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Australia is commonly known for their lovable 
Koala bears, cricket obsession, and the 
iconic Sydney Opera House. The country 
(and continent) has a landmass of over seven 
million square kilometres, with nearly three 
quarters of Australians living in metropolitan 
cities and coastal areas. It is also ranked as 
the world’s 12th largest economy, with the 
fifth highest per capita GDP. 

Asia is Australia’s closest continent, so it 
is only natural for the two continents to 
develop close trade ties for their mutual 
economic benefits. In fact, Asia is an 
extremely important region to Australia’s 
export industry. After all, the overall exports 
to Asia take up more than half of Australia’s 
total exports. To be more specific, Australia’s 
largest export markets include several 
countries in Asia, namely Japan, China and 
South Korea.  

In our interview with Mr Brian Kruger from 
Toll, we delved into the important relationship 
between Australia and Asia with respect to 
Toll Group. For several decades, Australian 
businesses have expanded their reach 
throughout the region. Today, with Australia’s 
minerals and energy sectors booming in 
conjunction with the rise of Asia, it seems 
clear that the two regions can continue to 
provide immense opportunities for mutual 

success. In this issue, we hope to share 
Toll’s deep engagement with countries in 
Asia, as well as touch on potential business 
opportunities and challenges.

In addition to exploring Australia’s strong 
and robust relationship with Asia, we had 
the pleasure of featuring Mr Robert F. Byrne 
from Terra Technology, as well as Mr Jaehyun 
Seo and Mr Richard Ji from Diageo, in this 
issue. These industry experts have given 
us invaluable insights into the concepts of 
a sustainable supply chain industry, as well 
as the importance of accurately predicting 
demand in volatile markets. 

There is plenty of evidence illustrating the 
significance of Asia to Australia, and vice 
versa. But like any long-term relationship, 
it requires plenty of nurturing and passion 
to create a mutually beneficial connection. 
As long as we have enthusiastic individuals 
and companies working together despite 
any challenges, there is no doubt that this 
relationship can continue to thrive well into 
the future.

Looking forward to your feedback,
The Supply Chain Asia Team
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[Asia’s Rising e-Commerce Superpower, Pg 18-19] As a loyal shopper of  Taobao.com and 
Alibaba.com, it is great to see how other countries are recognising the successful e-commerce 
scene in China. I agree with you that e-commerce has the potential to become the heart of  the 
Chinese economy and I urge other e-commerce companies to follow the successful example of  
Alibaba.

li Na, China

After reading your dialogue with NTUC GlS [Mr dickson yeo - Cutting edge Supply Chain in 
Grocery Retail industry, Pg 40-43], I am glad to be able to put a face to the people who put the 
food on my table. It is articles like this that make you realise all over again how logistics permeates 
every part of  our lives and that we should give thanks to the people who make sure our needs 
are met. Please keep up the hard work!

Amy Ong, Singapore

[The Rise of  the Chief  digital Officer, Pg 58-60] This article highlights to the world 
how IT is becoming an integral and essential part of  business today. It is now us 

IT officers that move up the ranks quickly, because the technological expertise 
and the understanding of  social media we have are more invaluable now 

than ever before. To all my comrades in the IT field, this is our age to 
rise to the top!

Ben Teo, Singapore

[North Asia VS Southeast Asia : Supply Chain Battlegrounds, 
Pg 28-29] This article has certainly corrected my 
assumptions about Asia. All along I admittedly thought 
of  Asia as a single entity, mainly consisting of  China and 
the Chinese. I now realise that I was wrong. Asia is a 
much more complex continent with varying economic 
situations for different countries and regions. I like how 

the article separates Asia into North Asia and Southeast 
Asia, and the insightful comments of  industry professionals who have 

lived there and know what they are talking about. This has certainly given me 
something to chew in my mind.

     Harry Thompson, USA

LETTERS TO EDITOR

write to us your thoughts on the magazine and the articles and you may be featured in the next issue! 
letters should include your full name, address and email. 
(Selected letters will be subject to editing for clarity and space reasons.)

Send an email: editor@supplychainasia.org
Send a letter: 1 International Business Park, #03-01C the Synergy, Singapore 609917
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INDUSTRy HEADLINES

A 40-day strike at the world’s third-largest port finally concluded after dockworkers 
agreed to a compromise of 9.8 per cent pay increase.

Approximately 530 dockworkers, making up about 30 to 40 per cent of dock employees 
serving Hutchison’s terminals in the city, walked off the job on March 28, initially calling for 
a 20 per cent pay rise. They were managed by four major contractors, namely Comcheung 
Human Resource, Everbest Port Services, Lem Wing Transportation, and Pui Kee Stevedore 
Company, that operate the port. The strike was significant as it was initially self-organised 
by the dockworkers from the different contractors before seeking affiliation with the Hong 
Kong Confederation of Trade Unions. 

The key issue brought up by the strike was the dockworkers’ unhappiness over low wages. 
With many failed negotiations prior to the strike, the dockworkers finally staged the protest 
after claiming that they have not received any wage adjustments over the past 12 years. 
Before the revised terms, they were making HK$55 per hour (US$7.09), less than the 
HK$60.70 they made in 1995. Working conditions have also been far less favourable, with 
dockworkers exhausted by 12-hour shifts with no toilet breaks allowed. 

While the strike cost Hongkong International Terminals (HIT) an estimated HK$5m 
(US$644,000) a day initially before being cut down to HK$2.4m, the actual loss of the 
dispute is likely to be higher, as several shipping lines, such as Evergreen Marine and Mitsui 
OSK Lines, were reported to have diverted vessels to other ports, or skipped Hutchison’s 
terminals altogether. With Hong Kong ports already facing stiff competition from other 
ports in the region, such as Shenzhen, the strike has a long-lasting effect on HIT. In addition, 
the current trend of shifting from transhipping to directly importing through a mainland 
Chinese port further hampers Hong Kong ports’ efforts to succeed.

End of Hong 
Kong Port 
Strike

Our monthly industry brief provides an astute commentary of 
the various business headlines affecting the Asian markets. 
Concise, impartial and easy to digest, the Supply Chain Asia 

Industry Headlines is designed to help our readers track business 
trends, and understand the implications of major happenings 
in bite-sized chunks. In addition to providing our readers with 
the information to make smart business decisions quickly and 
effectively, we also include write-ups of our upcoming events and 
academy programmes in individual copies.

About Supply Chain Asia

Industry 
Headlines
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While the 9.8 per cent pay increase may seem like a small win for Hong Kong workers, the agreement is indicative of a growing trend in the 
city towards a more regulated market that centres on collective bargaining and the rights of multiple stakeholders. This is obvious from the 
many supporters gathered, particularly with the support of students through the group Left 21, which was critical in engaging Hong Kong 
society as a whole. More than HK$8.5m (US$1,105,000) was raised for a strike support fund, with financial contributions and solidarity 
resolutions coming from the West Coast longshore union in the United States, the International Federation of Transport Workers, and 
transport workers unions in Japan, Australia and the Netherlands.

However, while many consider the outcome of the strike a victory for the employees, not all dockworkers were reportedly satisfied with 
the much-reduced offer of 9.8 per cent pay increase. Only time will tell if the pay increase is enough for the dockworkers in the long run. 

Other Major Strikes

The Indonesian government 
vowed to boost worker 
pay and improve working 
conditions for workers who 
are not on fixed contracts, 
after two million workers took 
to the streets in 2012.

General Motors shut down its 
assembly plant in Thailand after 
failing to settle a pay dispute 
with union workers. Hundreds 
of workers had walked off the 
job after demanding five-month 
bonus payments and other 
considerations.

2009
One of the major strikes in the 
US was lead by 185,000 UPS 
Teamsters, who were looking 
for the creation of full-time jobs 
rather than part-time, increase 
in wages and the retention of 
their multi-employer pension 
plan. They gained great support 
from the public and had all of 
their demands met. UPS, on 
the other hand, accumulated 
a loss of more than US$600m 
in business as a result of the 
strike.

1990s 2012
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Soaring e-Commerce Market
The increasing level of globalisation 

and consumerism has resulted in the 
rapid growth of e-commerce, not 

only in China but also around the world. In 
India, a country well-known for being one 
of the fastest-growing major economies in 
the world, has cited apparel as the fastest 
growing segment in the country’s online 
retail market. 

According to a recent survey on the shopping 
trends in India, a garment is sold every 
40 seconds in the country. On the online 
front, some experts expect the garment 
sales to double this year due to the rise in 
demand for clothing in online market. The 
garment and lifestyle category has 41 per 
cent share of transactions on eBay India. 
More shoppers are becoming increasingly 
comfortable shopping online, with versatile 
payment options, such as Cash-on-Delivery 
(COD) and EMI contributing to the appeal 
of buying apparel online.

However, these options are not always 
favourable to the sellers.  COD makes it 
easy for customers to reject the order 
when it is delivered, and this is a costly 
proposition for the e-commerce retailer 
who has to finance the transaction until 
the order is delivered. In addition, online 
retailers are likely to resort to invest heavily 
in supply chain facilities to tackle India’s 
infrastructure challenges. Not to mention 
that many e-commerce sites are relying on 
massive discounts to attract sales, a model 
that is unsustainable if solely relied on in 
the long run. 

But with only ten per cent of India’s 
population logging online, analysts are still 
optimistic that the world’s second-most 
populous country, with over 1.2 billion 
citizens, can strive to be one of the top 
e-commerce hotspots in the next few years.

Over in the North America, despite many 
reports of the decline of the PC industry, 
desktop-based retail e-commerce in the 
US grew 13 per cent year-over-year to 
US$50.2bn in the first quarter, marking the 
14th consecutive quarter of positive year-
over-year growth and tenth consecutive 
quarter of double-digit growth. Other top-
performing online product categories in the 

US were Digital Content & Subscriptions, 
Apparel & Accessories, Sport & Fitness, 
Consumer Electronics, and Consumer 
Packaged Goods. 

Each of these categories grew revenues 
of at least 20 per cent compared to a year 
ago. The online industry accounted for 10.6 
per cent of discretionary dollars spent, 
the highest share on record. Like in India, 
garment is in high demand in the US online 
shopping arena, with reports estimating 
that the Apparel & Accessories section 
was the highest grossing mobile product 
category, with almost US$1bn in sales. 

In the Asia-Pacific region, it is common 
for logistics and delivery companies to 
experience difficulties in fulfiling the high 
expectations of customers because most 
countries do not have the infrastructure 
in place to serve the region effectively. 
However, Vietnam has exceeded 
expectations in the e-commerce arena, 
with its online retail sales hitting US$700m 
at the end of 2012. 

There are different options for online 
retail companies in Vietnam to deliver 
their shipments efficiently. Some leading 
companies built their own logistics teams 
to cover two or three top-tier cities such as 
Ho Chi Minh City and Hanoi. In other cities 
and provinces, they still use public postal 
services because it is convenient and cost-
effective.

For companies, or rather online 
entrepreneurs, that are not well-established, 
they have the option of third-party services 
like Tin Thanh, a private shipping company 
which is popular with e-commerce 
companies. Some e-commerce firms even 
set up their own shipping companies to 
serve both outdoor and in-house needs. 
Examples are VCCorp, a leading Internet 
group backed by IDG Ventures Vietnam 
and Intel Capital or Vatgia.com, a leading 
consumer-to-consumer site that also offers 
shipping services for their owned sites and 
for outdoor clients too. It is possible that 
with higher investments into logistics and 
parcel delivery, the region’s e-commerce 
industry will thrive even greater.
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INDUSTRy HEADLINES

On 24 April, the Rana Plaza, a building 
that housed several garment 
factories in Bangladesh’s capital, 

collapsed. Up to 1,127 people were killed, 
marking it the world’s worst garment 
industry disaster.

The disaster triggered widespread 
consequences. Factories in the eight-storey 
building made clothing for renowned 
European and American brands. With 
many household brands, such as Primark 
and Forever 21, already often criticised 
for using underpaid sweatshop workers to 
manufacture their clothing, companies are 
now increasingly subjected to tightening 
regulatory supervision and higher scrutiny 
of working practices within their supply 
chains and operations in Bangladesh after 
the garment factory collapse. 

How much does it cost to make a denim shirt in Bangladesh, 
versus the US?

BANGLADESH US

Source: Institute for Global Labour and Human Rights

$0.20

$3.30

$0.22
$7.47

$5

$0.75
Industrial

Laundry

Industrial
Laundry

Materials

Labour Costs

Labour Costs

Materials

Total
$3.72

Total
$13.22

Bangladeshi Factory Collapse

14 Supply Chain Asia



INDUSTRy HEADLINES

RMG export
FY 2011-12

EU 11,376

In million US$

USA 4,529

Canada 875
Japan 404
Turkey 356
Australia 308
Brazil 128
China 105
Others 1,010

H&M and Zara have recently signed a five-year legally binding agreement, Accord on 
Fire and Building Safety, to shoulder the costs of fire and building safety improvements 
in Bangladesh, thus raising pressure for others to follow suit. 

Dutch retailer C&A and U.K-based retailer Primark have both also signed on, including 
Calvin Klein parent company PVH Corp and German retailer Tchibo. However, Wal-
Mart, Gap and Sears Holdings are carrying out their own safety initiatives, while J.C. 
Penney has yet to make a decision about supporting the agreement.

On a bigger scale, the European Union, Bangladesh’s largest trade partner, is considering 
trade action against Bangladesh, while US State Department promised to work with US 
companies on improving working conditions, including in Bangladesh. 

In addition to facing higher regulations, the garment industry is also facing increased 
pressure from campaign groups, such as War on Want, that are using the disaster to 
demand justice for the injured workers and their families, as well as to force companies 
to take greater responsibility. 

But the reason companies are forced to hire cheap labour in poor working conditions 
is also due to consumer demand for cheap fashion products. The only way a retailer 
can sell items at such a considerably low price (short of CEOs taking in lower salaries) 
is when corners are cut. But with more consumers now engaging in green purchases, it 
may be a matter of time before they become more discerning garment buyers. While 
consumers are getting smarter, companies need to keep up and take the initiatives to 
push green business practices forward. 

Growth in exports
Ready-made garments (RMG) versus total export

In billion US$
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FY 1983-84 1990-91

$24.3bn

2010-112000-01

$19bn

Total export RMG export

How important is the garment industry 
in Bangladesh?
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Air Cargo Shows Growth After March Dip
The slow and steady improvement within the air freight industry 

has come to a halt after demand for air freight suffered a slight 
drop in the month of March. It was noted that the global freight 

tonne kilometres (FTKs) were down by 2.3 per cent in March 2013, when 
compared to the same period in 2012.

The Asia-Pacific region was hit hardest in the month, experiencing a 
3.3 per cent decline compared to the previous year, with the area also 
showing the greatest weakness in terms of actual freight volumes. With 
this significant drop experienced in March, global air freight volumes are 
sitting just 1.5 per cent above the October 2012 low point, which is well 
below the 3.5 per cent rise that was reached in January. 

However, figures released for the air freight markets in April show a 
modest growth of 1.4 per cent compared to April 2012. While the Asia-
Pacific region continues to suffer a decline of 0.4 per cent, Latin American 
and the Middle East markets show encouraging signs.

1. CN-KR
2. JP-KR
3. HK-TW
4. CN-JP
5. HK-JP
6. KR-HK
7. JP-TW
8. AU-SG
9. CN-HK
10. SG-HK

CN
HK

KR

SG

AU

Top 10
Asian
Lanes

TW

JP
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Airlines operating in the Middle East 
experienced a dramatic increase in traffic of 
10.5 per cent, continuing the strong results 
seen in recent months in the region. The 
area has grown 12.4 per cent faster in the 
first three months of 2013 as it did in the 
same period in 2012, indicating that the 
market is showing no signs of slowing.

Reasons for the overall modest growth of 
the industry could hinge on poor global 
demand. From January to March, the 
airport handled 434,000 metric tons, 
declining 2.2 per cent compared with the 
same months in the previous year.

But such declines are expected to be 
temporary stalls. Industry players continue 
to inject growth into the industry to produce 
positive results. For example, all scheduled 
freighter flights at Changi Airport will enjoy 
a 50 per cent landing fee rebate to boost demand for air freight. With the International Air Transport Association’s optimistic outlook of 
a profitable year for the industry, as we approach the half-year mark, only time will tell if the air freight industry is truly on the uptrend.
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Following initial reports that the 
delivery of new ultra-large container 
ships would further depress Asia-

Europe freight rates, large carriers instead 
unexpectedly announced rate hikes that 
are due to take effect by 1st July. 

Capable of carrying 18,000 boxes, the 
Triple-Es will consume on average 35 
per cent less fuel per container than 
the standard 13,100-capacity container 
vessels. With the arrival of these ultra-large 
container ships carrying more containers 
per voyage, it will mean fewer ships on 
the route and lower costs (partly due to 
its fuel efficiency factor) for the shipping 
line and the shipper. Shipping lines that do 
not upgrade their ships could soon deem 
shipping containers as uneconomical, and 
ports that do not adapt to these mega-ships 
could find themselves without cargo. Not 
only are these factors not likely to improve 
the Asia-Europe carrier rates, they also 
pose new challenges to the shipping lines.

The scheduled delivery of the mega-ships 
comes at a bad time for ocean carriers, 
especially with most of Europe still in 
recession or close to it. Westbound Asia-
Europe container volumes fell 7.8 per cent 
year-over-year in March and are averaging 
five per cent lower than in the previous 
two quarters. Although this took 1Q 2013’s 
monthly average up to 729,000 TEU, 3.8 
per cent more than between October and 
December, it was still 5 per cent below the 
monthly averages achieved in each the 
previous two quarters. 

Moreover, by early May, the market should 
have received more promising signals 
about the peak season to come in Q3, but 
this was not the case. For the past five years 
since the recession, routes between Europe 
and Asia are showing little or no growth in 
demand, while industry analysts estimate 
oversupply at 10 per cent. The delivery of 
the ultra-large containers could not have 
come at a worse time. All but seven of the 
world’s 30 biggest shipping companies lost 
money in 2012.

Take Maersk, for example. The world’s 
largest container shipping operator saw 
profits declined by 32.8 per cent from 
$1.175bn to $790m. In order to gain more 

revenue, the company has diversified 
into the oil industry. Maersk Oil has since 
returned the highest profits and return on 
capital out of all the divisions, with Maersk 
Drilling’s profit jumping 18.7 per cent. With 
the lack of demand for ocean shipping, 
the current low rates are simply not high 
enough to make it a profitable business for 
many large carriers. Major shipping players 
are now collectively increasing rates on the 
Asia-Europe route, despite past attempts of 
doing so yielding few positive results.

It is possible that cost-cutting may be the 
better strategy. By implementing cost-
cutting programmes, Hapag-Lloyd and 
CSAV have reported improved returns for 
Q1 2013. CSAV achieved a 53 per cent year-
on-year improvement in earnings after 
posting $96m loss.

A more effective strategy is for carriers to 
remove another two weekly loops. The 
planned withdrawal of the 9,200 TEU a week 
CES2/AEX service in June by Evergreen, Zim 
and CSCL will reduce overall capacity from 
Asia to Northern Europe by approximately 
3 per cent, and help to soften the blow 
of unwanted capacity brought in though 
vessel upgrades of existing loops. 

Ocean carriers cannot afford another 
crippling rate war this year, and immediate 
action is needed soon as the mighty 
transpacific route remains problematic. 
Unfortunately, it seems unlikely for rescue 
to come in the near future.

Fluctuating Asia – Europe Rates

Sources: Drewry Maritime Research: World Container Index assessed by Drewry (www.worldcontainerindex.com)

Westbound Asia-Mediterranean Utilisation Vs Rates
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INDUSTRy HEADLINES

Toll Group opens S$300m world-class 
Singapore offshore petroleum supply base
• Toll Group has unveiled its landmark 

S$300m Toll Offshore Petroleum Services 
facility in Loyang, Singapore following a 
five year redevelopment that makes it 
the leading supply base for companies 
in the marine, offshore, as well as oil and 
gas industries in the region.

NACCO Materials Handling Group sets up 
new office in Malaysia
• It is game on for suppliers of materials 

handling equipment in Asia, and a 
winning move for customers across the 
region as NACCO Materials Handling 
Group extends its Asian operation and 
opens the doors of its Malaysia office.

UTi Worldwide launches state-of-the art 
multi-client 3PL logistics centre in Taiwan
•  UTi Worldwide Inc. has announced the 

grand opening of its newest multi-client 
logistics centre in New Taipei City, Taiwan. 
The facility is conveniently located just 
20 minutes away from Taiwan Taoyuan 
International Airport (TPE) and only 500 
metres from Taiwan’s Highway 2 for easy 
access to the island’s main distribution 
channels.

Transport Logistics 2013 reports biggest 
ever show
• The increase of over 110 exhibitors is 

accounted for mainly by interest from 
abroad, with the proportion of exhibitors 
from outside Germany at Transport 
Logistic estimated at around 45.3 per 
cent.

Competition in Chinese e-commerce 
logistics industry heats up
• Competition continues to heat up 

as China’s two largest e-commerce 
companies, Alibaba and Jingdong 
(formerly known as 360Buy) go head-to-
head in the logistics and last-mile delivery 
space. While Alibaba plans to accomplish 
a logistics network via partnerships, 
Jingdong has opted to take ownership of 
its logistics network.

News in Brief
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Increasing use of sophisticated supply chain 
software is one of the factors helping to 
suppress demand for global air freight. 

“The greater supply chain visibility which 
the enterprise software brings allows for far 
higher levels of management control and 
planning,” says Mr. Jackie Lee, General 

Manager Asia, SBS Worldwide.
 
This, in turn, means that producers and 
retailers have much more of the information 
they need to predict demand and so are 
planning 16-20 weeks ahead, rather than 
just eight weeks. This gives them the 
opportunity to use ocean freight, which 
remains significantly cheaper, despite the fall 
in air freight rates.   

IATA figures show there has been no significant 
growth in air cargo since 2012 and the airlines 
experienced a significant fall in yields last year. 
Lower rates have been offset to some extent 
by falling fuel prices and the implementation of 
cost saving measures, but as long as capacity 
exceeds demand, the airlines are fighting to 
make cargo pay.

“After a 6.3 per cent fall in [cargo] yields in 
2012, we expect a further contraction of 
2 per cent in 2013 as capacity conditions 

remain much more challenging than in 
passenger markets,” 

IATA said last month (May).

The introduction of the larger capacity A380 
Airbus is also increasing bellyhold capacity 
and therefore driving down rates.

Mr. Lee says there has been some increase 
in demand for air freight into China, especially 
for perishables. The growing middle class in 
China is happy to pay a premium for products 
such as orchids from Thailand, ham from 
Spain or Italy, and cheeses from Australia or 
France. Small volumes of high value fashion 
items are also air freighted to ensure they 
reach the consumers while they are still at the 
height of fashion. 

And there is no doubt that air freight comes 
into its own when a new product is launched 
– the shipping out of the Samsung Galaxy 
S4 caused a capacity shortage out of China 
for a week.

But the shift from air to ocean continues to 
grow. Not only does the greater supply chain 
visibility allow more detailed planning and 
forecasting, it can also be used to make the 
ocean freight system itself more efficient.

“Our eDC software effectively turns the 
ship into a floating warehouse, allowing 

customers to place orders and pre-book 
deliveries while the goods are still at sea,” 

says Mr. Lee. 

Goods can also be quality-controlled and 
packed shop-ready at a warehouse next 
to the factory in Asia. This allows them to 
be delivered direct from the ocean freight 

container to the store, bypassing the 
warehouse in the destination country.

SBS Worldwide has also found that 
business is growing at its Californian 

distribution centre as some US customers 
are shifting from East Coast to West Coast 

ports. “Many smaller customers are no 
longer shipping from Asia into their own 
warehouses on the East Coast, which 

involves a 26-32 day ocean transit. They 
now ship 12-14 days to the West Coast 

and distribute direct to customers from our 
warehouse.” 

These are such developments that help 
reduce speed to market for ocean freight, 
making it an increasingly attractive alternative 
to air freight.

SBS Worldwide is a privately-owned 
British company set up nearly 30 years 
ago by Steve Walker, Group Chairman. It 
has offices in the UK, USA and China and 
offers the full range of freight forwarding 
and logistics services, working in close 
partnership with its customers to ensure 
the supply chain is as efficient and cost 
effective as possible.

Mr Jackie Lee
General Manager Asia, SBS Worldwide

Impact of 
Supply Chain 
Visibility 
on Air Freight
Contributed by SBS Worldwide
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Porsche Supply Chain and Logistics Quality Maintained 
During Distribution Centre Move

Any company which can boast a 168 year history has to be doing something right, especially when involved in the diversities of providing 
complex supply chain products. The logistics involved in the production and distribution of prestigious household name commodities 
utilising hundreds of thousands of parts across a range of top quality items are simply mind boggling and require both physical and 

documentary systems and equipment capable of delivering any item, no matter how small and seemingly insignificant, when and where required. 
When renowned German sports car manufacturer Porsche required a modern and efficient automated small parts storage system it turned to 
BITO, acknowledged experts in the field for generations.

Contributed by Handy Shipping Guide
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When dealing with an international brand 
renown for quality that aspect has to transfer 
to every phase of the supply operation and 
BITO says it was not only able to impress 
with its technology and its advisory service 
but also with clever detailed solutions for the 
gravity roller conveyors for feeding the packing 
stations (manual vibrator so that even very 
light bins do not stick; single foot unlocking 
releases individual lagging containers).

The same applied to the individually matched 
delivery of bins and trays for the move to the 
new warehouse. In order to avoid double 
handling, at the appropriate time BITO 
delivered a number of bins, which had been 
determined in advance, directly to each of 
the previous warehouse locations that were 
about to be closed. Here, the goods were 
removed from standard shelving and pallet 
storage systems and packed straight into 
the plastic bins intended for the purpose and 
transported by truck to the central spare parts 
warehouse in Sachsenheim. While an outline 
plan specified the weekly delivery quantities, 
the delivery locations were only determined 
a few days in advance depending on the 
progress of the move and BITO was also 
able to faultlessly overcome this last logistical 
challenge.

This article was first featured in Handy 
Shipping Guide. The Handy Shipping Guide 
is published every day of the year in 218 
countries and is read by over 250,000 people 
mainly professional freight executives.

Porsche supplies spare parts to around 700 dealers throughout the world from its central 
spare parts warehouse in Sachsenheim. More than 70 per cent of the 80,000 stock keeping 
units are small parts, which are suitable for storing in bins. Main contractor Witron Logistik 
+ Informatik GmbH has installed an automated small parts store for these items with around 
170,000 storage positions whilst BITO Lagertechnik Bittmann, Nuneaton-based BITO Storage 
Solutions’ German parent company, was involved in the project as an experienced partner for 
the steelwork of automated small parts stores when the centralisation plans were approved.

BITO not only manufactured and erected the storage shelves but also provided the peripherals 
in the form of eight sequencer towers, a steel platform, gravity roller conveyors and finally the 
picking stations and shelving units from BITO’s Ergo tubular system range. In parallel with the 
implementation of the automated small parts store by the main contractor, Porsche procured 
the bins and trays, for which BITO was again the supplier of choice delivering 137,000 bins 
of various sizes.

Various packing materials, ranging from paper bags to cartons and containers with hinged lids, 
are used in the areas of order picking and the packing of outgoing goods. All these dispatch 
packages are transported on trays and held in position by means of simple and at the same 
time flexible standard fixing elements. Jörg Reinelt, designer of the automated small parts store 
at Porsche AG in Sachsenheim, said:

The objective was to standardise on a common bin size 
(base areas) to enable us to optimise the operation of the 

conveyor equipment. From an ergonomic point of view, we 
specified a maximum weight of 15 kg for each container. 

This enabled lightweight bins to be chosen, which the 
operators appreciate every day. BITO’s intelligent solution 
impressed us, as the fixing elements can remain on the 

trays even when they are stacked. This enables us to store 
the trays without any problems in an automatic buffer until 

they are needed again for order picking.

“

”

FEATURES
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Reducing the Number of 
‘Unknown Unknowns’

There was widespread hilarity when the 
then US Secretary of Defense, Donald 
Rumsfield, talked about “unknown 

unknowns – there are things we do not know 
we don’t know”.

It may have seemed a difficult concept at the 
time, but on reflection, people came to see 
that although the language may have been a 
bit clumsy, he was actually referring to a very 
common problem.

The most difficult thing to prepare for is 
something you have no idea is about to 
happen or that there is even a possibility of 
it happening.

Risk management in the supply chain is all 
about identifying potential risks, assessing 
their likelihood and impact, and then taking 
steps to reduce them from happening or, if 
they do happen, reducing their impact on 
your business. 

For exporters and importers, one way to 
reduce the risk of disruption to the supply 
chain is to use the services of professional 
freight forwarding or logistics companies. Not 
only are they are much more likely to know 
about the potential risks and bottlenecks, they 
are also much more likely to be able to find 
a solution, even to an ‘unknown unknown’.

One of the most important tools which 
logistics companies and their customers use 
for managing the movement of goods is an 
enterprise supply chain software system.

Contributed by Virtualized Logistics

“Obviously most shippers these days use 
some form of supply chain software, but 
the more bespoke it is for a particular client, 
the more effective it is,” says Tyrone Omidi, 
Director and Chief Technology Officer, 
Virtualized Logistics. 

“The number of unknown unknowns reduces 
every time the software is designed specifically 
for that company’s products, manufacturing / 
logistics patterns and customer profiles,” he 
explains. “This is especially important with 
global outsourcing and constantly changing 
customer demand.”

Sophisticated software also makes it more 
realistic to manage sourcing from several 
different suppliers and/or countries, thus 
reducing the higher level of risk associated 
with single suppliers or via one geographical 
region.

Omidi says that it is important to look at all 
aspects of the supply chain in order to make 
a true assessment of both how to make it 
more efficient and how to reduce risk. “We 
need to work all the way from procurement 
to invoicing, not just following the physical 
movement of goods.”

Of course, the flow of information is also crucial 
and this is another source of potential delays 
and bottlenecks – or worse, misinformation 
when data is not transferred correctly between 
different platforms. 

Omidi says: “Bespoke software is written to 
include everything that a particular company 
– and all the other stakeholders in its supply 
chain – need. This level of in-depth visibility, 
and the sophisticated management reporting 
accompanying it, brings with it greater control 
and therefore reduces risk.

“Obviously, by definition, we cannot eliminate 
the unknown unknowns, but by having access 
to all the relevant information in real time, we 
can at least reduce the disruption such an 
event may have.”

Virtualized Logistics is a leader in 
supply chain consulting, technology 
and software development, designing 
and developing complete supply chain 
solutions. The Virtualized Logistics 
team asserts that the supply chain 
should be seen not as a cost but as a 
competitive advantage and works with 
its clients to design bespoke solutions 
that precisely meet their needs.  

Mr Tyrone Omidi
Director and Chief Technology Officer, 
Virtualized Logistics
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The constant pursuit of improved productivity, 
space efficiency, accuracy and throughput 
capacity to support business growth has 
been some of the key factors that have driven 
the expansion in Distribution Centre (DC) 
technologies.

The “man-to-goods” picking process, 
traditionally practised in a DC operation 
involves staff traveling around the warehouse 
to personally retrieve the required items, 
based on written instructions, has transitioned 
to the “goods-to-man” approach, in which 
automated equipment deliver the necessary 
goods in appropriate quantities to operators.

“There is an obvious trend towards a greater 
deployment of technology in DCs to drive 
productivity, accuracy and tracking…even in 
low-cost labour markets,” says Mr Michael 
Bradshaw, Regional Director, Integrated 
Systems, Dematic S.E.A.

Technological improvements in warehouse distribution systems are paving the way for the increasing adoption of “goods-to-man” approach 
in Asian distribution centres. Suppliers of Automated Material Handling Solutions Dematic and EFACEC share their views with Chew Wai 
Yee, SCA Senior Correspondent, on the trends and developments

“Advances in IT, leaner supply chains and 
higher customer service level demands have 
resulted in less full pallet distribution and much 
more carton and unit picking for more frequent 
and smaller orders.”

Unit picking, Mr Bradshaw noted in particular, 
which is far more complex and labour-
intensive compared to case picking, has seen 
some significant advances in recent times 
with the introduction of new automation and 
technology to deliver productivity increases 
of up to ten times.

An example of this is the high rate unit pick 
stations combined with fast and flexible 
storage and retrieval engines.

Mobile computing has also evolved from 
hand held terminals with a screen and keypad 
interface, to wearable voice-directed terminals 
where operators can interact with the system 
via listening and speaking while keeping their 
hands and eyes free to focus on performing 
their tasks better and faster. 

Pick-to-light solution deployed in Tesco

Tech-Savvy Distribution 
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Top Technologies
According to EFACEC Singapore, the top 
f ive technologies seen most frequently 
in Asian distribution centres are ASRS, 
Barcode Identification System, voice-directed 
technology, sorting systems and the pick-to-
light System. The company’s System Design 
Manager, Mr Peter Pong, gives a rundown on 
the various technologies:

• Within the warehouses of distribution 
centres, the ASRS is favoured because it 
eliminates the need for forklifts and reach 
trucks that traditionally transport goods 
and place items in their racking locations 
respectively. The computer-controlled 
processes within an ASRS now take care 
of such operations automatically. 

• Barcodes are used to tag products so 
that their movements and locations can 
be tracked. Although the use of barcodes 
is still widely popular, many companies 
are also turning to Radio Frequency 
Identification (RFID), which has proven to 
be superior and more reliable.

• When using voice-directed technology, 
operators are guided through various 
processes by verbal prompts, and 
thereafter confirm their tasks by speaking 
pre-defined confirmation codes. With this 
innovation, the worker no longer has to 
refer to a piece of paper or equipment and 
has both his hands free to carry out his 
assignment. Based on previous projects, 
voice-directed warehousing has proven to 
improve efficiency, accuracy and safety.

• A sorting system automatically diverts 
products to a conveyor for delivery to 
other areas of the distribution centre. In 
comparison to a manual process, such 
technologies significantly enhance the 
efficiency and accuracy of the sorting 
process. 

• A pick-to-light solution helps in the 
a s s e m b l y  o f  a  p a c k a g e .  E a c h 
compartment of this set-up features a 
light bulb, which lights up to indicate that 
the specific item is meant to be included 
in the end-product. 

Korea’s Lotte Mart DC hosts Asia Pacific’s 
largest cross-belt sorting system

Compared to distribution centres in Europe 
and US, our Western counterparts use 
similar, but more advanced, technologies. 
Due to the higher manpower costs in those 
regions, companies tend to prize the use of 
automation over human labour in their pursuit 
of greater productivity, explains Mr Pong. On 
the other hand, many businesses in Asia are 
still concerned about initial investment costs, 
and therefore continue to employ manual 
processes since manpower is available at a 
lower premium.

The top DC technologies deployed in the 
region can also be seen in the integration 
of multiple technologies with software and 
controls, facilitating the precise management 
of orders and material flow in an efficient way. 
“In terms of sophistication, most of the 
advanced technologies seen in Europe are 
already also adopted in Asia in selected 
applications.  There are many examples of 
ASRS for pallets and smaller loads, conveyor 
and sorting systems, robotic palletising and 
more which when integrated can be highly 
cost-effective tools even in low-cost labour 
environments,” says Mr Bradshaw.

Productivity Gains
We’ve read about the “Amazon”s in the West 
with their successful utilisation of robotic-
assisted fulfillment that has turned around 
productivity. In the Amazon distribution 
centre system, robots retrieve items from 
specified locations and deliver them to the 
output station.

“Even though there are no known applications 
of such robotics equipment in an Asian 
distribution centre, the end result of using 
this technology is similar to that when other 
distribution centre innovations are employed 
in the region,” says Mr Pong, adding that 
automation has helped various EFACEC 
customers increase productivity by at least 
30 per cent.

Tesco in Thailand has used order fulfillment 
automation to help them achieve ten times its 
initial growth over five years.  Dairy Farm has 
deployed voice picking technology to improve 
both their accuracy and productivity by over 
30 per cent. Hyundai Logistics in Korea has 
invested in automated sortation to address 
the growth in parcel deliveries from the 15 per 
cent per annum increase in volumes driven by 
e-commerce.

Across different industries in Asia, robotics 
and automation have also known to be 
deployed in a range of innovative ways. High 
speed sortation, for example, has been widely 
applied across the retail sector for cross 
docking, allowing the DCs to significantly 
reduce the inventory they hold.

Lotte Mart in Korea uses automation to 
handle up to 90 per cent of their DC’s volume 
through Dematic’s cross-docking solution, 
utilising automated sortation systems capable 
of sorting up to 20,000 cartons per hour. 
This kind of solution helps them to minimise 
inventory and the amount of money they 
have tied up in it, and reduce the size of their 
facility, investment cost in land, building and 
equipment.

In the manufacturing sector, Dematic is also 
working with a manufacturer in the Food 
& Beverage sector in Indonesia to deploy 
Automated Guided Vehicles (AGVs) to 
transport both raw materials and finished 
goods between production lines and an 
automated high bay warehouse, where pallets 
are stored taller and closer together in 30 per 
cent of the space of a conventional DC.

Returns on Investment
Undoubtedly, with the popularity of online 
shopping and increasing awareness from 
manufacturers for faster delivery times, the 
future for distribution will be less dependent 
on low-cost labour and will increasingly use 
technology and more automation. 

However, one of the major challenges related 
to the adoption of new technologies has to do 
with the high initial investment. But long-term 
benefits derived from such upgrades seem to 
far outweigh the initial investment. 

“Companies usually start generating profit 
from these computer-controlled processes 
after 5 years. Based on a typical automated 
distribution centre system that lasts 30 
years, businesses would be able to receive 
financial returns for about 80 per cent of the 
technology’s lifespan,” says Mr Pong from 
EFACEC.

As business leaders begin to understand 
the benefits that these innovations can bring 
about, there will be more companies that 
will jump onto the automated warehousing 
solution bandwagon. The trend will continue 
and the early adopters may stand to reap the 
harvest ahead of others.
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Goodman

Goodman Group is one of the world 
largest integrated property groups 
that owns, develops and manages 
industrial property and business space 
globally. We invest in business parks, 
office parks, industrial estates and 
warehouse and distribution centres. 
We also offer a range of property funds, 
giving investors access to our specialist 
services and property assets.
 
Our presence in Greater China started 
in 2001 via our involvement in the 
Shanghai Business Park. Our footprint 
was expanded in March 2005 with the 
establishment of the Hong Kong office 
as the region headquarters. Today, 
we have offices in Beijing, Shanghai, 
Chengdu, Langfang and Guangzhou, 
employing more than 300 professionals.
 
Currently the total asset under 
management amounts to 1.6 million 
sqm, making us one of the largest 
logistics space providers in Greater 
China. In addition, we are managing 
two unlisted real estate funds in the 
region, the Goodman Hong Kong 
Logistics Fund and the Goodman China 
Logistics Holding, which are valued at 
approximately US$1.8bn and US$0.5bn 
respectively.

Asianet Consultants

Established since 1988, Asianet is a 
dedicated executive search and talent 
acquisition company that specialises in 
Logistics & Supply Chain.

We work with global clients in the 
Contract Logistics space in their talent 
acquisition strategies that result in the 
market mapping of relevant high calibre 
executives in the Asia Pacific region. 
We act in partnership with clients to 
develop and implement recruitment 
solutions for immediate- to long-term 
needs. 

We are dedicated to:
• Executing Retained Executive 

Search in Hong Kong, Greater 
China and the Asia Pacific region 
to meet the executive and senior 
management hiring needs of its 
global clients.

• Working with clients to develop 
their talent acquisition strategy and 
recruitment capability.

• Providing talent mapping and market 
& business intelligence services 
enabling significant hiring activities, 
succession planning, talent risk 
management and gathering of 
market information. 

Headquartered in Hong Kong, we have 
offices in Shanghai, Guangzhou and 
Beijing. Asianet Consultants is the 
exclusive Hong Kong and Greater China 
partner and founder of the International 
Executive Search Federation (IESF) 
providing Global and Local Executive 
Search to companies in 40 countries 
and over 130 cities.

Agility
 
Agility brings efficiency to supply chains 
in some of the globe’s most challenging 
environments, offering unmatched 
personal service, a global footprint and 
customised capabilities in developed 
and developing economies alike. 
Agility is one of the world’s leading 
providers of integrated logistics. It is 
a publicly traded company with over 
$5bn in revenue and more than 22,000 
employees in 500 offices across 100 
countries. 
 
Agility’s core commercial business, 
Global Integrated Logistics (GIL), 
provides supply chain solutions to 
meet traditional and complex customer 
needs. GIL offers air, ocean and road 
freight forwarding, warehousing, 
distribution, and specialised services 
in project logistics, fairs and events, 
and chemicals. Agility’s Infrastructure 
group of companies manages industrial 
real estate and offers logistics-related 
services, including e-government 
customs optimisation and consulting, 
waste management and recycling, 
aviation and ground-handling services, 
support to governments and ministries 
of defense, remote infrastructure and 
life support.
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Managing Director of toll group
Mr Brian Kruger

Beyond the Numbers – 
Toll Group Connecting 
People and Products

Supply Chain Asia had the privilege of a one-on-one 
dialogue with Mr Brian Kruger, Managing Director of Toll 
Group. Since taking over from former MD Paul Little at 

the start of 2012, Mr Kruger wasted no time in ensuring that not 
only would he carry the legacy of the impact Toll has had on the 
industry, but also look at the opportunities that exist in Asia.

While Mr Kruger has spent most of his career in finance 
with 25 years in BHP in areas such as Treasury, Accounting, 
Operational Finance as well as Mergers & Acquisitions (M&A), 
his involvement in supply chain and manufacturing was never 
in doubt and put him in a strong position to bring Toll to a new 
level of operational performance and standards.

A keen and avid golfer, Mr Kruger brings with him the same focus 
and enjoyment to his more than 45,000 employees, leading them 
to a new mission of creating a common culture through his One 
Toll concept, and The Toll Way of common understanding, which is 
Toll’s primary purpose of connecting people and products and 
how best to go about doing that. His belief in ensuring 
that the operations are truly “safety minded” 
and fulfill their overall operational 
efficiency and effectiveness go 
beyond achieving numerical 
superiority – rather, it is 
an intense emphasis on 
making sure that his team 
remains safe whi le 
working for Toll.

DIALOgUES
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SCA: Can you share with our readers 
Toll’s operations in Asia, your current 
business structure, as well  as 
your largest and most profitable 
operations?
BK: There are four primary businesses for 
Toll in Asia. They are Toll Global Logistics, Toll 
Global Resources, Toll Global Express (our 
major business is in Japan) and Toll Global 
Forwarding. 

Toll Global Logistics is primarily a contract 
logistics unit that focuses on warehousing, 
value –added services, contract logistics and 
regional distribution operations. The biggest 
contributor to Toll Global Logistics’ revenue 
outside Australia is Singapore. At the same 
time, we are experiencing growth in countries 
such as China, India, Thailand, Malaysia, 
Korea and Vietnam.

Our other major operation in Singapore is 
called the Toll Offshore Petroleum Singapore, 
or TOPS. This business falls under the Toll 
Global Resources division. For TOPS, a month 
ago, we just had our official opening of the 
30-hectare site located in the eastern part of 
Singapore in Loyang. This is the largest single 
site for Toll in terms of investment where we 
invested AUD250m.

Our business in Japan is very much a network 
business – it forms a part of our Toll Global 
Express business. We have over 100 depots 
and employ over 5,000 people in Japan 
achieving revenue in excess of AUD700m. 

The final part of our business will be Toll Global 
Forwarding that provides freight services and 
is headquartered in Hong Kong. Toll Global 
Forwarding only focuses on cross-border 
air and sea freight that originates from Asia 
to outside Asia and vice-versa, as well as 
intra-Asia freight. We have made acquisitions 
over the last few years in Europe and the US 
essentially with the aim to support our growth 
in moving freight originating from Asia. These 
business units reach out to decision makers 
at the destination and ensure that we are able 
to extend our value-added propositions to 
them through a strong supply chain network.

How do you view Toll’s position 
in relation to global players such 
as DHL & UPS? Some of these 
players often promote a strategy 
of being asset-light, whereas we 
see acquiring assets in some of the 
countries that it is operating in. Do 
you practice a different strategy from 
your competitors?
BK: I would like to describe ourselves as 
“asset appropriate” rather than asset-heavy 
or asset-light. Our willingness to invest in 
assets – whether in property, equipment or 
technology – will often be driven by what our 
customers are looking for. For example, in 
Singapore we acquire properties due to the 
rising cost of rental. These assets allow us 
to offer a stronger proposition to our clients 
in terms of cost, building design, efficiency 
and availability of space, as well as a wider 
consistency of services. In other countries, 
such as China and India, while we do own 
properties, we typically lease space on back-
to-back contract with our customers. We 
work closely with landlords to ensure that 
contract renewal can be managed through 
extension of leases, while at the same time, 
we have contingency plans in place should 
the landlord decide to unreasonably raise 
their rates.

We practice the same strategy when it comes 
to ownership of transportation fleet. In certain 
countries, we may decide to contract or lease 
fleets from our sub-contractors and in other 
countries or circumstances, we may decide 
to own the fleet. In India, for example, we own 
our fleet and we designed them specially to 
carry steel for one of our major clients and 
negotiated our contract to ensure that our 
investment is protected.

Everybody wants to be asset light. But in 
some special circumstances, whereby it 
can be justified, and we have the capability, 
we can put together an investment plan 
supported by a client’s specific need. This 
strategy is apparent in our contract logistics 
business whereby we adopt a customer-
led strategy to influence our investment in 
warehouses rather than build-and-wait-for-
them-to-come strategy. While this may mean 
that we are slower in growing our business, 
it also means that we mitigate our overall risk 
and get to choose the customers we wish to 
work alongside.

Do you model after the top global third 
party players or do you adopt your 
own vision of what Toll should be in 
this highly competitive market?
BK: Some of the top global players are 
making a lot of investment in Asia, but I don’t 
model Toll against any of them as I find that it 
is dangerous to do that without understanding 
the underlying reasons and strategies. We 
are dealing with different customers with 
different needs and we tailor our solutions to 
our customers’ needs. Our focus is to ensure 
that we have the right strategies in place to 
support our chosen customers. 

What is your development plans in 
Singapore and China?
BK: In Singapore, it is fair to say that we have 
two major businesses operating in Singapore. 
One of which is the Toll Offshore Petroleum 
Singapore (TOPS) operations, whereby we 
were originally allocated 50 hectares, but 
have had to cede 20 hectares back to the 
government due to various reasons. We 
continue to seek ways to increase the plot 
ratio to improve land usage and productivity, 
something that we believe will resonate with 
the various agencies we are working with. 

For the contract logist ics business in 
Singapore, we are reviewing options on how 
to develop warehousing facilities that enable 
Toll to move to next generation technology, 
to enable us to attract more challenging 
and complex opportunities. We are in the 
midst of discussing with the key agencies in 
Singapore on this. Singapore is a fantastic 
place for businesses, and we generally find 
the government to be very supportive, not to 
mention the great talents there. In addition, 
we also find that we have a sizeable target 
market in Singapore to which we can provide 
our various types of service offerings and 
solutions to meet their needs.

China is different and more challenging. In 
the last two years, we have been dealing 
with a rapidly increasing cost environment in 
China that is affecting our overall operating 
margins. Having said that, China still presents 
fantastic growth opportunities, particularly 
from multinational companies located there 
– most of which would require the type of 
services and solutions that we can provide.
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Are you considering more M&As in 
the region?
BK: We wouldn’t say no to a good deal. 
But while our many acquisitions in the past 
have indirectly led to the vast growth of 
opportunities in our business, we are currently 
focusing on organic growth. I believe the time 
is right now, at this stage of Toll’s evolution, 
to explore more value added services as well 
as organic growth over the next few years.

It has been said that most Australian 
companies prefer to focus on 
expanding their businesses on a local 
level, instead of venturing overseas. Is 
this an accurate assessment?
BK: Not neccessarily. There are three different 
types of companies in Australia. Firstly, there 
are companies that export to Asia, namely 
China. Usually, they are companies focused 
on dealing with resources, so Asia is an 
important market for them. The next type 
of businesses consists of companies that 
concentrate on importing goods from Asia. 
The import level from Asia into Australia has 
increased significantly in the last ten years. 
Initially, China has been the primarily importer, 
but over the years, many companies are also 
sourcing products from other countries, such 
as Taiwan, Bangladesh and South Korea. 
This trend seems set to continue. The third 
category is businesses that are operating in 
Asia, such as Toll. There are actually not many 
Australian companies that are actively growing 
their presence in Asia. One of the best 

examples is ANZ (Australia and New Zealand 
Banking Group). It has a very articulated 
strategy to establish their business in Asia. 

Can you share more about your IT and 
Innovation strategies in Toll?
BK: One of the things we are working on 
is rationalising the number of systems we 
have acquired over the years. The different 
systems we have across the group are not 
only inefficient, but also expensive and may 
not lead to best practices across the entire 
group.  Specifically, Toll Global Logistics 
is cutting down the number of warehouse 
management systems and transportation 
management systems used across the many 
different entities we have acquired over the 
years. In the areas of innovation, we have 
set up a group called IDEALAB, dedicated 
in developing new logistics solutions based 
around radio frequency identification devices 
(RFID). This R&D team works on projects, 
such as utilising RFID to develop driverless 
forklifts. 

I wouldn’t go so far as to say we are ahead 
of the major players in terms of differentiating 
ourselves in technology investments and 
innovation adoptions, but I do believe we are 
one of the leading players involved in utilising 
technology to enhance our service offerings 
to our customers.

The feedback we get from our customers and 
government bodies is that while other 3PLs 
are talking about RFID, Tol is actually doing it.

How important is the automotive 
business to Toll and what is your 
future plan in this business sector? 
What are the various growth sectors 
for Toll?
BK: Outside of Australia, automotive logistics 
contributes about 15 per cent of our global 
logistics business. While it is a key industry for 
us, we also focus on other sectors to grow our 
contract logistics business, such as industrial, 
chemicals and consumer & retail. 

The automotive business in Asia should 
continue to grow in terms of finished vehicles 
as wel l  as in parts management. The 
automotive businesses in Australia however 
has suffered setbacks with manufacturers 
announcing to either reduce their capacity or 
move their manufacturing of finished vehicles 
out of Australia. Although these companies 
may be reducing their operations, they will still 
be importing vehicles and Toll will continue to 
be associated in providing services in these 
areas. While we know that to continue to 
grow our traditional automotive business in 
Australia will be challenging, we are already 
extending our capability to support these 
automotive companies in their operations in 
other countries, such as Thailand and China.

In the same token, companies that support 
industrial growth, such as parts and equipment 
businesses continue to grow, and Toll is well 
positioned to engage these businesses that 
are supporting the growth of the mining 
industry in Australia.

I believe that unless you are focused on 
a manageable number of countries and a 
manageable number of industries, you will 
not be successful in any of them. When 
we review what we have in terms of our 
capabilities, knowledge and experiences with 
various prospects, the sectors we know we 
can succeed in are automotive, industrial, 
chemical and consumer & retail, including 
cold chain. That does not mean we do not 
provide services in other sectors, such as hi-
tech or pharmaceutical, which fall under our 
consumer products focus, but we know we 
will do well in the sectors we have identified.

How many people does Toll employ 
today? Can you share your views on 
people management in Toll?
BK: We employ more than 45,000 people 
including about 20,000 in Australia and about 
5,000 in Japan. The rest of the employees 
are mostly in India, China, New Zealand and 
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the US, where we have more than 1,000 
employees. 

When I joined Toll, I realised we did not really 
have a consistent set of values due to the 
various acquisitions we have done over 
the year. One of the major initiatives I am 
working on is to create a consistent set of 
values, culture and belief in the organisation, 
which I call the One Toll culture, ensuring we 
have a consistent approach across the entire 
organisation and being able to deliver our 
services. The Toll Way is how I describe the 
way we do things at Toll. It emphasises what 
is important to us and how we will achieve 
our goals. The Toll Way becomes our primary 
purpose, our mission, our vision and our core 
beliefs.

We just carried out a global survey for 
our more than 45,000 employees and 
we have received more than 65 per cent 
responses. Our primary focus in the survey is 
to understand how our employees feel about 
the Toll Way and what do they see in Toll 
today. The survey also seeks to understand 
the values that our employees think we should 
keep, what to change, and what to improve. 
I am excited about this because the results 
from the survey will help us in creating a 
common culture that will permeate through 
the entire organisation.

One of our core values is safety. I am a firm 
believer there should be a strong safety 
mentality in our organisation. We cannot 
have our people working in dangerous 
environments. It is also clear that customers 
will not engage your business if you do not 
have good safety records for your operations. 
It is very unusual to find an operation that can 
perform excellently with a poor safety record. 
If you are not managing your safety records, 
I can guarantee you are not managing your 
operations well either.

Do you have any issues in recruiting, 
re t a i n i n g  a n d  g ro w i n g  y o u r 
employees?
BK: We do have various training programs 
that we have rolled out globally. One of them 
is called Leadership At Toll which is targeted 
at our front line supervisors. We also have 
performance and management systems in 
place, where the framework is available to 
ensure we manage our people well.

Our biggest challenge in retention of talents 
is in Toll Global Resources, where we 
compete with the likes of the major resources 
companies for talent and our turnover rate 
exceeds 20 per cent. This is an ongoing 
challenge since the industries offer highly 
competitive incentives. In other countries, we 
face varied challenges in retaining our staff 
and I am a firm believer there is no one-size-
fits-all strategy in terms of talents retention.

I think that a turnover rate of ten per cent is 
healthy for an organisation as it facilitates 
renewal and attraction of new talents.

Do you see an existing skills gap 
across the region that Toll is operating 
in?
BK: It may surprise you that I think the 
biggest talent and skills gap in logistics in 
Asia is in Japan. When I visited our depots 
in Japan, I realised that there is very little 
automation and adoption of new technology. 
This is rather inefficient and unproductive for 
a developed economy like Japan. Initially I 
thought we were behind our competitors in 
allowing our operations to be driven in such 
an unproductive and manual-heavy process, 
but when I look around and realised that our 
competitors are doing the same thing, I realise 
this is an industry phenomenon in Japan. I am 
not sure if this is due to the long stagnating 
economy in Japan, but I do believe that there 
is a lack of investment in technology in Japan, 

which I would point out as lack of skills and 
knowledge.

This is the opposite in India, whereby the cost 
of labour is so low that investing in technology 
may not be a viable option. In terms of skilled 
labour, I believe that we are able to find the 
right talent with the right skills, complemented 
with ‘on the job’ best practice training, but it 
is a different set of drivers in terms of what we 
need to achieve for our operations.

Is there anything that you are 
hopeful or concerned about on the 
developments in Asia?
BK: In terms of what makes me feel hopeful, 
I feel that India will present vast opportunities 
for growth if they are able to overcome their 
internal regulatory issues. There are lots of 
inefficiencies in the logistics structure in India, 
but I can see opportunities for growth in it. 

I consider the region a challenge when it 
comes to the aspect of our stakeholders. The 
results that we wish to achieve will require 
time to materialise, but this may not fit into 
the time window given by our shareholders – 
who may lose patience. I know that it is my 
job to manage their expectations and I need 
to ensure that we overcome this challenge 
and bring more successes to Toll over the 
next few years.

How often do you travel outside of 
Australia for your work? Can you 
share with our readers what you do 
for leisure?
BK: I travel about once every month to visit 
our various operations around the world, 
with about six to eight times to Asia. I visit 
Singapore and Hong Kong about two to 
three times every year. I am a keen golfer 
and at one stage, I was a single handicapper. 
I love golf in Singapore and look forward to 
bringing my golf set along with me whenever 
an opportunity presents itself.
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Automotive Industry

Toll AutoLogistics delivers a total suite of supply 
chain solutions to the automotive sector, including 
design and management of supply chains, vehicle 
distribution, compound management, inbound 
component logistics, parts and accessories fulfilment 
services and multi-modal distribution. 

Toll’s AutoLogistics Transport Management (ATOM) 
system is an integrated web base solution that 
delivers end-to-end management and co-ordination 
of Logistics and Transport requirements. The solution 
provides a comprehensive framework for managing 
and administering all aspects of a business transport 
requirements across multiple sites. It is managed 
through a central command and control centre that 
utilises proven leading edge technology to drive real 
time optimisation of all freight operations. 

ATOM uses the latest web technology which offers:
• Order management
• Connectivity to systems of supply chain 

participants
• Transport planning and optimisation
• Shipment execution
• Visibility and track and trace to all supply chain 

participants
• Order / Pickup processing (Freight verification)
• Performance management (BI)

DIALOgUES

IDEALAB

Based in Singapore, IDEALAB is the innovative 
RFID research and development arm of Toll Group 
that serves the Asia Pacific region. The company 
designs, develops and deploys RFID solutions in 
several industries: Logistics and Supply Chain, 
Healthcare, Manufacturing, Retail and Service. 
IDEALAB RFID solutions are designed to optimise 
business performance by increasing productivity, 
achieving cost savings and allowing for better 
decision-making through the capture of key data 
analytics. The company possesses their own in-
house R&D facilities that enable them to customise 
RFID solutions to varying business challenges. 
The solutions combine business processes with 
the benefits of RFID technology to automate data 
capture in real time as well as improve existing 
processes to attain operational efficiency, visibility 
and accuracy.

IDEALAB has pioneered FOCUS, an Enterprise-
class RFID Asset Management Platform that is 
flexible, feature-rich, future-proof and integrates 
easily with ERP systems. It complements RFID 
technology with cloud computing, allowing 
businesses to enjoy the intrinsic advantages of 
both technologies. The R&D company has also 
developed REAP, an RFID Warehouse Execution 
System that serves as an enterprise application 
platform for enhancing warehousing management 
and operational efficiencies. The solution has been 
implemented by the Toll Group worldwide and is 
the world’s first 3PL-managed end-to-end RFID 
operations for the Fast Moving Consumer Goods 
industry. REAP is highly scalable and integrates RFID 
components in software, hardware and operational 
processes to achieve best-in-class warehousing 
process flows.
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The Power of

What is the use of mathematics in supply chain? Well, 
it is more than just adding up the number of items in 
your inventory, or calculating your company’s yearly 

revenue. Using better mathematics can actually help you to 
sense demand, optimise inventory, and predict transportation 
as well as warehousing requirements. 

This is where Terra Technology comes in, a company with 
a strong focus and specialisation in mathematics to achieve accurate forecasting. Since the company’s establishment in 2001, it has provided 
services to some of the most admired companies in the world, such as Shell, Procter & Gamble, Unilever, Mondelēz International, Kimberly-
Clark, Kraft Foods, ConAgra Foods, General Mills, Kellogg and Campbell Soup.

Supply Chain Asia is pleased to be in contact with Mr Robert F. Byrne, the founder and CEO of Terra Technology, who shared with us his 
motivations behind starting the company, and the importance of advanced technology in supply chain.

Mr Robert 
F. Byrne
CEO of terra technology
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SCA: What motivates you to focus on 
boosting supply chain efficiency and 
sustainability? 
RFB: My experiences with forecasting 
systems at Unilever and James River were 
very disappointing. Demand Planning error in 
Consumer Products was (and still is) about 50 
per cent, even for next week. I believed there 
had to be a way to cut that dramatically with 
better mathematics. Today, multinationals use 
Terra’s solutions to cut planning error by 40 per 
cent, remove days of inventory and improve 
supply chain efficiency around the world. 

We continue to focus on using better 
mathematics and more data to solve 
challenges in supply chain – places where we 
can make a fundamental difference instead 
of an incremental change. The same goes for 
sustainability, where delivering step-changes 
in performance means thinking beyond factory 
walls to encompass the entire product lifecycle. 
Once you accept sustainability not as a trend 
but as a corporate priority that enables growth 
and scale to meet the needs of a rapidly 
expanding world population, you realise that 
sustainability is no longer just about reducing 
manufacturing emissions. You must manage 
the environmental footprint from raw materials 
to consumer use and disposal. It provides an 
enormous leverage for efforts to make a real 
difference around the world, especially in fast-
growing Asian countries. 

SCA: What are the unique key 
challenges in Asia that impact 
supply chain’s level of efficiency and 
sustainability?
RFB: Asia’s diverse market requirements and 
distribution constraints make it a challenging 
region for supply chain planning and execution. 
This is compounded by rapid population and 
economic growth and the resulting changes 
in customer preferences.  Successful planning 
requires the flexibility to accommodate wide 
differences in network complexity and the 
ability to use current supply chain data (from 
multiple sources, including distributors) to 
build an accurate view of current demand. By 
standardising on these practices, multinational 
companies have realised step-changes 
in forecast accuracy in Asia and achieved 
significant financial benefits – meeting revenue 
growth objectives and freeing cash from 
unproductive inventory. 

From a sustainability perspective, it turns out 
that improving demand prediction is likely the 
most important activity a manufacturer can do. 
Although the focus has typically been to lower 
emissions by reducing redeployments and rush 
shipments, more importantly, better predictions 
let companies permanently cut safety stock. 
This eliminates the environmental footprint 
associated not just with building, shipping and 
warehousing products, but the raw material 
footprints too. These are especially large for 
goods that rely on agricultural raw materials.  

SCA: Having a high turnover ratio may 
mean that a company offers too little 
inventory to keep up with customer 
demands. How does Terra Technology 
balance lowering inventory to 
increase efficiency without affecting 
the customers?
RFB: The key driver for safety stock is demand 
uncertainty, so the first step to cut inventory 
without impacting service comes from reducing 
forecast error by sensing demand. This lets 
companies confidently lower safety stock while 
maintaining or improving service. The second 
step is to replace rules of thumb for managing 
stock with optimum levels for each product 
at each location through the use of multi-
enterprise inventory optimisation. Combined, 
these solutions let companies meet consumer 
demand with the lowest level of inventory.

SCA: How important is having 
advanced technology in the supply 
chain industry?
RFB: It is essential to profitable growth. A 
company’s financial projections, excess or 
lack of inventory, its ability to capture growth 
opportunities – in short, its wins and losses – all 
start with demand predictions. The speed at 
which today’s markets move means that the 
days of using historical data as the basis of 
future sales are over.  Advanced technology 
allows companies to extract meaningful 
information from current supply chain data 
without armies of statisticians. Accurately 
predicting demand and optimising inventory 
positions at the item-warehouse level is a 
mathematically complex and mind-numbingly 
repetitive task well suited for software. This 
frees planners to focus on more strategic 
activities that require human involvement. The 
companies that use advanced technology will 
be those that consistently come out on top.  

SCA: How does Terra Technology’s 
software factor in unpredictable 
occurrences, such as national 
disasters, into its algorithm?
RFB: While it is virtually impossible to predict 
when a natural disaster like an earthquake or 
tsunami will strike, companies had better be 
prepared to respond in the wake of a disaster. 
By building a network that can sense changes 
in demand, manufacturers have the visibility 
to know when consumer patterns shift back 
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from emergency supplies to regular purchases. 
Visibility into consumer sales allows them to 
adjust manufacturing and distribution plans to 
make sure the right products are on the shelves 
in affected areas. Since this is not possible with 
traditional planning systems, companies that 
sense demand are better positioned to serve 
consumers and customers in times of need. 
These companies have a distinct competitive 
and financial advantage, with the opportunity to 
build brand loyalty, capture unexpected sales 
and avoid many of the costs associated with 
supply chain disruptions.  

SCA: Is there anything that makes you 
hopeful or concerned for the future 
of supply chain and logistics in Asia?
RFB: I am very hopeful. We are seeing a 
trend towards the global standardisation of 
advanced planning technology and process 
by leading multinational companies. This 
will accelerate the adoption of cutting-edge 
technology and practices in Asia and help to 
offset the additional network complexity and 
planning challenges that come from rapid 
economic growth.   

SCA: What does the future hold for 
Terra Technology? 
RFB: We anticipate more growth and 
innovation. We recently opened our first Asian 
office in Bangalore and have a presence in 
China. For the foreseeable future, market 
volatility will continue to put financial pressure 
on manufacturers to free cash, improve 
return on capital and achieve profitable 
growth. Near-term production, distribution 
and materials decisions represent significant 
financial commitments, so the spotlight is 
focused on proven ways to improve supply 
chain efficiency, especially in the area of 
improving demand prediction.  We see strong 
growth in numerous global markets, including 
consumer packaged goods, food, beverage, 
oil and gas, chemicals and life sciences. We 
continue to invest in developing innovative 
solutions that use better mathematics and 
more data to fulfill the full potential of demand 
planning. These are exciting times for Terra and 
our customers.  
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5 Myths 
of Mathematical Models 

in Supply Chain

Myth 5: Models are 100 
per cent accurate and 
infallible.

Although models can be highly 
accurate when done right, they 
are not always precise. But they 
are definitely practical for business 
use, and with the right people and 
engineers to frame the problem 
clearly, they are not too complicated 
or expensive. And afterall, it is still a 
better option than making decisions 
based on your “gut feel”.

Myth 4: Expect immediate cost savings 
once a mathematical model has been 
implemented.

Depending on the complexity of the model, it can take as long as 
a few months to implement. As such, it is not possible to expect 
a model to immediately lead to cost savings and revenue gains. 
Especially when your network costs millions of dollars to build, 
it makes sense to give at least a month to analyse the results. 

M y t h  3 :  S u p p l y 
chain modeling is 
only a mathematical 
exercise.

Having a good command of 
mathematics is not enough to 
create an effective supply chain 
model. A good model requires 
the use of the right software by 
an engineer who can integrate 
an understanding of the supply 
chain, as well as taking into 
account customer requirements 
and relevant business practices. 

Myth 2: One mathematical 
model will last forever.
 
Regardless of how expensive your model 
is, keep in mind that it is built with limited 
factors and variables that affect your supply 
chain. Over time, changes in variables, such 
as demand patterns, carriers, product lines, 
and target market and supplier locations, 
can easily make models obsolete. Speak 
with your consultant on how often you 
need to adjust your model to achieve the 
best results.

Myth 1: The more sophisticated 
or extensive the model, the better 
the results. 

Sure, this can be true, but not always. Supply chain 
problems can accelerate out of control relative 
to the growth of the number of plants, products, 
suppliers, customers, and DCs. Due to this, supply 
chain solutions cannot always be found using 
spreadsheets or simple programmes. Providing 
a solution to a modest-sized problem can require 
calculating millions or billions of combinations. Even 
with today’s high computer speeds, the solution 
time often takes too long to be deemed feasible.
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Mr 
Jaehyun Seo
supply Director of 
Diageo North asia 
(Korea and japan markets)

A Model of Sustainability in Diageo

In a country renowned for kimchi (a traditional fermented Korean side dish made of vegetables with a variety of seasonings) and electronics 
leadership in LEDs as well as mobile devices, Diageo’s bottling plant located in Icheon, South Korea stands out as prominently as its 
much celebrated brands of Johnnie Walker and Guinness.

The Diageo Asia Pacific Supply team hosted a media site visit to the plant on 21 May 2013 as part of the company’s global transparency 
efforts in showcasing its sustainability and responsibility strategy. This is well positioned by the current CEO and Chairman of Diageo’s 
Corporate Citizen Committee:

For us, sustainability is about being ready for the future – planning for 
how the world will be in 100 years. Climate change, water scarcity, limited 

resources and energy prices are all going to have an impact on our business. 
This is why we are taking decisive action now.

Deploying a Global Sustainability & Responsibility Strategy

”“
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Establishing the 2015 Sustainability 
Target
Diageo’s global sustainability strategy focuses 
on five core areas – set up as a 2015 target for 
the entire organisation:

• Reduce carbon emission by 50 per cent
• Improve water efficiency by 30 per cent
• Reduce wasted water at water-stressed  
 sites* by 50 per cent
• Reduce polluting power of waste water 
 by 60 per cent
• Eliminate waste landfill

*Water stress is the difficulty of obtaining fresh 
water sources for use due to scarce resources. 
A water crisis is a situation where the available 
potable and unpolluted water within a region is 
less than that region’s demand.

Diageo’s efforts in environmental responsibility 
drives have also gained internat ional 
recognition as it was ranked as the best 
performing Beverage company in the world 
by the Carbon Disclosure Project (CDP) for 
climate change strategy, emissions disclosure 
and performance in September 2012. 

CDP is an international, not-for-profit 
organisation providing the only global system 
for companies and cities to measure, disclose, 
manage and share vital environmental 
information. The organisation works with 
market forces to motivate companies to 
disclose their impacts on the environment and 
natural resources, as well as actions taken 
aimed at reducing their carbon footprint. 

Sustainability Execution
Equipped with highly efficient operations 
that frequently exceed the set benchmark, 
Diageo’s Icheon Plant rightfully encapsulates 
the company’s global sustainability efforts. 

Using 2007 as the base line, the plant has 
already achieved more than three times 
increase in its annual production volume. 
Impressively, by 2012, it has been able to 
reduce more than 70 per cent in terms of water 
used, eradicate waste-to-landfill to zero, and 
lower energy usage by 30 per cent. 

These achievements were made possible 
through the following initiatives:

 - Implemented the use of Solar Energy
 - Introduced various water reduction  
  usage methods
 - Reduced Biochemical Oxygen 
  Demand (BOD) effluent and 
  landfill waste

Supply Chain Team
The difficulty after devising an ambitious 
global sustainability statement is undoubtedly 
its execution. This is understandably one of 
the biggest challenges faced by the Diageo’s 
supply chain team responsible for ensuring 
that it supports the commercial viability of its 
operations while, at the same time, meeting 
the global sustainability targets.

The Asia Pacific Supply team in Diageo is 
responsible for the production of Diageo’s 
products sold in the region, sourcing materials 
and services through a regional and global 
procurement, providing consistent technical 
support through the global technical function, 
as well as providing logistic and customer 
services through the global supply chain 
organisation.

In the Icheon Plant, the supply chain execution 
is led by Mr Jaehyun Seo, the Supply Director 
of North Asia and supported by Mr Richard 
Ji, the Plant Manager. (See page 47 for our 
face-to-face interviews with Mr Seo and Mr Ji).

Mr Richard Ji's presentation

Whisky museum

240 solar panels fitted on the roofs of 
Diageo’s Icheon site, South Korea

Solar panel demonstration

Site tour
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Conclusion
Being sustainable does not equate to being less profitable – this is certainly proven by the efforts 
and positive results achieved by the Diageo Supply Team. 

As depicted in its global statement, “Environmental sustainability makes good business sense 
and is core to the future of our company”. Such a belief cannot be achieved without a team of 
dedicated personnel. The fact that Diageo is one of the world’s most admired companies and 
out-performed Forbes-listed companies, such as Google and Coca Cola, is certainly a reflection 
of its integrated effort to build a world class organisation while creating a competitive advantage 
for the enterprise.

The Icheon Solar Thermal Project
Solar thermal energy (STE) is a technology 
used to harness solar energy to produce 
thermal energy (heat).  In 2007, in co-operation 
with the Korean government, Diageo fitted a 
total of 240 solar panels to the roof area of 
its Icheon plant. The cost of the project was 
partly funded by the Korean government with 
an estimated payback of 3.7 years. By 2009 
however, Diageo has realised its return on 
investment – an achievement of 2.2 years!

The renewable solar energy provided by the 
solar panels now generate over 50 per cent of 
the heating and cooling requirements of the 
plant in Icheon. Through this investment, the 
company has been able to reduce the site’s 
electricity consumption by 20 per cent, its 
greenhouse emission by 33 per cent and its 
fuel consumption by up to 75 per cent.

Reduce Greenhouse Gas Emissions
The Solar Thermal project forms the basis for 
the team’s initiatives in its global sustainability 
contribution. Through the solar thermal system 
that powers the heating and cooling systems 
of the plant, there has been a reduction of 
greenhouse gas by 33 per cent since 2009. 
In addition, the team also changed all light 
bulbs from metal halide to LED, reducing the 
electricity usage by 50 per cent. 

A sample of its other efforts in reducing 
greenhouse gas include:
 - Blowing centrifugal air instead of air 
  compressor
 - Installation of inverter turbo blower 
  instead of roots blower

Water Usage Reduction Methods
In another instance of the benefits from its 
solar thermal project is how Diageo makes 
use of water derived from the system to 
recycle and extend the lifecycle of water in its 
entire production and cooling requirements. 
Wastewater from its rinsing operations is 
used for refilling fire fighting water needs. This 
initiative alone reduced the annual water usage 
by more than 8 per cent.

The team also replaced its water-cooling 
system for its air compressor with air-cooling. 
In addition, a system was installed to reuse the 
rinsed water from its manufacturing operations 
for flushing purposes in the toilets – an effort 
that results in a 15 per cent reduction of total 
wastewater effluent.

DIALOgUES

About Diageo’s Asia Pacific Supply Team 

Diageo’s Asia Pacific business is balanced between the established markets of Korea, 
Japan and Australia and the emerging markets of China, India and South-east Asia. More 
recently, with the rapidly growing number of Asian travelers, the Global Travel and Middle 
East business unit has also been included into the region. The regional demographics are 
also in Diageo’s favour, with the number of Legal Drinking Age consumers increasing by 
approximately 50 million each year, mostly in China, India and Southeast Asia. The total 
beverage alcohol net sales pool in Asia Pacific is worth around £78bn (US$121.5bn) 
and is growing at around 6 per cent compound annual growth rate.

Diageo is the leading international spirits company in Asia Pacific with over 30 per 
cent share. Its total beverage alcohol brand range gives the company access to the 
widest possible profit pool in Asia Pacific. Diageo’s strategy is to win by being a total 
beverage alcohol player, playing both within international spirits, beer, ready-to-serve 
and local spirits, as the company has started with innovations like Benmore in Thailand 
and Rowson’s Reserve in India, and investments in Shui Jing Fang in China and Halico 
in Vietnam.

The company’s brands have achieved these leadership positions through a combination 
of sustained leading edge marketing, outstanding innovation and a strong network of 
partnerships delivering deep local insights and strong routes to market.
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Diageo Supply Chain Talents in Korea
The Supply Team in Korea is led by Mr Jaehyun Seo, Supply Director of Diageo North Asia (Korea and Japan markets). Mr Seo is supported by Mr 
Richard Ji, his Plant Manager. Together, they are responsible for directing as well as driving the growth and commitment of the Diageo’s Icheon team.

Mr Seo joined Diageo in 2008. Prior to joining Diageo, he spent 20 years at the Coca Cola Korea Bottling Company where he worked as a process 
engineer, environment manager, quality manager, engineering manager and plant manager. During his tenure at Coca Cola, he was recognised 
with the Excellent Operation of Plant in 2002 award from the Korean Prime Minister.

“I am responsible for the end-to-end supply chain management of all operations in North Asia. This includes procurement, manufacturing and 
supply finance in Korea as well as also running the Japan Supply Chain. Our current focus is to continue to expand our manufacturing capacity in 
Icheon in the next five years while ensuring that we continue to meet our global sustainability targets. ”

Mr Ji joined Diageo in May 2011 and is already making a significant contribution to the company’s effort in ensuring ultra-high quality production, 
as well as adhering to an efficient drive to meet the global sustainability and responsibility strategy. Before joining Diageo, Richard worked as Plant 
Manager for Becton Dickinson Korea and Financial Controller in Volvo Korea.

Mr Ji holds a Six Sigma Black Belt, and when asked how this enhances his role in Diageo Korea, he explained, “Six Sigma is a way of approaching 
problem-solving and this knowledge provides an important foundation in terms of process and quality management. It also leads to the achievements 
of targets in meeting the company’s sustainability focus.”

In his current role, Mr Ji is responsible for Icheon plant operations. Under his leadership, the plant has received various distinguished awards for 
water usage management – one of which is a Gold Medal awarded by Diageo Supply Global and maintaining a Green Company title from the 
Korean government, one of few companies in Korea to achieve this.

The Icheon Plant operations are mainly staffed with Korean talents. Diageo’s full time employees work with the contractors and come together to 
achieve the operational efficiencies and sustainability targets in the plant.

“We work with a multinational community within Diageo. We participate in annual regional workshops and conferences whereby more than 600 
staff gather to discuss the current challenges and come to an agreement on a set of goals and targets for the company. In addition, I participate 
in a weekly Supply Leaders meeting with our Korea team and a monthly catch up with our regional team and individual supply directors from each 
of the plants in Asia. Those meetings are very useful in ensuring that we are aligned in our efforts while, at the same time, sharing best practices 
to raise our productivity and agility,” said Mr Seo.

He continued, “While each region in Diageo’s operations is tasked 
to grow their own markets, the challenges and obstacles faced may 
sometimes differ for the consumers that they serve. The North Asia 
market tends to be slightly more complex due to the disparity in terms of 
market size, while economic development markets in Southeast Asia are 
easier to manage due to its common grounding in the ASEAN grouping. 
In order to ensure a strong link amongst the various manufacturing 
operation teams, exceptionally talented individuals in the Icheon team 
are given regional exposure through site visits and short term postings.”

The Icheon Diageo Team’s achievements are highly impressive, given 
its ambitious sustainability targets. So what is the vision of the Icheon 
Diageo Team that has contributed to its success? According to Mr Seo, 
that can be summarised by his ONE-ZERO-ONE (101) vision.

“ONE is to be the leading supply chain team in terms of customer 
service, ZERO is based on our ‘six zero targets’ of no greenhouse gases, 
landfill, drainage, water wastage, quality defects and safety issues. And 
finally, to achieve ONE million production. Every time I start my meeting 
with the team, I will constantly remind them of the 101 vision. The idea 
is to make this simple and easy to remember,” he said.

Despite the hard work invested and success achieved, it is not all 
work and no play for the Diageo executives. In regards to their leisure 
activities, Mr Ji enjoys golf and mountain hiking during his spare time, 
and while Mr Seo also appreciates golf, he relishes cycling and taking 
in the beautiful sights of South Korea. Mr Richard Ji, plant manager (Icheon), Diageo
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Global Mindset in Developing 
Global Leaders

Not much has changed for global companies since Welch made this statement a decade ago. The context in which 
global leaders operate remains full of complexity, novelty, variety and even chaos. Nevertheless, global leaders 
encounter a common challenge: how to influence individuals, groups and systems unlike their own to achieve their 

employer’s strategic goals and objectives.

The single critical success factor in globalising business lies with an organisation’s pool of highly competent global leaders 
who have the global knowledge of production and service capabilities, of consumer demands for products and services 
around the world, and who can influence others despite diverse cultural, political and institutional backgrounds that make 
them think, decide, analyse, act and communicate differently than the leader. In other words, global leaders with “Global 
Mindsets” are the key to sustainable competitive advantage in the global economy.

Contributed by Mary B. Teagarden, Ph.D.

The Jack Welch of the Future cannot be like me. I spent my entire career in 
the United States. The next head of General Electric will be somebody who 
spent time in Bombay, in Hong Kong, in Buenos Aires. We have to send our 
best and brightest overseas and make sure they have training that will allow 

them to be the global leaders who will make GE flourish in the future

”
“
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The development of expert global leaders is complex. Their capabilities 
are developed over time and build on threshold competencies that 
include a requisite level of inquisitiveness and openness — natural 
abilities that are supported by cross-cultural knowledge — and build 
on a base of business or technical skills.
 
International experience contributes to their development as do 
international management development programmes and cross-cultural 
training programmes. But these interventions alone do not make 
someone an expert global leader. It takes a Global Mindset.

What Is Global Mindset?
Global Mindset is defined as a set of individual attributes that help a 
global leader better influence those who are different from them. A Global 
Mindset profile comprises three capitals: Intellectual Capital, which refers 
to one’s global savvy, cosmopolitan outlook, and cognitive complexity; 
Psychological Capital, which refers to one’s passion for diversity, quest 
for adventure, and self-assurance; and Social Capital, which refers to 
one’s intercultural empathy, interpersonal impact, and diplomacy.

Leaders with high levels of Global Mindset have an enhanced ability to 
make sense of their context and behave appropriately as the context 
varies. Leaders with high levels of Global Mindset are more expert global 
leaders because of their ability to understand and interpret what is going 
on in a global situation. They can more effectively interpret verbal and 
nonverbal messages and signals from people from different cultures. 

In addition, these same expert global leaders demonstrate high levels 
of flexibility, which manifests as the ability to act differently in different 
situations and contexts. Finally, leaders with high levels of Global Mindset 
have the ability to choose the right behavior or approach in different 
circumstances or contexts. Global Mindset can be assessed using a 
scientific tool — the Global Mindset Inventory®.

The Global Mindset Inventory®

After four years of intensive field research, the Thunderbird Global 
Mindset Leadership Institute has achieved two practical goals: 

1.  The development of a valid and reliable Global Mindset (GMI®)  
 assessment tool; and 
2.  The development of valid and reliable approaches — tools,  
 methodologies and programs — for the development of a leader’s  
 Global Mindset.
 
The GMI® has been used in executive development programs in several 
countries, in a variety of industries and in the for-profit and social services 
sectors. This scientific instrument is available in two versions — self-
assessment and 360 degree — and can be used to measure the Global 
Mindset profile of a leader, a unit, a team or an organisation.  It is available 
as an Internet-based questionnaire which has 76 items and takes about 
eight minutes to complete.

Developing Globally Competent Leaders with Global Mindset
Thunderbird has gained ample understanding about what it takes to 
develop the expert global leaders of the future.

Organisations aspiring to achieve sustainable competitive advantage 
in today’s global economy have had a road map of best practices for 
developing globally competent leaders for several years. Now, they also 
have a valid and reliable tool to initiate and to track the effectiveness 
of the developmental process, the Global Mindset Inventory®, which 
enables corporations to assess their “stock” of Global Mindset; identify 
Global Mindset performance gaps given their strategic objectives; identify 
expert global leaders or those with potential to become so; and track 
effectiveness of training, stretch assignments and other developmental 
interventions in order to reduce risk and complexity that impedes the 
development of exceptional global leaders.

LEADERSHIP

Prospective global 
leaders need relevant 
d e v e l o p m e n t a l 
opportunities.

P e o p l e  n e e d 
i n t e r n a t i o n a l 
perspectives and 
exposure starting 
e a r l y  i n  t h e i r 
careers to maximise 
the quality of the 
globally competent 
expert pipeline. 

Organisations need 
strateg ic  c lar i ty 
about what kinds of 
skills a global leader 
needs.

Prospective global 
l e a d e r s  n e e d 
appropriate levels of 
feedback, resources 
and support to help 
them learn from the 
experiences they 
have.

1 2 3 4
What do we know about developing global leaders and global mindset? 

A review of best practices offers four recommendations for developing global leaders:

Mary Teagarden, Ph.D., is a Thunderbird professor of global strategy and editor of 
Thunderbird International Business Review.
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Risk Vs Reward : Online Platforms for
Fulfillment & Delivery in China Part 1
Contributed by Tompkins International

STRATEgy

Even though the online industry is in relative infancy in China, there is already a plethora 
of options for setting up your fulfillment and delivery in China. China has accomplished 
in three years what it took about ten years for the US to accomplish. In some ways it 

has even exceeded the development in the US by providing same-day delivery earlier and in 
more cities than in the US.

However, it comes with challenges. It’s important to understand the e-commerce landscape, 
the platforms available, and how to control the risk.

Online players such as JD (formerly 360Buy), Amazon and Yihaodian (Walmart’s online business 
in China) operate the entire process, from receiving at their fulfillment center, all the way through 
to last mile distribution. For JD, about 70 per cent of its orders are delivered by its own delivery 
staff. This approach helps to address the issue of poor customer service often encountered 
with 3rd party parcel service providers. 

With such infrastructure already developed, these e-tailers are beginning to offer e-commerce 
platforms to other businesses. Using such a platform provides an easy and complete way to 
launch an online presence; however, it may not be the best for everyone.

The optimal e-commerce solution 
might offer some or all of 

these functions:

    1. Web store
Opening a web store in the online 

market of one of the above providers 
can help you quickly generate traffic.

    2. Storage 
You can store your goods in the 
warehouse operated by a large 

e-commerce company. You do not 
necessarily need to use the provider’s 

web store platform to use their 
warehousing and logistics platform. 
Orders can come off of your own 

website and then be fulfilled by the 
provider.

    3. Pick & Pack 
Your orders are picked with the 

e-tailer’s own orders, which is done 
quite rapidly and at a low cost. A new 
approach that Amazon and Yihaodian 
are launching is to place operators in 
suppliers’ warehouses for fulfillment 

and delivery directly from the supplier. 
This would be an option for consumer 

goods companies with high daily 
order volumes.

    4. Sorting & Delivery
e-Commerce companies are 

considering ways to operate their 
fulfillment centers as parcel hubs. 

That is, orders are fulfilled in a 
supplier’s warehouse, then sent to 

the fulfillment center to be sorted for 
dispatch, along with the provider’s 
own orders. This allows you to take 
advantage of same-day delivery in 

metro areas.
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Some common risks to bear in mind:

•  Opening a web store on an existing platform does 
little to differentiate your product and is unsuitable 
for premium brands. The presence of fake products 
also makes it confusing for shoppers and difficult to 
compete with. 

•  None of these platforms covers delivery to the entire 
country inside of their own networks. They need to 
outsource some portion of the delivery, and the quality 
of parcel delivery providers varies widely. The quality 
of delivery personnel can have a significant impact on 
your customers’ satisfaction levels.

•  Security while deliveries are in transit can be difficult to 
ensure. For example, deliveries are carried on the back 
of motorcycles and can be stolen while the delivery 
person is taking another parcel to a door.

•  No-obligation purchasing can be risky. Because this 
is common practice, many people will order the same 
product from two vendors and reject the order that 
arrives second.

•  Collect on Delivery (COD) is common. Getting your 
COD revenue back from a 3rd party parcel provider 
can be difficult and time-consuming.

Using these platforms is by no means the only way to launch an 
online presence in China. Watch for future issues that will introduce 
other ways to outsource, while allowing you more control over your 

fulfillment and distribution.

STRATEgy

This is the first article of a two-part series based on Tompkins International’s Asia Supply Chain Excellence 
Report. 

For more than 35 years, Tompkins International has provided end-to-end solutions on a global scale, helping 
clients align business and supply chain strategies through operations planning, design and implementation. 
The company supports clients in achieving profitable growth in all areas of global supply chain and market 
growth strategy, organization, operations, process improvement, technology implementation, material 
handling integration, and benchmarking and best practices. Headquartered in Raleigh, NC, USA, Tompkins 
has offices throughout North America and in Europe and Asia. For more information, visit www.tompkinsinc.
com.
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Improve 
Warehouse 
Productivity 
by Making Each 
Trip Count

With today’s rising costs and the highly competitive business 
environment, most 3PL companies are operating on paper 
thin margins. Labour is undoubtedly one of the major cost 

components in warehouse operations. However, simply reducing the 
labour workforce is not the solution. The problem arises when the 
business does not grow in proportion with the rising labour cost.

Today, 3PL companies in Asia and around the world are looking at 
ways to optimise tasks performed by different resources within the 
warehouse operations. Task interleaving is a well-established industry 
best practice which is based on the use of warehouse management 
system (WMS) to assign tasks to workers in the most efficient way 
possible. By making each trip that workers and their associated 
equipment make accomplish more, 3PL companies can improve the 
productivity of their warehouse operators significantly.

Contributed by Jitul Chanar
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Location-based service for 
new efficiencies

3PL companies and shippers are investing 
in WMS and mobile platforms to facilitate 
the inbound and outbound flow of goods in 
a warehouse. They can take this one step 
further by leveraging location-based services 
(LBS) provided by the mobile platforms and 
wireless infrastructure to truly unleash the 
power of WMS’s advanced task management 
features. At an estimated additional cost of 10 
to 20 per cent of the wireless infrastructure, 
the resulting efficiency more than justifies 
the cost.

Why traditional warehouse 
fulfillment is not enough

While mobile devices have been used within 
the warehouse environment for many years, 
they are mainly used to access and capture 
real-time data. A typical warehouse with a 
state-of-the-art WMS system will use its 
Labor Management System (LMS) module to 
allocate tasks to an operator based on the skill 
set, storage location, and task priority. Based 
on this principle, the rate of productivity can 
be improved, as the operator on-the-ground 
will be able to carry out different tasks such 
as receiving, put away, picking, shipping, and 
cross-docking; however, the problem with this 
approach is that in a large warehouse, every 
activity requires some type of round trip to 
travel between origin and destination. 

Task interleaving is designed to reduce 
deadheading, which refers to the situation 
when a worker, for example, picks up products, 
drops them off at a dock, and then returns to 
the picking area without performing any useful 
tasks along the way. With interleaving, WMS 
looks to combine different types of tasks to 
reduce this deadheading by looking for a 
complementary task that can be linked to the 
original task assigned to the operator.

In most operations, some workers are 
dedicated to picking, while others are 
dedicated to putting things away. Task 
interleaving has the potential to not just 
change the way floor-level employees do their 
jobs, but also how their managers, particularly 
shipping coordinators, can bring more value 
as well. Task interleaving works best at larger 
facilities where more tasks can be queued in 
the task management rules engine.

STRATEgy

Traditional task assignment Location-based task assignment
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Location-based assignment 
makes each trip count

When WMS capabilities in task allocation 
are combined with a robust mobility 
platform and location-based services, a 
task engine can dynamically allocate tasks 
based on the operator’s location.

How can this be achieved? The operators 
on the ground performing various 
warehouse operations are either carrying 
a Radio Frequency (RF) device or using 
a Material Handling Vehicle (MHV), such 
as a forklift fitted with a vehicle-mounted 
mobile device. When the operator moves 
around within the warehouse either on 
his/her own feet or on a MHV, the mobile 
devices always remain in contact with the 
wireless infrastructure, which is equipped 
with a real-time location engine that tracks 
the location of these mobile devices. When 
this location information is fed into the 
WMS system in real-time, the system can 
perform dynamic task allocation based on 
the location of an operator.

Ultimately, the dynamic allocation of tasks 
based on location-based services reduces 
the number of empty trips made within 
the four walls of a warehouse, allowing 
operational optimisation of the deployed 
workforce. Organisations can also save 
on energy costs, indirectly helping them to 
reduce their carbon footprint. Studies have 
also shown that companies implementing 
task interleaving with integration to LBS 
have managed to achieve productivity 
gains of 12 to 20 per cent.

The changing world of 
logistics

The global e-commerce industry has grown 
13 percent annually over the past five years, 
representing both a huge opportunity 
and a challenge to warehouse operators. 
Retailers today want the greatest product 
availability, with the lowest inventory, 
delivered in the shortest time period. This 
requires a seamless flow of goods within 
the distribution network to comply with 
the fast-paced nature of Omni-channel 
fulfillment.

The industry has been witnessing the rise 
of cross-docking as the freight model of 
choice. It eliminates the need for sorting 
and reduces storage requirements. There 
is also a growing trend towards load 
consolidation, combining Less Than Truck 
Load (LTL) freight from different companies 
moving to the same location, reducing 
additional transportation costs. Such 
services can accommodate the shipping 
needs of small companies without forcing 
them to buy, operate, insure, and maintain 
a fleet of vehicles, which can erode the 
profits offered by smaller loads.

Finally, in the last decade, there has been 
tremendous shift towards a globalized 
supply chain, leading to an unprecedented 
increase in the complexities of handling 
reverse logistics. Any product recall or 
return requires the movement of goods up 
and down the supply chain with precise 
traceability. 3PL companies specialized 
in handling reverse logistics require the 
deployment of auto identification and 
a robust mobility system to fulfill these 
requirements.

The times are a-changing

In a tough market with thin margins, 
the ability to reduce costs or improve 
productivity can mean the difference 
between success or failure. Warehouse 
operators in Asia today must start looking 
at new ways to do old jobs better. WMS 
and location-based task assignment 
services provide an opportunity to increase 
efficiency while reducing the costs of labor, 
equipment and maintenance. This may just 
be the place to start.

STRATEgy

Jitul Chanar is the Solutions Architect Lead for APAC at Motorola Solutions. His main focus is on delivering mobility solutions to help 
manufacturing, logistics, and post & parcel customers leverage superior cost and operational efficiency, and to enable workers in these 
verticals access business critical information over mobile platforms. Jitul has over 15 years of experience consulting and solutions 
architecting experience in Supply Chain, Manufacturing, and Healthcare industries. He has successfully implemented over 25 projects 
as the lead architect on mobility solutions, integrating Automatic Identification and Data Capture (AIDC), Radio Frequency Identification 
(RFID), Real-time locating system (RTLS) and Global Positioning System (GPS) technologies. Prior to that, he was a lead programmer 
writing software on Enterprise Resource Planning systems.
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Many supply chains are the product of history, put together over 
time as a company grows with expanding product lines and 
emerging markets. In larger successful companies, supply 

chains can grow to enormous complexity, encompassing billions of 
dollars in assets and deeply ingrained processes. If an organisation 
continues to gain market share, acquires other companies and 
strengthens its brands, you might assume that its supply chain and 
transportation network are functioning pretty well, right?

But what if it’s not a great supply chain? What if it’s simply an optimised 
version of an inefficient supply chain? It’s true that the company’s 
TMS makes sure that transportation is on-time and costs are under 
control, and the WMS enables optimal picking and placement of 
the products, but that doesn’t change the fact that the end-to-end 
supply chain operation may at best be sub-optimal or at worst be 
broken altogether.

It is the “design” of a transportation network that can unleash its 
true potential. So how do you design a full-potential transportation 
network?

Are You Optimising an 
Inefficient Supply Chain?

Contributed by LLamasoft, Inc.

Transportation network design is a rapidly-growing 
analysis approach that enables companies to create digital 
“models” of their end-to-end supply chains to evaluate 
new strategies and identify breakthrough performance 
improvements.
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For most transportation and logistics professionals, this is a challenging question to answer 
because it requires visibility into the full supply chain network and the balancing of numerous 
performance metrics, including service, cost, complexity, sustainability and risk. The answer 
is being able to isolate your legacy infrastructure and model the data with a ‘what if’ freedom. 
Transportation network design is a rapidly-growing analysis approach that enables companies to 
create digital “models” of their end-to-end supply chains to evaluate new strategies and identify 
breakthrough performance improvements. By integrating transportation route optimisation with 
network optimisation and simulation, you are able to:

v	Simulate near-term cost and service improvements to existing transportation operations

v	Identify longer-term strategic improvements to the global transportation network

v	Run continuous what-if analysis of new strategies, disruptions, constraints and business 
 challenges

Here’s a real-life example of how transportation network design can help 
balance DCs and transportation:

Business issue: Companies with extensive distribution networks struggle to determine the 
correct number and placement of distribution centers for optimal outbound distribution. This 
involves finding the proper balance between transportation costs, which are lower with more 
distribution centers, and facility fixed costs, which are lower with fewer distribution centers.

Supply chain design approach: Using existing store locations and demand as the primary 
input, network optimisation and transportation optimisation engines can solve for the lowest 
cost distribution network quickly and easily. Network optimisation performs an analysis to 
determine the number of geographically optimal distribution centers, as well as determining 
the optimal location. The transportation optimisation programme develops multi-stop routes 
for inbound or outbound transportation. It considers multiple variables to form cost effective 
transportation routes.

Example and benefits: A US-based retailer with approximately 600 stores in the eastern half 
of the US wished to evaluate the fixed distribution center operating cost and transportation 
route cost by varying the number of distribution centers from one to eight.

With a single distribution center, the facility operating cost is at minimum. As distribution centers 
are added into the network, the outbound “last mile” transportation costs decrease – the lowest 
outbound transportation cost occurs with the most DCs because they are closest to the end 
customers. In network optimisation, each DC network is its own scenario, allowing maps and 
summary statistics to be viewed side-by-side.

Here are a few other ways companies can leverage transportation network design:

v Carriers and dedicated and private fleets can haul more freight per mile with greater asset utilisation, 
 consolidating loads and creating continuous moves for higher operating efficiency. They can also understand 
 their cost-to-serve.

v	Shippers and retailers can determine the ideal mode and flow path for each product or business unit, using 
 predictive analysis to determine inventory position, timing and needed capacity.

v	3PLs and Intermediaries can identify and test stand-alone or collaborative best practices for their customer 
 base and demonstrate proficiency in design as well as management.
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Sourcing cheap products abroad is commonplace across many 
industries but it is not always clear where liability lies in the 
supply chain. In the aftermath of the collapse of the eight story 

factory complex in Bangladesh, businesses ponder one question: how 
can we monitor suppliers’ compliance with health and safety laws?

Contributed by Real Business

Supply Chain Risk: 
How to Avoid Disaster
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The much publicised catastrophe impacted 
on a number of UK businesses which sourced 
garments from the factory. It has awakened 
the long debated issue as to whether the 
cost savings of global supply are undermined 
by the issue of conducting business with a 
supplier which is failing to protect the safety of 
its workers - not to forget the resultant hugely 
damaging publicity. 

Perhaps the first consideration when looking 
at liabilities is how they are addressed in 
the contract. If your own terms govern the 
arrangement, you have control over where 
risk is apportioned. Where you seek to 
contract on your standard terms but the 
supplier also has standard written terms of 
business, the general rule is that the last set 
of terms to be supplied before the contract 
is deemed to have been entered into will be 
the governing terms. To avoid this potential 
lottery, a purchaser should seek to negotiate 
individually agreed terms in the form of a 
master supply agreement, governing all 
supplies from that supplier.

You should consider what provisions you wish 
to include to address health and safety issues. 
A simple statement requiring the supplier to 
comply with applicable health and safety laws 
may not be good enough from an ethical and 
PR perspective, especially when dealing with 
overseas suppliers whose health and safety 
laws may be limited. Your contracts and the 
way you police them may need to be much 
more hands-on. 

Businesses should:

1.   Consider conducting appropriate due diligence on the supplier, including factory 
visits, assessing health and safety issues and compliance with good practices; 
perhaps using third party assessors.

2.   Consider introducing an ethical policy outlining your health and safety requirements.

3.   Check that contracts contain clear and enforceable requirements as to compliance 
with health and safety obligations and good practice.

4.   Ensure applicable standards are imposed throughout every part of the supply 
chain. For example, if sub-contracting is permitted, that the same health and 
safety obligations are applied to each sub-contractor.

5.   Closely monitor the continued performance of their suppliers through regular 
factory visits; allowing yourself the right to carry out inspections and testing (without 
notice) within the supply contract.

6.   Ensure their suppliers are properly insured to meet claims for breaches in health 
and safety obligations.

7.   Ensure termination rights are reserved in the agreement where standards are not 
met.

8.   Put in place a plan for bringing the operations back in house or sourcing an 
alternative provider in the event of termination.

9.   Reserve the right to consolidate/join proceedings (especially if there is an arbitration 
clause in any contracts in the chain).

10. Ensure there is a choice of law and jurisdiction clause in the main agreement and 
that this applies down the chain.

Liabilities and bad publicity can be avoided by taking greater responsibility, carrying out appropriate due diligence and having in place a well 
drafted supply agreement coupled with an awareness as to the contract processes amongst those sourcing the materials or services in question. 
The key to ensuring the safety of the workers in your supply chain is to be fully aware of what is going on at the premises of your suppliers and 
to have and use the right to withdraw from the arrangement if the supplier does not meet your standards.

This article was first featured on Real Business, and written by Fiona Moss, a solicitor at Mundays LLP.
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Choosing the Right Trucking Solutions 
in Supply Chain and Logistics 

Today, fuel cost for transportation is high. Plus in Singapore, the mandatory certificate of entitlement called the COE – occupies a huge 
portion of vehicles’ cost for many supply chain and logistics companies. However, be it one truck or a fleet of hundreds, with proper 
planning and sourcing for the right trucking solutions, companies should be able to not only lower their transport costs, but drive their 

businesses to become more profitable too.

Opt for suppliers that provide vehicles designed with fleet management systems to record informative data such as distance travelled, average 
speed, and fuel consumption. With such information, the supplier will be able to advise the company on ways to optimise vehicle usage and 
maintain fuel economy. A supplier like UD Trucks even provides training for drivers to better manage fuel efficiency on their own and was the 
first Japanese brand to sell Euro 5 in the Singapore truck market.

Here are three key things that companies should consider before purchasing trucking solutions:

v Evaluate Operations
Ensure that the vehicles purchased are specifically suited to your operations, whether it is for 
distribution or for container haulage. The supplier should understand the individual transportation 
and operational needs and offer only products that meet the customer’s requirements. 

If the product solution and operational requirements are matching, efficiency & profitability will 
increase. Japanese brand UD Trucks, for example, offer a wide range of medium and heavy duty 
trucks for various applications in the Singapore Truck Market.

v Service Agreement Costs
Truck maintenance and repair can also add to operation costs. It is part of each company’s day-to-
day business to ensure that trucks are always well-maintained to achieve highest possible uptime of 
the equipment. As important as it is to compare different vehicle specification and pricing, so is the 
comparison of service agreement offerings and their respective cost, as this can lead to substantial 
long-term cost savings. Ensuring that your truck is serviced by qualified mechanics, with genuine 
service and parts, is essential to safety, efficiency and uptime as well. 

Long-term service agreements that offer a fixed repair rate are also helpful in the monthly cash flow 
projections as there are no hidden costs or large repair bills that come at a surprise. UD Trucks, for 
instance, not only provides service agreements under their “UD Solution” aftermarket packages, 
but also has a regional spare parts distribution centre located in Singapore, thus providing higher 
parts availability and shorter lead time for their customers.

v Fuel Economy via Driver Efficiency
Next to tires, fuel makes up most of the operating costs when it comes to trucking solutions; 
minimising fuel costs would thus make a large impact to cost savings. Through better fuel 
management, a fleet of 100 trucks can save over S$1m in fuel cost per year.

STRATEgy

Contributed by Mark Gabel, General Manager UD Trucks Singapore
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Looking at recent news and articles, it is a common consensus that Asia is the next land of opportunity for business expansion. With a 
multitude of attractive markets and robust economies, organisations from the West are looking to enter these Asian markets and thrive 
along with their strong economic development.

Supply Chain Asia flew over to Germany in June for the prestigious Transport Logistics 2013 held in Munich. With 2,013 exhibitors from 63 
countries on 110,000 sq m of exhibition space, the exhibition is the world´s biggest trade show for logistics, mobility, IT and supply chain 
management. Over 53,000 trade visitors from all over the globe attended this exhibition organised by Messe München International.

During the exhibition, Mr Paul Lim, founder and president of Supply Chain Asia, was invited to be the moderator for a special talk on the Asian 
region, entitled “Supply Chain Challenges in Asia”. The panel of speakers comprised industry veterans from global organisations and who have 
significant experience working in Asia. The panelists are Mr Andrew Austin, CEO at Priority Flight, Mr Dave Dudek, Vice President, Global Sales 
Program, Business Development at CEVA Logistics, and Mr Axel Mattern, Member of the Board at Port of Hamburg Marketing Association.

Transport Logistics 2013 : 
Bringing Asia to Europe
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The Asian Opportunity
In a nutshell, the continent of Asia can be 
categorised further into three main markets. 
North Asia, which comprises countries such 
as China, Japan and South Korea; followed by 
India; and finally, countries such as Singapore, 
Indonesia, Thailand and Malaysia that make 
up Southeast Asia.

What makes the Asian markets so attractive 
is the sheer size of their populations. China 
alone has 1.3 billion people, with India coming 
at a close second with 1.2 billion. Southeast 
Asia’s population of 620 million people is also 
nothing to sneeze at. Include the rising middle 
class in these rapidly developing countries 
and you have gargantuan consumer markets 
with growing disposable income and a higher 
propensity of spending. While Asia may be the 
world’s factory, it is no longer just focused on 
manufacturing. It is also steadily transforming 
into a significant consumer market as well. 

Based on these facts alone, it is an enticing 
invitation for the West to come grab a slice of 
the Asian pie. However, the panelists agree 
that there are challenges to working in Asia, 
ranging from culture shock to time zone 
differences to language barriers. A particular 
challenge is the difficulty of crossing borders 
and navigating through customs, which 
requires understanding of the local culture 
and the “way” things are done. “The logistics 
profession is not like what it was in the past. 
Now the job requires professionals to have 
a larger breadth of knowledge than before, 
such as understanding different cultures and 
knowing the important local nuances of these 
cultures,” said Mr Austin.

The Challenge of Compliance
Europe and Asia are similar in the sense 
that both are continents made of numerous 
countries with individual identities. Just as 
how Germans view themselves different from 
the French, the Burmese see themselves 
differently from the Thai. Asia is a melting 
pot of different languages and cultures, 
which affects the industry because the issue 
of compliance becomes interesting as the 
rules are constantly changing depending on 
the person in power. An example would be 
customs officers who implement their own 
rules and requirements, making it difficult for 
goods to cross borders. 

In response to how they manage a challenge 
such as this, the panelists agreed that local 
understanding is vital, which raises the 
importance of establishing the right local 
partners. “The key is to find trusted partners in 
the region in order to make quality business,” 
emphasised Mr Mattern. 

Companies should put in more time and effort 
into developing lasting relationships with local 
partners and ensuring they understand the 
company’s ethical requirements while still 
meeting local compliance.

AEC 2015
On the topic of how the ASEAN Economic 
Community (AEC) 2015 wil l  affect the 
way European companies develop their 
businesses in Asia, the panelists agreed that 
it is a great concept with good intentions and 
that it would be interesting to how ASEAN 
executes and implements measures to reach 
the 2015 goal. They are of the same mind 
that should AEC 2015 be successful, it will 
improve trade flows and make the movement 
of goods less challenging.

Looking towards the Future
Undoubtedly, there will be future collaboration 
between Asia and Europe. In an increasingly 
globalised and shrinking world, there will be 
more mobilisation of people and resources. 
Since the Asian markets are expected to be 
major drivers of consumption, markets are 
going to draw together, not just for Asia and 
Europe but other parts of the world as well.

With Asia being a very quick adapter of 
technology, it is noted that the one thing 
Europe is missing in the industry is social 
media. The younger generations in Asia make 
wide use of social media and emailing and 
text messages are fast becoming outdated. 
“As an industry based on information, social 
media platforms are what we are looking into 
as that is where information is flowing. We 
need to figure how to take advantage of these 
platforms to communicate not just on the B2C 
level but B2B as well,” mentioned Mr Dudek.

Asia is certainly the continent to watch out 
for in the coming years. As the world grows 
smaller and the developing Asian countries 
catch up, the furor for the Asian markets will 
surely gain intensity. Change is in the wind for 
both the Asian and global logistics scene in 
times to come.
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The real problem for the industry in today’s world is the level of uncertainty. The markets are volatile, consumer demands regularly fluctuate, 
and tax laws are constantly changing. If companies fail to radically adapt to the constantly evolving business environment, success is likely 
to be elusive for them.

That was the central business message that Mr Jim Tompkins, founder and CEO of Tompkins International, shared with the attendees at the Talk 
by Jim Tompkins session conducted by Supply Chain Asia at the Grand Copthorne Hotel on 25 April. With over 60 participants at the session, 
Mr Tompkins focused his talk on the importance of adaptability to stay ahead of the competition in this world of uncertainty. 

“We cannot eliminate uncertainty. Uncertainty is here. What we need to do is work with uncertainty. To work with uncertainty, that tells me that 
we need to be adaptive,” Mr Tompkins explained as he started off his speech.

He encouraged the participants to adopt a supply chain that is adaptive to ensure profitable growth. But that does not equate to a microscopic 
focus on just profitability. It is not enough to simply focus on profits, which is the bottom line, but also on growth, which makes up the top line. 
An adaptive supply chain is an effective supply chain that will lead to productivity and profitability. 

Flexibility: Flexibility concerns 
with handling a variety of goods. 
This means that a company’s supply 
chain is able to accommodate to 
producing, transporting, storing and 
selling a myriad of products. 

Modular: Being modular equates to 
managing fluctuating demands. For 
example, during Christmas season, a 
company can expect sudden spikes 
in consumer demand. An adaptive 
supply chain will be able to manage 
these spikes and lull demand periods 
interchangeably.

Agility: Just as the business 
landscape changes quickly, so 
should how a supply chain respond 
to the changes. The world-class time 
of a demand signal for a supply chain 
is at a 15-minute interval.

These features have to be evident 
throughout the whole supply chain, 
which is made up of Plan, Buy, Make, 
Move, Store and Sell stages. For 
example, if the consumer demand 
of a certain product falls, all stages 
of supply chain have to be informed 
and react quickly. The manufacturing 
plant has to slow the production to 
ensure that there is sufficient room in 
the warehouse to store the goods. If 
the manufacturing plant fails to slow 
the production, this can lead to an 
oversupply of products and over-
crowding at the warehouse.

What is an Adaptive Supply Chain?
But what exactly does it mean to be adaptive? There are three important features of having an adaptive supply chain:

Adaptability : 
The New Name of the Game

EVENTS
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Being on the Toes

“Being adaptive is not just about having 
a great plan. It is about having the ability 
to respond when things change. When 
you have a great plan and are able to 
adapt according to market changes, 
then I think you will be successful,” said 
Mr Tompkins.

In order to have an adaptive supply 
chain, it is also important to be in 
tune with every aspect of the industry 
and the changes, even effective tax 
management. Mr Tompkins stressed, 
however, that being tax effective is not 
about evading tax. It is about having the 
knowledge to make the right decision in 
tax matters for the company.

“Let me illustrate an example. If a 
company brings in finished products 
into India, the company will be required 
to pay 60 per cent tax duty. But if the 
company instead chooses to bring the 
components in, it is only a ten per cent 
tax duty. Then the company simply 
needs to set up the finished product in 
India. This is tax effective supply chain 
management,” Mr Tompkins clarified.

Making the Intelligent Decision

“Change, for the 
sake of change, 

is not progress,” 
explained Mr 

Tompkins.
While it is important to be on the alert 
and to respond quickly to changes, 
this does not translate to revamping the 
whole supply chain process based on 
a data gathered in 15 minutes. What 
is important is gathering the data and 
analysing for a trend before reacting. 
With the data in hand, the company 
should then be able to make the right, 
intelligent decision to tweak the supply 
chain system to make it work.

For example, three years ago, China 
used to be the main manufacturing 
plant of the developed world. Goods 
are manufactured in China before 
being shipped overseas for sale in retail 
stores. However, labour costs in China 
are on the rise, and some American 
companies have thus decided to set 
up their manufacturing plants closer to 
home in the US. However, Mr Tompkins 
does not see this as a very efficient 
strategy.

“Where is the greatest consumer market 
in the world today? It is not the US or 
Europe. It is China. It does not make 
sense to set up a manufacturing plant 
at home in the US, only to have to ship 
most of the product back to China,” he 
explained.

Supply chain is the vehicle that delivers 
corporate strategies to the marketplace, 
and it has to be adaptive to suit the 
changing marketplace, regardless 
of how well a company is doing for a 
particular moment.

“The problem is when companies see 
things are going well, they think they 
have nailed it and just continue doing 
the same thing. But things are going to 
change. Things are going to change, 
and companies need to adapt to it,” Mr 
Tompkins emphasised.

Only by ensuring that the supply chain 
stays relevant to meet the demands of a 
consumer centric world can a company 
succeed in this unpredictable global 
setting.
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66 Supply Chain Asia



EVENTS

Let’s face it, marketing yourself is no longer an optional skillset today. There is so much 
competition for almost every job position that merely relying on the traditional curriculum 
vitae (CV) will not guarantee you a call-up, much less an interview. 

This is less of an issue for prominent executives with decades of relevant industry experience 
under their belts. Having a strong working background and powerful networking skills should 
still land you the job of your dreams. But what about newly graduated jobseekers with barely 
any experience or connections? Especially in light of the recent graduation season for university 
graduates, jobseekers can expect a challenging period competing with their peers for a spot in 
the workforce of their choice. So now not only do they have to address their lack of experience, 
it is also absolutely essential that they find ways to stand out from the crowd.

This was what Mr Michael Lee, Managing Director of Asianet Consultants, an executive search 
business that helps companies fill specific job positions, discussed with the audience at Ngee 
Ann Polytechnic on 16 May. With extensive experience in dealing with more than 10,000 
candidates of varying positions ranging from engineers to CEOs, Mr Lee understands the 
importance of self-marketing in the 21st century to earn that much coveted interview. 

The Art of Marketing Yourself 
in the 21st Century
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This means that in addition to providing the most professional CVs 
(which includes having the right grammar, spelling and punctuation), 
candidates are strongly encouraged to think outside the box in 
showcasing their talents. Trends also show that jobseekers are 
increasingly seeking alternative methods of branding themselves. 
During the talk, Mr Lee highlighted the interesting techniques that 
people adopt to market themselves:

These new trends are only the tip of the iceberg. Find your 
individual strengths and think of an attractive way to market 

yourself to your potential employers. With Asia Pacific the 
hotspot for industrial and consumer growth, opportunities in 
the region are abundant for jobseekers. All you have to do is 

believe in yourself and know that you are worth marketing. 
Because if you don’t, why should anybody else?

4) Add a QR code on your CV

QR codes are everywhere now. While 
companies use QR codes to entice passers-by 

to find out more about their products, more 
jobseekers are using the same tactic on their 
potential employers. Not only does it most 

likely result in your resume getting a second 
glance from the hiring manager, it can also give 
you a competitive edge and help differentiate 
your resume from the competition. Use the 

opportunity to provide the hiring managers with 
extra information of yourself when they scan 

your QR code.

3) Personal branding 
through social media 

A few years ago, the social media was something 
that most people thought of as a tool for 

teenagers and young college students.  Now, 
it is an important domain for employers to find 

out more about their job applicants. Check your 
social network and ensure that it portrays you 
in the most positive way. In addition, more and 

more employers are looking at LinkedIn profiles to 
find potential candidates. Consider establishing 

a presence on LinkedIn, and showcase 
recommendations, projects, associations and your 
interactions with others in your industry to paint a 

broad picture of yourself.

2) Include a video resume

Although video resumes are slowly becoming 
a trend in the US and Europe, it is relatively 
a new phenomenon in Asia. Investing in a 
video resume can be risky because of its 

ability to backfire if a video is poorly made or 
unprofessional. However, this technique is 
a great visual aid for you to market yourself 
and your abilities before even meeting your 
potential employers. You can demonstrate 
your skills, talk about an industry trend or 

create an infographic video of your experience. 
Video resumes may not be for every industry, 
but they are a great way for employers to get 
to know you and could possibly give you an 

edge over the competition.

1) Spend $6 on Google AdWords

As an advertising copywriter, Mr Alec 
Brownstein had a dream of working with top 

creative directors. While Googling his favourite 
creative directors and realising that there aren’t 
any search ads on the results page, he decided 

to create and buy ads with their names as 
keywords. He assumed that, like him, the 
creative directors would Google their own 
names. With barely any competitor fighting 
for the ad spots, the ads were extremely 

affordable at 15 cents per click for the top 
placement. His idea worked like a charm. He 

received various job offers, and ended up 
paying a measly $6 for his bold move.
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With the rise of Asia as the new economic 
powerhouse, the region is facing increasing 
depth and breadth of complexity, connectivity 
and inter-dependencies in today’s supply 
chain involving globally inter-weaved networks 
of partners, suppliers, regulators, service 
providers and customers. However, although 
the shift in trade and investment from the West 
to the East will provide unlimited opportunities 
for growth in the region across all segments, 
it is important for industry players to be 
prepared and position themselves well to 
reap the benefits. 

To address the needs of firms grappling with 
the growing complexity of global supply 
chains, Supply Chain Asia (SCA) held its 
inaugural Supply Chain Asia Forum (SCAF) in 
Bangkok in 2006, and it has since progressively 
expanded into a regional event. In 2013, SCA 
is proud to host this exciting annual event for 
the 9th time in a row. Every year, SCA aims 
to provide delegates an enriching networking 
and learning experience through SCAF to 
tackle the ongoing challenges, discuss the 
opportunities, and envision the future of the 
supply chain industry. By providing a platform 
to bridge the gap among professionals from 
various sectors of the industry and region, 
SCA also hopes SCAF will inspire successful 
and aspiring professionals to Connect, 
Communicate, and Collaborate with one 
another.

This year,  SCA is pleased to offer a 
unique platform to engage with the young 
professionals in the community. SCA has 
initiated the Asia Pacific Supply Chain 
Management Competition (AP-SCMC) with 
the objective of establishing a platform for 
students in regional tertiary institutions to 
be engaged in the industry. SCA believes 
that AP-SCMC offers an interactive and 
fresh composition of real-life situations while 
providing learning opportunities for the 
younger generation to develop their talent 
and interests in the supply chain and logistics 
industry. 

At the same time, SCA seeks to continue to 
engage the senior executives in the industry 
through the Thought Leadership Roundtable 
discussions. Industry Site Visits, as well as 
focused dialogues and discussions, will be 
held on the first and last day of the event 
respectively to provide opportunities for in-
depth deliberations on specific topics, issues 
and challenges impacting the industry.

Whatever happens, it is clear that Asia 
will continue to be of growing strategic 
importance. As the landscape in the region 
evolves, Asian firms will play a growing role 
in fostering competitiveness and business 
growth for many years to come. Supply chain 
companies that best position themselves to 
seize this world of opportunities are more likely 
to emerge as leading global players.

exhibition spaces are 
running out soon. 

Contact us at admin@
supplychainasia.org 
if  you would like to 
secure one today!

Taking on Supply Chain Evolution in Asia
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Please pay upon submission of registration form. Completed registration form can be mailed to us at: 
SUPPLY CHAIN ASIA – SCA FORUM PROGRAM 

 1 International Business Park, #03-01C (Tower Block), The Synergy Singapore 609917

SCA FORUM 
REGISTRATION FORM

PARTICULARS

Title: Prof/ Dr/ Mr/ Miss/ Mrs/ First Name: Last Name: 

Job Title:  

Company:   
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E-mail Address:  

METHODS OF PAYMENT
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This must be made payable to “Supply Chain Asia Community Ltd” and made in SINGAPORE DOLLARS.
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To be made in SINGAPORE DOLLARS to the 
following account:

Payee : Supply Chain Asia Community Ltd
Bank : OCBC Bank Singapore
Branch : North Branch
Swiftcode : OCBCSGSG
A/c Number : 641-886395-001

3. Credit Card
Card Type:          Visa          Master          Amex
*Please tick accordingly.

Name:

Card Number:

Security Code: Expiry Date:
*Visa – 3 digits. Amex – 4 digits.
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Note: Only for payment below SGD$1500

Supply Chain Asia Community Ltd
1 International Business Park #03-01C (Tower Block)
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T +65 6567 2308   F +65 6569 4772   www.supplychainasia.org
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Full Conference Pass (Members) SGD 495  SGD 529.65
Day 1 (3 Sept) - Industry Site Visit  SGD 75 SGD 80.25 
Day 2 (4 Sept) - Main Forum SGD 495  SGD 529.65 
Day 2 (4 Sept) - Industry Cocktail Night SGD 120 SGD 128.40
Day 3 (5 Sept) - Technical Tracks SGD 495  SGD 529.65
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Exclusive Invites
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Be part of the Supply Chain Asia Community today!
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Premier @ $750 ($2,095 worth of benefits)Individual

Professional @ $1,200 ($5,800 worth of benefits)
Premier @ $4,500 ($20,950 worth of benefits)Corporate

For more information or enquiries, please visit us at our website www.supplychainasia.org or 
email us directly at admin@supplychainasia.org

If you are interested to sponsor, advertise, speak or collaborate with Supply Chain Asia, 
please contact us at admin@supplychainasia.org for more information.
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Please pay upon submission of registration form. Completed registration form can be mailed to us at: 
SUPPLY CHAIN ASIA – MEMBERSHIP PROGRAM 

 1 International Business Park, #03-01C (Tower Block), The Synergy Singapore 609917

MEMBERSHIP TYPE AND FEES

Type Fees/Year (Before GST) Fees/Year (After GST) Starts: (Month/Year) Tick 
Professional Individual Membership SGD 175.00 SGD 187.25 
Premier Individual Membership SGD 750.00 SGD 802.50 
Professional Corporate Membership SGD 1,200.00 SGD 1,284.00 
Premier Corporate Membership SGD 4,500.00 SGD 4,815.00 
*Please tick to indicate membership type.

MEMBERSHIP PROGRAM 
REGISTRATION FORM

PARTICULARS

Title: Prof/ Dr/ Mr/ Miss/ Mrs/ First Name: Last Name: 

Job Title: Company: 

Address:  City:  

  State: 

 Postal Code: Country:  

Contact Number: (HP)                        (O)      (F) 

E-mail Address: 

Date of application:

METHODS OF PAYMENT
1. Cheque or Bank Draft
This must be made payable to “Supply Chain Asia Community Ltd” and made in SINGAPORE DOLLARS.

2. Telegraphic transfer
To be made in SINGAPORE DOLLARS to the 
following account:

Payee : Supply Chain Asia Community Ltd
Bank : OCBC Bank Singapore
Branch : North Branch
Swiftcode : OCBCSGSG
A/c Number : 641-886395-001

3. Credit Card
Card Type:          Visa          Master          Amex
*Please tick accordingly.

Name:

Card Number:

Security Code: Expiry Date:
*Visa – 3 digits. Amex – 4 digits.

 

 Signature:

Note: Only for payment below SGD$1500

Supply Chain Asia Community Ltd
1 International Business Park #03-01C (Tower Block)
The Synergy Singapore 609917
T +65 6567 2308   F +65 6569 4772   www.supplychainasia.org
Co. Reg No (201216027H)   GST Reg No (201216027H)

Find us at
www.fb.com/scasia.org

App-SC Asia

App-SC Asia

groups/Supply Chain Asia
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Programme Overview

Today’s supply chain professionals face a fast-paced and competitive environment with an ever growing need for practical skills and 

knowledge to meet challenges in an increasingly complex world. Building a strong foundation in both the technical and systematic 

components of supply chains in the evolving global economic environment may be the only way for supply chain professionals to 

leave a strong mark in their career. 

The MIT Center of Transport and Logistics (CTL) Global Supply Chain and Leadership (SCALE) team has developed a unique Supply 

Chain Leadership and Innovation Programme (SCLIP) for the professionals in Asia. The programme will be administered and managed 

by Supply Chain Asia and features focused interaction with MIT CTL professors in both classroom and project environments that add 

practical elements to the skills and knowledge acquired through the course of the programme. 

Supply Chain Leadership and Innovation Programme (SCLIP)

A Programme by Massachusetts Institute of Technology (MIT) CTL Global SCALE

Managed & Administered by Supply Chain Asia

October 2013 Intake:
Executive Training: 28-29 October 2013
Case Studies, simulation + scoping: 25-27 November 2013
Poster Critique: 6 Jan 2014
Board Room: 10 Feb 2014 
Final Project Report & Review: 5 May 2014 

SCA Academy will provide an aditional 1 day of individual 
consultation for the WDA-WSQ project report submission

Next Intake – April 2014

EACH INTAKE IS LIMITED TO 

ONLY 12 TRAINEES

Programme 
Structure

Mentorship
Executive
Training

Case Studies Analysis

Pre-requisites
•	 Must	have	a	Diploma	or	Degree
•	 Competent	in	Business	English	
	 (at	least	‘O’	Level	pass	with	English	as	the	first	language)
•	 Competent	in	high	school	calculus

Course Duration
•	 16	weeks	with	up	to	9	instructional	days
•	 Enrollment	opens	in	May	2013

Assessment
Participants are required to:
•	Complete	a	report	on	a	Supply	Chain	improvement	project	of	

their own company and attain a passing grade from MIT CTL 
Global SCALE for this project

•	Be	certified	competent	in	both	the	WSQ	AOE	modules
•	Submit	a	testimonial	from	their	employer	attesting	to	the	
transfer	of	capability	to	their	organisations	6	months	after	
completion of the programme

Certification
•	 Certificate	of	Completion	from	Massachusetts	Institute	of		
 Technology (MIT) CTL Global SCALE
•	 Statement	of	Attainment	from	WDA

Programme Fees
SGD14,900/SGD15,943 (Without/With GST)
Singaporeans & Singapore Permanent Residents will be entitled 
up	to	70%	course	subsidy	(Subject	to	WDA’s	verification	and	
approval)

*Terms and Conditions apply.
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WSQ Qualifications
In addition, trainees will be assessed for competencies in TWO 
Workforce Skills Qualification (WSQ) Programmes:
•	 WSQ	Apply	Project	Management	Skills	
•	 WSQ	Manage	Process	Improvement	

These	modules	are	delivered	from	the	WSQ	Associate	Operations	
Executive programme (AOE) via the Assessment-only Pathway 
using their project dissertation as the evaluation document. 

Participants passing the competency requirements in the 
Assessment Record will be awarded the Statement of Attainment 
(SOA)	for	these	two	WSQ	modules.

Outcomes of the Course
a Appreciate key issues in supply chain management with an 

end-to-end perspective and a global mindset
a Apply system dynamics concepts and perform simulations to 

develop and test holistic and integrated supply chain solutions 
in support of business strategy

a Analyse and discuss issues with cross-functional viewpoints 
and innovate solutions from not only a logistics standpoint 
but	also	from	financial,	human	resource	and	operations	angles

a	 Design	adaptable	supply	chains	resilient	to	external	shocks
a Link strategy with operations in order to execute supply chain 

improvement	plans	effectively

Capability Transfer to Company
Apart	 from	 this	 above,	 the	participants’	 companies	will	 each	gain	a	 free	 ‘consulting	project’	 to	 improve	 their	 supply	 chains	 for	
their	course	projects,	which	participants	will	be	guided	to	complete	by	MIT	CTL	Global	SCALE	instructors	during	the	mentoring	and	
coaching	phase.	Outcomes	from	these	projects	could	include	improved	supplier/customer	relationships,	more	efficient	supply	chain	
processes or even better decision-making resulting from greater visibility across the entire supply chain.

Supply Chain Asia Academy
Supply Chain Asia Academy provides skills and knowledge based training to the 
industry. The Academy provides highly interactive training programmes targeting 
at adult learners through the engagement of industry professionals such as faculty 
members and facilitators. 

All participants of training programmes under Supply Chain Asia Academy can 
expect	continuous	mentorship,	career	counseling,	as	well	as	career	development	
and job placement support from Supply Chain Asia.

If you are interested in the SCLIP Programme, kindly email us 
at admin@supplychainasia.org or call us at +65-6567-2308

Interactive Classroom Facilitation (2 days)
All	 trainees	will	 need	 to	 participate	 in	 2	 days	 of	 executive	 education	 to	 reinforce	 key	
principles of supply chain management. 
Topics covered include:
• System Dynamics
• Supply Chain Resilience
• Linking Supply Chain Strategy with Operations

Practice & Simulation (3 days)
Trainees	will	be	 involved	 in	3	days	of	case studies analysis and simulation exercises to 
allow	them	to	test	different	solutions	to	various	hypothetical	scenarios.

Mentoring & Coaching (3 months)
An actual supply chain improvement project from their organisation will be implemented 
across	3	months,	culminating	to	a	project	dissertation	that	can	be	made	into	a	Singapore 
case study for the purpose of shared learning and future reference. MIT CTL Global 
SCALE faculty will provide up to 4 contact days and also ad-hoc support via MIT “virtual 
classroom” platform throughout this phase.

Using action-learning pedagogy, 
this specialised supply chain 
advanced management 
programme aims to address 
these issues by equipping mid- 
to senior-level supply chain 
managers with:
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LIFESTyLE

Green in Motion

Honda CR-Z (2013)
Probably one of the most fun and affordable hybrids for 
sale, the Honda CR-Z was first introduced as a 
concept vehicle in 2007 with the production 
version finally arriving at the end of 2010. 
A spiritual successor to the legendary 
CRX, the CR-Z is classified as a 
sport hybrid despite its 122 HP 
and 128 lb/ft of torque due to its 
manual six-speed transmission. 
Although it may not make the 
hearts of rich sports-car fans 
aflutter, its sleek visual appeal 
is as sporty as it can get, and 
anyone can imagine how cool it 
looks zipping around town.

Tesla Model S (2013)
It is not far-fetched to say that Tesla’s Model 
S sedan has practically single-handedly 
changed our perception of the electric car. 
The Model S boasts a real-world range of up 
to 265 miles, and not only is it efficient and 
attractive, but also luxurious, comfortable to 
drive, and filled to the brim with fascinating 
technology. The interior is beautifully futuristic, 
with a 17-inch multi-function touchscreen 
that looks a lot like an Apple iPad. For eco-
conscious drivers who yearn for a little more 
excitement in their daily commute, the Model 
S could be the prime choice.

Petrol prices everywhere have been soaring for sometime now. With 
more people moving to electric and hybrid cars to save on petrol 
cost, the automobile industry has responded by making leaps and 

bounds in developing more fuel-efficient green vehicles.

For many car enthusiasts, that may sound like the death knell for 
high performance cars. Fortunately, many companies (if not all) 
are making great strides to preserve performance cars. With the 
development of advanced technologies to make sports and super 
cars faster, they are using those same technologies to boost their 
rate of fuel efficiency, giving us hope that there will be no end to 
the fast cars that we love.

Supply Chain Asia has compiled a list of some of the top hybrid 
sports and super cars today. These beauties are fast, bold and 

(mostly) environmentally friendly. So drivers, rev your engines, and 
let’s go!
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LIFESTyLE

Infiniti M35H (2013) 
Dubbed as the world’s fastest hybrid by 
some, the Infiniti M35H is marketed as both 
a somewhat greener luxury vehicle and 
a performance sedan. With an option to 
purchase the Sport Package, this exquisitely 
styled car also comes available with a choice 
of engines, including a powerful V6, potent 
V8 and surprisingly quick hybrid. The hybrid’s 
combined output is slightly better than the 
standard V6, producing 360 hp and 258 lb-ft 
of torque.

Lexus GS450h Hybrid 
(2013)
The new 2013 GS Hybrid now boasts a 
stylish, comfortable interior, fresh sheet metal 
and a significant bump in fuel economy. The 
450h’s combined mileage rating of only 23 
mpg did not even come close to hitting the 
high notes associated with a gasoline engine 
combined with electric motors. Claimed to be 
faster than the non-hybrid Lexus GS in a 0 
to 60 mph sprint in 5.2 seconds, test drivers 
say this new hybrid offers a blend of luxury, 
power and efficiency that is difficult to match.

Green in Motion

Audi A8 L Hybrid (2012)
Touted as one of the world’s most efficient 
luxury-class hybrid sedan, the Audi A8 hybrid 
seamlessly combines the performance of a 
six-cylinder with the fuel economy of a four-
cylinder model. Its ultra lightweight aluminum 
body also plays a major role in the car’s low 
fuel consumption of just 6.3 litres per 100km. 
Considered to maximise on economy rather 
than deliver unparalleled performance boost, 
the A8 L hybrid can drive using electric power 
alone at speeds of up to 62 mph, and was 
recently crowned the 2013 “Chauffeur Car 
of the Year.”

Mercedes – Benz E 300 BlueTEC Hybrid (2012)
A large, comfortable four-door saloon that is capable of 65.7mpg and emits only 
109g/km of CO2, the Mercedes – Benz E 300 BlueTEC hybrid is a powerful car that 
is able to accelerate from 0-62mph in 7.5sec. Instead of a traditional torque converter, 
this luxurious car comes with a wet clutch system that allows the diesel engine to be 
disengaged and permit electric-only propulsion. Equipped with a seven-speed automatic 
transmission, the E 300 BlueTEC Hybrid is the most efficient E-Class production car.
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Van Gogh once famously said, “I often think that the night is more alive and more richly colored than the day.” Especially when many 
cities present their best views after dark, it is easy to understand why so many of us love to shoot the night with our DSLR. But not 

many of us know how to do it right. We use flash and experiment with all the different settings, but the results are always dark, blurry, 
or just plain unusable. So to help all budding novice photographers out there, here are some tips to shoot in the dark:

Bump up your ISO. 
If you have to choose, having a grainy photo 
is often better than having a blurry shot. There 
should not be a problem taking pictures at ISO 
1600 in today’s DSLR. Although digital “noise” 
is not as refined as grain from film, if you 
convert your images to black and white, they 
still look great. Grainy images can have a raw 
and “real” feel than images that are too clean.

Use the self-timer.
Even when using a tripod, pressing the shutter 
button at the end of your exposure can cause 
camera shake. Consider using your camera’s 
self-timer function, in combination with the 
mirror lock-up function (if you have this on 
your DSLR), to prevent blurry photos.

Shooting in 
the Dark

Switch off the flash. 
This is perhaps one of the most important 
rules. If you leave your camera in Auto 
mode, it will tend to use the pop-up flash to 
compensate for the low light. This will lead to 
an “over-lit” foreground, with a background 
that is plunged into darkness. Using any of the 
other camera modes will negate this problem.

Or use an 
external flash.
If you simply must use a flash, use an external 
flash, such as a speedlight. A pop-up flash is 
fine during the daylight hours, but it is much 
too weak to do an adequate job when lighting 
conditions are extremely poor.
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TECHNOLOgy

Experiment with shutter speed or ISO when capturing 
motion blur. 
That is not to say that all blurred photos are unusable. Motion-blur can frequently add to the soul of 
an image by showing motion and energy. When shooting at night, try experimenting by using lower 
ISOs or shutter speeds. If you shoot in aperture-dependent mode or automatic mode, try using 
an ISO of 200-400 to capture motion. If you want to play around with shutter-priority mode, try 
shooting at 1/10th of a second or even slower.

Invest in prime-lenses. 
It is a terrible idea to try shooting with a lens that is slower than an 
aperture of 2.8 at night. The majority of prime lenses now have an 
aperture of 2.8, 2, 1.8, or 1.4. This allows your camera to collect 
much more available light during the night, which will allow you 
to get quicker shutter speeds. There is nothing more frustrating 
than using a zoom lens at night with a maximum aperture of 3.5 
or so. This doesn’t allow you to be as flexible with your shots, 
as you won’t be able to capture sharp images. 

Use manual focus. 
Although the auto-focus function is a great help in daylight, it is 
practically useless for night shooting. Switch your camera to manual 
focus, and you will have far more control over focusing on your shot.

Consider switching 
off anti-shake or image 
stabil isation systems 
when using a tripod.
Temporarily switch off any anti-shake or image 
stabilisation systems when using a tripod. If the 
DSLR is perfectly steady, these systems can 
actually introduce wobbling as they attempt to 
counteract something that isn’t there.

Try switching to a long exposure. 
If you are looking into taking photos of cars zooming past into stylish trails of light, use long 
exposure. Consider starting at a minimum of 30 seconds and extend from there, if necessary. 
At 30 seconds, any moving lit objects in your shot, such as cars, will be transformed into 
cool light effects.

Shoot in RAW mode. 
This gives you the opportunity to lighten the image later during post processing. The beauty of shooting 
in RAW mode is the flexibility it gives you when making adjustments, such as brightness and color cast.
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SOUNDBITE

Amazon’s 
Free Shipping to 
Singapore – Yay or Nay?

So Amazon has recently announced that they are providing free shipping to Singapore. Will it hurt our local 
e-commerce players here?

“If we were operating in Amazon’s category, I would be quite worried because it’s not just going 
to stop there. Free shipping has the potential to expand across categories. But lucky for us, 
it does not make sense for our customers to want to pay for shipping of toilet paper or water 
bottles all the way from the US to Singapore.”

Mr Vikram Rupani
Co-Founder, CFO & COO at RedMart

“The cost is driven by utilisation of the network. If there are few parcels passing through the 
network, it will be very costly and inefficient. This is why we are grateful for Amazon’s free 
shipping to Singapore. This will drive up the utilisation of the network, and ultimately makes it 
cheaper for everyone.”

Mr Marcelo Wesseler
Senior Vice President, e-Commerce at Singapore Post Ltd 

“In theory, Amazon’s free delivery could have some impact on Reebonz due to increase in 
competition. But it also might not affect us because Amazon does not have that high level of 
localisation in the region that Reebonz has. For example, we have payment gateway in about ten 
banks across every country we are in. This offers installment plans to our consumers, something 
that Amazon does not offer. We also provide shorter delivery timing due to our advantage in 
establishing our inventory closer to our markets.”

Mr Samuel Lim
Co-Founder at Reebonz
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LAST WORD

In the upcoming issue, Supply 
Chain Asia will cover the 

upcoming AEC 2015 and its 
impact on the supply chain 

industry. Here are some 
illustrations to give our readers 

an overview of ASEAN’s 
economic situation.

Singapore
 260b
 5.93%
 298%

The 10 member states of ASEAN GDP 2011(US$ Billions)
Avg. Real GDP Growth Rate 2000-2011 (%)
Trade (Exports+Imports as a % of GDP)Laos

 9b
 7.07%
 52% Philippines

 225b
 4.66%
 48%

Cambodia  
 13b
 7.91%
 113%
Vietnam
 124b
 7.11%
 161%
Brunei  
 14b
 1.58%
 NA

Myanmar  
 45b
 8.9%
 36%
Thailand  
 346b
 4.04%
 132%

Malaysia  
 288b
 5.01%
 144%
Indonesia  
 847b
 5.34%
 45%

ASEAN’s Economy 
Trade is important to ASEAN nations, 
especially Singapore, Malaysia and Vietnam.

Impact of AEC on Trade of Individual 
Countries

A simulation analysis shows growth of 
countries differ from one another, thus 
companies should conduct in-depth 
research to understand the individual 
market dynamics.

ASEAN’s Projected Export Figures

The rise of intra-regional trade in Asia 
will only continue to grow.

Growth in Key Economic Activities Above Baseline in 2015*

*study above assumed the removal of all tariff barriers between member countries, reduction of  service-trade barries by 20%, 
and improvements in logistics by cutting the time cost by 20%

Source: UOB Report: ‘The Rise of Intra-Regional Trade in Asia’
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ASEAN’s Total Merchandise Exports By Destination
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Working according to the convenient principle of “goods to man”, this 
automated storage and order picking solution can efficiently reduces 
the proportion of travel time by more than 70% and increases the 
commissioning speed by 6 to 10 times. LogiMat® provides efficient 
space utilisation that helps reduce energy and storage costs, thanks to its 
extremely compact design. Contact us today for more information.

LogiMat® - your ideal storage and picking solution for 
small parts
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