 

However, the company needs to be sensitive to potential 

threats existing in the global environment. Challenges, 
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which include such factors as changes in the global supply 

chain or geopolitical nature among others. Without the 

capacity to adapt the firm will have to keep these lessons in 

mind and continually expand; the company requires 

flexibility and vigilance in supply and the readiness to meet 

a new set of challenges. 

On the same note, there are also great opportunities. These 

points then can be transferred to other areas of the business, 

engaging in successive enhancements that stem from the 

situation occurred from Brexit. The company can also be 

sure of its supply chain and, therefore, proceed to new 

markets in Europe fearlessly. 

8.Key Lessons  

•It has revealed the importance of having a favourable and 

elastic supply chain. Certainly, unpredicted changes like 

Brexit could have been disruptive if managers could not 

orient the organisation in a short period of time. 

•The second lesson was specifically about diversity of 

suppliers. Essentially the company was also able to foster 

increased supply chain security by diversifying the sources 

of supply. 

Recommendations 

Based on the success of the recent changes, here are some 

recommendations for the company moving forward: 

•Ongoing Supply Chain Monitoring: The company should 

always engage in supply chain analysis to determine the 

efficiency of its supply chain and possible changes thereto. 

This will help avoid being seized off guard and ensure that 

operations run as planned and as required. 

•Diversifying the Supplier Base: Evening more the supply 

chain, one could possibly use different suppliers within 

different regions to decrease the company’s reliance on any 

given market. 

•Investing in Technology: Efficient supply chain 

management tools could be very useful, featuring relevant 

hints and helping to make sound decisions. By the help of 

these tools the company will be ready and able to respond 

quickly to any changes and maintain efficiency of 

operations. 

 

•Scalable Expansion: In conclusion, the company should 

implement the analysis made because of Brexit in other 

areas of the company as it develops further. This is not only 

limited to covering supply chain management but also 

concerned with other aspects which may require such a 

strategy. 
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