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Transport & Freight –
Compliance & Audit Challenges

DATE
17 April 2015, Friday
TIME
0930 - 1400hrs
VENUE
Grand Copthorne Waterfront
Hotel, Waterfront Ballroom 3
PARTICIPATION FEES
By invite only.
Fees may apply.

*Speakers to be confirmed

Supply Chain Asia Roundtable
SCA Roundtable event brings together supply chain and logistics
executives in the industry to participate in thought-provoking
discussion relating to strategic, tactical and macro-economic issues
and challenges in the industry. The Roundtable also provides a
unique opportunity for industry professionals to network, share and
learn from one another in an informal and open dialogue platform.

EVENT

0830 Registration, Networking & Snacks
0930 Welcome Address by SCA
0940 Challenges in Transportation & Freight: A Shipper’s Point of
1030
1100

View (A Presentation by Roxane Desmicht, Senior Director,
Infineon Technologies)
Break
Transportation & Freight: Audit & Compliance Challenges,
a dialogue featuring Roxane Desmicht (Infineon),
Peter Chiong (Harley-Davidson), Travis Wong (Baker Hughes)
and Frans Kok (AEB)

1200 Lunch
1400 Event Ends

To Register

Email: admin@supplychainasia.org
Website: http://supplychainasia.org/index.php/events/register-for-upcoming-events
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I

t is with much joy and excitement that we celebrate our first Supply Chain Asia Special Edition
issue in conjunction with the start of the Year of the Sheep.

The SCA Publications team continuously seeks new ideas to provide our readers with better
content through a myriad of different platforms. This year, we have decided to look more towards
the digital route, and focus on publishing issues on a monthly basis purely through our online
portal and digital softcopy.
However, we understand that while digital has already become an integral part of everyday life, it can
pale in comparison to having a warm, newly-printed magazine in your hands. It shows that despite
our ever-growing love for all things online, as humans, we still have needs for tactile sensations.
We like to feel the hard cover of a magazine, flip its pages, and run our fingers through the words.
This is why we have not, and will not, abandon our common practice of printing our magazine issues.
While it is true that many readers have moved to the digital sphere (and bringing along with them
a host of advertisers), it is also true that just as many still favour to touch their reading materials.
Displaying magazines that have been beautifully laid out is also a sight to behold.
But perhaps that is unique to Supply Chain Asia readers. Share with us, which side of the coin do
you fall on? Do you prefer reading e-magazines or physical issues?
While you ponder on that question, enjoy flipping through this physical issue. If you are reading this
off your screen, then we still encourage you to grab a copy of this limited issue somehow. After
all, how much longer will physical issues be around?
Cheers,
The Supply Chain Asia Team

Corporate Endorsers
Platinum

GOLD

SILVER
Supply Chain Asia Magazine (MICA (P)126/05/2014) is published
by Supply Chain Asia Community Ltd. All rights reserved. No part
of the publication may be reproduced without prior permission
from the publisher. For subscription and other enquiries, please
visit www.supplychainasia.org.
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SUPPLY CHAIN ASIA
CONNECTING A COMMUNITY
Supply Chain Asia is a not-for-profit professional body
dedicated to bringing supply chain and logistics professionals
in Asia together. Our vision is to create platforms whereby
members of the community can come together to network,
share and learn from one another. Our focus is to enable the
development of collaborative relationships and partnerships.
Our mission is to make Supply Chain Asia your community
of choice.

Vision

www.supplychainasia.org
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Connect. Communicate. Collaborate.
By empowering members with platforms to apply these three
crucial Cs, Supply Chain Asia intends to be the Community
of Choice for Logistics and Supply Chain Professionals living
and working in Asia.

SWISSLOG AT LMFASIA 2015
VISIT US AND EXPERIENCE THE DIGITAL WORLD OF
WAREHOUSE AUTOMATION

CLICK&PICK: RELIABLE, FAST, ACCURATE & SCALABLE.
As a full service partner of automated e-fulfilment solutions, Swisslog presents future-oriented, automated warehouse and picking
solutions. Our efficient storage and order picking systems AutoStore and our new product solution CarryPick are in the spotlight of
Click&Pick solution. Both systems stand out due to their high speed, error-free picking and optimized costs. Swisslog‘s modular solution
concept consists of different components that can be assembled to fit individual customer needs.
Please come and visit Swisslog at LMFAsia 2015.

Booth #B16, Level 1, MAX Atria Gallery
+65 6280 0600
wds.sea@swisslog.com

www.swisslog.com/wds_sea
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Japan Post offers A$6.5bn to take
over Australia’s Toll Holdings

press
releases

Australia’s Toll Holdings has recommended
shareholders accept a $6.5bn takeover
offer from Japan Post to create one of the
world’s largest logistics companies.
The Japanese behemoth, a stateowned global postal and logistics player,
unexpectedly offered $9.04 a share for Toll,
a 49 per cent premium to the company’s
closing price, valuing it at $6.49bn.
Under the proposal, the Melbournebased transport logistics giant would run
as a division within Japan Post and retain
the Toll name, with the company’s chief
executive, Mr Brian Kruger, reporting to
his counterpart, Mr Toru Takahashi.
Swisslog to deliver first CarryPick®
Solution for DB Schenker Logistics

NOL confirms sale of APL Logistics
to Kintetsu World Express
Neptune Orient Lines (NOL) has confirmed
it is selling APL Logistics for US$1.2bn to
Japan’s Kintetsu World Express (KWE).
The two companies have entered into a
sale and purchase agreement that will see
NOL becoming a pure container line under
the APL brand.
The Singapore company said it would use
the proceeds from the sale to strengthen
its financial position and pay down debt.
NOL will book a $900m net gain on the
transaction as the APL Logistics carries a
book value of $240m. By repaying debt,
NOL will reduce its gearing from 2.25
times to 1.08 times.

Automation specialists, Swisslog, is to
deliver its newly developed order fulfilment
system for DB Schenker Logistics in
Arlandastad, Sweden. The global logistics
provider will be the first to implement
the pioneering CarryPick® solution, part
of the Swisslog Click&Pick® e-commerce
portfolio, for its customer Lekmer.com,
Scandinavia’s largest online toy retailer.
The CarryPick solution will consist of 65
Automated Guided Vehicles (AGVs), 1 500
mobile racking units and seven ergonomic
workstations, installed together with
Swisslog’s proprietary control systems,
WarehouseManager.
The technology behind the fully automated
storage and order fulfilment solution has
been proven in similar installations across
the world. This is the first time, however,
that the full scale CarryPick solution will
be implemented; designed together with
DB Schenker Logistics to provide the
company Lekmer.com with an automated
supply chain that guarantees faster order
processing at higher quality as well as
lower handling costs.

Cambodia’s logistics infrastructure
worsens
Cambodia’s logistics performance and
emerging market potential has significantly
declined, a recent study shows, despite its
development as a key sourcing location for
North American and European garment
retailers.
The Agility Emerging Markets Logistics
Index, powered by Transport Intelligence,
last month ranked Cambodia 44th out
of 45 emerging market countries, with
only Uganda considered to be a worse
performer.
According to Mr Nhiev Kol, general
manager for CMA CGM Cambodia, results
from the study should not be surprising. As
well as citing underinvestment in logistics
infrastructure, he explained that handling
charges at Sihanoukville Autonomous
Port, Cambodia’s only major seaport, are
significantly higher than in neighbouring
countries.

APAC online shoppers reluctant to
purchase from SMEs
Online shoppers in the Asia Pacific region
are reluctant to purchase directly from
the websites of small- and mediumsized enterprise (SME) online retailers.
This comes despite APAC consumers’
persistent appetites for all cross-border
e-commerce, with APAC shoppers
spending an average of almost US$350
per year on such purchases.
Meanwhile, 57 per cent of APAC
respondents
ranked
doing
online
businesses with SMEs below multibrand online marketplaces, brand or
manufacturer websites and brick-andmortar retailers. Also, 46 per cent of
the APAC respondents who expressed
concerns about buying direct from SME
online retailers said their hesitancy
stemmed from the difficulty in verifying
the seller’s reputation or trustworthiness.
According to Mr Ramesh Kumar Singam,
managing director, FedEx Express
Malaysia and Brunei, an estimated 40 per
cent of all Malaysian e-commerce is crossborder, and the country’s e-commerce
market size growth is estimated to be 5.76
billion in 2015.
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Supply chain disruption seen as
rising business threat

SingPost Q3 net profit up 7.3 per
cent

Cyber-attack is the top threat perceived
by businesses, according to the fourth
annual Horizon Scan report published
today by the Business Continuity Institute
(BCI), in association with BSI. Supply chain
disruption is reported as the fastest rising
threat, up 11 places since last year.

Singapore Post has booked a 7.3 per
cent growth in earnings for its fiscal third
quarter, compared to the same period a
year ago.

The annual BCI Horizon Scan assessed
the business preparedness of 760
organisations worldwide and shows that
three quarters (82 per cent) of Business
Continuity Managers fear the possibility
of a cyber-attack, with 81 per cent worried
about the possibility of unplanned IT
outages and 75 per cent data breaches
similar to that suffered by Sony in 2014.
Concerns over supply chain disruption
were the fastest rising threat, climbing
to fifth place in this year’s report, up from
16th in 2014. Almost half of those polled
(49 per cent) identified increasing supply
chain complexity as a trend, leaving their
organisation vulnerable to disruption from
conflicts or natural disasters.

Korea, Alibaba
partnership

seek

logistics

South Korea’s Finance Minister Choi
Kyung-hwan and Alibaba Group chairman
Jack Ma agreed to seek partnership
between Korea’s logistics companies and
the Chinese e-commerce giant, Seoul
officials said.
The two sides held talks recently in a
follow-up meeting to August last year to
reaffirm the partnership between Alibaba
and Korea’s small- and medium-sized
enterprises seeking to make inroads into
China.

Net profit for the three months ending in
December came in at S$42.4m, up from
$39.4m the year before. Group revenue,
meanwhile, rose 7.6 per cent year-on-year
to $239.6m for the quarter, supported by
logistics and ecommerce-related activities.
These helped to offset the decline in
traditional mail revenue.
Logistics revenue grew 20.7 per cent
on-year to $122.1m, while mail revenue
slipped 2.3 per cent to $130.1m. SingPost
has proposed an interim quarterly dividend
of 1.25 cents per share.

Mr Choi said that since Korea forged
free trade agreements with the US and
the European Union and is about to sign
an FTA with China, Asia’s fourth-largest
economy has the potential to become a
platform for multinational companies.

Our expertise isn’t just based
on desk research

Having every professional qualification in the
book and speaking 16 languages – from Mandarin to
Romanian – helps. But knowing global transport and
logistics inside out is all about being part of the fabric
of the industry. From lawyers to loss prevention experts,
from underwriters to claims managers, you can rely on
us for unrivalled experience and expertise.
Because we don’t do anything else, we lead
the way in transport and logistics insurance.
www.ttclub.com

TTCxxxx SUPPLY CHAIN ASIA DESK RESEARCH AD.indd 1

04/02/2015 16:01
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Features

Exploring the
Personal Side of
Supply Chain
Collaborating with Customers

H

ow invested is your company in
offering a high quality personal
supply chain? Judging from Telstra’s
recent research findings in this topic, the
answer is likely to be “Not really”.
Until recently, supply chain management
centred on business to business (B2B)
collaboration, with consumers simply
receiving the end value created. However,
now that consumers are connected
via their devices in the same way that
businesses are connected, they too can
become active collaborators in the supply
chain. In fact, in order to obtain the highest
form of customer satisfaction, consumers
need to have a decisive say in the supply
chain process.

The stark difference between what the
customers want, and what they are offered
is astounding. Through The Personal
Supply Chain research, industry players
will better understand what consumers
want from the retail supply chain, and
what they need to do to get there.
What do Customers Want?
We are living in an omnichannel world
where the modern consumer does not
just shop at bricks and mortar stores, but
also shops and researches online. There
is also a growing trend in showrooming,
where consumers visit physical stores
to examine the desired products before
buying them online.

With such a variety of shopping options
and choices for consumers, it is easy for
them to be more selective of how they
want their purchase to be carried out and
delivered to their doorstep. For example,
71 per cent of customers want the option
of guaranteed same day delivery, and 76
per cent wants the ability to customise
a product to requirements online. There
were also strong scores for delivery being
tracked on a mobile app (67 per cent),
click and collect (53 per cent) and delivery
service, including set-up (51 per cent).
If a company is not able to meet their
demands, it is very easy for potential
customers to seek other alternatives.

This is what the personal supply chain is
all about. It is supply chain management
that includes the consumer as an active
creator of value.
Unfortunately, not many businesses
offer consumers this opportunity. Even
providing a basic service, such as
product visibility and transparency, is not
widespread among small-and-mediumenterprises (SMEs) and large companies.
Based on Telstra’s consumer research
of 800 randomly selected respondents
across Australia, 83 per cent of consumers
want the ability to see stock levels online,
but only 10 per cent of SMEs and 44 per
cent of large businesses provide this
service.

Source: Telstra’s The Personal Supply Chain report

9 digiMag

In order to reach maximum customer
satisfaction level, having a successful endto-end supply chain is a crucial element.
Going the Extra Mile
Many businesses believe they are
not ready to provide the services that
customers need. Tracking technologies,
customisable deliveries and providing a
wide variety of payment methods require
more investment, extra manpower and
added costs. Absorbing these costs can
lead to a detriment to their bottom line.
However, research has shown that
customers are willing to pay extra for the
services that they need.

Source: Telstra’s The Personal Supply Chain report
This psychology also works when it comes
to offering customers alternative services.
After all, the promise of collaboration and
a mutually rewarding relationship are the
key elements of B2B. For example, if a
retailer agrees to share valuable sales and
inventor information with its supplier, then
it would expect something equally valuable
in return – a reduction in inventory, a
reduction in price or an increase in sales as
a result of better stock management. If a
retailer agrees to pay for goods in advance,
they would expect a reduction in overall
buy price or some other trading terms.
Similarly, customers want to establish
such a mutually beneficial relationship.
If a business wants customers to accept
delayed packages or to give service
feedback, offer them special discounts or

an equally enticing reward. According to
the research by Telstra, up to 87 per cent
of customers would be willing to make
advanced payment, and 71 per cent would
agree to pick up goods from a retail locker
instead of having them delivered to their
home in exchange for savings.
Unfortunately, businesses are currently
not rewarding collaborative consumers.
For example, only 12 per cent of SMEs
and 13 per cent of large businesses offer
an incentive to pay in advance.
Taking the First Step
It can be daunting to think of revamping
a business’ entire supply chain to meet
market demands. But companies can take
the first step by focusing on giving their
customers choice of delivery services.

After all, every one in two customers in
Australia have had failed or unsatisfactory
deliveries. Their range of problems includes
poor service/rigid processes, goods
arriving broken or damaged, the wrong
product arriving, goods being sent to the
wrong address, but the overwhelming
problem reported is delayed or failed
delivery. The research is clear that failed
deliveries harm the shippers brand and
shoppers will not shop with that brand if
the service is not recovered.
By ensuring a high level of service in
delivery, a company can easily rise above
its competition. What it needs to do is
certainly not easy though, but taking the
first step can certainly go a long way.
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Making The Connection
Harnessing new technologies to drive productivity across the personal
supply chain.
Visit www.telstraglobal.com/thepersonalsupplychain or contact your
Telstra account representative or email to sales-asia@team.telstra.com
for more details.
Asia: +852 2827 0066 | Americas: +1 877 835 7872 | EMEA: +44 20 7965 0000 | Australia: +612 8202 5134

telstraglobal.com
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Asia: Still the Pinnacle Region
By Pete Carrier, Senior Vice President & Managing Director, Asia Pacific,
Siemens PLM Software

T

he manufacturing industry in
Asia is going through an exciting
transformation, presenting us with
tremendous growth potential in the
coming years. According to Nasdaq, the
IMF expects the economy in China to
grow by 7.1 per cent and in India by 6.4 per
cent in 2015.
In countries such as Vietnam, Indonesia,
Thailand, Malaysia and the Philippines,
manufacturing industries like industrial
machinery are projected to capture a
larger share of global trade over the next
10 years as their expansion outpaces that
of developed nations.
Investors from all over the world continue
to find the region relevant and moving
forward into 2015, we expect businesses
to have an enhanced presence here.
Developed countries in Asia, such as
Japan and Singapore, offer an organised
business setup complete with systems
that comply with the latest technology
requirements for manufacturing.

Watching out for the Main
Challenges
There is currently a high demand for
more flexible machine tool designs that
can be rapidly adapted to new products,
new innovation, environmental issues,
globalisation and service. However,
the lack of skilled professionals, stiff
competition from international rivals and
tighter budgets and production timelines
are challenges that are obstructing the
growth of the industry across all sectors.
If we look at specific industries, there are
additional challenges to be addressed.
For example, the Shipbuilding industry is
facing issues such as ageing shipyards,
rigs and fleet and resulting rise in cost
of repair and maintenance. Aerospace &
defence industry faces the challenge of
execution, globalisation, complexity, and
maintainability. The Automotive industry is
battling safety, information management
and market complexity issues.

Banking on GDP Growth
According to an IMF report, the outlook
for Asia signals a steady growth. GDP
growth is forecast to improve to 5.5 per
cent in 2015, helped by a strong growth
in advanced economies and healthy labour
markets. China’s structured reforms,
India’s new governance showing signs
of moving towards being a stronger
economy, and the growing significance of
ASEAN countries as manufacturing hubs
heating up internal competition, are all
opportunities for our industry.
Asia’s consumer markets are swelling
with demand and leading global players
want a piece of the action. According
to some interesting insights shared by
DBS Bank, the overall consumption of
consumer goods in Asia will reach 80 per
cent of the US level by 2020, up from 48
per cent in 2010. So despite all the talk
about reshoring, companies from the US
and Europe are continuing their efforts
and setting up outposts in Asia.

The region will see the manufacturing
growth soaring in 2015 by capitalising on
powerful disruptive technology trends
like Big Data and Digital Manufacturing
to accelerate PLM deployment and BYOD
and Cloud Computing to transform the
industry.
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If we look at the Automotive sector in
China, its growth slowed and moved
from an export-based model to a
domestic consumer-based model. In
India, after witnessing below average
sales for September and October, car
manufacturers reported some recovery
in the wholesale dispatch for November.
According to a recent news report, PwC’s
automotive analyst group, Autofacts,
predicts that a 2.2 million-unit increase
in passenger car production in Southeast
Asia by 2020.

The Emergence of ASEAN
Economic Community (AEC)
The integration will affect Asia Pacific
in varied ways, but it is an exciting step,
with the ramifications for the larger region
remain to be seen. When the decision to
advance the goal of establishing the AEC
from 2020 to 2015, as reported recently,
was introduced, many were in doubt
about getting all the necessary ground
work under control in such a short time.
Transforming the business landscape in
the region into an area with free movement
of goods, services, investment, skilled
labour, and a freer flow of capital requires
a lot of foresight and organisation. But
today, we have the tools to oversee a
change of this magnitude and so we can
all reap the benefits of the integration.
Recent research suggests that ASEAN has
an aggregate economic size of US$2.3tr,
a combined population of 616 million, a
very healthy average real GDP growth rate
going into 2015, and an estimated GDP
per capita of US$3,745. These are some
strong growth indicators that will appeal
to leading marketing and economic minds
across the globe making a noteworthy
case for moving their money into ASEAN
and the rest of Asia.
Domestic trade is already benefitting from
the integration. Accordingly to the same
report by Spire, the liberalisation in trade in
goods has already yielded results. In 2011,
25 per cent of ASEAN’s total merchandise
trade was intra-regional. The most open
economies – Singapore, Malaysia, and
Thailand – are leading this intra-regional
trade. Realistically, the benefits in global
trade will take longer than 2015 to become
apparent but we are quite bullish on the
promise that the integration holds.

Competing on IT
Innovation and IT have gone beyond being
a competitive advantage meant for just the
top players of the industry. It has become
a necessity for survival for businesses
across the board, and this trend is only
going to get more aggressive in the next
five years and will drive a many companies
out of business.
Some may note that the emerging
economies, like Indonesia and Myanmar,
are lagging behind as far as innovation
is concerned. Given the infrastructure
and existing skill sets, it is a challenge
to create a model-based enterprise and
link ideation and utilisation. However,
recently, these markets have gained more
business from developed economies like
China and Singapore: companies that
are price-conscious in the current fiscal
environment. Japan, for instance, has
been moving business from China into
ASEAN countries. This spike in production
in these emerging markets is helping see
the value in investing in infrastructure and
regulations that support innovation.
Therefore, we are confident that they are
well on their way to getting ready for the
IT trends that will drive manufacturing in
the future. Also, the establishment of
AEC will play a critical role in getting these
economies ready to play on the same field
as the developed economies in ASEAN.

About the Author
Peter (Pete) Carrier is senior vice president
and managing director, Asia Pacific, for
Siemens PLM Software, a business unit
of the Siemens Digital Factory Division.
Pete and his team are responsible for
sales, sales support and services delivery
in the Asia Pacific region.
Siemens PLM Software, a business unit of
the Siemens Digital Factory Division, is a
world-leading provider of product lifecycle
management (PLM) software, systems
and services with nine million licensed
seats and 77,000 customers worldwide.
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SCA Roundtable: Freight and
Transportation Challenges in Asia
Taking a closer look at Asia’s freight and transportation
challenges, supply chain and logistics executives will
participate in thought-provoking discussions. The SCA
roundtable provides a unique opportunity for industry
professionals to network, share experiences and learn
from supply chain leaders.

Hot discussion topics:
Freight & transportation challenges in Asia
Managing compliance & audits
Savings potential by efficient freight invoice auditing
Reliable freight cost calculation and freight
purchasing success

in Asia Roundtable:
Meet AEB at the Supply Cha
Challenges in Asia
Freight and Transportation
17 APRIL 2015
t, Singapore
Grand Copthorne Waterfron
www.aeb.com.sg/events

Software, consultancy and services for global trade and supply chain management
www.aeb.com.sg | info@aeb.com.sg | or call +65 63379300
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No Size too Small

to Go Green
By Romeo Lao Gabato, Senior Manager, Corporate Programs –
GOGREEN, Asia Pacific, DHL Express

F

or
many
large
enterprises,
environmental
stewardship
has
always been an integral part of
their corporate social responsibility and
business sustainability strategies, with
significant resources being devoted to
green initiatives. Up until recently, smalland medium-sized enterprises (SMEs)
have been reluctant to embrace this global
green movement, citing reasons such as
limited know-how and high investment
costs.
However, it is time for these SMEs to take
a leaf out of the books of leading green
SMEs on the benefits of overcoming their
resistance and adopting green initiatives
into their business operations to stay
relevant and keep up with the competition.
Here are some compelling reasons and
tips for SMEs to green their operations
and help their customers by differentiating
their business with sustainable offerings.
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There’s Impetus to Go Green
Having integrated sustainable practices in
their business and operational strategies,
large enterprises are gradually expecting
their suppliers to follow suit. Being part of
the entire business value chain, SMEs have
to react swiftly to this emerging trend to
set them apart from the competition and
be seen as the preferred partners to larger
organisations. Without a green agenda,
SMEs run the risk of being sidelined and
losing their existing place in the supply
chain.
Being green is not just an advantage for
SMEs in their native markets but also on
the international playing field. All things
being equal, environmentally-friendly
global and overseas trading partners will
most likely choose an SME which has
gone green over one which has not. This
factor is particularly pertinent for SMEs in
the APEC economies which have, till now,
been unable to achieve a breakthrough in
the global marketplace with only a 35 per
cent stake in direct exports. It is therefore
imperative for SMEs to consider going
green to increase their chances of working
with eco-friendly enterprises and take
their businesses to a whole new level.

We are witnessing a surge in SMEs taking
up our GoGreen Climate Neutral services
which enable them to combat climate
change by offsetting carbon emissions
from the transportation of their shipments.

Barriers to Entry
If going green is so important for business,
why aren’t more SMEs doing so? Well,
environmental management can be a
foreign concept for SMEs, especially in
Asia. It has traditionally been difficult for
them to visualise a link between green
initiatives and the positive impact to their
business, such as being more attractive
partners for larger corporations and the
reduction of operating costs. In fact, many
of them are unaware of these benefits.
Even if they are cognizant, SMEs typically
lack the know-how to embark on green
initiatives.

To make matters worse, government and
environmental agencies have problem
reaching out to educate and assist
SMEs on environmental management
due to the heterogeneous nature of
these companies. The demographics of
people who own and operate SMEs can
vary diversely in terms of skill sets and
educational backgrounds. In addition,
SMEs often face limited resources
and management capacity. As such, it
becomes difficult for these agencies to
coordinate industry or nationwide efforts
to support these smaller-sized companies.

Going Green is as Easy as 1-2-3
Despite the challenges, going green is
not the insurmountable task it appears
to be. Having collaborated closely with
many SMEs to incorporate green practices
into their logistics operations, we have
identified two crucial insights that will
be helpful for SMEs which have yet to
embark on the journey and others keen to
progress further.
Firstly, SME customers who have
‘gone green’ with DHL have been able
to differentiate themselves in today’s
crowded marketplace with their green
advantage. For example, a grain supplier
in Australia uses DHL’s GoGreen Climate
Neutral solutions to ship its goods to
customers while maintaining a lower
carbon footprint – this aligns with the
company’s brand promise of producing
grains using environmentally conscious
and natural farming methods. Not only
is the company producing grains in a
green manner, they are even shipping
them in the same way to environmentally
concerned customers.
Secondly, going green is easy. In fact,
SMEs are more empowered than their
larger counterparts to take the ‘green
leap’ forward, thanks to their smaller size,
flatter organisational structure and intrinsic
agility. Therefore, making decisions to go
green and adapting business operations
accordingly come more easily to SMEs.
In comparison, it is often a much more
complicated process for large corporations
which have to seek approval and alignment
across many functions and hierarchies to
make the change.

How can SMEs Fast-Track Their
Environmental Efforts?
We have the following three-step
recommendation for them to consider.

Monitor and analyse: Before any
informed decision can be made about
going green, SMEs need to obtain clear
visibility into the size of their carbon
footprint and which parts of their business
are contributing most heavily to it. On
the logistics front, DHL is able to help
with its carbon reporting services which
offer SMEs insights into all their logisticsrelated carbon emissions so they can
determine if there is a need to optimise
their logistics operations.
Reduce: Once SMEs have insight
into their carbon footprints, the next
step is to optimise their operations to
reduce their carbon emissions. From the
logistics perspective, it can range from
optimising trade routes, transportation
modes to enhancing energy efficiencies of
warehouses and waste management. DHL
offers the capabilities to help SMEs analyse
and optimise their complete logistics chain
to reduce their environmental impact.
Offset: Even with the most effective of

optimisation strategies and techniques, it
is impossible to entirely eliminate carbon
emissions. The next best thing SMEs
can do is to offset these emissions by
purchasing carbon credits that contribute
towards environmental protection. With
DHL’s Climate Neutral services, it is able
to help SMEs offset the carbon emissions
incurred by their shipments with the
purchase of carbon credits that go towards
accredited climate protection projects like
wind farms and biomass power plants.

About the Author
Romeo Gabato is the Sr. Manager and
Regional Lead of DHL Express GOGREEN
Program in Asia Pacific. He is part of the
Corporate Programs team, managing the
GoGreen Program based at DHL Express
Regional Office in Singapore.
Romeo oversees the GOGREEN Program
across the region, and is responsible for the
development and implementation of the
DHL Express’ Carbon Accounting Process
and the Carbon Footprint Assessment
(CFA) Tool which was pilot tested in Asia
Pacific, and later on rolled-out globally
covering more than 80 countries, and over
2,000 facilities worldwide.
Other parts of the GOGREEN Program
portfolio Romeo is involved with
include abatement levers and employee
engagement where he manages and
supervises several projects for testing
new technologies to improve carbon
efficiencies, as well as, increase employee
awareness and engagement on the
programme.

There is no doubt that going green will arm
SMEs with a key competitive edge that will
aid them to stand out in the market and
bring their business onto the international
playing field. It will also empower them
to be seen as valued partners by larger
organisations and cement their place in the
overall supply chain. We are confident that
more and more SMEs will be embracing
green strategies and practices to fuel
business growth, once they understand
the tangible benefits and the fact that they
are inherently built to respond swiftly to
the green movement.
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Don’t miss the latest webinar from Quintiq –

Dynamic supply chain
design for volatile
operating environments

Date :

March 18,2015

Time :

3:00PM – 4:00pm GMT+8

The webinar will last (40) minutes with the last 10 minutes
reserved for Q&A.

Register now : event.quintiq.com/dynamic-supply-chain

Dr. John Gattorna

This is a webinar you cannot
miss. Dr. Gattorna will be giving
his presentation on designing
dynamic supply chains, which
was tremendously well received
at last year’s Quintiq World Tour
in Singapore.

For more information, contact:
Marie Delphine Achille | marie.delphine@quintiq.com

In this webinar, find out how you can:
• Understand demand patterns in customer
markets
• Design operational strategies that link the
enterprise with its marketplace
• Develop a portfolio of internal capabilities to
drive a multiple supply chain format
• Shape leadership and internal subcultures to
support chosen strategies

E: info@quintiq.com | I: www.quintiq.com

A Complex Web in an
Ever-changing Environment

F

reight management is a labyrinthine
system of moving parts that supply
chain professionals have to navigate.
Higher transport costs have driven the
popularity of lower inventory levels and
just-in-time delivery. However, the tradeoff
for a leaner transport system is higher
exposure to supply chain disruptions. This
necessitates the creation of a flexible
transport system while maintaining costefficiency.
Effective cost management, dealing with
complex compliance issues and addressing
the challenges and opportunities of the
supply chain world of tomorrow are key
issues that will be discussed in this article.

Cost Management
The supply chain of today ditches a
centralised model for a splintered
supply chain to spur cost efficiencies.
It is common for freight management
professionals to have multiple forwarders
to lower transport costs. However, the
lack of a standardised invoice format,
combined with greater shipping volumes,
presents the forwarder with a mountain of
documents to inspect. The cost of checking
one invoice is approximately $11, but the
cost of ignoring this costly administrative
task is even greater – shippers risk an
eight – 20 per cent chance of receiving
an erroneous invoice. Left undiscovered,
mistakes from miscalculations to double
billings eat away at the bottom line.

There are no clear-cut solutions. Suggested
methods range from deploying statistics to
outsourcing to software automation. None
are without drawbacks. The key instead is
to build a collaborative relationship rather
than a transactional one between shippers
and forwarders. Quantitatively, shippers
have to build a robust audit trail and
performance measures. Key metrics to
monitor include on-time delivery, setting
damage tolerance limits, and providing
proper paperwork. Having a system of
verification and enforcing transparency
will be the catalyst to an effective business
partnership.
However, having forwarders that can be
trusted supersedes any legal restriction
imposed on the process. Collaboration and
constant dialogue is a much more potent
method to improve the supply chain.
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Compliance Issues

Challenges and Opportunities

International trade is a maze of regulatory
compliance laws that supply chain
professionals have to adhere to. The
turbulent geopolitical landscape does not
make things any easier. Firms have to
possess the ability to plan ahead while
being flexible enough to deviate from it
and quickly adapt to the current situation.

Supply chain risk is expected to increase.
More companies are facing mounting
pressure from global competition,
having to juggle transportation from
multiple production sources and struggle
to understand increasingly complex
customer demand in Asia. Problems
such as rising wages and unstable freight
charges further complicate the situation.
The development of China develops in the
next five years will be a key factor. As GDP
growth tapers off and wages continue
to increase, producers are prompted to
shift production further inland and away
from coastal cities; complicating freight
movement, or moving to other countries.

Failure to comply with embargoes, bans
and licenses, among other compliance
laws can clog up the transport pipeline.
Senior executives recognise that it is
essential to make sure their companies
have a robust and reliable set of
compliance tools.
Effective compliance management needs
metrics, measures and monitoring to
establish a well-articulated policy and
process that staff will find useful enough to
use. Best practices include implementing
continuous risk assessment, creating
a compliance guidebook and enforcing
internal bookkeeping. A plan’s usefulness
is worth stressing because even
the best-laid plans are of little value
unless implemented across the entire
organisation. Doing so creates an
organisation-wide
understanding
of
current laws, regulations, policies and
procedures prior to the actual movement
of goods.
Promoting preventative rather than
reactive action creates a ripple through
the organisation to adopt a similar mindset
to other processes. By laying a strong
foundation, every organisation can deploy
a solution that can significantly improve
process efficiency and accuracy.
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Firms with the agility to re-adjust trade
flows on a whim are best suited to handle
the volatile Asian market. More firms need
to leverage outsourcing and offshoring
to scale production and gain access to
talent, resources and new markets.These
firms will further benefit as the global
trade’s centre of gravity continue to shift
eastwards as private consumption in Asia
increases. Asian firms have to balance
export to the West while meeting the
growing regional consumption. Demand
in Asia is unpredictable; lead times and
revenue will be difficult to forecast, so
supply chain flexibility will be a key factor.
This has CEOs pushing for the
development of creative solutions that
boost the responsiveness of the supply
chain to change. In order to respond to
new expectations and customer demand
in a fragmented marketplace, firms
need more and better information to
make informed decisions. Supply chain
professionals have to keep better track
of customer information and costs to
preempt the supply chain of uncertainties
to come.
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Unleashing Full
Potential of
e-Commerce Market
in ASEAN 6
By Geir Olsen, Partner & Head of A.T. Kearney’s Consumer Products & Retail Practice in APAC
Soon Ghee Chua, Partner & Head of A.T. Kearney Southeast Asia
Olivier Gergele, Principal with A.T. Kearney’s Consumer Products & Retail Practice in APAC
Fabrice Bartolucci, Consultant with A.T. Kearney’s Consumer Products & Retail Practice in APAC

T

he online retail market in ASEAN 6 (Indonesia, Malaysia, the Philippines, Singapore,
Thailand and Vietnam) has the potential to grow 25 per cent annually through 2017,
according to the study Lifting the Barriers to E-Commerce in ASEAN, released today
by top management consulting firm A.T. Kearney. Globally, only China is expected to
experience similar growth rates in online retail.
ASEAN 6 accounts for less than one per cent of global online retail, even though it has
three to four per cent of global GDP and around eight per cent of the population. There is
considerable growth potential for the ASEAN e-commerce market, but only if it overcomes
five significant barriers that stand in its way.
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The firm believes that there are distinct actions the region can take to surmount each barrier and pave the way for sustained growth:

Increase broadband access

Support local offers

Promote e-payment

Online users are just 29 per cent of the
ASEAN 6 population, compared to 46
per cent in China and more than 90 per
cent in Japan. In Vietnam, the Philippines,
Thailand, and Indonesia, about or less
than half of the population uses the
Internet; only Singapore’s access to fixed
broadband compares to markets such as
the US.

Although a few local champions have
emerged, consumers appear to be more
attracted to offers from foreign players that
do not necessarily have a local footprint. In
Singapore, for example, almost half of the
e-commerce market is made up of online
players located outside ASEAN. In order to
encourage local companies to participate
in the online-trend, access to finance
needs to be improved, the integration of
digital talent needs to be fostered and the
awareness of e-commerce marketplaces
needs to be promoted.

The vast majority of payments for online
retail are still made offline, with methods
such as cash-on-delivery. The cumbersome
“know your customer” processes that
e-retailers contend with to comply with
anti-money laundering regulations for
cross-border transactions hinder the
growth of e-commerce.

Reinforce online security

Improve
logistics
efficiency

Even though mobile broadband is quickly
spreading, limited fixed broadband
connectivity is an issue, largely due to its
continued unaffordability in many ASEAN
6 countries. State aid will be essential for
improving the region’s access, especially
in remote and poorer areas.

Online shoppers in ASEAN 6 countries,
other than Singapore, are more reluctant
to give their credit card information than
other online shoppers are worldwide, on
average. ASEAN countries have developed
and
enforced
numerous
security
laws, including general regulations
on e-commerce data protection and
electronic transactions, but there are
gaps. The region would benefit greatly
from shared cybersecurity and regulatory
best practices and coordinated legislative
frameworks. Creating an online dispute
resolution facility would help the region
as well.

ASEAN governments can overcome this
barrier by promoting non-cash transactions
and instituting e-payment regulations that
are coordinated region-wide.

and

trade

Logistics and trade often do not match
online shoppers’ expectations in the
region. A relatively small share of ASEAN
online shoppers received free delivery
in the previous year, indicating that
logistics costs are too high for many
players, which end up passing the costs
on to consumers. ASEAN geography
poses inherent logistical challenges. For
example, the remote islands of Indonesia
and the Philippines make it particularly
hard to deliver products.
The benefits of e-commerce development
go beyond direct economic impact.
Retail e-commerce can be a vehicle for
economic development, social cohesion,
and cultural exchanges contributing to
regional integration.
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Dialogues

DR wolfgang baier

group chief executive officer (gceo), singpost
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Reinventing the Post –
From Mail to E-Commerce

F

or a company whose rice bowl is currently dependant on a fast-declining industry,
Singapore Post (SingPost) has been defying odds and making positive headlines.

Its partnership with one of the world’s biggest e-commerce giants, Alibaba Group Holdings
Ltd, has enlarged its market cap to more than S$4bn. The Group has also recently acquired
Famous Pacific Shipping NZ and CouriersPlease in New Zealand and Australia respectively
to strengthen its end-to-end capabilities. To top it off, SingPost was recently in the news
as it targets small retailers with its comprehensive e-commerce service that includes
warehousing, customer service and digital marketing.
The decline in postal volumes all over the world has been staggering, but SingPost
continues to infuse innovation, automation and growth into its development strategies.
Dr Wolfgang Baier, Group Chief Executive Officer (GCEO) of SingPost, likens the
company to “a raw diamond that will brightly shine with some re-cutting and polishing”.
In this interview with Supply Chain Asia, we seek to understand SingPost’s exciting
transformation, and the reason behind its admirable endurance despite the challenging
market conditions.
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The transformation of the postal company
is not only restricted to the front-end
though. SingPost has launched a S$100m
investment programme over several
years, which largely focuses on the
upgrading and modernisation of its postal
infrastructure, including the installation of
a more productive mail sorting system,
which shows the company’s continued
commitment towards postal services.
“We are in this for the long term, so
we want to provide the end-to-end
infrastructure. Similarly, we also choose to
lease and stay asset-light in certain areas
to grow in tandem with the customers,”
shared Dr Baier, who has over 15 years’
experience in the supply chain and
logistics industry before taking up a role
in SingPost.

The Death of Snail Mail?
For those of us who are old enough to have
experienced the thrill of receiving letters
delivered by the postman, we perhaps
poignantly remember old loves, lost pen
pals and the beautiful action of crafting a
physical letter to convey our thoughts and
emotions. The advent of the Internet has,
of course, changed that. Now, it seems
that not only is this intimate culture slowly
deteriorating, but the postal industry is
also following suit on a global scale.
Across Europe, mail volumes are
decreasing at a rate of between two to
three per cent per annum. For the US
Postal Service, the volume of its firstclass mail deliveries has dropped more
than 20 per cent from 2009 to 2013. In the
Philippines, PhilPost mail volumes have
declined by as much as 41 per cent.
SingPost has not been spared. The
company revealed that domestic mail
volume per letterbox has declined 13 per
cent over the past five years and global
mail volume is expected to continue
declining in the range of one to four per
cent annually across all mail segments,
according to industry research.
Despite these odds, SingPost announced a
turnover of S$821.1m in its latest financial
year, with its S$143.1m profits up 4.8 per
cent year-on-year.
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“I do not believe in being constrained by
insufficient resources. So for the past few
years, we have been actively upgrading
our technology, developing our employees’
skillsets and enhancing our infrastructure.
To support our transformation, we have
acquired some companies as well as
established new partnerships,” explained
Dr Baier.
At the same time, some of the company’s
initial e-commerce projects have started
to pay off with clients such as Adidas,
Toshiba, Canon and Levi’s. These moves
have brought short-term relief while
SingPost continues its investments in its
long-term goals.

Traditional Heritage, Cutting Edge
Style
“Historically, we are a national postal
company, and we are not in a hurry to
cast off our heritage. We will be in the
postal industry for as long as we can. We
asked our Singapore customers what they
want out of their post office and found
that they want convenience, fast services
and a one-stop shop,” said the 40-year-old
GCEO.
That has led to a transformation of the
Singapore post offices. The 24/7 lobbies
and installations of POPStations and SAM
machines ensure that customers can drop
by the post office anytime to retrieve their
letters, pay their bills and pick up their
e-commerce parcels.

To combat the challenging market
conditions, SingPost has adopted a
positive stance towards automation and to
gradually switch the business landscape
from being labour reliant to technology
intensive. SingPost has spent S$45m
to replace sorting machines to handle
the higher volume of packages, while
increasing mail sorting accuracy and
efficiency.
In addition, the company is also replacing
its fleet with three-wheelers that have
bigger capacity to carry packages, better
balance and are safer for the postmen.
Saturday deliveries for packages have also
been introduced to cater specially for the
growing online shopping demographic.
SingPost is also developing its set of endto-end solutions for a variety of markets
across Asia and globally. It is focused
on developing its overseas capabilities
while also investing S$182m into a fully
integrated regional e-commerce logistics
hub in Singapore with state-of-the-art
automation in warehousing, sorting and
packing functions.

Playing for Change, Playing to Win
Working for a postal company may
not sound like a glamorous career, but
SingPost has a strong focus on creating a
cohesive culture among its employees. Its
change management programme “Playing
for Change, Playing to Win”, is inclusive
and built around the analogy of a football
game.
“Similar to a football team, everyone has
a place on the pitch. Our postmen are
the defenders who need to provide good
services and ensure sustainable mail
volume. The strikers are our ecommerce
and logistics teams who have to score
the goals, while the management team
consists of the midfielders to connect the
plays. We need to be open and agile as a
start-up,” enthused Dr Baier.
It is more than just an analogy as all
employees are also involved in football
matches regardless of their ranks and
designations. SingPost has created a
mixed football league for its employees,
and social barriers between top
management executives and postmen are
practically non-existent.
In addition, SingPost strives to show its
appreciation to its workers, especially its
lower-income workers.
“We have set up a S$10m SingPost
Inclusivity Fund disbursed over five years
from 2013 to help our lower-income
workers. In the first year, we increased
their salaries by more than six per cent,
which is five times more than the industry

average of 1.2 per cent,” said Dr Baier.
“We care about our employees and
will not hesitate to invest in them. As a
postal company, I believe that we cannot
be successful without the services of
our dedicated postmen and postwomen
delivering mail regardless of rain or shine,”
he added.

A Promising (or Exciting) Industry
There is a clear war for talent, now more
than ever. Traditionally, jobseekers tend
to gravitate towards popular industries,
such as the financial sector. This is why
Dr Baier believes that the industry has
to come together and do a better job
of sharing how important and sexy the
supply chain industry is. With the industry
in Asia Pacific lagging behind its American
and European counterparts in terms of
efficiency level, the sector needs to boost
its talent attraction strategy.
“Supply chain moves the world, and we
need the talent to manage it, even for the
postal industry. I had the opportunity of
speaking to one of our postmen who is a
strong advocate for us and is encouraging
his kids to work for SingPost. It shows that
we are not a dying industry, and we need
voices of more of such advocates,” said Dr
Baier.
The future is all about securing the best
talent. With a talented workforce and a
strong foundation as well as a focused
execution, Dr Baier strongly believes that
SingPost can continue to be an industry
leader for another 150 years.
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Strategy

The Ultimate
Checklist for the
Best in Class Demand
Planning Process
By Alagiri Samy, Solution Manager, Supply Chain Solution,
BRIDGEi2i Analytics Solutions

A

re you interested in enhancing profitability for a given channel, a product or the
overall enterprise? In that case, one of the important things that you might need is
an effective demand planning system. An effective system for demand planning can
help businesses improve accuracy of revenue forecasts and align inventory levels with the
crests and troughs of demand.
Creating a Demand Planning checklist is an important step in the process of producing a
best-in-class business process. Reality is harsher than one’s imagination, and therefore
the items in this checklist represent your organisation’s maturity level in the whole demand
planning process. The more items you have checked off, the higher is your maturity in
demand planning process.

About the Author
Solution Manager for Supply Chain Solution
for BRIDGEi2i Analytics Solutions. Consults
Fortune 500 global firms across industries
to monetise value from Analytics by
analysing information, deriving actionable
insights and delivering sustained impact
through operationalisation of Analytics.
Former Editor in chief for MAARS India.
Recognised as one of the top 180 bloggers
in the field of Big Data & Analytics by Data
Science Central.
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Marketing Forecast
Is your marketing team reporting the demand forecast
numbers on a regular basis? Generating these numbers is
the first step towards a Himalayan task of building a robust
demand planning system. Not everyone can predict the future,
but if one wants to be able to predict right and sell everything,
then anticipating forecasts is the key. These numbers have the
potential to give you a picture of the market’s capacity and
will be a good heads-up for starting your demand planning
process.

Customised Product Forecasts
All products are not the same; they exist within the breadth
of long to short life cycle, costs (low to high) and many
others. And therefore during forecasting each one has to be
treated differently based on their type. So, it is quintessential
to build an improved model with customisation at product
and geographic level as it will improve the forecast accuracy
manifolds and provide improved insights in the future.

Supply Chain Forecasts

Multivariate Improved Product Forecasts

Marketing forecast is good but what is more important is an
in-home supply chain demand forecast. Every Supply Chain
organisation should have a model that provides the forecast
numbers based on the functioning of supply chain process.
With increasing competition and volatile business macroeconomy, the demands are no longer certain. Thus, modern
enterprises have come to realise that meeting demand with
supply after understanding demand and planning definitely
pays off. But if the forecasts are wrong, then there will be
a negative cascading effect that will be felt throughout the
organisation.

Forecasting involves estimating future values for a process
that is least controllable. Examples range from policy changes
in country to weather and stock price performance. And so
forecasting of a product based on the previous demand that
the product saw over a period of time is just not enough, as
there are multiple other factors that also affects the demand.

Continuous Model Monitoring

Demand Forecasting based on Backlogs

Changing Data format, evolving business environments,
transforming business objectives makes the model wither
and therefore, it is not fair to expect a good performance
consistently. With these changes, the models will have
to adapt and evolve over time. Therefore, it is of utmost
importance that the model is being continuously monitored
and tweaked based on the circumstances and rising need.

Demand forecast based on backlogs would be a key step in
building the best-of-breed forecasting model. Forecasting
model that has been built will include different types of
backlogs as one of the parameters while providing the demand
numbers. This step will help demand planners combat the
internal factors that will affect the supply and demand.

In this case, to counter the external changes, enterprises
should build an improved multivariate product level model and
this would give a holistic view of the demand.

Product Level Forecasts
There are demand numbers at an overall organisation level
but do you have the demand numbers at a product level?
Numbers based on geography and product level will enable
the demand planners to plan cautiously and efficiently.
For example, product group level forecasts are needed in
budgeting and forecast by region and products are needed
for logistic decisions and many others. Product level forecast
is the first milestone in the whole demand planning process
as it shifts gears from strategic to a tactical demand planning
process.

Inventory Holding Decisions Based on Forecasts
Following this key step, enterprises are slowly moving from a
tactical mode to operational mode. That is, enterprises would
start looking at this numbers as sacrosanct numbers and
would start religiously using this in their day-to-day operations.
This would be a great milestone in this process. Inventory
levels would be decided based on the model suggestions
and the accuracy of results would be periodically measured to
validate the process.

Comparison of Revenue Planning and Demand Planning Numbers
The last and final set of steps would be comparing the demand planning numbers. A modern enterprise would build a dashboard which
will combine both these numbers. The dashboard would provide:

•
•
•
•

Improved reporting at all the levels of the organisation
Better measurements and metrics
Monitoring of demand forecasts at multiple levels
Validate forecast numbers with performance

Working on the checklist takes an organisation from one maturity level to other and also provides a competitive advantage.
Do not worry, if you think, you have not started off. After all, “a journey of thousand miles begins with a single step”.
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Challenges Organisations Face
in Managing Cash Regionally
By Lee Hong Khim, Head, Global Banking, Maybank Singapore

T

here is a common adage that cash is
king and this is true for any business,
including logistics companies.

Cash management broadly refers to the
collection, management and investment
of cash. The goal of successful cash
management is maximise the efficiency of
working capital which can, in turn, result
in efficient finance costs management
and interest maximisation. A good
cash management system delivers
many benefits to a company, including
overview and access to all balances
within the group’s entities to allow ease
of cash optimisation, as well as short-term
investment strategies.

No Visibility, No Satisfaction
In a survey conducted by PwC on Asian
corporate treasuries, cash management
was found to be one of the two most
important treasury activities; indicating
that treasurers are continuing to focus on
optimising their cash positions to insulate
their businesses in volatile times.
Despite the benefits of ensuring the
effective management of cash and the
importance placed on cash management,
it is significant to note that less than onethird of respondents surveyed have realtime information on their cash positions.
As a result, this could limit the ability of
company to identify potential financial
needs or opportunities on a timely basis.
The survey also offered some other
insights. Based on the survey, 52 per cent
of companies did not have confidence in
their cash flow forecasting processes, 32
per cent of companies were not satisfied
with their cash visibility and 28 per cent
not satisfied with their cash centralisation.

Multiple Markets Mayhem
Managing a company’s cash flow in one
market presents its own challenges, but
these often become significantly more
when there are multiple geographical
locations involved.
Companies with operations in multiple
markets may find the following issues
familiar – the time consuming and
challenging process of managing multiple
banking relationships in different countries,
manual payments which are inefficient
and susceptible to human errors and being
unable to obtain timely information of their
regional office’s accounts.
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How Keppel Logistics Does It
Keppel Logistics was one such company
that was facing such challenges. As
a leading third-party logistics service
provider with regional offices in Malaysia,
Singapore, Indonesia, China and Vietnam,
they had to deal with different markets
with very different infrastructure systems
and operating practices.
Their goal was to have a regional cash
management solution that allowed them
to effectively manage the group’s cash
flow position in Asia.
Mr Victor Poh, Senior Manager at Keppel
Logistics Pte Ltd said, “It was inefficient
for us to manage the different banking
relationships in each market and we
wanted to streamline these processes.
In addition, the inability to accurately get
an insight on the group’s cash position
across all our operating markets was an
impediment to making sound cash flow
management decisions.”
In order to do so and harmonise each
country’s cash management processes,
they needed to adopt a holistic approach
and leverage on efficient treasury
platforms that allowed them to control
cash management across the different
markets.

Focusing on Centralisation
“We needed a single, unified payment
system that would enable us to automate
and streamline their operational processes
for domestic and cross-border payments.
To do so, we adopted Maybank’s Regional
Cash Management Solution as a means
for us to execute payments faster and
eliminate manual intervention, thereby
achieving the efficiencies we were looking
for. After implementing this solution, it
also resulted in lowered operating costs
for the business.
“Not only did we benefit from the cash
management solution, our clients also
gained from the ability to make payment
via cheque or over the counter. This
not only dramatically reduced the cash
conversion cycle for us but also enabled
us to leverage on Maybank’s extensive
branch networks in the region, indirectly
increasing our footprint and payment
channels for our customers,” Mr Poh said.

Maybank works with many regional
companies such as Keppel Logistics who
have benefitted from a cost-effective and
efficient cash management system to give
them a real-time view of their liquidity
positions as well as a complete spectrum
of trade finance capabilities to better
manage their businesses.
Given the increasing intra-ASEAN trade
and momentum of growth in Asia Pacific,
as well as the establishment of the ASEAN
Economic Community (AEC), there is an
increase in corporations and multinationals
seeking a more cost-effective and efficient
cash management system to ensure that
they have a real-time and integrated view
of the business’ performance and be able
to confidently make assessments about
the business’ needs.
To help companies determine what they
should be looking out for when adopting
a regional cash management solutions
provider, here are some tips:
1) The extensiveness of the bank’s direct
presence in the region;
2) A match in the footprint between the
company and bank;
3) Ability of the bank to provide regional
solutions that help the finance function
of the company achieve both their shortterm and long-term objectives such as:
a. Operating finance costs efficiencies;
b. Interest optimisation;
c. Efficient information reporting; and
d. Account rationalisation

About the Author
Lee Hong Khim was appointed as Head,
Global Banking, Singapore, since 1 July
2009. Prior to this, he has experience in
various portfolios in the bank including
Human Resource, Corporate Banking,
Commercial Banking and Operations.
Hong Khim leads the thrust across key
business pillars, including structured trade
and commodity finance, client coverage,
corporate banking, global markets and
transaction banking. He supports the
CEO in formulating business strategies
and initiatives to steer the bank towards
its objectives, and to contribute to the
growth of Maybank Singapore in line with
the aspirations of the Maybank Group. His
responsibilities include driving strategic
collaboration and regional projects with
product partners across the Group, to
meet the evolving needs of our customers
and achieve regional business growth.
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www.infolog.com.sg
Simplifying Logistics & Supply Chain

Simplify Your
Warehouse Operation
with Infolog WMS
Infolog WMS is an operation centric warehouse management system which manages and simplifies
Logistics and Distribution operation in wide range of industry such as FMCG/F&B, Chemical,
Pharmaceutical, Electronic, Fashion, e-commerce, Automotive, etc.

Contact Us Today for a Trial Account!
Singapore: Tel: +65 6276 4288 Email: info@infolog.com.sg
Indonesia: Tel: +62 21 2408 2888 Email: info.indo@infolog.com.sg
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network Disruption:
Rethinking the Role of
the Chief Supply Chain Officer
By Peter L. O’Brien, Managing Director, Russell Reynolds Associates

The concept of supply chain has changed
so fundamentally that the term, in fact, may
be outdated. Supply chain management
commonly is visualised as a chain of goods
running from point A to point B. This no
longer captures the breadth and depth
of today’s supply chains, which function
more like an intricate web of integrated,
global relationships. These relationships
supersede
political
and
geographic
boundaries, and they also cross over
the traditional barriers within companies
themselves.
This
latest
environment
challenges
companies to re-evaluate their criteria for
selecting the most seasoned individuals.
The attributes that make a CSCO successful
today look very different from those traits
considered desirable in the past.

From Tactician to Orchestra Leader

T

he most innovative companies today
realise that in a time of rapid change,
digital disruption and globalisation,
the rules have shifted in acquiring the right
talent. Few positions have undergone as
thorough a transformation as that of chief
supply chain officer (CSCO), sometimes
also referred to as chief operating officer
(COO). For global companies in particular,
the scope of the CSCO’s role reflects the
seismic reconfiguration in business today.

About the Author
Peter L. O’Brien focuses on CEO and Board
Succession. As a member of the firm’s
Global CEO/Board Practice, he advises
clients across all sectors, from Financial
Services to Consumer/Retail to Industrial/
Natural Resources on senior leadership,
succession and search requirements. Peter
assists organisations, both in Australia
and internationally, build strong and highly
effective leadership teams and boards.
Peter also leads the Firm’s Global Supply
Chain Practice and is a key member of the
Global Industrial/Natural Resources Sector.

The
CSCO’s
responsibilities
have
evolved over many years, but the last
decade especially has seen significant
transformation. Traditionally focused on
the tactical operations of moving products
between two points, today’s CSCOs must
contend with a huge level of complexity
and risk in supply chain operations. This
requires innovative thinking, and companies
risk failure if they cannot adapt to this new
mindset.

For decades, CSCOs have been perceived
as hands-on tactical operators focused
on optimising the movement of products.
CSCOs were accustomed to heading
out into the field, rolling up their sleeves
and fixing problems. They offered skills of
hard bargaining and negotiating to get the
job done. In terms of corporate hierarchy,
CSCOs often have been relegated to a
logistics position within manufacturing
and not part of the inner core of C-suite
decision-making.
The role of modern-day CSCOs has been
elevated to a high level, which reflects its
critical importance to the success of an
organisation. Today’s CSCOs are strategic
relationship builders who recognise the
vast interconnectivity across global supply
chains. To be a winner, CSCOs must
possess a different skill set, embodying
some of the following traits:
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Mindset of a chief executive officer
(CEO)
CSCOs truly must be a leader and have a
solid understanding of an organisation’s
strengths and weaknesses. They should
report directly to the CEO. It’s no accident
that some of the most capable CSCOs
and COOs have become the CEO of the
company. Think of Tim Cook’s rise to CEO
at Apple after he streamlined supply chain
operations while serving as Senior Vice
President of Worldwide Operations2. Other
examples include McLaren’s Mike Flewitt
and Qualcomm’s Steve Mollenkopf.
Master Collaborator
CSCOs build bridges with colleagues,
vendors,
organisations
and
even
competitors if it makes business sense (see
“Competitive Collaboration”). CSCOs see
their company as part of a network in which
they can leverage skills and capabilities of
business partners. Supply chain officers
are ready and able to form alliances, and
they possess superior people skills to
influence others.
Flexible and Adaptable
To survive and thrive in this new
environment, CSCOs must be open
minded and nimble. They understand that
change is constant and rapid, and they
reject a rigid structure. CSCOs have a solid
understanding of regulatory hurdles based
on geography and product and can navigate
appropriately.
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Great Communicator
CSCOs need to be comfortable speaking
with people at all levels. This includes
talking shop with loading dock operators
and plant personnel while simultaneously
articulating the strategy of the company to
corporate investors, boards of directors and
other stakeholders. CSCOs function much
as an orchestra leader who can motivate
and move teams to deliver.
Analytical Guru
Businesses today are saturated with reams
of information, much of it in real time;
for example, data from points-of-sale,
online searches and ordering activities.
Companies are equipped as never before
to gain profound insights in customer
behavior. CSCOs must be able to quickly
interpret vast amounts of data and make
strategic decisions to keep the business
competitive. They aren’t required to be
the information technology experts of the
company, but they must demonstrate a
solid understanding of the scope and scale
of data from multiple, diverse channels and
act intelligently on these data.

Finding the Right Leadership Talent
Just as supply chains have changed
radically, so, too, have assumptions about
the desired qualifications and background
for a company’s CSCO. Historically, CSCOs
come from the logistics or procurement
areas. Today, given the fast-moving and
ever-changing phenomenon of supply
chains, the standard career path for CSCOs
is much more elusive. Companies are
wise to consider prospective talent from
nontraditional backgrounds.

Individuals with knowledge in consumer
goods may have an edge compared with
those who have spent their career in
another industry, as companies in this
sector are faster to recognise the need
for end- to-end supply chains. Retail, for
instance, is long accustomed to fostering
strong direct-to-consumer channels (see
“The Retail Advantage”). The best talent
comes from a corporate culture in which
traditional hierarchies have been discounted
in favor of more horizontal and collaborative
reporting lines.
Leaders who have dealt with multiple
countries and cultures are better positioned
to be successful. Such individuals have
demonstrated a higher level of skills, having
worked with various languages, cultures
and backgrounds.
Given the global nature of markets today,
companies should be encouraged to
consider candidates who have worked in
both developed and developing markets.
These leaders have been exposed to
different types of risk and disruptions to
supply chains and have been forced to
adapt accordingly. This experience provides
the know-how to succeed in a volatile and
evolving environment.
Finally, CSCOs must possess an analytical
understanding of the value and impact
of information. Keeping pace with rapid
changes is essential in almost every
profession but most certainly in supply
chain management. The state of global
business has transformed radically in
short order, thanks to technology and
globalisation. Successful CSCOs— and,
indeed, successful companies—embrace
change with flexibility and collaboration.
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INDIVIDUAL

Koh Jin Kiat is currently the Regional Supply Chain Director of
Harley-Davidson. Prior to this, Jin Kiat was the Operations Director,
Asia, at Reader’s Digest, where he was responsible for procurement,
production, fulfilment, customer service and supply chain for
Reader’s Digest’s B2C Asian operations. Prior to that, he was Asia
Pacific Director, Global Automotive Solutions at Menlo Worldwide, a
global supply chain management company.

Automotive
Koh Jin Kiat (Overall Winner)

During his tenure at Menlo Worldwide, Jin Kiat was also a pioneer
of Vector SCM, a global supply chain 4PL joint-venture between
General Motors and CNF, Inc., Menlo Worldwide’s parent company.
Jin Kiat’s supply chain and procurement experience spans both B2B
and B2C sectors in industrial and commercial environments, and has
successfully re-engineered processes and developed supply chain
solutions for large multi-national corporations.

Bjorn Vang Jensen joined Electrolux in 2004, as Vice President
in charge of Supply Chain for Electrolux Major Appliances in Asia
Pacific. Today, he is the head of Global Logistics in the Electrolux
Group, where he oversees an annual logistics spend of approximately
US$1bn.

Consumer Electronics
Bjorn Vang Jensen

Bjorn and his team are solely responsible for procurement and
operations of ocean freight, air freight, courier services and associated
logistics services for the entire Electrolux Group. Additionally, Bjorn
manages the group that purchases road, and rail freight as well as
warehousing services.

Marcelo Wesseler is the CEO of SingPost eCommerce, member of
the Singapore Post Group. SingPost eCommerce enables global
brands to enter Asia Pacific via an end-to-end eCommerce offering
that includes a best-in-class technology platform combined with an
extensive fulfillment and logistics network of 15 distribution centres
in the region. SingPost serves more than 600 clients and runs sites
like shop.adidas.com.my, levis.co.kr, shop.toshiba.com.sg and
shopled.phillips.com.sg.

e-Commerce
Marcelo Wesseler

SingPost is the Asia Pacific leader in e-commerce logistics and trusted
communications. The company is listed on the Singapore stock
exchange with two main shareholders SingTel and Alibaba Group.
Prior to joining Singapore Post, Marcelo was Head of e-Commerce at
RS Components Asia Pacific where he was responsible for growing
the business to more than US$100m annually.
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Fashion
Roland Chong

Roland is currently the Asia Pacific Supply Chain Initiatives
Senior Director of Estee Lauder Cosmetics Company, with key
responsibilities in developing and implementing the Asia Pacific
supply chain strategy, establishing an efficient and customer focused
distribution service within the APAC region, as well as leading
initiatives and project management. Over the last 9 years, he spearheaded and led the teams in setting up Distribution Centres in Japan,
China, Southeast Asia, Korea, Australia, the Asia Pacific Distribution
Hub in Singapore, and more recently, the Hong Kong facility where
he provided mentorship and coaching to the Project Manager.
A proven leader with more than 20 years of extensive experience
in the fields of International Logistics, Supply Chain Management &
Strategy, Customer Service and Information Technology with several
Multi-National Companies, including F&N Coca-Cola, Nike and
General Electric Companies.

Jaya Moorthi is a supply chain professional with 20 years of
experience in broad areas of supply chain and logistics. He started
his career with Port of Singapore Authority for four years before
joining Hewlett-Packard Asia Pacific. In Port of Singapore Authority,
he was in lead positions in vessel operations, yard logistics, shipping
planning and worked extensively with various shipping liners.

High-Technology
Jaya Moorthi

Luxury
Anita Ho
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In Hewlett-Packard, where he has been for the last 16 years, he has
toured different portfolios ranging from production, postponement,
international and domestic freight, as well as a host of others. He
spent bulk of his career in HP with the Imaging & Printing Group, being
the lead for managing the contract manufacturers and responsible
for South Asia World Wide shipment into EMEA and Americas.

Anita joined Hermès South East Asia Pte Ltd as Sales Administration
Manager in March 1998, where she oversaw sale order & invoicing
process. She was subsequently promoted, and now heads the
department as Customer Service & Logistics Director. Anita’s main
role is to manage clients’ expectations and ensure prompt delivery.
She also optimises shipping & delivery procedures, and manages
Sale Order Processing, Invoicing, Delivery Claims, Documentary
Collections & Credits, Marine Cargo Insurance, Aftersales Process
and Property Insurance Risk Management.
In her line of work, Anita attended courses & seminars in Leadership
Management, Shipping, Incoterms 2010, Warehouse Layout
Planning/Management, Supply Chain Professional Development and
International Trade Payment Terms. This has helped her implement
the logistics and warehouse operations in Singapore for Hermes’
Retail & Travel Retail section.

Oil & Gas
Travis Wong

Pharmaceutical

Travis Wong is currently the Region Logistics Director in Baker Hughes
- an Oil and Gas service company and is responsible for Supply Chain
Solutions for Asia Pacific region. He focuses on the development of
end-to-end supply chain solutions and work closely with a matrix
of business stakeholders in driving centralisation and integration
of logistics activities across Asia Pacific – standardise business and
work processes to improve efficiencies, cost and ensure compliance
to customs and trade regulations. Besides developing internal and
vendor’s capabilities to support Operations he also drives logistics
network optimisation within Asia Pacific.
Travis has vast supply chain experience having spend his initial
years in the logistics field, and has since moved on to chalked up
direct management experience in the areas of product forecasting,
software manufacturing, intellectual property protection, business
management as well as the full suite of logistics and distribution
activities.

In 2011, GSK underwent a transformational change in its supply chain
moving from a traditional manufacturing organisation to full end-toend (e2e) focus. As a result of this transformational change, Michael
was provided the opportunity to lead the e2e supply chain for APLAM
(now APL due to a regional change in the Consumer Healthcare
business) based in Singapore. The role covers internal and external
supply, warehousing, distribution and customer activities. Michael
reports to the SVP CH Supply Chain (based in USA) and the President
of CH APL (based in Singapore) and am a core member of both
leadership teams.

Michael Tyler

Retail
Dickson Yeo

Dickson Yeo is Director (Supply Chain) for NTUC Fairprice Cooperative
Limited and CEO of Grocery Logistics of Singapore (GLS), a wholly
owned FairPrice subsidiary. Dickson is responsible for overseeing the
supply chain operations for FairPrice’s various distribution centres that
serve its vast network of over 280 stores in Singapore. He constantly
works to improve FairPrice’s supply chain capabilities and has been
involved in various initiatives to implement various technologies,
systems and third-party partnerships to ensure FairPrice is able to
efficiently provide the grocery needs for Singapore daily.
One of the projects Dickson championed was the successful
implementation of an Automated Sortation System for a GLS
distribution centre, which boosted productivity and decreased manual
labour by 50 per cent. His latest project includes the installation of an
Automated Storage and Caddy Pick system, a first of its kind in Asia
Pacific, capable of picking 120,000 cartons daily, at FairPrice’s latest
high-tech distribution centre, FairPrice Hub.
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Roxane is Senior Director Corporate Supply Chain (CSC) Asia Pacific
for Infineon, a leading semiconductor company. She has been
leading the organsation ever since 2012. She is based in Singapore
with a team spread out over the Asia region. The CSC organisation
encompasses function along the whole Infineon supply chain such
as from Product Master Data to Customer Logistic Management,
including manufacturing systems. Those functions have either a
regional focus or a global focus.

Semiconductor
Roxane Desmicht

Roxane is French, graduated as an engineer with a major in solid state
physics and recently completed and Executive MBA program at the
China European International Business School (CEIBS) in Shanghai.
She started her career as Product Engineer/Program Manager within
the Thales group, worked a few years in Altis Semiconductor as Front
End yield manager, several years for Infineon China as Supply Chain
Director. Prior to her current appointment, she was Director for
Strategic Accounts at Amkor.

CORPORATE

Harley-Davidson uses a pick-to-light system which maximises the
number of SKUs that can be stored in its parts and accessories
distribution centre. This system helps to increase efficiency and
productivity by nine per cent while improving order-filling accuracy
from 99.1 to 99.7 per cent, with barely any system downtime.

Supply Chain Distribution Centre
Innovation
Harley-Davidson

Approximately 21,000 part numbers ship from the 250,000-squarefoot distribution centre. These part numbers describe service parts
and accessories that go to more than 600 domestic Harley-Davidson
dealers, as well as to numerous distributors, dealers, subsidiaries
and customers worldwide. Turnaround times are rigorous, with
about 85 per cent of all domestic orders shipped the same day they
are received.
The Lightning Pick system which is mounted in a 300-foot-long,
three-story mezzanine manages nearly 4,000 of the fastest-moving
inventory items — between 55 and 60 per cent of the distribution
centre’s entire daily volume.
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Supply Chain Software
Oracle Corporation

When Oracle unveiled the much-anticipated family of Oracle Fusion
Applications at Oracle OpenWorld, knowledge workers in particular
had a lot to cheer about. Business users will soon have ready access
to analytical information and collaboration tools in the context
of what they are working on, so they can make better decisions
when problems or opportunities arise. Additionally, the Oracle
Fusion Applications platform will make it easy for business users
to tweak processes, create new capabilities, and find information,
often without the need for IT department assistance and while still
following company guidelines. And IT leaders will be happy to hear
about new deployment options, guided implementation and setup
tools, and cost-saving management capabilities.
In addition, Oracle’s computer gear — especially its Exadata line,
which combines hardware with software for high-performance data
processing — is selling well. Analysts at Cantor Fitzgerald has also
exulted that Oracle’s computer-equipment line “could be a game
changer in the IT world,” adding that the company’s “strategy of
engineering hardware and software to work together is unique.”
Meanwhile, Oracle last year for the first time moved into the number
two spot among the world’s biggest software sellers, edging out IBM,
according to research firm Gartner. Oracle’s software sales totaled
$29.6bn, Gartner said, compared with IBM’s $29.1bn. Microsoft
remained the top seller with $65.7bn in sales.

Green Supply Chain
Hewlett-Packard

Hewlett-Packard (HP) is taking a leadership role in global efforts to
apply the power of information technology to the challenges posed
by climate change and water scarcity. HP’s response was based on
understanding environmental impacts across their value chain. In
2013, HP was the first IT company to publish their carbon footprint.
Building on their commitment to transparency, in 2014 they published
their complete water footprint.
In 2013, HP’s carbon footprint equaled 62,055,000 tonnes CO2e, a
reduction of 16 per cent compared with 2012 and 21 per cent less
than in 2011. HP now has three years of data, from 2011-2013, they
use this information to make decisions and set goals on energy and
GHG reduction activities.
In addition, they were also the first IT company to publish a global
supply chain GHG emissions reduction goal. As part of their efforts,
HP is also investing in innovative, energy efficient products and ways
that help customers improve paper use, while making their own
operations more energy efficient.
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In 2013, Singapore’s container throughput hit 32.6 million TEUs, a
2.9 per cent increase over the 31.6 million TEUs in 2012. Total cargo
tonnage handled last year rose 3.6 per cent over 2012 to reach 557.5
million tonnes.

Asia Container Port
Port of Singapore

The Port of Singapore won the ‘Best Seaport in Asia’ award at the 28th
Asian Freight and Supply Chain Awards (AFSCA) held in Shanghai on
17 June 2014. The Port of Singapore edged past strong contenders,
the Port of Shanghai and Port of Shenzhen to clinch the ‘Best Seaport
in Asia’ award for the 26th time.

As one of the world’s busiest airports for air cargo, Changi Airport
handles over 1.8 million tonnes annually, with transshipment volume
accounting for almost half of the throughput. Its cargo volume has
increased by an average annual rate of seven per cent since Changi
Airport opened for operations in 1981.

Asia Air Cargo Port
Changi Airport

Changi Airport is served by more than 100 airlines flying to some 220
cities in about 60 countries and territories worldwide. Among these,
15 airlines operate more than 300 weekly scheduled pure freighter
flights linking Singapore to about 17 cities in 7 countries.
Notwithstanding the tough operating environment faced by the cargo
industry in Asia, Changi Airport handled 598,000 tonnes of airfreight
movements in the first four months this year, representing a 0.1 per
cent growth compared to the same period last year.

Cikarang Dry Port provides Integrated Port and Logistic Facilities
and serves as an extension gate of Tanjung Priok Sea Port. It is
strategically located in the heart of the largest manufacturing zone
of Indonesia along the Bekasi – Cikampek industrial corridor on the
east side of Greater Jakarta. Approximately 200 hectares of land are
allocated for Cikarang Dry Port, easily accessible via highway and
railway system.

Asia Logistics Centre/
Park of the Year
Cikarang Dry Port (Indonesia)

Cikarang Dry Port is the first and only Integrated Customs Services
Zone in Indonesia. The international port code IDJBK connecting
Cikarang Dry Port to other ports of call around the world through
Shipping Lines partners, designating it as port of origin or port of
destination. Cikarang Dry Port offers one stop service for cargo
handling and a logistics solution for international export and import,
as well as domestic distribution.
Beginning of May 2014, On Time Express handled their first shipment
from Shanghai China to Cikarang Dry Port. They provide house bill
of lading for PT Takata Automotive Safety Systems Indonesia. A 20ft sized container completed customs clearance process at Cikarang
Dry Port to be delivered to Takata Indonesia s premise. Multimodal
transport bill of lading stated Cikarang Dry Port as the place of
delivery was provided by SITC.
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Supply Chain Education Institution of
the Year
The Logistics Institute Asia Pacific

The Logistics Institute - Asia Pacific (TLIAP) is a collaboration between
National University of Singapore (NUS) and Georgia Institute of
Technology (Georgia Tech) for research, education and industry
outreach in global logistics and supply chain management. TLIAP
is modelled after The Supply Chain & Logistics Institute (SCL) at
Georgia Tech, which has wide industry recognition as one of the best
institutes for education and research in logistics and supply chain
management. This collaboration provides expertise, which caters to
the needs of industries across the world today focusing on global
logistics, information technology, industrial engineering and supply
chain management.
Through its strong ties with the Business School, the School of
Computing, the Faculty of Engineering and the Faculty of Science
at NUS and its excellent relationship with the School of Industrial
and Systems Engineering at Georgia Tech, TLIAP is able to develop
the Double Masters Programme (DMP) in Supply Chain Management
with phenomenal success.
The comprehensive programme in Supply Chain Management has
equipped graduates of the DMP with the knowledge and skills to
provide expertise and advice to logistics/supply chain companies
in Singapore and the Asia Pacific, as well as to multinational
corporations located within Singapore.

Global 3PL of the Year
DHL

For the full year 2014, the Group expects only slight improvement
in the global economic environment. Nonetheless, the company still
believes that its positive earnings trend will continue and that Group
EBIT will rise to between €2.9bn and €3.1bn in 2014. While the newly
created Post - eCommerce - Parcel division (PeP, formerly MAIL) is
anticipated to contribute about €1.2bn to this total, the DHL divisions
should continue to grow earnings and generate an EBIT of between
€2.1bn and €2.3bn for the year.
The Group also expects that earnings will continue to grow beyond
the current year. For the period 2013 to 2020, the Group expects
earnings growth of more than eight per cent per year on average
based on the 2013 EBIT of €2.86bn. The 2015 EBIT target of between
€3.35bn and €3.55bn remains unchanged.
The DHL divisions are expected to continue to be the main contributor
to the Group’s revenue and profitability growth, with an annual
average EBIT growth of approximately 10 per cent per year over
the period. At the same time, the PeP division is forecast to increase
operating earnings by an average of around three per cent each year.
Furthermore, the Group expects to reduce Corporate Centre/Other
expenses to below 0.5 per cent of Group revenues until 2020.
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Toll’s revenue increased 1.1 per cent over the previous year to $8.8bn.
Total earnings before interest and tax (before individually significant
items) were up 4.3 per cent to $444.4m and net profit after tax (before
individually significant items) was also up 5.7 per cent to $298.5m.

Asian 3PL of the Year
Toll Group

Restructuring and cost improvement initiatives together with new
contract wins more than offset the generally challenging market
conditions experienced during the year.
Toll Global Forwarding earnings benefitted from cost savings despite
its markets remaining difficult, while Toll Global Logistics improved
results from its Asian activities, with a continued solid result in
Australia.
The Australian domestic businesses continued to be pressured
by the weaker mining sector and flat volumes in the retail sector.
Significant restructuring activities were undertaken across a number
of business units that will provide benefits in FY15 and beyond, along
with investments to position the businesses for future growth. The
restructuring included the realignment of a number of businesses as
two of the Group’s six divisions were amalgamated.

Evergreen Line is continuing its fleet renewal programme and has
signed charter agreements with both Costamare and Shoei Kisen
Kaisha to each provide, on charter, five 14,000 TEU containerships to
be delivered during 2016 and 2017 respectively.

Container Line of the Year
Evergreen Marine

The ten new vessels, including the seven recently announced by
Evergreen Marine Corp & its subsidiaries, will further optimize
the competitiveness of Evergreen’s operating fleet and reduce
the carrier’s unit costs. As this is a fleet renewal programme, the
newbuildings will be replacements for existing vessels and balanced
by the redelivery of currently chartered ships when charter periods
expire. Evergreen’s operating tonnage therefore will not be increased.
Also, Evergreen Line is to partner with Mariana Express in launching
a joint South China - East Malaysia (SEM) Service. The new initiative
will give a significant boost to the service offered to shippers on this
important sector of the Intra-Asian trade.
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In Singapore, PSA operates six container terminals: Tanjong Pagar,
Keppel, Brani, Pasir Panjang Terminal 1, 2 and 3. The six terminals
have a total of 57 berths with a handling capacity of 40 million TEUs
yearly.

Container Terminal of the Year
PSA Singapore

To meet the future growth of global trade and long-term needs of
customers, PSA embarked on the development of Pasir Panjang
Terminal Phases 3 & 4, with the first berth ready for operation by
2014. When fully completed by 2020, the new terminals will boost
Singapore’s total container handling capacity to 50 million TEUs per
year.
In 2013, PSA Singapore Terminals handled 32.24 million TEUs of
containers. PSA is:
• World’s Busiest Transhipment Hub – accounting for one-seventh of
the world’s total container transhipment throughput and 5 per cent
of global container throughput
• One of the World’s Largest Refrigerated Container (Reefer) Ports –
more than 7,000 reefer points; handled about 1.6 million TEUs of
reefers in 2013
• Excellent Connectivity – connected to 600 ports, with daily sailings
to every major port in the world
Also, PSA Singapore Terminal has been announced the winner of the
bizSAFE 2014 in February, recognising its proactive Health, Safety,
Security and Environment (HSSE) policy to ensure safe workplace.

Air Cargo Carrier of the Year
Cathay Pacific Cargo

The Cathay Pacific Group reported an attributable profit of HK$347m
for the first six months of 2014. This compares to a profit of HK$24m
in the first half of 2013. The airline’s group revenue from overall
operations totaled HK$50.840bn in the first half of this year, up 4.6
per cent from HK$48.584bn a year earlier. Of the airline’s overall
revenue, HK$11.663bn came from cargo operations, up 3.4 per cent
from a year earlier.
A number of factors had a significant negative impact on the Group’s
business in the first six months of 2014. The principal adverse
factors were reduced passenger yield, continued weakness and overcapacity in the air cargo market, the continued high fuel price and a
weak performance from an associated company, Air China.
Overcapacity in the cargo industry remains a major concern and has
made it difficult to increase rates resulting in an ongoing weak yield
environment. Cathay said both Cathay and Air China continued to
manage capacity in line with demand in the first half of 2014, and
more cargo was carried in the bellies of passenger aircraft, reflecting
increased use of widebodies, chiefly the B777-300ER aircraft.
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Air Cargo Terminal of the Year
Hactl

Hactl achieved 11.5 per cent growth in tonnage through its
SuperTerminal 1 base in the first half of 2014, compared to the same
period of 2013.
Imports increased 13.6 per cent year on year, to a total of 243,287
tonnes. Exports also grew by 8.8 per cent over 2013, reaching 489,624
tonnes. Transshipments showed the largest percentage growth, to
64,849 tonnes – up 34.2 per cent on the same period of 2013. Hactl
remains Hong Kong’s largest cargo handler, catering for over 100
scheduled passenger and all-cargo airlines, and serving over 1000
forwarders. It operates the airport’s largest cargo facility, with a
design capacity of 3.5 million tonnes per annum.
Says Hactl Chief Executive Mark Whitehead: “When we parted
company with Cathay Pacific in 2013, we expected a long uphill
struggle to replace this significant element of our business. In reality,
we have quickly made up a substantial proportion of the traffic through
new account wins, and organic growth among our 100 airline clients.”

In the first half of 2014 the Kuehne + Nagel Group has increased
volumes in all business units and gained market shares. The dynamic
trend in the development of results, however, decelerated due to
negative currency effects.

Sea Freight Forwarder of the Year
Kuehne + Nagel

Compared to the previous year’s period, net earnings improved by
8.3 per cent (currency adjusted by 12.8 per cent) to CHF 313m. EBIT
increased by 8.2 per cent (currency adjusted by 12.8 per cent) to CHF
396m and the operational result (EBITDA) by 4.5 per cent (currency
adjusted by 8.8 per cent) to CHF 487m.
“By focussing on internationally operating customer groups with
demanding logistics and supply chain management requirements,
as well as on the provision of industry-specific logistics solutions,
we were able to increase volume growth in all business units in the
first half of 2014. At the same time, our effective cost management
supported the improvement of results,” said Dr Detlef Trefzger, CEO
of the Kuehne + Nagel Group.
“Once again the excellent performance in air freight is to be
highlighted. The overland business unit has successfully continued
its turnaround and in contract logistics profitability further improved.
However, our results were negatively impacted by the strong Swiss
Franc. Sea freight results suffered from this trend in particular despite
the solid growth and high productivity achieved in this business unit.”
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Air Freight Forwarder of the Year
DHL Global Forwarding

For the full year 2014, the Group expects only slight improvement
in the global economic environment. Nonetheless, the company still
believes that its positive earnings trend will continue and that Group
EBIT will rise to between €2.9bn and €3.1bn in 2014. While the newly
created Post - eCommerce - Parcel division (PeP, formerly MAIL) is
anticipated to contribute about €1.2bn to this total, the DHL divisions
should continue to grow earnings and generate an EBIT of between
€2.1bn and €2.3bn for the year.
The Group also expects that earnings will continue to grow beyond
the current year. For the period 2013 to 2020, the Group expects
earnings growth of more than 8 per cent per year on average based
on the 2013 EBIT of €2.86bn. The 2015 EBIT target of between €3.35bn
and €3.55bn remains unchanged.
The DHL divisions are expected to continue to be the main contributor
to the Group’s revenue and profitability growth, with an annual
average EBIT growth of approximately 10 per cent per year over
the period. At the same time the PeP division is forecast to increase
operating earnings by an average of around three per cent each year.
Furthermore, the Group expects to reduce Corporate Centre/Other
expenses to below 0.5 per cent of Group revenues until 2020.

YCH Group is a leading Singapore-based logistics and supply
chain management and provider of warehousing and inventory
management services.
The company has been classified ‘A’ by the TAPA in warehouse and
transportation security. Moreover, as a forerunner in worldwide
supply chain security, YCH is also the first to adopt a two-stage ISO
28000:2007 implementation and certification process involving site
assessment and independent audit to endorse its commitment to
security excellence.
YCH DistriPark is fully-equipped with advanced tech-driven supply
chain solutions, such as YCH’s pioneering RFID for real-time visibility,
accurate tracking and security of high-value goods. The RFID
implementation, developed together with the Shanghai Lingang
Economic Development Group in 2008, was a first in the Shanghai
Yangshan Port area. All hubs and facilities have 24-hr security with
CCTVs and Motion Detector.

Supply Chain Security
Overall Supply Chain Partner of
the Year
YCH Group
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From RFID technology to monitor the movement of goods and
personnel, to controlled access for certain secure facilities via
biometric means, YCH has gone the full distance in ensuring that
there are no loopholes in its logistics and SCM solutions from start to
finish. The Group is also working towards global accreditation of its
stringent security policy and standards.
YCH Group attained the Secure Trade Partnership (STP) certification
from Singapore Customs, and it has enabled them to scale this
supply chain security programme to manage all of the company’s
specific security needs in a realistic and cost-effective manner within
its network of facilities across the Asia Pacific.
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Supply Chain Woman of the Year
Shalyn Lee

Shalyn Lee manages HP’s Printing and Personal Systems (PPS)
Supply Chain Asia Pacific and Japan. In this position, she manages
supply chain strategies and operations which include Manufacturing
and Distribution network, Demand/Supply Management, Order
Fulfilment, Procurement, Engineering and Logistics in a complex
environment that spans across multiple manufacturing sites (HP
owned or ODM or CM) across all PPS product portfolio. The PPS
portfolio encompasses Laser and Inkjet printers and supplies,
Graphics Solutions, commercial and consumer notebooks and
desktops, workstations, thin clients, handhelds, Internet appliances.
Shalyn graduated with a Bachelor in Science from University of
Manchester UK in 1987 and joined HP as a fresh production engineer
in HP Singapore upon graduation. She was promoted to production
manager within 3 years and in 1993 became the purchasing manager
and then Demand/Supply Manager the following year. Shalyn
became the Director Supply Chain in 1998 and shortly after HP/
Compaq merger in 2002, she was further honoured and promoted
to VP Supply Chain, Personal Systems APJ. In May 2012, her role
was expanded to include the Printing Systems as part of the newly
combined PPS business.

Operating as the Global Physical Logistics Controller for Asia, Hameed
Ibrahim covers matters pertaining to packaging, warehousing and
transportation while providing substantiation for the respective
purchasing team to progress commercial matters. Prior to this, he
has done a variety of internal roles concerning Customer, Purchasing,
Supply Chain and Manufacturing.

Young Supply Chain Professional of
the Year

Hameed has previously worked in shipment refinancing, Investment
Banking, SME/C Banking and Supply Chain for a major pharmaceutical
company. Originally from Pakistan and a graduate of Babson College
in US, Hameed has experience of living in seven countries and has
been a resident in Singapore since 2010.

Hameed Ibrahim

Most Inspiring Supply Chain
Professional of the Year
Stanley Lim
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Stanley Lim is currently the Chairman of the Singapore Logistics
Association (SLA) for the Term 2014/2015. He has been serving in
various positions in the association. He was the SLA Chairman
from 1992 to 2006 and is the longest serving Council Member of
the Association. He has been involved and contributed to FIATA,
International Federation of Freight Forwarders Associations since
1991. He served as Vice President of FIATA and was elected to into the
Presidency as Senior Vice President (2001-2007) and Treasurer (20072011). At the FIATA World Congress in Cairo, he was elected as the
President for the Term 2011-2013.
After he relinquished his Presidency in 2013, he remains as the
Immediate Past President. He is the Group Chief Operating Officer
of Addicon Logistics Management with HQ in Singapore. He was
also the Chairman of ASEAN Federation of Forwarders Association
(AFFA). During his Chairmanship, he contributed to the establishment
of the Articles of the ASEAN Framework Agreement for Multimodal
Transport.

Kelvin Wong is the Assistant Managing Director of the Singapore
Economic Development Board (EDB). Kelvin oversees EDB’s
Industry clusters including Logistics and Professional Services; New
Businesses (Industry Identification and Incubation, Inter national
Organisation Programme Office, Natural Resources and Safety
& Security Programme Office) and also initiatives in Resource
Development.

Visionary of the Year
Kelvin Wong

Prior to this, he held several Director-level appointments leading
various EDB clusters and initiatives including Logistics, Professional
Services, International Organisation Programme Office, Urban
Solutions, Central and Eastern US operations from 1999 to 2012. He
joined EDB in 1996.

Essa Al-Saleh is the President & CEO of Agility’s commercial business,
Global Integrated Logistics (GIL) and is based in Baar, Switzerland.
Essa’s responsibilities include leadership and management of the
company’s core global logistics businesses. Prior to assuming this
role, he served as Managing Director of corporate development,
where he led the strategy and initiatives that contributed significantly
to the development of new businesses, joint ventures, mergers,
acquisitions, strategic sales initiatives and marketing.

Hall of Fame
Essa Al-Saleh

Essa has been with Agility since 1998 and has played a vital role in
the company’s transformation into a leading global logistics provider
and shaping the strategy and the execution of the acquisitions that
make up Agility.
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14 - 16 APRIL 2015
Sands Expo & Convention Centre, Singapore

PLAN YOUR VISIT NOW

CYBERSECURITY

BORDER
MANAGEMENT

SAFE CITIES

SUPPLY CHAIN
SECURITY

YOUR PARTNERSHIP
PLATFORM

YOUR SOURCING &
BUSINESS PLATFORM

YOUR KNOWLEDGE &
NETWORKING PLATFORM

INTERPOL World
Public-Private Partnership

INTERPOL World Expo

INTERPOL World Congress

• 250 exhibitors from over
25 countries
• Be the first to view new and
innovative technologies

• Launchpad of co-created innovative
solutions with leading privatesector security solutions providers

• Game-Changing catalyst of
innovation to address global
security challenges

EARLY BIRD ENDS 27 FEB 2015
(LIMITED SEATS ONLY!)

YOUR BUSINESS AND NETWORKING ENGINE

Register online now at www.interpol-world.com
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Knowledge Partner

Held In

Managed By

2015
Introducing
THE SHIPPERS COUNCIL

Membership
JOIN US AS AN INDIVIDUAL / CORPORATE MEMBER

Join us today!
In today’s global economy, shippers may contact third-party logistics providers or freight forwarders to procure and manage
their freight shipments. In order to stay competitive, shippers need to balance the risks associated from the transport of
their goods with the willingness to pay for the protection of the freight and consequences of any service failures.
This is where Supply Chain Asia (SCA) comes in. SCA hosts The Shippers Council (TSC) as a platform for senior professionals,
involved in managing procuring and operating their companies’ logistics and supply chain operations in Asia Pacific, to
discuss, explore and share issues and challenges affecting their operations, with the intention of finding and achieving
best practices.
Through our membership programme, we invite industry professionals to join us as we strive to better develop the
industry, and succeed through collaboration.

TSC Memberships
For Corporate Shippers

S$700/yr

(aft GST: S$749)

S$1750/yr

(aft GST: S$1872.50)

Lite
5 Representatives

Premier
5 Representatives

FEATURES

FEATURES

Membership

• Monthly digiMag PDF
• 1 Copy Free Special Edition Magazine (Print)

Events & Networking

• Discounts to Supply Chain Asia Forum
• Priority Seating for Awards
• Discounts to Other Events
• Member + Exco of TSC

Advertisements Slot

• Banner Ad in SCA Portal – 30% Off
• Feature Ad in digiMag Portal – 30% Off
• digiMag PDF – 30% Off
• Special Edition Magazine (Print) – 30% Off

Academy

• Discounted Training Seats**
• Priority Seating

Membership

Monthly digiMag PDF
• 1 Copy Free Special Edition Magazine (Print)

Events & Networking

• 5 Free Passes to Supply Chain Asia Forum
• Priority Seating for Awards
• 5 Free Passes to Other Events
• Member + Exco of TSC

Advertisements Slot

• 1 Month Free Banner Ad in SCA Portal –
Subsequent Months at 30% Off
• Feature Ad in digiMag Portal – 30% Off
• digiMag PDF – 30% Off
• Special Edition Magazine – 30% Off

Academy

• 1 Free Seat for a Training Programme
(depending on availability and suitability)
- Subsequent Seats at 50% Off
• Discounted Training Seats**
• Priority Seating

For more of our membership packages, visit our website at www.supplychainasia.org.
For enquiries, drop us an email at admin@supplychainasia.org.
Supply Chain Asia reserves the right to change the information without prior notice.
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Global SUPPLY CHAIN COMPETITION 2015

WANTED

FEARLESS & PASSIONATE STUDENTS
Are you a university/polytechnic student? Put your skills to the test. Take part
in GSCC for the chance to prove that you are the most business-savvy student
around. Be the champion of the Asian Pool, and you will win a fully sponsored trip
to Las Vegas to participate in the Finals!
Step 1: Form a team of 4
Step 2: Register by 9 April 2015 (Half-day briefing on 10 April)
Step 3: Ace the 3 Preliminary Rounds (April – June)
Step 4: Top the Asian Pool and win a fully sponsored trip to
		
Las Vegas to participate in the Global Finals
The Asian Pool will comprise of the winning teams from the various countries in
Asia. The Global Finals for Students will be held on 3-4 October.

SEEKING PROFESSIONALS
WORKING IN THE SUPPLY CHAIN &
LOGISTICS INDUSTRY

Think you know what it takes to take on the business world? Do you believe your
skills and experience in supply chain can lead you to success and glory? Take
part in GSCC and show others what it takes to succeed! Win a chance for a fully
sponsored trip to Amsterdam to participate in the Finals!
Step 1: Form a team of 4
Step 2: Register by 9 April 2015 (Half-day briefing on 10 April)
Step 3: Ace the 3 Preliminary Rounds (April – June)
Step 4: Top the International Pool and win a fully sponsored trip to
		
Amsterdam to participate in the Global Finals
The International Pool will comprise of the winning teams from all over the world.
The Global Finals for Professionals will be held on 25 September.

for more information and registration details
Email: admin@supplychainasia.org
Registration Deadline: 9 April 2015
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Order Fulfilment Solutions
Streamlining order fulfilment processes can be challenging in the
rapidly growing eCommerce market. Order picking in traditional
distribution centres remain costly and time consuming since most of
them still rely on deploying manpower to locate the products - which
might result in inaccuracy of pick and time wastage with pickers
physically walking around the warehouse to do the pick. Using our
decades of experience as an intralogistics specialist, we seek to
improve your efficiency through an extensive range of order picking
solutions.
Schaefer Systems International Pte Ltd
P: 65/6863 0168 · enquiry.sg@ssi-schaefer.com · www.ssi-schaefer.com

