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press
releases
Nearly 40 per cent of Asian food retailers unaware of logistics costs
More than one in four food retailers in some of Asia’s fastest-growing economies expect
to grow by 10 per cent or more this year, according to research commissioned by DHL
Supply Chain.
Based on interviews with more than 300 industry decision-makers in India, Indonesia,
Thailand and Vietnam, a research also found that the majority of food retailers – more
than six in 10 – predict significant growth of six per cent or more this year as a result of
expanding populations and rising income levels.
However, the report also found that up to 38 per cent of those surveyed were unaware of
their total logistics costs, while 37 per cent lacked any KPIs or formal measurements for
their supply chain performance – potentially impacting their ability to keep shelves stocked
and orders filled as demand and competitive factors grow increasingly complex.

After several years of torrid expansion,
smartphone sales are slowing in China, and
stocks of unsold handsets are mounting in
stores and warehouses. Worldwide sales
of smartphones grew at their slowest rate
since 2013, research firm Gartner said this
month, with sales in China falling for the
first time in the second quarter.

SingPost enables online retailing
for Canon Singapore
Canon Singapore has collaborated with
Singapore Post Limited (SingPost) to build
and support its first official web store,
the Canon eShop (shop.canon.com.sg),
to digitally extend its retail presence and
enhance customer experiences.
This collaboration sees Canon deepening
their relationship with SingPost by
leveraging SingPost’s growing capabilities
in providing end-to-end e-commerce
logistics solutions. SingPost’s solutions
are helping monobrand e-commerce
players like Canon Singapore strengthen
their offerings in this part of the world.
More and more industry players are
jumping onto the bandwagon, especially
when the B2C e-commerce market in
Asia Pacific is expected to hit US$175bn
by 2016.
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Asian parts suppliers suffers from
China’s slowdown
The combined effects of China’s economic
slowdown, a maturing smartphone
industry and market volatility are sending
jitters through Asian electronic-parts
suppliers, which have relied on Chinese
consumer demand and manufacturing
muscle to power their growth in recent
years.

The slowdown in smartphone sales is
expected to hit Asian semiconductor
giants such as Samsung Electronics
Co. and SK Hynix Inc., whose memory
chips are widely used to store data in
the devices. Some Japanese electronics
suppliers that operate further up the
industry’s supply chain—like Fanuc Corp.,
a maker of industrial robots and machine
tools used by smartphone makers, and
Tokyo Electron Ltd., a provider of chipmaking equipment—recently lowered
their forecasts for sales and earnings in
the fiscal year ending next March.

Volkswagen scandal set to choke
diesel car industry

The deepening trade recession suggests
a further leg down in a vicious circle of
cause and effect that is afflicting emerging
markets the world over, not just in Asia.
Weakening currencies are failing to
boost exports but nevertheless driving
down demand for imports, thus reducing
aggregate demand and worsening
disinflationary trends.

Volkswagen AG’s nightmare goes from
bad to worse. Its shares fell by another 19
per cent after the company took a €6.5bn
(US$7.3bn) charge to cover losses from its
emissions cheating scandal, and said the
final cost could be higher still.
The admission appears has piled fresh
pressure on the company’s management,
which is roundly suspected of complicity
of deceiving regulators and consumers
about the emissions produced by some of
its diesel engines. The scandal has spread
to Asia as South Korea said it would
inspect up to 5,000 VW Golf and Jetta
cars, as well as Audi A3s.
The company is in hot water at home
too, where the government is afraid that
the scandal will damage the image of of
the whole domestic car industry and its
reputation for technological excellence.
The auto industry, and its supply chain,
are ultimately responsible for around one
in every seven jobs in Europe’s largest
economy.

Asia’s trade recession deepens
Asia’s “trade recession” appears to have
worsened in August — with India, China,
South Korea and Indonesia all posting
sharp declines — as a vicious circle
of weakening currencies and faltering
demand hits exports across the region,
analysts said.
Asia, led by China, has long been the
world’s most dynamic trading region. But
exports this year have posted their worst
performance since the 2008-09 financial
crisis, falling 7.7 per cent in July to register
a ninth consecutive month of year on year
falls in US dollar terms, according to data
compiled by Capital Economics, a research
company.

Oil prices up two per cent after US
drilling falls
Oil prices rose by more than two per cent
on Monday after data showed US drilling
slowed and a report said $1.5tr worth of
planned production was uneconomic at
current prices.
Crude has halved in value over the last year
as soaring global production overwhelmed
slowing demand and the much lower
prices have now begun to hit drilling,
particularly in the US. US drillers have cut
the number of rigs in operation for three
straight weeks.
Investment bank Goldman Sachs said in a
report that rig data pointed to a decline in
US oil production between the second and
fourth quarters of this year of more than
250,000 barrels per day.
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Sembcorp set for $350m windfall
Sembcorp Industries will reap a gain of
S$350m by offloading its interests in an
integrated waste-management business
in Australia. The company is selling its 40
per cent stake in SembSita Pacific to its
joint-venture partner, Suez Environment
Asia, for A$485m (S$489m).
A wholly-owned Sembcorp unit bought
40 per cent of SembSita, a joint venture
vehicle formed to acquire Pacific Waste
Management, around June 2000. Pacific
Waste was then the second-largest
waste-management company in Australia.
Sembcorp wanted to use the acquisition
as a launchpad to expand into regional
markets where landfills were used
commonly for the disposal of rubbish. Its
waste-management business was then
still relatively small. Today, Sembcorp
considers waste management as part of
its utilities operations. These operations
are mainly in providing energy, water, onsite logistics and solid-waste management
to industrial and municipal customers.

Kerry Logistics report 11 per cent growth
Kerry Logistics Network sounded a note of caution amid the market turmoil and economic
slowdown in China, but maintained an optimistic outlook for the long term after reporting
double-digit gains in the year’s first half.
Kerry, a leading logistics service provider in Asia, reported core net profit grew 11 per
cent year on year to HK$542m for the six months to June. Turnover rose two per cent to
HK$10.1bn.
China profit for the integrated logistics segment dropped eight per cent during the period,
generating 16 per cent of the whole sector profit. For international freight forwarding,
profit from China grew 19 per cent, contributing 60 per cent of the whole sector profit.

India’s manufacturing PMI: best in
Asia
India’s Nikkei Purchasing Managers’ Index
(PMI) for the manufacturing sector for
August came in at 52.3, lower than July’s
52.7. But among emerging market Asian
economies, apart from Vietnam, India’s
manufacturing PMI was the only one that
showed expansion from the previous
month.
All the other economies had readings
below 50, which indicate a contraction
in the manufacturing sector from the
previous month. Indian manufacturing
growth may be sluggish, but at least it is
growing.
Vietnam’s manufacturing PMI was 51.3,
lower than India’s. Japan, which is a
developed economy, had a manufacturing
PMI of 51.7 for August, below India’s rate
of expansion.
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Features

Asia: Understanding
Where It’s Going
By Tim Foster, Managing Director of Asia Pacific, Chainalytics

T

he past decade has seen tremendous economic and cultural changes within Asia.
Most striking has been China’s rapid acceleration away from low-cost production
centre to a more diversified consumer-driven market, an evolution that has had a
ripple effect throughout Asia and its trading partners around the globe. Understanding
where China has been and where it is headed is critical to forecasting the viability and
success of any supply chain operating within Asia and the Pacific region.
China’s massive socioeconomic progress

About the Author
Tim Foster has more than 20 years of
supply chain experience across the
APAC region both as a consultant and as
an executive with leading multinational
manufacturers. Serving as Chainalytics’
managing director of the APAC region, Tim
understands the entire local, regional and
by-country pan-Asian picture—from the
macro-economic factors impacting the
region to each market’s unique logistics
demands and business complexities.
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Stark evolution in China’s culture is quite straightforward and comes as no surprise to most
analysts. The past 10 years have marked a turning point as the country’s manufacturing
labour pool entered its second generation of workers. With higher education, broader
exposure to other markets and cultures, and a shifting desire to live in dense urban
centres, this enlightened generation is severely hampering China’s access to its previously
abundant, cheap labour. This labour pool is enjoying higher wages, quality of life, and is
subsequently creating a domestic market that will thrive more on consumption than the
production it has in the past. Rapidly adding additional complexity to China’s evolving
consumer mix is a growing pool of rural Chinese consumers that are turning to e-commerce
to satisfy their new shopping desires.
Slowly tilting towards a more service-centric economy, China’s citizens are beginning to
use discretionary income to fund extracurriculars, lavish restaurant meals, luxury items,
and financial investments.

Other pivotal changes that have affected
Asian markets over the past decade
include:
Expansion of suppliers, sourcing
approaches, markets, channels and
distribution networks
Responding to rising manufacturing costs
in China, trading partners are developing
new supply channels throughout the rest
of Asia. Measures like the Trans-Pacific
Partnership and heavy infrastructure
investments in Asia’s emerging nations are
providing these markets with a plethora of
sourcing alternatives.
For its part, China is also engaging in an
active outward expansion. Serving a dual
purpose as it seeks to manufacture closer
to consumers to cut inventory holding and
transportation costs as a means to offset
increased labour rates, the acquisition of
offshore manufacturing facilities is opening
new doors to serve markets locally while
also giving Chinese companies exposure
to a wider range of established best-inclass manufacturing practices.
In an effort to gain even more global
influence, the Chinese government is also
developing trade alliances internationally,
through its Silk Road and Silk Maritime
Route initiatives, as well as investmenting
in foreign infrastructures, as seen in its
bid to buy the Grecian port of Piraeus and
infrastructure development in Cambodia.
Evolving intellectual prowess to meet
new consumer and market demands
A decade ago, when its economy was a
manufacturing pure play, China derived
much value from gathering R&D and
intellectual property (IP) from external
foreign markets, licensing or pirating IP and
then reverse engineering it to manufacture
products more cost effectively internally.
In light of new economic developments,
it is become clear that China must lessen
it is reliance on low-cost manufacturing
and continue to export in order to thrive,
all while protecting its manufacturing
stronghold. As such, China has been
slowly shifting its strategy: Acquiring
and owning IP— via top-notch Chinese
educational institutions and incentivising
multinational companies to establish R&D
centers within China. This strategic move
hedges China against production cost
inflation all while investments in foreign
infrastructure and offshore manufacturing
only help China to further diversify, gain
more economic strength and expand
access to new and emerging markets.

The importance of enabling process
innovation throughout asian value chains
For a market with such a diverse group
of rapidly evolving consumers, changing
preferences and demands for innovative
products, agility throughout the total value
chain is imperative to success.
In order to continue to enhance the
customer experience, entire processes
throughout supply chains will need
to be reengineered to provide critical
network-wide visibility. This requires
a transformation of end-to-end supply
chain planning, upgrading processes and
increasing automation to supply retailers
in new ways, helping to reduce costs
and inventories while enabling the agility
needed to be more responsive to the
consumer.
Successful transformations will rely on:
1. Integrated business planning
Enhancing supply chain visibility to match
supply with demand across the entire
network throughout Asia will require even
more sophistication and data integrations
as additional markets continue to
emerge and mature. Specifically, product
lifecycle management, demand and
supply balancing and strategic portfolio
management around new product
introductions will give manufacturers a
competitive advantage from both a cost
to serve and working capital perspectives.
The
current
fragmentation
among
distributors and customer bases in
Asia make these emerging markets
considerably more chaotic and less stable
to forecast than traditional economies such
as North America and Europe. Additionally,
the lack of market homogeneity through
Asia makes integrated business planning
an even more important part of the
equation in order to continue to rivaling its
western counterparts.
2.	Network segmentation
Successful supply chain leaders are
managing a suite of supply chains that
serve an array of different customers,
geographies
and
different
product
categories. Each network is unique and
should not be aggregated under the
umbrella of one single strategy in order to
also achieve optimal performance.

of each unique supply chain network, to
positively impact profitability and customer
satisfaction as service requirements
continue to expand while the consumer
base continues to become more educated
and well-versed in competitors offerings.
This network complexity can be effectively
and centrally managed by setting up
supply chain centres of excellence and by
partnering with experts to help constantly
manage and optimise each supply chain
node.
3. Logistics management
China’s market is evolving rapidly, breaking
new ground almost daily. Logistics areas
such as last mile delivery provide a real
opportunity for Chinese companies to
innovate in ways that are difficult in more
rigid markets. Strategic partnerships with
experienced providers and innovative
technologies will help overcome the
delivery challenges evolving markets often
face. The wise will see these obstacles
not as a disadvantage but as an advantage
in the fact that new frontiers are void of
most proverbial baggage that tends to
heed rapid innovation which comes with
the past of most matured markets.
China remains a powerhouse of growth
opportunity, despite the recent Chinese
stock market volatility, valuation bubbles
and slower economic growth, especially
when compared to the world’s established
economies.
The
aforementioned
underlying supply chain fundamentals
and best practices will always remain
applicable to China’s continued growth.
Both China and the APAC region already
have many of the tools and most of the
know-hows to continue along a successful
path. Continuing to remain competitive
over the long-term will require proper
mitigation and supply chain execution
in response to the consumer evolution
happening within its own borders as well
as kilometers beyond. When considering
all the spectacular changes Asia has seen
over the past decade, it’s easy to imagine
how radically different China and the APAC
region could look over the next decade
and beyond 2025.

The best supply chains leaders leverage
the right data to gain actionable insights
that ultimately help them to align supply
chain infrastructure and network designs,
consistently refreshing outdated models
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every second counts

Voice-driven workers aren’t just faster. They give you the perspective
you need to make every second count for more.
Building voice into your distribution centre is one of the most effective ways to
speed up operations. But your workers aren’t just faster – voice also enables you
to rapidly scale your operations and redistribute labour where you need it most,
giving you critical workflow agility. Find out what workflows look like when every
second counts for more: Honeywell.

CHANGE YOUR PERSPECTIVE
Look closer at www.vocollect.com/ Every-Second-Counts

To learn more about Honeywell's solutions.
Please call (65) 6714-6800 or visit www.honeywellaidc.com
© 2015 Honeywell International Inc.
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Asia Pacific firms lag behind
global peers in procurement
By Keat Yap, Vice President Southeast Asia at A.T. Kearney

T

he 2008/09 financial crisis propelled procurement to the forefront of business
strategy. The crisis – which saw a sharp decline in consumer demand – forced firms
across the globe to cut costs. As a result, procurement became a big area of focus
for corporate leaders.
Put under pressure, procurement departments across the world delivered exceptional
results, capturing the highest percentage of gains in more than two decades. While the
importance of procurement has continued to grow across the world, Asia Pacific firms are
lagging their global peers.
One of the key parameters to assess the performance and success of procurement is
to look at the Return on Supply Management Assets (ROSMA) score, which measures
procurement’s contributions to the business and articulates those benefits in financial
terms. The score is calculated by dividing the procurement’s financial results delivered by
the invested supply management assets.
Not only does this offers a sustainable framework to assess procurement’s performance,
but also provides insight into supply management value drivers and a way to benchmark
performance.
A.T. Kearney’s latest study reveals that Asia Pacific companies have a notably poorer
ROSMA score — 25 per cent lower than their global peers. One of the key reasons is
that procurement is often perceived to be a back end operation by many Asia Pacific
companies. This is reflected in the relatively lower mandate and stature for procurement
within the organisation. The low ROSMA score of Asia Pacific firms is the product of lower
procurement benefits delivery and limited adoption of leadership practices.
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However, it is not all bad news.
The trend seems to be shifting towards a
more strategic role for procurement within
companies across Asia Pacific, albeit at a
slower pace compared to other regions.
And as the firms make this shift, they can
look to their global peers who have found
ways to deliver greater impact through
closer integration of procurement with the
overall business strategy and expanding
use of leadership practices.
The leaders at these firms have developed
a strong brand for procurement and
are respected due to a proven track
record of consistent value delivery. Their
performance has seen them earn a seat
at the executive table and helped to get
procurement recognised as a preferred
career path for performers.
A.T. Kearney’s latest study shows that
leaders have achieved this performance by
taking the following actions:
Building a high-performance team:
Leading organisations align the vision and
direction of their procurement division
with the overall business strategy. This is
done at the corporate, business units, and
regional levels by developing a compelling
vision of procurement excellence that is
shared throughout the company. As part
of an enterprise-wide benefits and value
discussion, procurement leaders typically
use the finance division’s language to
measure and share performance data
to establish common understanding.
The leaders ensure visibility and buy-in
to procurement’s contribution. They also
focus on tight coordination with internal
and external parties by setting mutual
goals and using reward systems that
encourage cooperation.
Reducing
costs
through
category
excellence: To help portray the full array
of methods at procurement’s disposal
to reduce costs and increase value,
A.T. Kearney developed the Purchasing
Chessboard®, a two by-two matrix that
portrays 64 of these methods - mapped
to different degrees of supply and demand
power in the marketplace. Leaders in
the field systematically apply more of
these methods across every quadrant.
In addition, they position themselves
for long-term success by developing
“strategic playbooks” for key categories.
They incorporate a broad set of elements
into these playbooks and recognise the
importance of supply risk management
(SRM).
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Creating competitive advantage through
supplier
capabilities:
Procurement
leaders find ways to harness suppliers’
capabilities,
working
collaboratively
to benefit from their supply base and
achieve competitive advantage. They have
generated significant value from their
SRM efforts, with one-third of the value
their divisions create coming from such
efforts, versus about one-quarter for the
typical company. Achieving high SRM
performance begins with developing a
common, cross-enterprise understanding
and selecting the right suppliers that
show longer-term alignment with the
company’s business strategy in addition
to capabilities to enhance growth. Leaders
deliver value by integrating suppliers into
the company’s own processes, innovation,
and growth initiatives.
Investing in the team development and
technology: The top performers invest in
training and development of their team
to ensure the advancement of skills and
routinely review job requirements. They
also leverage enabling technologies
to strengthen analytics and support
knowledge management. More than
half of the leaders in our study have
introduced new tools for optimisation
and other emerging techniques. More
robust performance management metrics
also are used to regularly measure and
publish both quantitative results and
the effectiveness and efficiency of the
processes. To reinforce teamwork, leaders
link compensation to performance that
reflects group and individual contributions.
Furthermore, leaders focus on strategic
activities and develop specialists in areas
such as category management, SRM, and
analytics.
Asia Pacific companies have significant
opportunities to improve their procurement
practices. Established leaders from other
parts of the globe have demonstrated that
world-class practices achieve excellence
in categories, with suppliers, and within
teams, and they have demonstrated the
economic benefits of taking these actions.
Professionals in Asia Pacific should strive
to plan and develop the procurement
brand. This will be imperative to close the
gaps and win the war of talent, which is a
common issue in the region.
A failure to do so would not only hurt on
those fronts, but also mean that they miss
out on an opportunity to use one of the
most powerful mechanisms for improving
profitability and capturing a competitive
advantage.

About the Author
Keat Yap is a Vice President in A.T. Kearney
Procurement and Analytic Solutions out
of the Kuala Lumpur office. He has over
15 years of industry and management
consulting experience helping global
companies
to
achieve
operational
excellence, especially in strategic sourcing
and procurement excellence. Industry
experience includes telecommunications,
automotive, high tech, retail, automotive,
banking, and government.
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The Branded Supply Chain

Discover the highest level of branding where others are least likely to look
By Yong Siew Mee, Vice President of Marketing, Quintiq

W

hat do H&M and Whirlpool know
about supply chains that many
of their competitors don’t? It is
that world-class supply chains embody
world-class brands by delivering to the
customers the promises made and stories
told by their marketing departments. And
that only happens when marketing and
supply chain teams collaborate, which is
probably not often enough.
The Branded Supply Chain is the model for
ensuring that your brand is more than just
a collection of ideas, logos and guidelines.
Branding your supply chain means using
your supply chain as a vehicle for your
brand story to inspire loyalty and secure
profits in the long term.
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The Branded Supply Chain covers three
main areas: loyalty, sustainability and
leadership. Let’s take a closer look.
Loyalty: Making it easy for the consumer
to choose your products again and again
What are your brand values? Are you
family oriented? Honest? Innovative?
Cutting edge? Supply chains that inspire
brand loyalty in consumers do more than
give the customer what they want, when
they want it. They do so in a way that is
consistent with your brand.

Nike gets new products on the shelves
faster than its competitors – what more
would you expect from a brand associated
with lightning fast reflexes and response
times? And Whirlpool’s supply chain
embodies its brand value of innovation
with Six Sigma accuracy and cutting-edge
manufacturing processes.
On the other hand, you have to wait two
years for your new Aston Martin DBS. That
is the price of luxury. If you could get it
tomorrow, you might not want it quite as
much.

Meanwhile, brands like H&M are making
a virtue of supply chain transparency,
and building loyalty as a result. For the
consumer, “affordable fashion” has been
synonymous with exploitative labor
practices. H&M is positioning itself as
the ethical choice for the price-conscious
consumer. H&M is one of the first in its
field to market its products in this way. Are
H&M’s competitors ready for mandatory
disclosure? As an innovator and early
adopter, H&M is set up to benefit.
Does your supply chain carry your values
through from the supplier of your raw
materials to the homes and businesses
of your customers? Compare the way
you describe yourself to the way your
customer describes you. If there is a
mismatch, look to your supply chain to find
out why.
Corporate supply chain accountability is
here to stay
The California Transparency in Supply
Chains Act went into effect in 2012,
applying to all retailers and manufacturers
with annual global revenues of more than
$100m doing business in California. A
primary objective of the act is to eliminate
slavery and human trafficking as a source
of cheap labour. Key considerations
include human rights policies and risk
assessments, collaboration and endto-end transparency. Similar laws were
recently passed in the EU and the UK.
These acts only require disclosure –
not action. Instead, the pressure to
act is likely to come from consumers,
human rights organisation and some
investors. Disclosure statements are
publicly available via websites like www.
knowthechain.org. Might this become
part of your customer’s decision making
process?
Sustainability: Chicken soup for the supply
chain
The Campbell Soup Company’s aggressive
waste reduction initiatives are doing
as much for the brand as they are for
Campbell’s bottom line. Campbell saved
$4.5m just by reducing packaging sizes and
the company recycles up to 85 per cent
of its waste. Meanwhile, the story you
cannot help but share is that Campbell’s
production plants are powered by (waste)
soup! That is a win for those responsible
for reducing supply chain costs, and a win
for the marketing team.
As this story illustrates, sustainability – as
an aspect of the Branded Supply Chain –
has two dimensions.

First, there is the issue of sustainability
as it relates to the expectations of the
modern consumer, who values brands
that build sustainable supply chains
sustainably in terms of fuel consumption,
the environment, natural resources, and
so on.

As a supply chain leader, you are in a
unique position to set the pace of your
operations, cut costs, and ultimately gain
an edge over your competitors. All of this
translates into benefits for your customers
in the form of better service, cost and
availability.

Second, by preparing for supply chain
challenges or market shifts in the future,
a brand’s position (and power to generate
revenue) is sustained in the long term.
Smart brands are future proofing their
supply chains by leveraging on more
accurate forecasting tools, scenario
planning, supply chain redesign, optimising
to reduce costs, and so on.

Start building your Branded Supply Chain
Your supply chain is an extension of
your brand. How it performs will directly
affect your service levels and your bottom
line. With all the powerful planning and
optimisation technologies available to
you today, there is no better time to start
building your branded supply chain.

These two aspects of sustainability
converge in waste management. Waste is
a cost that is only going to increase in the
future – in dollars and reputation. Tariffs,
the cost of offsetting, and even fines
are increasing, if not in your market then
certainly in the markets of your suppliers,
partners and customers, which will have
a knock-on effect on your business. Soon,
someone, whether it is the government or
your customers, is going to start asking
questions about what you are doing to
reduce your waste, and how you dispose
of it. How will you respond? And will your
answer and the action you are taking
reflect the values of your brand?
Does your waste represent an opportunity
for you tell a story – and cut costs – like the
Campbell Soup Company?
Leadership: The winner takes all (the data)
According to Intel’s supply-chain strategy
programme manager Nikhil Chhabra, Just
Say Yes is “dragging Intel into the supplychain leadership role.” By elevating supply
chain management and planning practices
to the strategic level, Intel is achieving the
highest level of enterprise-to-enterprise
branding.
Leading supply chain collaboration among
partners and suppliers puts a brand in the
position to be first to customer, first to
market. But more than that, imagine the
possibilities of the data available to you
when you work closely with your partners.
The insights that can be gleaned from
big calculations made on all the big data
available to a business that works closely
with its partners can be groundbreaking. It
presents new opportunities to make sense
of and respond to customer insights, learn
from past mistakes, and anticipate future
trends.

About the Author
Yong Siew Mee joined Quintiq’s marketing
team in 2010 and currently she is the VP
of global marketing. With her background
in crafting digital user experiences she
led the revamp of the digital marketing
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shared services centre supporting
Quintiq’s global marketing operations.
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CLICK&PICK®
UNLOCK THE POTENTIAL OF YOUR
E-FULFILMENT

FAST, SCALABLE AND ACCURATE
In today’s competitive world, retailers must be able to deliver the right orders to the right customers at the right time. Errors and delays in
order fulfilment can have lasting negative impacts on your brand, whilst maintaining high stock levels can tie up capital and limit flexibility.
As a full service partner of automated e-fulfilment solutions, Swisslog enables you to achieve the highest throughput at the lowest cost,
efficiently handle large SKU ranges and accurately meet delivery demands and requirements.
Warehouse Automation – Design, Develop and Deliver.
wds.sea@swisslog.com

www.swisslog.com/wds_sea
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How the rising middle class is
changing the face of the Asian
retail market
By Larry Sweeney, Senior Director, Honeywell Sensing and Productivity Solutions

T

he retail market in Asia is undergoing
a period of rapid changes and faces
operational challenges that could not
have been imagined ten years ago. While
the industry is adept at having to evolve
to meet changing consumer purchasing
behaviours, today, it is the collective
growth in purchasing power of the
middle class and its increased customer
expectations that are shaping the industry.
The expanding middle class across Asia
and the corresponding rise in consumer
buying power are having a significant
impact on the local and regional retail
supply chain. While in the past purchasing
power in Asia was smaller and led to
lower sales of certain products, now with
the growth of the middle class, regional
consumers are getting a taste for a wider
array of goods. Asian consumers are today
filling their shopping carts with the basics
as always, but because they have more
disposable income, they are also starting

to spend more by buying middle- to highend items they didn’t buy in the past –
often making these purchases online.
You will find the middle class online
According to Forrester, e-commerce is set
to grow at a rapid rate for the Asia Pacific
region with online retail sales in Asia
Pacific expected to reach $1.3tr by 2019
and growing at a compound annual growth
rate (CAGR) of 18.5 per cent over the next
five years. Interestingly there is also strong
growth for online retail sales via mobile
phones as well, which accounted for 27
per cent of total Asia Pacific online retail
sales in 2014. The growing Asian middle
class and their rising interest in shopping
online is good news for Asian retailers,
who are experiencing increased demand
from local and regional buyers of goods.
However this good news also comes with
challenges.

Asian retailers, like their counterparts
around the world, are facing pressures
related to the e-commerce delivery
process. The popularity of e-commerce is
putting pressure on a retailers resources
(which were not designed for the omnichannel) to meet consumer needs. As a
result, distribution centres are struggling
to ship single piece orders on time and
transportation and distribution operators
do not have the level of resources on the
ground (trucks, vans and air freight) to
deliver these orders in the time expected
by consumers.
Why a retailer’s reputation extends to
the delivery process today
A key challenge for Asian retailers is how
best to manage a rising middle class’s
expectations in an e-commerce world.
The growth in the ‘get it now’ society we
live in is now calling for immediate access
to goods and services, which in turn is
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creating opportunities and operational
challenges. A recent Honeywell Sensing
and
Productivity
Solutions
survey
highlighted the very real pressures that
delivery businesses are under these
days. The survey found that in the United
Kingdom, consumers expected a threehour delivery window for goods purchased
online.
It also found that: “The majority of
customers (57 per cent) declared that
current delivery options offered by retailers
are not satisfactory, and more than half of
respondents (51 per cent) say it is often
the case that “the parcel delivery reaches
their home address when they are not
at home and/or misses the appointment
time.”
Importantly, just as goods manufacturers
face the possibility of negative online
commentary
about
their
products
impacting on their brand reputation in the
digital age, Asian retailers also need to
take into consideration that the delivery
process itself can reinforce both a positive
and negative brand experience, and both
can be amplified online.
Consumers want to be able to track
their order and shipment every step
of the way. Not long ago companies
offered customers self-service shipment
tracking as a differentiating feature.
Now it is a requirement to meet most
customer service expectations and if
a company does not offer it or misses a
delivery window with a consumer they
open themselves to negative criticism
online that can influence other potential
customers in whether to buy through one
retailer or another. To help address delivery
issues in Asia, retailers should be looking
to adopt technology such as shipping
address validation and document imaging
to ensure the right goods are delivered to
the right destination at the right time.

The margin for error in traditional retail
is shrinking
With the explosion of social media and
mobile devices globally, there are new
threats and opportunities for traditional
bricks and mortar retailers. Research
shows that Southeast Asian consumers
are visiting online retailers 41 times for
every single visit to a traditional platform.
This poses a very real threat to the longterm viability of some traditional retailers
across the region, and can mean that if a
consumer in a retail outlet finds that the
goods they are seeking aren’t in stock or
are in a bad condition, they may be unlikely
to return.
To ensure that goods are always on-shelf,
traditional retailers in Asia need a strong
inventory management system in place
and the right picking technologies to ensure
that each outlet gets delivered the goods
they need to meet customer demands.
In a voice-enabled picking environment,
distribution workers wearing rugged
headsets and mobile computers that can
be used in a number of environments,
including freezers, receive verbal direction
on tasks to complete select workflows.
Workers speak their responses back to
the voice system -- which is trained to
each user’s individual voice – enabling
the system to determine if they are
completing the correct task. This results in
increased productivity and accuracy.
Voice
users
report
productivity
improvements well above 20 per cent,
depending on the type of system that
voice technology replaces (paper/label
systems or handheld scanning). Greater
productivity means more products can
pass through a facility and get onto a
retailer’s shelves in a given amount of
time. Additionally, the ability of voice
systems to deliver picking accuracy in
excess of 99.99 per cent means that retail
outlets get the right goods to shelf, which
results in a much higher level of customer
satisfaction.
Invest for the future
The regional retail sector is being greatly
impacted on by the rising middle class
across Asia and the increasing popularity
of e-commerce. Savvy businesses that
invest in specialist technologies like
voice for their supply chain will be better
positioned to keep up with changing
consumer demands, and be able to
increase productivity and ensure their
place in the regional retail market long into
the future.
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THIRD PARTY THREATS
COULD YOU BE HELD LIABLE FOR THIRD
PARTY SHORTCOMINGS?
Trends such as outsourcing, globalization, lean processes and the geographical concentration of production have made supply
chain networks more efficient, but have also changed, and increased, their risk profile. Risk Management Solutions from
Thomson Reuters offers a connected solutions-based approach to mitigating, on-boarding and maintaining your third party
relationships in terms of risk.
When used together, our products form a solution that helps mitigate third party risk by:
•
•
•
•

Helping to manage overwhelming workload
Using market leading risk intelligence
Applying time & resources spent where most needed
Offering comprehensive support services

A third party who provides no serious questions at the outset may present difficulties as the relationship unfolds. The due
diligence process should, therefore, never be considered finished!
For more information, visit risk.thomsonreuters.com

© 2015 Thomson Reuters GRC01000/5-14
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Strategy

IBP Lessions from
Retail, Medical and
Scientific Organisations
By Stuart Harman & Rod Hozack, Partners, Oliver Wight Asia Pacific

I

ntegrated Business Planning (IBP) has proved popular with discrete manufacturing
organisations globally. Increasingly it is being adopted by organisations in process
manufacturing, retail, and service. These non-manufacturing organisations are able to
learn from the experiences of the manufacturing sector, and avoid the pitfalls many have
encountered in implementing their IBP process.
In turn, manufacturing companies can look to the implementations in non-manufacturing
industries for lessons in taking the IBP process to the next step, and sustaining
improvement to business processes.
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Non-manufacturing deployments are not shackled with the paradigms of traditional
manufacturing environments. They are looking at the process in a very different way, i.e.
as a company framework to surface and solve problems and continually re-optimise plans
as circumstances change.
Here are three case studies of IBP implementations in non-manufacturing environments,
and the lessons that can be gleaned:
Retail Model
Retail is perhaps the closest to a manufacturing style environment, because it is still
managing physical goods. Issues that Retail companies are trying to resolve are:
• Rapid and unpredictable changes in consumer preferences
• Online trading and replenishment
• Huge volumes merchandise to manage
• Global and local competition
• Maintaining the experience of both physical and online shopping environments
In its simplest form, the Retail IBP process is trying to manage uncertainty caused by
the complexity of having a broad range of items and retail outlets. The IBP process was
designed to simplify complex environments to facilitate good decision making; it is all
about having people who know how to apply the right techniques.

While the names might have changed, the process is ostensibly the same. The
Merchandising Director/VP heads up Product Management Review, managing the
greatest areas of uncertainty, but also the greatest area of potential reward through the
rejuvenation of brands, categories, products, and merchandise.
The Demand Review, which manages the ongoing product ranges and shopping
experiences, is still evolving in Retail. It may be headed up by the Replenishment Director,
but also Stores Operations or Merchandising Directors, as the key demand-generation
functions. They would also be responsible for the point-of-sales forecasting and demand
assumption management.
The process then reverts to a more traditional approach, with the Supply Chain Director
taking the lead role in Supply Review, with the key output being able to cost-effectively
deliver the demand and new product/range plans; the CFO, or IBP Process Leader, leads
the Reconciliation Review, and hence profit projections coming out of the preceding steps;
and the CEO heads up the Management Business Review, where it all comes together
and decisions are made.
Medical Services Model
Medical services are centred on people, which introduces challenges that can be difficult
to understand and manage. In the medical services model, the issues that need to be
addressed are:
• The recruitment and retention of doctors
• A complex multi-tiered pricing and payment structure
• Generating demand
• Unique equipment lists, treatment and surgical approaches per doctor
• Out-of-hours care and staffing

Scientific Research Model
Probably the most unusual of environments
to implement an IBP process in recent
years is a scientific research model. Some
of the different scenarios that this model
has to deal with are:
• Balancing research capabilities to the
strategic goals of the organisation
• Securing funding through grants and
partnerships
• Purchasing and maintaining scientific
equipment and infrastructure
• Identifying
individuals
with
the
qualifications and experience to conduct
the research
• Ensuring that quality and quantity
of research outcomes enhance the
reputation of the organisation and its
employees
• Increasing the collaboration between
the core research platforms to most
effectively utilise the scientific assets of
the organisation
However, the steps taken are actually not
too far removed from a traditional model;
they have a strategy, they develop new
things, in this case new research areas
and platforms (Portfolio Review), they
need to generate and manage demand
(Marketing and Funding Review), and they
need to cost-effectively supply people and
equipment to meet that need (Supply and
Resourcing Review).
What are the common themes?

The process starts early in the month with the Clinician Review, and this is where the
most uncertainty lies, but also where the most reward comes from, with the acquisition
of new clinicians. While the focus is on attracting new doctors, an important question is
also asked every month: “What are the contingencies if the doctor leaves?” In many ways
it is akin to a portfolio review.
The Demand Review is about maintaining the clinician base and re-optimising activity
plans. The outputs are a revised activity plan to ensure continued patient acquisition, as
well as generating forecasts by doctor, site and type of procedure, for the next 24 months.
The traditional Supply Review is replaced with Resource Reviews – in this case, Nursing,
Administration, Scientific, and Clinical – all based on the updated demand plan, with the
focus on making sure the right staff profile is available at the right time, and in the right
place both in the medium and long term.

Even in industries that, on the surface,
seem
dissimilar
to
a
traditional
manufacturing environment, there are
common elements. The common themes
in these examples are aligned with
what we would expect to see in a more
“traditional” IBP environment:
• Strategy remains at the heart
• There is an acute awareness of where
uncertainty and complexity lie
• Perhaps most importantly, demand is
defined as what is important to each
individual organisation, and supply is
defined as what is needed to meet that
demand cost effectively
The benefits of benchmarking your
progress against organisations in your
own industry are well documented,
but, by examining IBP implementations
outside the immediate environment, it
is clear that different industries can offer
insights into what appears to be universal
business success criteria.

Heads of Department meet in the Management Business Review which is predominantly
a revenue and cost Review, after which the financial projections are rolled up in preparation
for the Board Meeting.
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Adopting Next Generation
Labeling Technology
Enhances Enterprise
Agility and Reduces Costs
By Nice Label

Simplify labeling

The current state of enterprise labeling
Enterprises do not have different
accounting standards for each office or
department. Similarly enterprises do not
give their salespeople the freedom to
choose which CRM system they will use
to support their individual accounts. Yet
they often allow inconsistency in their
labeling operations and are not aware of
the costs and problems that inconsistency
creates.

T
About the Company
NiceLabel is the leading developer of
barcode and RFID labeling software.
The world’s largest organisations rely on
NiceLabel technology to implement best
practices for their enterprise and supply
chain labeling. NiceLabel’s next generation
technology provides a robust platform for
standardising labeling across extended
supply chains, delivering higher efficiency
and data accuracy at lower costs.
www.nicelabel.com
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he new generation of label
management solutions gives many
enterprises an opportunity to cut
costs, improve agility, and reduce the
risk of production shutdowns and noncompliance with labeling requirements.
These benefits are delivered because
modern label management solutions
enable organisations to consolidate and
automate redundant label development
and maintenance tasks that today are
typically carried out by a variety of
developers and operations staff at each
facility that produces labels.
Labeling is frequently considered a
background process that does not get
any attention until it causes a problem.
As a result, bar code and RFID labeling
practices and software have become
dated at many enterprises, failing to keep
pace with changing business needs.

Decentralisation also adds time and cost to
labeling operations. Consider what would
happen at a company with decentralised
labeling whose customer requested a
change to the labels on its shipments.
It is common for each distribution center,
factory or other facility within an enterprise
to produce its own labels for shipments,
inventory control, and other processes.
Each facility typically has several different
label printers and maintains a library of
label templates for the internal processes
and customers it supports. Each facility
also may have its own label design and
management software. That leads to
thousands of possible configurations,
even for labels for shipments sent to
the same customer. Consistency suffers
because different software packages and
printers treat bar codes, fonts, graphics,
and other label elements differently.
The enterprise may not be aware of
these inconsistencies because each
facility only sees the labels it produces.
Customers, however, would likely notice
the inconsistency from their supplier.

Benefits to modernising by centralising
labeling
The modern generation of centralised
labeling solutions can give users the timely
access and flexibility they need at the local
level while ensuring consistency across
the enterprise. Modern systems maintain
a single version of each label file and make
the file easily accessible to the people
and systems that need it, regardless of
their location. This approach eliminates
inconsistency (and thus reduces errors
and the risk of non-compliance) while
improving control for label system
administrators and convenience for users.
Migrating from decentralised labeling to
a modern, centralised solution generally
helps organisations in four ways:

• Improves agility by reducing the time
needed to create, maintain and update label
files, introduce new products, and respond
to customer requests. Enterprises that
convert from decentralised labeling often
find thousands of redundant label files that
can be eliminated and consolidated into a
few consistent templates;
• Raises
quality
by
preventing
inconsistency and eliminating latency
from exchanges with enterprise systems;
enhanced quality also helps prevent
shipping delays and production line
shutdowns that result from labeling errors
or system failures. Tighter control prevents
mislabeling, which reduces the risk of
recalls;

All-in-one printing

Complexity

• Reduces direct and indirect costs by
lessening the labour, time, and expertise
required to maintain label formats, make
changes, and create new labels. Indirect
savings come from reduced labeling
errors, improved compliance, and better
brand consistency;
• Enhances collaboration with business
partners by making the enterprise more
responsive to change requests and by
enabling advanced labeling techniques
that can help deter diversion and
counterfeiting.
Labeling operations are often overlooked in
the drive to improve business operations.
Centralising labeling operations gives
enterprises the opportunity to improve
label quality, accelerate speed of
execution, and improve responsiveness to
customers and supply chain partners. To
attain these benefits, organisations need
to change their processes and migrate to
a modern labeling management system.
Despite the need to change, enterprises
typically save money by making the
migration because centralised labeling
provides a lower long-term cost structure.
It eliminates the need for redundant
effort, reducing the cost basis for
creating and maintaining label files.
Additionally by reducing the time needed
to develop new labels it also lowers the
expense associated with supporting new
customers. Modernised systems also
provide supply chain benefits by giving
enterprises the flexibility to extend labeling
capabilities to their business partners and
by enhancing brand protection. Best of all,
organisations can gain these cost savings
and responsiveness benefits while
improving label quality, not sacrificing it.
Enterprises are continually looking deeper
into their operations and farther across
their supply chains for opportunities to
become more efficient. Often, they need
to look no farther than their labeling
processes for opportunities to improve
responsiveness and reduce costs. This
white paper will identify the hidden
costs, inefficiencies, and risks resulting
from legacy operations and explain why
a modern label management platform is
well suited to current enterprise needs.
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How to make
best use of Augmented Reality
in supply chain
By Roland Martin, Industry Segment Leader, e-Commerce Asia Pacific, Swisslog

Google Glass-type wearables will become part of an integrated warehousing solution

V
About the Author
Roland Martin joined Swisslog in 2013
spearheading the division strategy to
increase profitability in the focus industries
e-Commerce,
Pharmaceuticals
and
temperature-controlled Food. To develop
e-commerce specific technologies, he
engages with the leading online retailers
and supply chain experts in Asia Pacific to
develop tailored warehousing solutions.
Roland is also the sales manager for the
Hong Kong market.

isual-picking technologies such as Google glass-type wearables appear to be overengineered with a broad range of functionalities from pick instructions, barcode
scanning to optimal route planning for picking in the warehouse. Apart from the
technical challenges to display various inputs on the glass, batteries may drain quickly from
the massive data processing for scene capturing, identification and visualisation.
However, there is much hope for less sophisticated glasses in combination with a mobile
phone that could be used as a handheld for additional queries. Developing these wearables
from B2C companies that produce devices at lower costs in comparison to B2B firms,
could also make visual-picking an attractive investment.
Nonetheless, visual-picking will also have its limitations like any other person-to-goods
technology like Radio Frequency-picking (RF/barcode scanning) and voice-picking that
meet different requirements (see table at the end of this article). In addition to that,
person-to-goods technologies as such can only perform a maximum of 400 order lines per
hour. Hence, in higher order volume environment such as in e-commerce, only automated
goods-to-person solutions can meet this requirement.
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Augmented
reality
widening
application in various industries

its

The future application of augmented
reality (AR) is much more promising in
comparison to virtual reality that isolates
the user inside a motorbike helmet. In
contrast, AR adds only layers of computergenerated information to the real
environment, for instance on a wearable
glass. AR as such has already been
around for many years, for example BMW
projects driving speed on windshields and
the military provides AR-content such as
night-vision and mapping onto a combat
helmet. GM, BMW and Volkswagen are
testing Google Glass to enhance factory
workers productivity and efficiency for
tasks like quality inspection and handsfree barcode scanning. In 2014, IKEA
published an augmented reality catalogue
that allows customers to virtually view and
place selected 3D products in their own
rooms.
Although the technology is in search of
useful applications, latest forecasts predict
that by 2017 the AR market will grow to
US$5.2bn – an impressive annual increase
of 100 per cent since 2012. Currently, AR
technology is not only used in education,
retailing, lifestyle and entertainment but is
also tested in supply chain. In warehousing
for instance, AR-supported glasses may
make picking more efficient in the future.
Another area of application is remote
customer service whereby warehouse
installations can be serviced remotely via
instructions through the glass.
Outside of warehousing, AR may also
find a future use in last mile distribution
for load optimisation of trucks, projection
of optimal routes on windshields and
location of delivery address.

Reality-check
At the moment, there are only a few
companies applying visual-picking. In one
real life example, German cosmetics
retailer Dr. Babor GmbH & Co. KG
applies a system called Picavi claiming
to save over 18 per cent time for picking
in comparison to RF-picking. Additionally,
express orders can be displayed onto
the glass at any time enabling prioritised
fulfilment. To avoid running out of battery,
spare accumulators are attached to the
belt of the warehouse worker. Another
benefit is independence since Picavi does
not rely on the wearable glass but on the
Android operating system.
DHL is currently testing a pilot project in
the Netherlands operating a warehouse
for RICOH, a Japanese electronics
company. By using a visual-picking system
called Ubimax, it claims to increase picking
efficiency by 25 per cent in comparison
to RF-directed handhelds. Other stated
benefits are ease-of wearing, hands-free
operations and faster operations. In order
to derive more significant results from
the test pilot, visual-picking should be
benchmarked against voice-picking.
For an initial assessment, the below table
shows the benefits of three types of
person-to-goods technologies that have
been discussed in this article (the more
ticks, the better):
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In addition to the above requirements, in
Southeast Asia where multiple languages
and dialects are spoken in a warehouse,
visual picking is more intuitive than voicepicking. Also, voice-picking is less suitable
in a noisy environment where production
and warehousing are in the same facility.
No one technology fits all requirements
AR will find its way into warehousing
sooner than later in any part of the
world. As with most technology, human
resistance to wear glasses may hinder a
quicker adaption. However, the benefits of
a more simple and affordable glass may
outweigh other person-to-goods picking
technologies. As for any customer and
warehouse, requirements are different
from one another, hence there is no
one-technology that fits all requirements.
To make storage and fulfilment more
efficient, a combination of person-togoods and automated goods-to-person
technologies are required whereby visualpicking will be part of such an integrated
system.

Gartner positions Quintiq as a Leader in the 2014 Magic
Quadrant for Supply Chain Planning System of Record
– Gartner, Magic Quadrant for Supply Chain Planning System of Record,
Tim Payne, March 6, 2014

The Quintiq
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To solve the world’s planning puzzles
using a single platform

Gartner does not endorse any vendor, product or service depicted in its research publications, and does not advise technology users
to select only those vendors with the highest ratings or other designation. Gartner research publications consist of the opinions of
Gartner’s research organization and should not be construed as statements of fact. Gartner disclaims all warranties, expressed or
implied, with respect to this research, including any warranties of merchantability or fitness for a particular purpose.

The Quintiq supply chain planning and
optimization platform is built to solve your
planning puzzle. It transforms complicated
processes into an agile, consumer-centric
solution; and addresses all constraints
and requirements to deliver optimal
efficiency across all planning horizons.
Let us solve your planning puzzle. We love a
good challenge. Visit us www.quintiq.com.
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Swissotel The Stamford, Singapore

Thank you for voting in
SCA Awards 2015!

We look forward to see you at our awards celebration.
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Awards Night Itinerary
19 November 2015
Swissotel The Stamford, Singapore
Attire: Black Tie/Tuxedo
5.45pm: Registration & networking cocktail
6.45pm: Guests to be seated
7.00pm:

Event commences

7.05pm:

Welcome speech by Chairman

7.30pm: Dinner and Awards Ceremony
		
1st sequence - 10-year Council Members Recognition &
				 Individuals Awards
		
2nd sequence - Special Individual Awards
		
3rd sequence - Corporate Awards
10.00pm: Closing Remarks by Vice Chairman of the Board

Overview SCA Awards 2015
Supply Chain Asia Awards 2015 will be held on 19 November, with 26 awards to be presented. Expect a twist in the
nomination structure of the upcoming awards with a designated nomination committee each given the power and
responsibility to select the very best of this competitive industry in the respective awards segment.
• Special Corporate Recognition Awards
Most Enterprising 3PL SME of the Year (Singapore Only)
Most Innovative Solutions Partner of the Year
Supply Chain Software Partner of the Year
Overall Supply Chain Partner of the Year
• Individuals Awards
Supply Chain Professional of the Year in the various industries
(limit to 7 sectors each year)
• Corporate Awards
Sea Freight Partner of the Year
Air Freight Partner of the Year
Sea Port Operator of the Year
Air Cargo Operator of the Year
Last Mile Partner of the Year
Asian 3PL of the Year
Global 3PL of the Year
• Special Individuals Awards
Supply Chain Educator of the Year
	Young Professional of the Year
Woman Supply Chain Professional of the Year
Most Inspiring Supply Chain Professional of the Year
Overall Supply Chain Professional of the Year
Supply Chain CEO of the Year
Visionary of the Year
Hall of Fame
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AWARDS FINALISTS

Our judges are currently deciding on the final winners. Be a part of our Awards night to find out who wins firsthand.

Special Corporate Recognition Awards
• Most Enterprising 3PL SME of the Year
(Singapore Only)
o Yang Kee Logistics
o Griffin Kinetic
o Pan Asia Logistics
o iHub Solutions

• Supply Chain Software Partner of the Year
o AEB
o Manhattan Associates
o Oracle Corp
o Quintiq
o SAP

• Most Innovative Solutions Partner of the Year
o Swisslog
o Arvato
o SSI Schaefer
o Dematic

• Overall Supply Chain Partner of the Year
o DHL Supply Chain
o UPS Supply Chain
o CEVA
o Agility
o Kuehne + Nagel
o Kerry Logistics
o YCH Group

Corporate Awards
• Sea Freight Partner of the Year
o DB Schenker
o DHL Global Forwarding
o Kuehne+Nagel
o CEVA
• Air Freight Partner of the Year
o Expeditors
o UTI
o CEVA
o DHL Global Forwarding
o FEDEX
• Sea Port Operator of the Year
o Busan Port Authority
o Hong Kong International Terminals Limited
o Nippon Yusen Kaisha
o PSA Singapore
o Shanghai Pudong International Container
Terminals
• Air Cargo Operator of the Year
o Dnata
o Hactl
o Pactl
o SATS
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• Last Mile Partner of the Year
o LBC Express
o Singapore Post
o Yamato Asia
o GoGoVan
o Rocket Uncle
• Asian 3PL
o Kerry Logistics
o PT Kamadjaja Logistics
o SF Express
o Toll Group
o Yamato Asia
o YCH Group
o Singapore Post
• Global 3PL
o CEVA Logistics
o CH Robinson
o DB Schenker
o DHL
o Kuehne + Nagel
o Menlo
o Agility

Ticket Pricing
Types

Members		Non-Members
bef GST

aft GST

bef GST

aft GST

Awards Seat

S$350	S$374.50	S$395	S$422.65

Awards Dinner Table (10 seats)

S$3,250	S$3,477.50	S$3,750	S$4,012.50

Be SCA Awards Corporate Sponsor
Take the opportunity to host a table of invited guests or co-workers to celebrate the success of your company and the
supply chain industry.

Option A:

Platinum Sponsor: S$30,000 (aft. GST S$32,100)
• Include Corporate Endorsement for 2016
• 5 x corporate tables (own guests/SCA specially invited guests)
• Logo placement in Awards videos, collateral and promotional materials

Option B:

Gold Sponsor: S$15,000 (aft. GST S$16,050)
• Include Premier Corporate Membership for 2016
• 2 x corporate tables (own guests/SCA specially invited guests)
• Logo placement in Awards videos, collateral and promotional materials

Option C:

Silver Sponsor: S$7,500 (aft. GST S$8,025)
• Include Corporate Membership for 2016
• 1 x corporate tables (own guests/SCA specially invited guests)
• Logo placement in Awards videos, collateral and promotional materials

For more details, you can contact:
Mr Paul Lim (Founder/ President)
Email: paul.lim@supplychainasia.org
Mobile: +65-9691 4633

General Enquiry
Email: admin@supplychainasia.org
Tel: +65-6898 1581
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Rise of the Robots
event

W

ith the rapid advances in artificial intelligence and automation, robots are no
longer mere science fiction. Especially in this ever-changing industry, the best
are characterised by those who understand the importance of taking risks and
pushing the boundaries of conventional thinking by introducing modern solutions that will
not only add values to existing systems, but completely revolutionise them.
On 9th and 10th September, more than 600 senior executives of leading firms and experts
in the supply chain and logistics industry came together at Grand Copthrone Waterfront
Hotel for Supply Chain Asia Forum 2015 to discuss the implications of robotics technology
in the industry.
In addition to a highly entertaining keynote talk and panel discussions, participants were
also be able to view the latest innovations, technologies and services available in the
market for the Asian industry players showcased by 24 distinguished exhibitors. The
young talents from across Asia also gathered for the acclaimed Asia Pacific – Supply Chain
Management Challenge (AP-SCMC), and racked their brains over the challenges of using
robotics technology in the industry to vie for the championship title.

The Future of the Internet of Things (IoT)
Even though roboticists are nowhere near achieving a true level of artificial intelligence,
they are making progress in replicating some specific elements of intellectual ability
by using the IoT as the foundation of all “knowledge.” As IoT matures, the industry is
expected to add more robotic and AI functions to traditional industrial and consumer
robots. Robots will only continue to improve beyond simple automation, and will strive
to include functions like predictive analysis, learning capabilities, autonomous decisionmaking, and complex programmable responses.
“However, the expectations and trust we have in machines are still not ready yet,”
mentioned Mr Peter Ho, CEO of HOPE Technik on the current status of humans’
acceptance to the robots.
Despite experts saying that robots will be a commonplace in 10 years, the consumers
still lack the suitable expectations and trust in the machines. Moreover, there are security
issues with Internet-based control of robots, which grows as the number of robots and
connection grow. The IoT creates an attack vector where someone can now gain control
of industrial robots using cyber attacks.
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REVITALISING RETAIL
Enabling a compelling customer experience, in-store and online.
Visit www.telstra.com.au/business-enterprise/industries/retail
or contact your Telstra account representative or email
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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Highlights of Panel Discussions
Robotics and its Applications in Logistics
“The role of people will change, but there will still be a need for people. We will always
need people for the most complex jobs and the running of these machines,” commented
Professor Shantanu Bhattacharya, Singapore Management University.
Along with the rising level of robotic capabilities from performing repetitive tasks to being
able to imitate and look like humans, many question what will be the future of typical
factories. Based on this discussion, the experts discussed using different points of view
of the technology, such as in a close environment, how it works in both ends, and also in
the commercial and business sector.
The Digital Divide: The Power of Data in a Connected Supply Chain World
“Data is going to be the currency of the future,” said Mr Rathinakumar Vaidyanathan,
Director for Supply Chain Operations of Oracle Corp.
The key to Big Data is real-time analytics. It complements the end-to-end visibility of the
supply chain, monitors the factors in real time and therefore, enables companies to react
quickly to prevent loss in revenue and profits that may occur in various points of the supply
chain.
Mr Frans Kok, General Manager of AEB(Asia Pacific) Pte Ltd, mentioned that the definition
of a big company has changed from one that owns a factory or a big office building, to one
that employs less than 100 workers by making use of the latest emerging technologies.
This further elaborates that the society is moving towards being data driven, like WhatsApp
and Uber, which focuses on innovation and invests in data instead of assets.
Augmented Reality and its Application in Supply Chain
The question of augmented reality have been gaining attention as it gains popularity
amongst businesses. Currently, large companies like BMW and IKEA have already adapted
it into their systems to add value for its customers. But is augmented reality the future of
the supply chain? Although it is used in some warehouses, is this innovation necessary to
stay competitive in the industry?
One example of augmented reality that Mr Franck Paduch, Regional Head of Business
Development (Asia) of the Systems & Automation sector at SSI Schaefer brought up was
e-commerce. The market of e-commerce is always changing and very dynamic. Having
a very volatile business plan, it is able to reach to a large market without much physical
items. e-commerce is a very successful example of augmented reality that took the world
by storm.
As for its application in the supply chain, Mr Roland Martin, Industry Segment Leader
e-Commerce Asia Pacific from Swisslog mentioned the ability to adapt with augmented
reality, increasing flexibility and movability of the supply chain. Furthermore, only to be the
first in using the technology will allow the company to gain competitive advantage.
Robotics and the Displacement of Work
The number of industrial robots continues to increase in a growth rate about two to three
per cent, and estimated to jump by 10 per cent each year in the world’s top 25 export
nations through 2025, according to the Boston Consulting Group’s report, ‘The Shifting
Economics of Global Manufacturing’. As robots gain more functions and are used widely
around the world, there is a fear that humans will become obsolete and robots will replace
them. However, the loss in jobs due to robots also lead to an increase in jobs for the
maintenance of robots and engineers.
“The additional value creation to increase quality of products will have to rely a lot on
human,” said Professor Lim Yun Fong of Singapore Management University. Some experts
believe that the growth of robots automating the elements of supply chain which will
improve efficiencies will not be at the expense of humans.
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NUS Brings Home the Glory
After two successful runs, the AP-SCMC
continues to be a permanent fixture at
the annual Forum. Attracting passionate
tertiary students of ages between 18 to
25 from all over the region, this year will
continue to see some of the brightest
minds competing to come up with the
most comprehensive and ingenious
solutions using today’s robotic technology
to sweep home the titles.
The final presentation of AP-SCMC was
held on the afternoon of Day 1 of SCAF
2015. Despite having a time limit and
challenging a novel topic like robotics in
the Supply Chain and Logistics industry,
Robolution from National University of
Singapore (NUS) stood out amongst its
competitors and claimed its place as the
champions. The team is made up of Year 4
students from NUS Business School: Ms
Tan Jie Ni, Mr Perry Chia and Mr Quang
Minh Nguyen.
When enquired about the learning points
of the competition, Robolution team
member, Mr Chia, commented, “Analysing
the proposed idea critically from all
aspects is challenging but crucial in the real
world, as a company has only that limited
resources to work on a new project.
Throughout the competition, we also draw
inspiration for new ideas from successful
case studies. Since these studies have
shown the successful application of
robotics, we can learn and adapt such
ideas for another use or industry when
coming up with recommendations”.
While the team is “overjoyed when
the results were announced”, the team
members admitted that they felt a
“sense of relief” as they encountered

Mr Vijay Anand, Senior Director at Oracle, taking a photo with Team Robolution, winners
of AP-SCMC 2015.
many challenges leading up to the final
presentation.
“Our mutual hectic school schedules meant
that each meeting could only last a very
short period of time. Therefore, the team
had to meet each other almost everyday.
On top of this, our advisor provided
valuable feedback to our presentation
one week before the final rounds. Left
with such a short period of time, we had
to make some last minute adjustments
to our final presentation. Consequently,
during the day of the competition, the
whole team felt very jittery and nervous
about how our presentation would be
received,” added Mr Nguyen.

Their hard work paid off, and Ms Tan
believes that the competition has provided
them with unique opportunities to
interact with renowned industry players
and helped them understand the real-life
challenges of the supply chain industry
outside of the classroom.
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LogiMat® - your ideal storage and picking solution for
small parts
The vertical lift LogiMat® is a well-rounded complete solution for
high-performance storage and order picking. It can be used as a
stand-alone solution or integrated with other warehouse areas,
conveying systems or workstations to help optimise internal
processes. Thanks to its scalable concept, the functionality of the
LogiMat® can be customised specifically to individual customer
requirements. Contact us today for more information.
Schaefer Systems International Pte Ltd
P: 65/6863 0168 · info.sg@ssi-schaefer.com · www.ssi-schaefer.com

