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Introduction 
Global sourcing and procurement contribute to more than 50% of the cumulative costs of manufacturing in most sectors. As such, procurement organizations are challenged to more strategic than before and become increasingly involved in assisting companies to ascertain as well as sustain a competitive advantage. Such a competitive edge can result in challenging these companies to deliver goods and services at low costs while spearheading innovation along with quality insights of suppliers. In the U.S., modern technology, supplier diversity, along with green procurement, impact global sourcing as well as procurement (Kotabe & Murray, 2018). In the U.K., factors that impact global sourcing and procurement differ significantly from the U.S. Specifically, some of the factors that affect global sourcing and procurement in the U.K. include financial environment and technological, along with political factors. In attempts to gain solid insights about the varying factors in the U.K. and U.S., supplier diversity, modern technology, and green procurement factors impact global sourcing and procurement in the United States but considerably differ from those reported in the United Kingdom.
Literature Review 
Kotabe and Murray (2018) argue that global sourcing plays an important part in the production of goods and services from independent suppliers. Having emerged in the 80s, they propose that global sourcing is important in the process of restructuring and re-engineering a firm’s supply chain. As a vital concept, the global sourcing has also found its way in the academic and consulting firms, which support it as a major driver of corporate social strategy. A major strength of Kotabe and Murray’s (2018) work is that the authors set out a comprehensive discussion of how global sourcing leads to business success. These authors also combine different perspectives to recommend changes. In the United States, Ganapati (2018) argues that nearly 15 percent of government procurements are foreign-based. Khan and Yu (2019) equally argue that different firms have used digital technologies, which they refer to as green methods, to manage procurement processes, enabling machine-learning, among other benefits. In the United Kingdom, Jiang, Jia, and Gong (2018) say that factors such as financial and political, in addition to environmental, affect the quality of procurement. They contend that different external factors, including the ones they offer above, pose significant ramifications for supplier management. 
Because logistics cost reflects a high portion of an item’s cost, Hunt and Duhan (2002) argue that businesses must strive to offer products to customers using efficient and convenient means. Soper (2016) gives the Amazon example and argues that the company’s shipping costs as a fraction of its sales revenues had increased greatly from 2012 through 2015. For Soper (2016), finding a good way to design competitive global sourcing is vital, though it poses a major concern for most companies. Lambert and Cooper (2005), in their research, reiterated that a major paradigm shift in the modern business scenery is competing on supply chains rather than on business entities.  According to the American Marketing Association (2013), the main goal of an organization’s global sourcing approach is creating a cost-effective delivery strategy to improve is marketing performance. In other words, this source suggests that a business’ effectual and competent global sourcing plan increases its selling prices by cost reduction, secure stock management, and high delivery time. Kobate et al. (2012) argue that the impact of an effective global sourcing policy on market performance includes consumer satisfaction, brand equity, consumer confidence, organizational repute, and product differentiation, among others. Hult (2011) also asserts that the goal of a global sourcing strategy for a firm is enabling an efficient product delivery system to meet customers’ expectations. He cites Coca-Cola’s global sourcing as an outstanding example of what such a strategy can give. In developing a global sourcing strategy, Liu, Feils, and Scholnick (2011) argue that outsourcing beyond the I.T. services to include a range of other related services help firms to gain competitive advantages. For instance, they present that from 1992 to 2005, America outsourced more using off-shoring.  Because a major concern in marketing is delivering value to users, Kozlenkova et al. (2015) argue that good supply chains remain important in driving successful marketing functions. While global sourcing is advantageous, Ribbinka and Grimm (2014) say that one of the main problems associated with it is cultural differences, particularly between users and foreign suppliers. In this regard, they agree that such difference, especially concerning language problems, could negatively affect relationships. 

Conclusion 
From the above discussion, firms need to reconsider and redevelop their global sourcing strategies to attain competitive advantages. While most firms identify the value of meeting their customers’ expectations, they lack a general idea for what makes an effective sourcing strategy. They also need to realize that outsourcing and off-shoring each activity could sometimes lead to problems, and therefore, they should have sound policies as they forge their way into the future.  From a managerial standpoint, creating a model that enables a firm to determine its optimal sourcing activities is important. In this sense, a global sourcing policy is highly dynamic as it allows firms to reap all the benefits of predicament. 
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