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Low Yi Hui

To fully appreciate the immense scope of
the global e-commerce industry, this issue
of Supply Chain Asia magazine touches
upon the e-commerce industry, particularly
China’s. Poised to overtake the US as the
world’s largest online consumers, it is only
a matter of time before China’s massive
spending will change the e-commerce’s
landscape in the future. By analysing and

Elliyani Mohd Ali

Selynn Chew

learning the current online shopping arena, we
can understand how the changing landscape
will affect our businesses and how to tap on
this opportunity.
In this issue, we are also proud to have
Mr Onno Boots from MNX Asia, Mr Yves
Bernard Braibant from Big C, Mr Hiroki
Katayama from TA-Q-BIN, Mr Peter Scholten
from Saudi Airlines Cargo Company and
Mr Dickson Yeo from NTUC GLS featured
on our magazine. We had the pleasure of
discussing the latest market trends as well
as the challenges of talent retention and
management with them.
Despite the current rapid expansion of the
e-commerce industry however, evidence
shows no signs of the industry slowing
down. With the slow but gradual economic
recovery, we hope that the e-commerce
industry continues to progress, and boost
our professional, as well as personal, lives.
Looking forward to your feedback,
The Supply Chain Asia Team
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Chew Wai Yee

One thing that is in shortage for most people
is ‘time’. With our fast-paced and hectic
lifestyles, we are constantly hard-pressed to
fit all our tasks in one day. Luxury activities,
such as shopping, often take a backseat
in our schedule until one day, we are left
with only two bottles of mineral water and
a carton of stale milk in the refrigerator.
Thankfully, online shopping was introduced
as the solution to our problem, and is rapidly
gaining precedence globally. More and
more of us are beginning to rely on e-tailers
for our grocery, fashion, electronic and
appliance shopping. Not only is it efficient
and timesaving, it also opens doors for us
to discover new brands and items that were
never available to us before.
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CONNECTING A COMMUNITY
About us

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

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.
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LETTERS TO EDITOR
As an avid fan of Johnnie Walker (I down a shot to relax after a
particularly stressful day), the interview with Diageo (A Quest
for Perfection in Luxury Supply Chain, Pg 46-49) allowed me a
glimpse into the operations behind the brand. No gift makes me
happier than a bottle of Blue Label Johnnie Walker in perfectly
done packaging. A toast to Diageo for their job well done!
Greg Smith, Australia
Looking at Mr George Yeo now (The Gentleman: From Politics
to Supply Chain, Pg 42-45), it is nice to see that his retreat from
politics has allowed him to pursue other new exciting ventures in the industry. I agree with his
insights into the ASEAN Economic Community set to happen in 2015. There are undoubtedly
many more challenges we need to overcome to truly create seamless trade within the regional
community.
Olivia Loh, Singapore
After reading that article on self-leadership (Be Authentic this Year, Pg 58-59), I took a step back
and reflected. I agree with Andrew’s words about how leaders need to have the courage and
the guts to make a decision and just go for it. Nobody leads by cowering behind, a true leader
charges right at the forefront and brings the team with him to new heights.
Thomas Moore, USA

[Credit – The Gentleman: From Politics
to Supply Chain, Pg 42-45] Photo of Mr
George Yeo credited to Warton Li/SCMP.
[Updates – Top Supply Chain Personalities
in Asia, Pg 18-29] In March 2013, Toll
Global Forwarding announced that Mr Hugh Cushing is set
to retire and will leave Toll in November 2013. Mr Paul Coutts
has currently taken over as CEO of the company.
[Updates – Top Supply Chain Personalities in Asia, Pg 18-29]
Supply Chain Asia would like to highlight Mr Mathieu Renard
Biron, the Regional Vice President for Geodis Wilson as
another top personality to watch in Asia Pacific. He fronts
Geodis Wilson’s drive to capture greater market shares in the
region and has over 19 years of experience in key roles in Asia
Pacific. He was previously the regional director for South Asia.

[Correction – Top Supply Chain Personalities in Asia, Pg 1829] Chairman of the Asian Shippers Council, Mr John Lu, is
also the Chairman (not the managing director) of South Grand
Textiles Pte Ltd.
[Correction – Passion in Automation, Pg 50-53] Schaefer
currently has 17 offices in 15 different countries encompassing
the region of Middle East, China, ASEAN and Australia.
[Correction – Challenging Times Ahead Despite Positive
Outlook] For the Senior Executive Roundtable, intended
speaker Mr Dhaval Buch was replaced by speaker Mr Rakesh
Singh, the Director of the Institute of Management Studies.

Write to us your thoughts on the magazine and the articles and you may be featured in the next issue!
Letters should include your full name, address and email.
(Selected letters will be subject to editing for clarity and space reasons.)
Send an Email: editor@supplychainasia.org
Send a Letter: 1 International Business Park, #03-01C the Synergy, Singapore 609917
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Forwarders remain hopeful despite setbacks

T

China Manufacturing PMI shoots to 50.9 in
March

C

hina’s manufacturing has expanded at a faster pace in March,
signaling that the recovery of the world’s second-largest economy
is sustaining momentum.
According to the National Bureau of Statistics and China Federation
of Logistics and Purchasing, the Purchasing Managers’ Index (PMI)
was 50.9 for March, recording an 11-month high and up from 50.1
in February. A separate gauge from HSBC Holdings Plc and Markit
Economics shows an increase to 51.6 in March from 50.4. Readings
above 50 indicate expansion.

he Stifel Nicolaus Logistics Confidence Index increased for the fifth
consecutive month in March according to the latest survey carried
out by Transport Intelligence. The index for the current and expected
situation combined was up 0.4 points to 52.5 in March compared
with 52.1 in February.
In terms of the present logistics situation, the index registered a
marginal decline of 0.3 index points to 45.4 from 45.7 in February.
Since beginning in March 2012, the index has remained below the 50
threshold, indicating weaker volumes relative to those expected for
the time of year; a reflection of the difficult economic conditions being
experienced around the world.
Despite being slightly less optimistic concerning the current
environment, forwarders’ expectations for the next six months
improved. The index for logistics expectations increased 1.3 points
to 59.7 in March.

Gauges of output and export orders advanced in the official survey
while an index of input prices declined. This is a boost for new Premier
Li Keqiang as he seeks to spur expansion without fanning inflation.
The improvement in the month of March follows the weakest January
- February growth for factory output since 2009.

e-Commerce companies streamline
supply chain

D

esigner eyeglasses are typically priced at several hundred dollars as the cost is distributed among designers, manufacturers, brands,
wholesalers and retailers. Neil Blumenthal, one of the founders of Warby Parker, decided to streamline the process by eliminating the
middlemen and directly selling designer eyeglasses to consumers online. By doing so, they are able to charge the customers just US$95 a pair.
Warby Parker is one of a wave of e-commerce companies that aim to build premium brands at discount prices by eliminating the middlemen.
The result is they are able to sell the products at a cheaper price to the consumers while reaping higher profit margins for the companies.
But managing a product’s entire supply chain has its challenges. Companies have to be vigilant with controlling quality at factories abroad, and
also avoid design patent conflicts when working with factories that also manufacture major brands.
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NEWS
Chengdu now a major logistics hub in China

I

n a bid to establish itself as a major logistics hub, Chengdu has unveiled its rail route, which started
operating regularly in March, to become the fastest railway freight route between China and Europe. The
regular train, traveling once a week between Polish city Lodz and China’s Chengdu, with a distance of more
than 10,000 kilometers, cuts the transport time from 40 to 15 days. Previously, products made in Chengdu
had to be transported to Shenzhen or Shanghai before being shipped to European ports.
Zhang Chi, director of the logistics coordination centre of the Chengdu Logistics Office, said that currently, the
cost of rail freight is more than double the cost of shipping, which is the main reason behind its comparatively
slower growth rate. But if the efficiency of the rail freight is improved, given that it is faster than shipping,
rail transportation can become popular.
In addition to rail, the city is also developing its air transportation. The city’s air throughput was greatly
boosted by the opening of a brand new terminal in July. Chengdu is now the fourth major air hub in China,
with 18 direct international flight connections and 12 code-sharing global links. Key international flights
connect the city with international cities including Tokyo, Amsterdam, Abu Dhabi, and Bangalore. By 2015,
there will be at least 30 direct passenger and freight flights from Chengdu to major cities across the world.

Study: China manufacturing costs rising to US level

C

hina will no longer offer manufacturers the lowest cost for operations. In fact, a new study by the
consulting firm AlixPartners estimates that by 2015, the cost of outsourcing manufacturing to China
will be equal to the cost of manufacturing in the US.
“The Chinese manufacturing cost advantage has eroded dramatically in the last few years,” said Steve
Maurer, AlixPartners managing director. “If you go back to 2005, it was pretty common for landed cost
from China to be 25 to 30 per cent
less than the cost of manufacturing
in the US. Based on our analysis,
two-thirds of that gap has closed.
If trends continue, the China cost
is going to be on par with US cost
in the next four to five years.”
Maurer also mentioned that higher
labour wages, the rising value of
China’s currency, and the cost
of shipping goods from China
to points around the world have
made manufacturing in China more
expensive.

A s i a ’s e x p a n s i o n
a great opportunity
for Australia as food
exporter

A

sia’s growth is driven by
the rapid modernisation of
the economies in the region,
home to almost half of the
world’s population. By 2050,
India’s population of 1.2 billion is
projected to grow by another half
billion people. China’s income per
capita will grow from $US2,579
to $US17,759. Asia’s urban
population will increase from 1.9
billion to 3.3 billion.
Of the world’s total future growth
in food demand, it is estimated
Asia will account for 71 per
cent. As incomes across Asia
increase, the food preferences of
consumers will change. Diets will
increasingly consist of proteinrich products such as meat and
dairy, luxury goods such as fine
wine, and processed foods.
Increasingly, Asian nations will
look abroad to meet growing
and changing food requirements.
The scale of growth in Asia creates
an enormous opportunity for
Australia as a net food exporter.
This will be so particularly for
Victoria, which is Australia’s food
bowl, producing almost 30 per
cent of its food and fibre exports
on just three per cent of its land.
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NEWS
Maersk simplifies surcharges for customers

m arit ime

M

aersk Line is to continue to simplify its surcharge structure
and consolidate its local surcharges. From May onwards, the
Danish carrier will reduce the number of mandatory local surcharges
it implements to three for origin and three for destination.
These include an origin/destination handling charge, an import/export
service charge and an origin/destination documentation charge. It will
manage the process through one-on-one consultations with customers
as contracts are created or renegotiated.
Although the number of mandatory surcharges will be reduced, Maersk
will still make separate surcharges for value-added services that
may be added to a shipment. Maersk said the aim of consolidating
surcharges was to make “the
cost of a container easier to
understand and evaluate”, and
said it would reduce the amount of
time customers spent on financial
administration.

Konecranes wins €100m Indonesian
record order

K

Giant cranes arrive at Britain’s new
super-port

G

iant cranes taller than the London Eye sailed into the
Thames Estuary and berthed at the UK’s new global
shipping port, DP World’s London Gateway, at the end of a
two-month sea voyage from China. The London Eye could be
rolled underneath the three new cranes, which measure 138
metres tall at full height.
Weighing 2,000 tonnes each, the cranes are taller than
Wembley Stadium’s arch and two-and-a-half times the height
of Nelson’s Column. They are the first in the UK to be able to
lift four containers at once, which means the world’s largest
ships will be unloaded more efficiently in future.
Simon Moore, CEO, DP World London Gateway, said: “London
Gateway port, and the combined logistics park, is Britain’s
new gateway for global trade. These cranes will bring new
innovation and efficiency to the supply chain industry. It won’t
be long before importers and exporters across the country
will be able to cut costs dramatically from their supply chains
by choosing London Gateway, a port which is much closer to
where goods need to go.”
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onecranes has signed an agreement to deliver container-handling
equipment to Indonesian state-owned terminal operator PT
Pelabuhan Indonesia III (Pelindo III). The order comprises ten ship-toshore cranes, 20 automated stacking cranes and five straddle carriers.
Delivery is scheduled for 2014 and 2016. The value of the order is not
disclosed, but is more than €100m (US$130m).
The government of Indonesia has introduced a nationwide freight
transport programme to improve the movement of goods through the
country’s vast waterways. As part of this programme, Pelindo III will
construct a new terminal called Lamong Bay Terminal in Surabaya,
East Java, with a planned inauguration in 2014.
“A safe and uninterrupted container flow in the terminal is our
customers’ uncompromised need, just like predictable operational
costs are for us,” stresses Mr Prasetyadi, Project Manager, Pelindo III.
“Considering these circumstances, we feel confident in cooperating
with Konecranes to build up business success in Indonesia and more
widely in South-East Asia.”

NEWS
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air
IATA expects 2013 airline profits

T

he International Air Transport Association (IATA) expects the
industry’s overall revenue in 2013 to rise to US$671bn from
US$637bn last year.

Changi Airport initiates freighters’ rebate to
boost volumes

S

ingapore Changi Airport’s airfreight movements declined 12.1
per cent – to 126,500 tonnes – in February compared to a year
ago. In response to the weak cargo industry, Changi Airport Group is
extending support to its air cargo partners under the Changi Airport
Growth Initiative.
From April 1 to until the end of 2013, all scheduled freighter flights
at Changi Airport will receive a 50 per cent landing fee rebate. This
will be adjusted to 30 per cent for the first quarter of 2014. Cargo
tenants leasing Changi cargo facilities at the Changi Airfreight Centre
will receive rebates based on cargo tonnage handled, up to 20 per
cent of their rentals.

“Industry profits are taking a small step in the right direction.
Against a backdrop of improved optimism for global economic
prospects, passenger demand has been strong and cargo
markets are starting to grow again. The economic optimism
is also pushing fuel prices higher. We are seeing a $12bn
improvement in revenue, and a $9-10bn increase in costs—
most of which is related to fuel,” said Tony Tyler, IATA’s director
general and CEO.
It expects Asia-Pacific airlines to post a $4.2bn net profit in
2013 (up from $3.2bn previously projected and from the $3.9bn
reported for 2012). Asian carriers comprise about 40 per cent
of the air cargo market and will be the biggest beneficiaries of
the expected upturn in cargo demand. Carriers in the region
are expected to see average demand growth of 4.9 per cent,
slightly outpaced by a five per cent capacity expansion.

“Our partners in the cargo sector continue to face strong headwinds
from the global economic weakness,” Lee Seow Hiang, Changi Airport
Group’s CEO, said. “We hope, with this support package, to alleviate
their situation. We will monitor the market environment closely and
work with our partners to ride through the challenging period and at the
same time try to find growth opportunities in targeted cargo segments
for Changi Airport.”

Keppel sets up new air logistics hub
in Singapore

K

eppel Logistics Pte Ltd has leased a two-hectare site for 30 years from JTC Corporation to develop an air logistics hub in the eastern part
of Singapore.

The new four-storey ramp up warehouse will add another approximately 350,000 sq ft to Keppel Logistics’ warehouse capacity in Singapore
when completed in early 2015. The facility, in Tampines Logistics Park, will increase Keppel Logistics’ operating warehouse capacity in Singapore
by 20 per cent to beyond 2m sq ft.
The air logistics hub will feature automated storage, tracking and handling systems, as well as incorporate environmentally-friendly building
features for enhanced efficiency, productivity and sustainability. The abovementioned transaction is not expected to have material impact on
the net tangible assets or earnings per share of Keppel T&T for the current financial year.
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la nd
Rail freight reforms to launch in May

R

ailway freight transportation reforms will be kicked off
in early May, the newly-created state-owned company
China Railway Corporation (CRC) said.
Sheng Guangzu, party secretary and president of CRC,
said there is an urgent need to raise the economic
performance of the railways. Sheng added the CRC and its
18 subsidiaries will not spare any effort in implementing the
reform measures. CRC subsidiary companies have seen a
decline in demand for rail freight since March.
Freight transportation reforms will require the CRC and
its subsidiaries to simplify rules for cargo transport and
institute flexible timetables that allow for convenient loading
of goods at any time to better serve customers. Inside
sources at the Shenyang Railway Co., a subsidiary of CRC,
said the implementation of market-oriented measures in
the rail system is still being hotly debated among CRC
subsidiary companies.

Thailand plans $76bn network development

F

or many working in the logistics sector, the number one priority for
the months and years ahead is the issue of security in logistics.
I n p a r t i c u l a r, i n d u s t r y g ro u p s ,
most notably the Freight Transport
Association, are working towards the
introduction – and enforcement – of
new rules designed to make lorries and
their freight more secure.

Right now, the European Commission is pushing ahead with a working
paper on transport security, with this initiative designed to compile the
views of businesses and national governments on various situations,
ranging from keeping freight safe from thieves to reducing the number
of stowaways on trains, boats and lorries to cross borders.

Toyota, Yamato and Hino begin small electric truck trials

Y

amato Transport, Toyota and Hino Motors have started trials using a small
electric van in Yamato delivery operations. Companies aim to raise
efficiency and cut carbon dioxide emissions in delivery business by testing
out a pair of all-electric delivery trucks that will be used for refrigerated
trucking in Tokyo.
Developed by Hino, the EV with a one-ton-payload will be
tested for about a year. It weighs about 6,000 pounds, has
about 100 horsepower and about a 36-mile-per-hour top
speed. The truck is about 185 inches long, or three inches
shorter than a Toyota Highlander SUV.
The EV Truck, including its refrigerator/freezer, is powered
entirely by battery, meaning it generates no emissions during
operation and is extremely quiet, making it ideal for delivery
services in residential neighborhoods late at night and early
in the morning.
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NEWS
Diageo restructures
its supply chain

3P L
3PL market to thrive in 2013

A

nnual growth for the 3PL market in 2013 is projected to be at least six per cent, with much of the
current market activity centred on mergers and acquisitions, according to supply chain consultancy,
Armstrong & Associates.
Trends have shown that there is a fair amount of interest among domestic transportation managers in
acquiring some of the smaller players in the international transportation management section of 3PLs to
further diversify and expand their service offerings to international transportation services, such as freight
forwarding and related value-added services, similar to those offered by large players like UTI Worldwide
and Expeditor’s International.
Addressing 2013 3PL conditions for 2013, Armstrong & Associates explained that on a global basis, AsiaPacific and the South Pacific continue to be the fastest growing markets, with the growth range for these
regions projected to be in the high 15 per cent range, due to an increase in demand for finished goods.
Much of the growth in places such as China, Singapore, Thailand, and Indonesia will be on the warehousing
and distribution side.
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D

iageo is restructuring its
global supply chain and
procurement function as
emerging markets account for a
bigger slice of sales.
The move will shrink regional
operations and make annual
savings of £60m (US$90m) after
three years, while enabling the
company to respond to the
needs of its 21 key markets.
By February 2016, the
manufacturer of brands, including
Johnnie Walker whisky and
Smirnoff vodka, aims to source
50 per cent of its business from
emerging markets. This figure
currently stands at 42 per cent.

NEWS
TNT Express plans restructuring after UPS
takeover fails

T

NT Express has announced plans to cut an estimated 4,000 jobs
over the next three years as the company restructures after the
failure of a takeover bid by UPS.
“Two thirds of the job losses will be in Europe,” TNT Express
spokesman Cyrille Gibot said, “We were late in restructuring, that’s
why we have to act now.”
In addition, TNT Express will implement a new management structure,
reduce its air capacity, as well as sell its operations in China and Brazil,
resulting in around €150m (US$195m) in costs and €220m in annual
savings by the end of 2015. TNT Express is also exploring options, such
as capacity-sharing agreements, subleases and lease terminations,
to reduce its exposure
to intercontinental
capacity.

GLP to invest BRL1bn to bolster Brazil operations

G

lobal Logistic Properties Ltd. (GLP), which has paid approximately
3bn Brazilian reais (US$1.5bn) in 2012 to become one of the
country’s leading operators of logistics real estate, expects to invest
at least BRL1bn in the next two years to expand its business in Latin
America’s biggest economy.
GLP bought 35 properties from Hemisferio Sul Investimentos, a Brazilbased real estate private-equity firm, giving GLP about 1.1m sq m of
warehouses and distribution centres in Brazil. This year, GLP plans to
spend about BRL1bn for construction on an additional 1m sq m. The
completion of these projects is expected to take four years.
The company is also looking at other opportunities, which could
increase investment beyond the BRL1bn figure. Despite disappointing
economic growth last
year, with GDP expanding
just 0.9 per cent in 2012,
GLP still considers Brazil a
promising market.
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SingPost launches revolutionary parcel
delivery system in Singapore

Gartner recognises Agility as an ‘Industry
Leader’

ingapore Post Limited (SingPost) has launched a free public
offering, the POPStation (short for “Pick Own Parcel Station”),
which has the potential to revolutionise the parcel delivery in
Singapore. These 24/7 smart lockers allows customers to collect
their parcels in five simple steps in their own time; be it after office
hours, over the weekend or on a public holiday.

gility was featured as an industry leader in the Gartner Magic
Quadrant for Global Third-Party Logistics Providers report
published in March 2013.

S

The rapidly expanding B2C e-commerce industry in Singapore,
which saw an estimated market value of S$1.6bn in 2011, has
led to an increase in parcel volumes over the past few years. The
growth in Singapore’s B2C e-commerce market is expected to
continue and is projected to be worth S$4.4bn by 2014.
Setting up lockers in accessible locations is set to be the next
big thing to cater to the demands of e-tail consumers. In the
US, Amazon plans to install delivery lockers in drugstores and
convenience stores after two years of testing, while Wal-Mart has
announced placing lockers in their own stores to meet customers’
demands for a more convenient way to collect online orders.

A

Of the four quadrants featured in the report, Agility was placed as
an “industry leader” – defined as companies that “show strength in
ability to execute and completeness of vision, which includes their
understanding of the market and customers’ needs. Compared with
their competitors, they offer a broader set of integrated services across
significant global regions. They score better on providing customers
with continuous improvement and innovation, and provide specialised
solutions within particular industry segments. They also demonstrate
excellence in operations, customer service and responsiveness.”
“Gartner is an objective, authoritative and well-respected source,” said
Tarek Sultan, Chairman and Managing Director, Agility. “We believe
the report recognises our strength in emerging markets and our
specialty capabilities, and this is very encouraging. In terms of how
our customers see us, it is clear our values of integrity, teamwork and
personal service are bringing us closer to them as their needs change.”

Unilever surpasses supply chain sustainability milestone

U

nilever has now exceeded a milestone on its Sustainable Living Plan launched in 2010, with over one
third of the company’s total supply chain sourced sustainably. The company has exceeded its interim
milestone of 30 per cent to achieve an impressive 36 per cent sustainable sourcing in its supply chain.
Unilever has introduced a range of initiatives used to combat a number of the future environmental risks
that could impact businesses, including climate change, water scarcity, unsustainable farming practices
and rising populations, amongst others. For example, the company now follows a number of certificates
to ensure its products originate from sustainable sources, such as the Rainforest Alliance certified cocoa
and vanilla bean as well as GreenPalm certified palm oil.
The company recently posted positive results for 2012, with earnings of €51bn (approximately US$66bn)
in annual sales for 2012. With Unilever’s vision of doubling the size of its business while engaging in
environmentally-friendly practices, Unilever is well on its way to show that sustainability can lead to profits.
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Nike speeds up its supply chain clean-up

N

ike has initiated an innovative partnership with Switzerland-based
Bluesign Technologies to quickly clean up its supply chain by
utilising on easy access to sustainable materials and chemicals.
Bluesign Technologies -- known for creating tools for improving supply
chains in the textile industry -- will allow Nike to have access to online
tools to help the company find the most sustainable materials available.
This partnership is in response to Nike’s 2011 announcement that it
would eliminate all releases of hazardous chemicals across its global
supply chain by 2020.
Using the “bluefinder” tool, a supplier can access pre-screened
and more sustainable textile preparations, including dye systems,
detergents and other process chemicals used in the manufacturing
process. It allows suppliers to effectively manage restricted substances
and provides the opportunity to increase water and energy efficiency.

SSI Schaefer achieves accolades for 7th
consecutive year

S

SI Schaefer has been ranked the number one system supplier for
materials handling by US Magazine, Modern Materials Handling.
Ranking worldwide suppliers in the materials handling realm for the
past 16 years, this is the seventh consecutive year that SSI Schaefer
has been receiving this award.
Tied with SSI Schaefer for the top spot in 2011, Daifuku Co. fell to
second place in 2012 as the yen to US dollars conversion resulted in a
5 per cent decrease over 2011 revenues. Dematic, Murata Machinery
Ltd. and Mecalux retained their third, fourth and fifth position with
revenue matching 2011’s $1.3bn, $1.05bn and $952m respectively.
The top five has accounted for 50 per cent of the 2012 list’s total
worth, although revenues fell by a combined $60m. Such a small
shift might simply be due to changes in currency valuations inherent
in the global nature of the industry.
The overall combined revenues of
the top 20 material handling systems
suppliers in 2012 reflects a more modest
improvement as compared to the nearly
26 per cent jumped in 2011. The grand
total of $14.66bn grew just 4.1 per cent
over 2011’s $14.08bn.
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Asia’s Rising e-Commerce

Superpower
The key to understanding the success
behind China’s e-commerce is to
understand the Chinese market.
An overwhelming majority of
Chinese consumers becomes
repeat customers after giving online
shopping a try, compared to only 6.2
per cent who are one-time customers
of online shopping.

C

hina’s e-commerce sector has been
surging at an unprecedented pace in
recent years. It wasn’t that long ago
that China was a laggard in the e-commerce
field, with less than ten per cent of Chinese
consumers shopping online in 2006. Few
Chinese consumers owned credit cards,
and even fewer courier companies could
provide reliable services. According to
Shanghai’s RedTech Advisors, e-commerce
only accounted for two per cent of the total
retail sales in China in 2008.
F a s t f o r w a rd t h a t t o 2 0 1 3 , C h i n a ’s
e-commerce industry is not only catching
up with the rest of the world, it is also
forecasted to outperform the US, the current
world’s largest online retail market. Chinese
consumers are expected to spend US$265bn
in online shopping, surpassing the amount
spent in all other countries, including the US,
which are only expected to spend US$230bn.
There are already more than 190 million online
consumers in China (again, more than in
the US), and by 2016, internet penetration
will hit 80 per cent in Chinese cities, which
means China will outrank the US as the
world’s largest internet retail market. With
a compound annual growth rate of 120 per
cent since 2003, China’s e-commerce has
already commanded five to six per cent of
total retail sales in 2012 compared to five per
cent for the US.
Despite China’s mammoth success in
e-commerce, the industry is not resting
on its laurels. Alibaba Group Holding Ltd,
China’s largest e-commerce company, is
set to team up with partners in building an
elaborate logistics network (worth US$16bn)
across China in a bid to deliver packages
between any two places in the country within
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Alibaba’s up-and-coming
logistics network

CHINA
24
Hours

Alibaba Group to invest US$16bn
to develop a logistics network
spanning across China which would allow
delivery of products throughout the country within 24
hours and support annual online sales of 10 tr yuan

24 hours. Warehouses will be set up across
China, and an innovative data system will be
implemented over the next decade to track
trade and delivery information of suppliers,
sellers and buyers.
Based on the outlook of the current situation,
China’s success in the field of e-commerce
could only continue to escalate. But what
differentiating factors does China have that
triggered a rapid growth for its e-commerce
market? And is there no stop to its seemingly
exponential success?

Understanding the Chinese
Market

The key to understanding the success behind
China’s e-commerce is to understand the
Chinese market. An overwhelming majority
of Chinese consumers becomes repeat
customers after giving online shopping a try,
compared to only 6.2 per cent who are onetime customers of online shopping. Chinese
consumers are typically price-sensitive, thus
going on the Internet is the more practical
choice, as online goods are sold at, on an
average, six to 16 per cent lower than that
in physical stores. Due to this, although 60
per cent of Chinese online consumers have
incomes of less than US$320 a month, the

average Chinese user spends almost as
much online as US consumers at US$1,054.
In fact, the impact of online retailing is more
pronounced in China’s underdeveloped cities.
Despite having lower incomes, they spend
more money online than their more affluent
counterparts living in more prosperous cities.
This price-sensitive mindset is shared by
the retailers as well. In 2011, only four of the
top 20 online retailers had physical stores in
China, which is just the opposite of the US.
Among the top 20 online retailers in the US,
only Amazon, Netflix, Newegg and CDW do
not have physical stores. This means that pure
online retailers do not have to handle store
rental fees or operate an on-the-ground sales
team, resulting in significant cost savings. The
low operating cost structure allows retailers
to provide low-priced products, as well as
low delivery costs. It costs US$1 on average
to ship a 1kg package, compared to US$6
in the US.
The thriving e-commerce industry also
receives the support of the government.
The spread of government-subsidised,
high-speed Internet access and Internetconnected mobile phones will widen the
pool of potential shoppers to 513 million in

FEATURES
Internet Users as a Percentage of Population
83%

78%
61%

the near future — or about 40 per cent of
the population. E-commerce sales will grow
as online use increases. Broadband internet
access also remains affordable at about
US$10 per month, compared to US$30 per
month in India and US$27 per month in Brazil.

40%
26%
11%

sold by China’s top five brick-and-mortar
retailers combined.

B2C transactions are on the rise, with
approximately half of these taking place
on Taobao Mall, or Tmall, another Alibaba
Source: eWorld Stat, Macquarie Research, 2012 data
property. About 50,000 merchants
and 200,000 brands, including
Due to a feeling of general wariness
major western brands such as
and distrust of merchants,
e-Commerce Case Study
Nike and Gap, have already set
Chinese consumers are also
By Thomas Pan, Managing Director, North Asia, Menlo
up shop on Tmall. An estimated
more likely to check for product
Worldwide Logistics (China) Ltd.
US$16bn in sales was generated
recommendations on forums and
on Tmall in 2011. Jingdong
social networking websites. Forty
Solving e-commerce issues with traditional logistics thinking is an
Mall’s site 360buy.com is the
per cent of online consumers in
insurmountable challenge. Lean e-commerce logistics solutions,
second largest B2C site in China,
China say they have read and
however, enable online retailers to both solve the challenges of
generating around US$5bn in
posted reviews before—more
online sales logistics and also increase efficiency, reduce costs
sales in 2011. Individual brands,
than double the rate in the US. In
and keep their customers satisfied.
such as Hugo Boss and Zara, are
addition, most Chinese shoppers
also setting up shop to sell directly
start their search within Taobao,
One of the world’s leading cosmetics companies in online
to consumers.
which can easily lead to sales as
sales, which has been experiencing double-digit growth in
they browse through the products.
China, leverages on lean logistics to manage demand that can
In contrast, consumers from other
Unstoppable Force?
fluctuate up to three times between seasons. Churning out
markets tend to start their product
The good news for China
average monthly orders ranging from 120,000 to 160,000, and
searches with Google.
e-commerce keeps rolling in. It
involving 4,000,000 to 6,500,000 pieces, the company uses
is estimated by 2020, with 15
lean e-commerce logistics solutions to ensure inventory and
to 20 per cent annual growth
Distinctive Features are a
sorting accuracy rate is at 99 per cent and processes over two
rates, the online retailing industry
Hotbed for Success
million orders annually.
could generate up to US$650bn
China has a unique circumstance.
in sales, and the market size will
Due to the enormity of the country
With this solid logistics backbone, the company is well
equal to that of US, Japan, UK,
(spanning over 9m sq km) limiting
positioned for growth in the China market. Lean is about
continuous improvement, and helps businesses to expedite
Germany and France combined
the coverage of physical retailers,
order processing, enhance service quality, and further eliminate
today.
consumers often have to source
waste and improve costs for our client.
for their needs online. Up to 25
But the future for China
per cent of e-commerce demand
e-commerce is not without
in China is for products consumers
challenges. With consumers
cannot obtain in physical stores.
that is not cancelled in advance, the website
enjoying low prices and better quality, the
then requires payment or deposit to restore
profit margins in Chinese e-commerce are
Unlike the dominant model involving brickthe consumer’s reputation (think eBay). This
generally worse than in the US. Competition
and-mortar retailers in the US, Europe and
‘blacklist’ system helps to develop trust with
is also heating up between online retailers
Japan, 90 per cent of Chinese online retailing
users.
and their bricks-and-mortar rivals. Walmart
occurs on virtual marketplaces where large
has increased its stake in Yihaodian, a
and small retailers, manufacturers and
The Major Players
local e-commerce firm, and is set to open
individuals congregate on a common platform
The three main online companies in China
approximately 40 to 50 physical stores across
to offer products and services to consumers.
are Alibaba, Baidu and Tencent, which
China. With the massive logistics network only
dominate three different categories of the
ready in a few years, the quality of China’s
E-commerce payment functionality also
market: e-commerce, search and messaging,
transportation infrastructure currently varies
takes distinctive forms in China. In order
respectively.
outside of metropolitan hubs, inhibiting
to accommodate to consumers’ general
efficient deliveries.
skepticism of online payment, Alibaba Group’s
With a majority of online transactions carried
AliPay, which accounts for at least 50 per cent
out between customers, approximately
Despite the challenges, experts believe online
of all payments online, works off a process
90 per cent of online C2C transactions
shopping is still boosting Chinese consumers’
unique to China that allows customers to
are executed on Alibaba-owned Taobao,
propensity to spend. As China’s infrastructure,
only make the payment when the goods
frequently described as the “eBay of China”.
policies and consumer preferences continue
arrive safely and are what the customers
Similar to eBay, users on Taobao can
to evolve, the future looks set for China’s
expected. Another unique example is in the
purchase and sell new and used goods at
e-commerce industry to transform into more
case of Ctrip, where registered users simply
fixed or negotiated prices, as well as through
than just a tool, but also the very heart of the
need to book hotel rooms online (without
auction-style listings. Forty-eight thousand
Chinese economy.
deposits) and make payment upon arrival at
products were sold per minute on Taobao
the hotel. If a consumer missed a booking
in 2010, higher than the number of products
Korea

U.S.

Europe

China

Asia

India
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Made in Asia?

ith the continuous shift of manufacturing locations to Asia and the onset of new distribution
channels such as the Internet, the luxury goods manufacturer faces new opportunities and
challenges. Chew Wai Yee, SCA Senior Correspondent, reports

Undoubtedly over the last decade, luxury
market players have enjoyed good growth
from Asia as a consumer market and have
also seen a shift of their sourcing and
manufacturing sites to this part of the world
due to the region’s attractive cost offerings
and proximity to emerging markets.
For Estee Lauder, provider of luxury cosmetics,
the Asian market is now contributing about 20
per cent to its overall business worldwide,
from 15 per cent only five years ago, reveals
Mr Roland Chong, the company’s APAC
senior director, supply chain initiatives.
“In our company, Asia has been taking the
lead in terms of growth rates in the last ten
years versus EMEA (Europe, Middle East,
Africa) and US. North Asia continues to
contribute to the bulk of the growth in this
region, with the Chinese market being the
key driver.”
In tandem with the growth in Asia, there
is a consistent demand in 3PL services
especially for companies building their brands
in emerging markets. As observed by an
industry player, key 3PLs have reported new
tenders or projects in China for chain stores.
This trend is reflected by strong demand of
professionals and job growth in the Chinese
supply chain market.
“Companies are now more conscious in
developing their retail network, it is time for
them to review and reorganise after rapid
expansion of doors in the past 24 months,
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and the stabilisation period may last till Q1,
2014,” said a supply chain manager with a
top European luxury brand.

Luxury e-retail

One emerging trend for luxury brands in Asia
is the increasing proliferation of e-commerce
as a retail and distribution platform.
e-Commerce is continuing to grow at 25
per cent a year in the global luxury market,
according to Bain & Co in a report published
in October last year.
Particularly in North Asia, companies are
trying to establish new markets through the
unconventional channel on the Net, to attract
and educate a new group of consumers for
long-term business development.
Some 3PLs in China are developing an
electronic service package including customer
service / call centre, online purchase and
payment platform, distribution centre and land
transportation network to fulfill the demand
from different companies in e-commerce
business.

The whole e-landscape also affects the
requirement of supply chain professionals
in 3PL market – people with experience in
e-commerce system application or workflow
are in demand.
“e-Commerce is a growing segment in our
industry and cosmetics is no different at all,”
said Estee Lauder’s Mr Chong.
“We are seeing a significant shift in people
going into the Net to buy. We are putting in
place a plan to beef up our internet supply
chain operation.”
Although the overall contribution from its
e-business to Estee Lauder’s current portfolio
is still small, the company is projecting high
growth rate for the e-commerce segment in
the coming five years, targeting to increase
the contribution to a double-digit percentage.

FEATURES
Despite its high set-up cost, Mr Chong
maintains that this is a growing segment
that companies cannot afford to ignore.
Furthermore, e-commerce requires a different
operational model from the conventional
distribution network.
“e-Commerce is a different ball game when it
comes to supply chain. The volume is small
in size, but involves high number of orders,
high frequency and very fast turnaround time
expected,” says Mr Chong.

Balancing act

The challenge for any luxury company joining
the new e-platform channel is maintaining the
balance between image, quality, after-sales
services and customer expectation.
“Unless they are confident with what will be
delivered and how they can maintain the
luxury image and service for a customer who
is living 200 miles away from their stores, the
Fashion House will be reluctant to join the new
game,” said the European luxury brand supply
chain manager.
Mr Chong from Estee Lauder concurred with
the delicate act of balancing brand image
versus quality and cost.

Mr Roland Chong,
APAC senior director,
supply chain initiatives,
Estee Lauder
Cosmetics.

Chinese spender flexes global muscle
The Chinese consumer has become the top spender in luxury items worldwide, making
half of the luxury purchases in all of Asia, nearly one third of those in Europe and about
a quarter of the global luxury retail market.
Greater China has bypassed Japan as the sector’s second market, behind the US,
according to the latest research data from Bain & Co.
Chinese shoppers continue to transform the luxury market with their continued ravenous
spending overseas as well as growth in domestic sales.
“The Chinese consumer has increasingly become a global consumer for luxury brands,”
said Mr Bruno Lannes, a Bain partner in Greater China and lead author of the Chinese
edition of the study.
A weaker euro and better prices have pushed the Chinese consumer to make 60 per
cent of their total luxury purchases abroad.
“More Chinese shoppers have learned to take advantage of the weaker euro and US
dollar. For big-ticket items such as watches and jewelry, you can see as much as a 40
percent pricing gap between the euro and the yuan,” Mr Lannes said.

“The challenge for an organisation like us in
the luxury category is to consider whether we
want to increase our manufacturing footprint
in Asia of the finished product because the
brand image is important and it’s critical
that consumers do not get affected by the
“Made in China” or “Made in Asia” label of
the product while still paying a premium
price for it.”

As a result, the traditional shopping hotspot Hong Kong is losing out to European and
US cities, with its growth rate slowing down to around ten per cent.

This remains a sensitive area that many luxury
R&Ds are working on: to balance between a
cheaper source of manufacturing versus the
brand image of the product, as well as the
quality of the manufacturing.

According to the report, the market outlook for the luxury market in 2013 is expected
to pick up moderately from the 2012 level despite some challenges and uncertainties in
the economic environment.

In terms of manufacturing, luxury companies
have to constantly consider: “What do I
outsource to Asia and what do I retain in UK
and US?” says Mr Chong.
Until the consumer is ready and convinced that
“Made in Asia” luxury goods are comparable
with their European or American counterparts,
luxury companies will have to continue their
balancing supply chain act and their efforts
in educating and persuading the customer.

On the domestic front, the mainland Chinese luxury market was forecast by Bain & Co
to hit RMB113bn (US$18.07bn) by the end of 2012, a slightly slower growth rate than
the previous year.
However, Chinese luxury purchases has grown by 37 per cent abroad in 2012. Among
Chinese shoppers, Louis Vuitton, Chanel, and Gucci remain in the position of top brands,
according to Bain’s survey, which includes a sample of over 4,600 consumers.

MOST DESIRED LUXURY BRANDS IN CHINA
WOMEN
25%

MEN
22%

20%
12%

Chanel

Louis
Vuitton

Gucci

11%

Dior

13%

8%

Hermes

Louis
Vuitton

Rolex

12%

11%

Chanel

Armani

10%

Gucci

Source: Bain & Co
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Surge of the Slow Steaming

T

he global recession hit the shipping industry hard in 2009. In addition to soaring fuel prices and
plummeting export demands, there were also price wars among container line operators and slumps
in rates for chartering of giant bulk vessels. With losses estimated at between US$15bn and US$20bn,
shipping operators had to adjust to this unfavourable situation by coming up with new and innovative solutions.
One popular practice, adopted by major shippers like CMA CGM, was resorting to rerouting to avoid toll
expenses (such as tolls at the Suez Canal). Although this is a useful method, it is not always feasible. A more
functional and practical operational practice is actually slow steaming, which is still widely used to this day. In
a survey by MAN PrimeServ among more than 200 representatives of the global container and bulk shipping
industry conducted in 2011, it showed that almost 75 per cent of shippers implemented slow steaming. By
using less fuel, travelling slower, and emitting lower levels of carbon dioxide, slow steaming seems to be
the viable solution for the shipping industry and the environment, whether during a recession or otherwise.

1970s
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Maximising Slow Steaming

First practised in the 1970s, slow steaming
is the calculated reduction of vessel cruising
speed with the intention of cutting down on
fuel costs. Instead of going at a typical speed
of 25 knots throughout the journey, cargo
ships typically lower their speed to 15 knots
at different legs along the route. Engines
adapted to slow steaming run at an optimum
speed of between 18 to 20 knots. Only six per
cent of those surveyed employ slow steaming
alone, with a majority preferring to combine
slow steaming with full-load steaming.

The overriding reason for the adoption of
slow steaming is fuel cost savings. Recent
years have shown rapid increases in oil
prices, with fuel prices sometimes amounting
up to 70 per cent of the total voyage costs.
Compared to profits of roughly US$7bn in
2010, container shipping companies are
reporting losses of about US$5bn in 2011.
By switching to slow steaming, companies
will save on fuel consumption. For example,
while a containership may consume roughly
225 tons of bunker fuel a day at 24 knots, its
fuel consumptions will drop to just 150 tons
per day at 21 knots. This is a 33 per cent
decline in fuel consumption. Considering that
the price of bunker fuel price has reached a
high of US$727.50/mt, it is understandable
that shipping operators are adopting slow
steaming to minimise the fuel expenses.

Maersk was at the forefront of this innovation
during the recession. In a bid to manage rising
expenses, the company’s decision to develop
this practice has led to much needed cost
savings, resulting in many other container
vessels across the globe adopting Maersk’s
innovative solution. Especially with the latest
results showing the FTR Associates’ Shippers
Conditions Index dropping two points in
January and analysts expecting the conditions
for shippers to continue falling to eventually
reach negative double digits by the end of
the year, the employment of this cost-saving
practice is rapidly gaining speed.

Adverse factors such as a sluggish shipping
market and weak demand are also pushing
container shipping companies to take up slow
steaming. In addition to these factors, there is
also currently an over-capacity of ships in the
market. Shipping companies, such as CMA
CGM, were struggling to keep up with the
global trade boom prior to the recession. But

with the onset of the 2007 recession, trade
volumes immediately nose-dived, resulting
in many ships lying idle at sea ports and
transport companies burning cash. With slow
steaming, ships spend more time on sea and
less time idling at sea ports.
The benefits of slow steaming are not
only tied to financial-related factors but
also environmental. International shipping
makes up around three per cent of global
carbon dioxide emissions. By 2020, analysts
estimate that international shipping will
contribute up to 5.7 per cent of global carbon
dioxide emissions. By adopting lower fuel
consumption measures, this can reduce
harmful emissions, including toxic pollutants
such as carbon dioxide, black carbon,
nitrogen oxides, and nitrous oxide, of up
to 30 per cent. Slow steaming can reduce
carbon dioxide emissions to the atmosphere
by three tons, and the cylinder lubricating
oil consumption of the main engine can be
reduced to almost the same percentage as
the fuel, which also minimise solid particle
emissions.
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Slow Steaming Set to Stay?

Slower vessel speeds also translate to an
increase in transit period, which will affect the
inventory. Goods that sit idle in inventory are
just not producing any real economic output
or providing any societal benefit. With the
increasing trend of just-in-time supply chains,
these distribution networks rely on accurate
demand forecast. However, with longer transit
times associated with slow steaming, it will
reduce the accuracy of the forecasts that
shippers use to manage just-in-time supply
chains.
Despite these challenges, slow steaming
remains a favourable option given the
increased focus in environmental conservation
as well as the obvious economic benefits.
The benefits of fuel efficiency have long been
recognised in the container industry. With the
ongoing economic uncertainty and bunker
rates exceeding US$700 per tonne, slow
steaming has become even more attractive
and widespread. Maersk is set to continue
with the practice of slow steaming, combined
with the scrapping of unwanted ships to
maintain balance even as capacity growth
outpaces demand. In fact, trends have so
far shown that slow steaming will only gather
more pace in the future.
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Although there are many benefits of slow
steaming, not all skeptics are convinced.
Firstly, not all engines are designed to function
at slow speed. In order to adopt the practice
of slow steaming, container shipping vessels
have to be equipped with the right engine,
and this may require an increase in the
maintenance of the main engine and overall
repair costs. Not to mention also that engines
forced to run at low speed tend to have a
shorter lifespan.
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North Asia VS
Southeast Asia : Supply
Chain Battlegrounds

ompared to the economic and political instability engulfing Europe, the US and the Middle East, North Asia and Southeast Asia present
an essential driver for profit and success to global supply chains. However, despite this common denominator, the two regions provide
different set of opportunities and challenges to the supply chain industry. Before we can begin dissecting their differences, we must first
understand the landscape of the respective regions and its contributions to the successes (and challenges) of the region.
Supply Chain Asia has the privilege of meeting four logistics and supply chain professionals with years of established experience in the industry
to hear their viewpoints. Mr Uwe Derigs, MD at one of the Hermes Group companies; Mr Andy Soo, a supply chain manager in a top luxury
brand company; Mr Johnny Wong, Asia Director for Supply Chain at Bausch & Lomb; and Mr Neil Morrison, a partner in an established executive
search firm.

Thriving regions

While both North Asia and Southeast Asia
were classified as simply emerging markets
not too long ago, the regions are now
perceived as growth markets that allow supply
chain companies to enhance their competitive
positions and expand their operations. The
regions’ exponential evolution into economic
powerhouses has been remarkable and
fast-paced.
“China has changed from the world’s biggest
factory into a major domestic consumption
market. Hong Kong is now having a much
stronger impact compared to nine years
ago, and Singapore has evolved into a
financial hub and leisure-focused industry
country. Indonesia has made great progress
in business developments, and the Philippines
are well on the way to becoming an Asian
tiger,” said Mr Derigs.
Also, the market focus of North Asia differs
from Southeast Asia. With North Asia’s larger
area and population size, the region places a
stronger focus on meeting the huge demands
of its local market. This is in contrast with its
regional rival.
“In Southeast Asia, they focus more on
the global network as their local demand
is comparatively smaller than the North, so
they prefer to promote their strength in global
networking and boost efficiency in regional
hub operations,” said Mr Soo.
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Currently, North Asia (with nominal GDP
of US$14tr in 2011) is being steered by
economic giants China, Hong Kong, Japan
and South Korea, while Indonesia’s massive
size and Singapore’s financial prowess lead
Southeast Asia (with GDP of US$2tr in 2011).
Despite the success stories of these countries
however, their supply chain industries do face
difficult challenges.

FEATURES
North Asia vs Southeast
Asia challenges

Although universal supply chain issues, such
as handling fluctuating demands and delicate
IT systems, also plague the two regions,
they have their own distinctive challenges
that set them apart. To start off, Southeast
Asia is made up of very diverse markets and
cultures. The needs of developed countries,
such as Singapore, and developing nations,
such as Vietnam and Myanmar, differ greatly.
When venturing into the region, it is important
to understand the features and demands of
the specific country, instead of clustering the
company’s operations under the Southeast
Asia umbrella.
“Although Southeast Asia is led by Singapore,
the market is made up of different cultures
and processes. For example, the Philippines,
Indonesia, Vietnam and Myanmar markets
are focused at the stage of distributor
markets. Regulatory requirements can also be
complicated and can take too long to react to
changes,” explained Mr Wong.
With the upcoming ASEAN Economic
Community (AEC) set to be established by
2015 however, the region’s goal of having a
single market with standardised processes
will likely banish the current complexity of
regulatory requirements.
Compared to North Asia’s predominant
Chinese culture and closer proximity, the
region is not as affected by extreme culture
and regulatory diversity. However, the region
is not spared from uncertainty due to a
reshuffling of industrial supply chains. Experts
have cited that a recent deal between
Samsung and Sharp (the former is now the
Japanese firm’s biggest foreign shareholder)
might not only affect Taiwan-based Hon Hai
Group’s cooperation plan with Sharp, but also
have a negative impact on future industrial
cooperation between Taiwan and Japan.

Managing talents

Despite their different challenges, the supply
chain industry in both regions face difficulties
in attracting talents with the desired skill sets
to boost the industry and contribute effectively
to the company’s bottom line.
“We are currently facing the challenge of
helping our clients fill the growing talent gap.
The challenge is attracting and retaining
staff (both professional and semi-skilled).

What we need to urgently do now is
implementing solutions to make the industry
and opportunities for young professionals
more attractive,” said Mr Morrison.
It is important to note two different sets of
problems here – attraction and retention.
There is a need for the industry to attract top
graduates to supply chain roles by highlighting
career opportunities, providing a dynamic
career path and paying promising supply
chain talent commensurately with what they
would receive in other roles. Handling the
issue of talent management, however, differs
between the two regions.

Future of supply chain

Despite the challenges faced, advancements
and improvements injected into the industry
seem set to continue making North and
Southeast Asia regions attractive for
businesses to prosper. There is an increasing
focus on evolution into global supply chains,
and driving the concept of integration into
the industry. With China set on being the
world’s largest economy by 2040, and the
establishment of AEC by 2015, it seems North
and Southeast Asia regions will continue to
be dynamic hotbeds for the supply chain
industry.

“In North Asia, it is very easy for companies to
seek external solutions in terms of resources
and talents due to the rapid growth of
market demand. In Southeast Asia, however,
government and enterprise investment on
talents is an important strategy in sustaining
the long-term development of the global
supply chain network and to retain their
seasoned expertise against the attraction
of the rapid growth market in North Asia,”
explained Mr Soo.

Snapshots of Views
Since Mr Uwe Derigs arrived in Hong Kong in 2004, and in Singapore two years
later, he has seen Asia being the driving force for economic growth. The region’s
rapid evolution comes with its set of challenges though, including weak delivery
performances in the operations sector and slow adjustments to market changes.
He believes there is little difference in work cultures between North and Southeast
Asia, and in his experience, the industry will continue to be of great importance in
the region.
For Mr Andy Soo, resources and talents are always the major challenges for the
industry in Hong Kong. Based on his observations, it is not about the budget, but
difficulty in finding new recruits with a particular set of skills that the company needs.
This is especially prevalent in the logistics industry. He encourages supply chain
professionals in Asia to diversify and understand the multinational nature in Asia as
well as the cultural differences between the countries.
Mr Johnny Wong finds that fluctuating demands and unstable source of supplies
are key challenges in the Asian market. Industry players should take into account
the different rates of maturity in North and Southeast Asia regions. While countries
like Japan, South Korea and Taiwan have mature markets with a longer history for
talent developments to handle challenges, other countries, such as the Philippines,
Myanmar and Vietnam, are still at the distributor markets stage.
Based on Mr Neil Morrison’s experience, a different style of management and
interaction is required in today’s workforce. With a majority of the management
and staff born from different generations, it is important for those holding the senior
management positions to understand the mindset and aspirations of the personnel
to prevent staff dis-engagement and mis-alignment.
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Indonesian Logistics : On the Move
I

In 2012, Indonesia’s GDP grew by an
estimated 6.3 per cent and is set to
grow by at least 6.5 per cent in 2013.

ndonesia, famously known for its composition of over 17,500 islands, is the world’s largest
archipelago. The country has the fourth biggest population in the world, with over hundreds
of native and linguistic groups spread disparately across its numerous islands. While it is an
amazing geography to behold, it brings its own challenges to the development of infrastructure
vital to the growth of not just the transportation and logistics industry in Indonesia, but its overall
national and regional economic potential as well.
The reason why logistics is an important focus for any country is because the logistics
performance of industries has a direct impact on the economic performance of a country. More
efficiency in logistics management translates into smaller margins for logistics costs in goods
and services, which ultimately leads to cost savings for customers. However, this is not the
case with Indonesia. Its domestic logistics systems, which still mainly consist of ‘paper-based
systems’, lack reliability and consistency which lead to high logistics costs, unpredictable lead
times, delayed shipments and a great disparity in prices.
• The price of a gallon of water in Medan can be double the price of water in Jakarta
• In Di Kisar Island, the price of gas rises three-fold during the rainy season
compared to the dry season
• It is cheaper to can Indonesian commodities like pineapples in Malaysia than to
ship them to Java
• It is double the cost to bring a container from Jakarta’s main industrial sites to ports
as compared to Malaysia and Thailand
• There are frequent delays for local ships and ten per cent of Indonesian exports do
not reach regional transhipment ports on time
Road congestion is also a major infrastructural problem. The current road network is unable
to support the increase in use and often bottlenecks occur that can cause hours-long delays,
particularly in Java and in Greater Jakarta. There is also a lack of road connectivity to ports,
which further aggravate the situation. Compound weak infrastructure with a highly fragmented
logistics market, transport and customs operations problems, compliance with the business
and trade regulation framework and you get the current state of Indonesian logistics sector.

Source: APEC
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Take a Look at the Potential
While the logistics infrastructure of Indonesia
may seem daunting, wipe away the grime and
you will find a diamond that is worth polishing.
With the right development and investment
combined with economic growth, the logistics
sector in Indonesia will prove to bring much
returns for those willing to put in the time and
resources.
According to Frost & Sullivan, the Indonesian
logistics industry is forecasted to grow 14.5
per cent to IDR1,634tr (US$169.3bn) in 2013
as compared to an estimated IDR 1,427tr
a year ago. The growth is attributed to
Indonesia’s robust economic growth as well
as government initiatives in the development
of the logistics industry. Encouragingly,
Indonesia is among the top ten of the lower
middle-income performers for the 2012
Logistics Performance Index conducted by
the World Bank.

The top 10 lower middle-income performers on the 2012 LPI
2010 LPI

2012 LPI

2007 LPI

Economy

LPI
rank

LPI
score

% of
highest
performer

LPI
rank

LPI
score

% of
highest
performer

LPI
rank

LPI
score

% of
highest
performer

India

46

3.08

66.4

47

3.12

67.9

39

3.07

64.9

Morocco

50

3.03

65.0

na

na

na

94

2.38

43.4

Philippines

52

3.02

64.8

44

3.14

68.8

65

2.69

52.9

Vietnam

53

3.00

64.1

53

2.96

63.1

53

2.89

59.2

Egypt, Arab Rep.

57

2.98

63.3

92

2.61

51.8

97

2.37

43.0

Indonesia

59

2.94

62.2

75

2.75

56.5

43

3.01

63.0

Yemen, Rep

63

2.89

60.3

101

2.58

50.8

112

2.29

40.4

Ukraine

66

2.85

59.3

102

2.57

50.6

73

2.55

48.7

Pakistan

71

2.83

58.4

110

2.53

49.1

68

2.62

50.7

na is not applicable.
Source: Logistics Performance Index 2007, 2010, and 2012

The Head Honcho Steps Up

Economy on the Upturn

Think About It

The gover nment has driven forward
various initiatives to develop the necessary
infrastructure to support the growth of both
the economy and the logistics industry.
To improve the exponential flow of goods
through the country and reduce logistics
costs, Indonesia is planning on implementing
a project called the “Pendulum of Archipelago”
in response to the hiking transport costs
of shipping goods by sea, which grew by
18 per cent in early 2012. According to
the Transport Ministry, six seaports will be
interlinked to create a single sea corridor
connecting different island groups, and will
serve as main gateways for shipping activity
throughout Indonesia. The government
announced an investment of IDR1.5tr for the
first stage, which will be used for increasing
the capacity of existing ports. An additional
IDR40tr will be used to construct new ports
in Batam and Sorong as well as New Priok,
which will be Jakarta’s second international
port. It is expected that the project will slash
domestic logistics costs up to 50 per cent
upon completion.

In 2012, Indonesia’s GDP grew by an
estimated 6.3 per cent and is set to grow
by at least 6.5 per cent in 2013. Indonesia’s
logistics business will remain resilient, with
companies expected to benefit from a strong
boost in logistics demand this year, largely
due to high levels of foreign investment and
booming domestic consumption, which would
also have the benefit of driving manufacturing
activities in the country. The government has
estimated the country’s logistic expenditure to
be 27 per cent of gross domestic product this
year, which is valued at around IDR2,000tr.
In addition, external trade for Indonesia is
forecasted to grow 16.7 per cent to reach
US$446bn this year, which would encourage
import and export forwarding, airfreight and
shipping related businesses.

With the ASEAN Economic Community in
2015 coming up, which would build up the
export value to ASEAN countries, it would
be interesting to see how Indonesia’s pivotal
role as a “big brother” will enable it to achieve
its goals. The Indonesian government has
set its aims high by intending to improve its
Logistics Performance Index to reach 3.1 by
2015 and reduce the country’s total logistics
expenditures to 24 per cent of GDP. Time
will tell whether they will be successful in
their endeavour, but from our point of view,
Indonesia is off to a good start.

Given that seaports are responsible for 90
per cent of all non-road freight traffic in the
country, such initiative can only be a good
thing. Forecasts place Indonesia at 6.1 per
cent growth for total ocean cargo volumes
to 1 bn tonnes this year, up from 943.1 m
tonnes in 2012. This is in spite of further global
slowdown due to the Euro zone crisis.

There is also a much stronger investment
interest in modernising the development of
the country’s port, road and rail infrastructure.
The steady flow of foreign direct investment
is forecasted to continue in 2013, with
estimates reaching a value of US$42.7bn.
In 2012, there was strong investment in the
transport & storage sector (US$2.8bn) and the
mining sector (US$4.3bn), which are potential
businesses for the transportation & logistics
industry to leverage on.
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Awards
2013

Revel in the spotlight and join us at our
prestigious awards show in spectacular

Hong Kong!

Nomination: 1 May to 15 July 2013
Selection: August 2013
Announcement of Finalists: 4 September 2013
Corporate Awards:

• Global 3PL
• Asian 3PL
• Distribution Center Innovation (Automation)
• Supply Chain Solution Innovation (Software)
• Green Supply Chain
• Freight Forwarder of the Year (Air)
• Freight Forwarder of the Year (Sea)

Individual Awards:

• Visionary of the Year
• Supply Chain Professional of the Year in:
		
• Automotive
		
• Consumer Electronics
		
• Consumer/FMCG
		
• High Tech/Semi-conductor
		
• Chemical/Oil & Gas
		
• Life Sciences/Pharmaceutical
		
• Retail/e-Commerce
		
• Luxury/Fashion

Sponsor
Platinum

Gold

Corporate

To find out more about sponsorships, please contact Frank Paul at frank.paul@supplychainasia.org
or call +852 9143 2043.
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Goodman

Goodman Group is one of the world largest integrated property groups that owns,
develops and manages industrial property and business space globally. We invest
in business parks, office parks, industrial estates and warehouse and distribution
centres. We also offer a range of property funds, giving investors access to our
specialist services and property assets.
Our presence in Greater China started in 2001 via our involvement in the Shanghai
Business Park. Our footprint was expanded in March 2005 with the establishment
of the Hong Kong office as the region headquarters. Today we offices in Beijing,
Shanghai, Chengdu, Langfang and Guangzhou, employing more than 300
professionals.
Currently the total asset under management amounts to 1.6 million sqm, making
us one of the largest logistics space providers in Greater China. In addition, we
are managing 2 unlisted real estate funds in the region, the Goodman Hong Kong
Logistics Fund and the Goodman China Logistics Holding, which are valued at
approximately US$1.8 billion and US$0.5 billion respectively.

Asianet Consultants

Established since 1988, Asianet is a dedicated executive search and talent
acquisition company that specializes in Logistics & Supply Chain.
We work with global clients in the Contract Logistics space in their talent acquisition
strategies that result in the market mapping of relevant high calibre executives in
the Asia Pacific region. We act in partnership with clients to develop and implement
recruitment solutions for immediate- to long-term needs.
We are dedicated to:
• Executing Retained Executive Search in Hong Kong, Greater China and the Asia
Pacific region to meet the executive and senior management hiring needs of its
global clients.
• Working with clients to develop their talent acquisition strategy and recruitment
capability.
• Providing talent mapping and market & business intelligence services enabling
significant hiring activities, succession planning, talent risk management and
gathering of market information.
Headquartered in Hong Kong, we have offices in Shanghai, Guangzhou and Beijing.
Asianet Consultants is the exclusive Hong Kong and Greater China partner and
founder of the International Executive Search Federation (IESF) providing Global
and Local Executive Search to companies in 40 countries and over 130 cities.
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SUPPLY CHAIN PROFESSIONALS
NOMINATION FORM
Corporate Awards
Global 3PL

Company:

Asian 3PL

Company:

Distribution Center Innovation (Automation)

Company:

Supply Chain Solution Innovation (Software)

Company:

Green Supply Chain

Company:

Freight Forwarder of the Year (Air)

Company:

Freight Forwarder of the Year (Sea)

Company:

If you do not wish to nominate a company/individual for any of the
categories, you can leave it blank.

Submitted by:
Name:
Company:
Appointment:
Email:
Country:

To nominate, please fax this voting slip in to +65 6569 4772 or e-mail it to
us at admin@supplychainasia.org.
To vote online, please logon to www.supplychainasia.org. The e-nomination
form can be found under the ‘Events’ tab.
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SUPPLY CHAIN PROFESSIONALS
NOMINATION FORM
Individual Awards
Visionary of the Year
Name:
Appt:
Company:
Email:
Country Based:

If you do not wish to nominate a
company/individual for any of the
categories, you can leave it blank.

Supply Chain Professional of the Year in
Automotive
Name:
Appt:
Company:
Email:
Country Based:

Supply Chain Professional of the Year in
Consumer Electronics
Name:
Appt:
Company:
Email:
Country Based:

Supply Chain Professional of the Year in
Consume/ FMCG
Name:
Appt:
Company:
Email:
Country Based:

Supply Chain Professional of the Year in
High Tech/ Semi-conductor
Name:
Appt:
Company:
Email:
Country Based:

Supply Chain Professional of the Year in
Chemical/ Oil & Gas
Name:
Appt:
Company:
Email:
Country Based:
Supply Chain Professional of the Year in
Retail/ e-Commerce
Name:
Appt:
Company:
Email:
Country Based:

Supply Chain Professional of the Year in
Life Sciences/ Pharmaceutical
Name:
Appt:
Company:
Email:
Country Based:
Supply Chain Professional of the Year in
Luxury/ Fashion
Name:
Appt:
Company:
Email:
Country Based:

Submitted by:

Name:

Company:

Appointment:

Email:
Country:

To nominate, please fax this voting slip in to +65 6569 4772 or e-mail it to us at admin@supplychainasia.org.
To vote online, please logon to www.supplychainasia.org. The e-nomination form
can be found under the ‘Events’ tab.
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Mr Hiroki Katayama
Regional CEO & Managing Director
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Dialogues

Connecting Last Mile Distribution and
the Growth of e-Commerce in Asia

T

A-Q-BIN - literally translated into “Home Express Delivery” in Japanese is a well-known express service provider in Japan. In fact,
it is the largest parcel operator for last mile delivery in the country, managing more than 40 per cent of the market share against the
likes of Japan Post and international express operators. TA-Q-BIN is owned by Yamato Transport, which in turn is one of the many
subsidiaries and affiliated companies owned by Yamato Holdings. The company is primarily involved in six business segments: Delivery,
BIZ-Logistics, Home Convenience, e-Business, Financial and Truck Maintenance.
Supply Chain Asia caught up with its Regional CEO & Managing Director, Mr Hiroki Katayama in Singapore to get a better insight into the
rising trends of Asian logistics and service providers making waves in the industry.

The Evolution of Yamato Transport

Yamato was founded by Mr Yasuomi Ogura in
November 1919 in Japan. Its famous logo of
a yellow oval with a black mother cat carrying
her kitten in her mouth was inspired by that
of American company Allied Van Lines, a nonprofit cooperative from the US that specialises
in managed return loads and minimising
dead-heading (i.e. operating trucks without
shipments loaded on them). In 1957, Yamato
obtained permission to use this logo in Japan
and has since transformed the logo to what
it is today.
“The origin of our logo mark, which is that of
delivering packages under the same gentle
care of a cat carrying its child, was created in
1957,” said Mr Katayama. “The son of the first
president of the company and the innovator
of TA-Q-BIN, President Masao Ogura, saw
the logo of Allied Van Lines Inc. and thought it
would be great to use as a motif to accurately
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reflect his mindset for the company. After
receiving the permission to use the logo as a
motif for the design, Yamato Transportation’s
mark was created.”
Yamato’s expansion outside Japan started in
the US in 1980. According to Mr Katayama,
“the TA-Q-BIN brand was created in 1976,
and the operations of the brand expanded
to Taiwan in 2000. In 2009, we adopted an
aggressive strategy to accelerate TA-Q-BIN
business in Asia where even more economic
growth was expected in the future.”
“We started TA-Q-BIN operations in Shanghai
and Singapore in January 2010, and Hong
Kong in February 2011. In September 2011,
we extended our reach by starting a business
in Malaysia. We plan to continue steadily
expanding the TA-Q-BIN business to other
regions and, in the future, we will build a global
supply chain in the Asian zone.”

“We hope to enrich societies across Asia by
transplanting the business model we have
refined in Japan. At the same time, to stimulate
further growth in physical distribution in Japan,
we will make investments to further upgrade
TA-Q-BIN and other services and expand our
business domain.”
Mr Katayama pointed out that “while Yamato
will continue to manage its growth organically,
it will also focus more on mergers and
acquisitions as well as partnerships to expand
their footprint in Asia.”
“In 2012, Yamato Holdings generated a
revenue of JPY1.28tr (US$14bn). Capital
investment in fiscal 2013 is projected to
be significantly higher than a normal year,”
explained Mr Katayama.

Dialogues
Tapping on Asia’s Explosive Growth

So what challenges can Yamato expect in
managing its growth opportunities in Asia?
Asia is poised for expansionary growth and
certainly there is a quiet confidence that this
will in turn boost the e-commerce industry – an
obvious opportunity for Yamato’s TA-Q-BIN
operations. According to eMarketer, AsiaPacific is poised to surpass North America in
B2C ecommerce spending. In 2012, global
B2C e-commerce sales grew 21.1 per cent
to top US$1tr for the first time. Asia Pacific’s
sales were recorded at US$332bn compared
with US’s contribution of US$364bn. In 2013,
global e-commerce sales is expected to grow
18.3 per cent to US$1.298tr, with Asia Pacific
consumers buying up to US$433bn compared
with the expected volume of US$409bn from
North America.
China is expected to be the primary driver
of growth in the region. The country will
surpass Japan as the world’s second-largest
B2C ecommerce market in 2013, taking an
estimated 14 per cent share of global sales,
as its total reaches USD181bn, up 65 per cent
from $110bn in 2012.
“The continued push by ASEAN to create
a single market will create another exciting
opportunity for Yamato as well,” commented
Mr Katayama. “While we are already managing
opportunities in Japan and China, we believe
the opportunities in ASEAN will be spurred by
AEC 2015. At the moment, e-commerce is
already thriving and with freer movement of
goods and services as stated in the ASEAN
Charter to create a single market by 2015, we
are already investing well for the near future in
various ASEAN countries, such as Singapore,
Malaysia and Thailand.”

Employment Issues Remain
a Challenge

But, like any other organisations playing in
the supply chain and logistics space today,
Yamato also faces the challenge of recruiting
and retaining workers. “Employment issue
is prevalent everywhere in Asia today. We
face this in Japan, Taiwan and other places,
including Singapore,” lamented Mr Katayama.
“Raising stability of the work force is no less
important than improving skills of employees.
What is worst for us is when skilled employees
leave us after we have trained and groomed
them.”
This problem seems common across the
industry today. Many companies resort to
recruiting from the industry as one way to
resolve the talent issues. Few can find effective
and manageable solutions as training can
be costly if one loses the staff within the six
months to two years’ time window for effective
contribution.

The Next Big Thing?

The last mile logistics and distribution is
expected to be the new and exciting sunrise
niche in Asia. It is no coincidence that Jack
Ma - the famous Internet entrepreneur who
owns and is at the helm of two of the world’s
most popular sites in mainland China, Taobao
and Alibaba Group – has initiated an ambitious
USD16bn investment to build a logistics
network that can enable same-day delivery
any where in China. Yamato’s equally ambitious
plan to expand its footprint to all major parts
of Asia by 2019 would make an exhilarating
evolution to the distribution and e-commerce
growth in Asia in the next five to ten years.
Such an ambitious venture is bound to bring its
own set of challenges and risks. But with smart
planning and effective business strategies, the
last mile logistics and distribution may offer
an untapped pool of opportunities for hungry
logistics operators.

“In Yamato, we offer our employees various
opportunities to grow. We believe that even
a driver who join us can grow with us into
management position and we will do all we
can to support their growth through internal
and external training.”
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Mr Dickson Yeo

Director (Supply Chain) of NTUC FairPrice
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Cutting Edge Supply Chain
in Grocery Retail Industry

W

ith over 250 stores in diverse
formats, including FairPrice
Supermarkets, FairPrice Xtra,
FairPrice Finest, FairPrice Xpress, and
Cheers, coordinating such intense and
large-scale logistics operations on a daily
basis requires the set-up of a top-notch
efficient and cost-effective operating model.
NTUC FairPrice has succeeded in doing
just that. With the objective of improving
its internal operations and passing on the
cost savings to its customers, FairPrice has
invested in cutting edge technology that
was the first of its kind in Singapore and
South East Asia. This unique automation
is situated at the Grocery Logistics of
Singapore (GLS), a wholly owned subsidiary
of NTUC FairPrice.
Sitting at the helm of GLS, Director (Supply
Chain) of NTUC FairPrice and concurrently
CEO of GLS, Mr Dickson Yeo, shared
with Supply Chain Asia the benefits of
automation, challenges and the future of
GLS, as well as the eventual expansion of
the co-operative’s e-groceries platform.

SCA: Could you tell us more about
your role at NTUC FairPrice?
DY: As the Director (Supply Chain) at NTUC

FairPrice, I manage the logistics functions. This
means that my main role is to ensure that the
deliveries are sent to the supermarkets, and
the shelves are well stocked for consumers
to make their purchases. Our motto can
be summed as the DIFOT mission, which
translates to “Deliveries in Full and On Time”. If
we don’t deliver in full and on time, it will have
a direct impact on sales. If customers walk into
the store to buy a certain product and it is not
stocked on the shelves, we will immediately
miss the sale. In that aspect, logistics is very
important. The whole logistics operation runs
for 364 days a year. I also source for processes,
systems and platforms that boost our efficiency
and increase productivity. This is the key to
help us drive operational costs down and pass
these cost savings to benefit our customers.
We also continue to look for new and innovative
logistics solutions. While automation and
platforms form the tools we need, we also
have to look for innovative solutions to support
our new business models. One example is
bringing the manual jobs at the supermarkets
back to our distribution centre to centralise
and automate the processes, e.g. vegetable
packing.

S C A : W h a t d r o v e F a i r P r i c e ’s
exploration into automation solutions?
DY: The original motivation started in 2003

before the challenge of manpower shortage
came about. At that point of time, it was to
cater to the growth of FairPrice. At that time,
the facilities available were akin to those found
at a manual warehouse, using selective pallet
rackings, reach trucks and paper picking.
Later, RF (Radio Frequency) picking is used,
which translates to 100 cartons picked per
hour for each picker. In 2003, it was projected
that the number of FairPrice stores, including
hypermarkets and Cheers convenience stores,
will increase significantly. Thus, the initial
motivation behind automation is to support the
supermarkets’ business growth. At that point,
we had already adopted the centralisation

approach, but we needed to do more at a
faster pace.

SCA: How does the set-up of the
automated distribution centre
contribute to productivity?
DY: The implementation of the Automated

Sortation System was completed in 2007.
Before 2007, we were only able to churn
out at most 50,000 cartons a day for store
replenishments. But with our new Automated
Sortation, we have more than doubled the
figure to 110,000 cartons a day. Just to put that
into perspective, 110,000 cartons translate to
2,750 pallets. That equates to 230 truckloads
daily. Thus, in terms of productivity, we have
doubled the capacity. Before automation,
on average we churned out 43,000 cartons
everyday, and our working hours used to be
from 7.30am to 11pm (15.5 hours). Compare
the current average of 75,000 cartons now,
we start from 7.30am and end at 7.30pm, so
we do more within a shorter period of time.
We reduced our operating hours by 23 per
cent. When it comes to volume and speed of
our operation, our productivity increased by
60 per cent overall as a facility. According to
our latest figures, the Pick-To-Light Technology
has contributed to a productivity increase
of 100 cartons per manhour to 160 cartons
per manhour. We are currently looking at
automation that will go beyond these figures.
These figures are hard to achieve without
automation. We also ensure that 40 per cent
of the products ordered are delivered within 15
hours the same day and the rest of the 60 per
cent within 24 hours.

SCA: How does increase in demand
during the festive periods affect
the operation of the automation
processes?
DY: To meet the high demands of the

consumers during festive periods, we increase
the velocity of our automation process. On a
normal day, we let the processes run slightly
slower. For the festive season, we increase the
speed to a much faster rate. For an average
warehouse relying on manual work, the
picker may have to travel around the whole
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warehouse to collect the required items. For us,
the picker only has to travel a short distance to
carry out the job and pickings are done in seven
to ten zones simultaneously for the same batch
of orders. During the recent festive period, we
have actually hit the throughput of 110,000
cartons per day several times. Automation is
so important to the grocery retail industry due
to the sheer volume.

SCA: What are some of the major
challenges faced by NTUC FairPrice?
DY: The current major challenge is the

shortage in manpower, particularly for the semiskilled workers. Fewer Singaporeans want to
work in a warehouse now as compared to the
past. I would like to emphasise though that
this is not due to low pay. The salary we offer
has been on the increase over the years, but
we are still unable to attract semi-skilled staff,
such as logistics assistants and reach trucks
operators, to work in the warehouse. I believe
this is due to the need to work on weekends,
and the ambient work environments, as the
temperature can be uncomfortably warm
in the warehouse. This challenge is further
amplified by the government’s current strict
immigration policies on foreign workers. This
is the challenge we face now. We are slightly
fortunate, however, that our automation
processes have somewhat reduced our
reliance on manpower.

SCA: How do you tackle the issue of
talent retention for NTUC FairPrice?
DY: In terms of talent retention, we do not

face an issue with that. When I run through my
numbers with HR, the figures show that I have
a low rate of attrition. But I do have problems
attracting new staff. My current staff has been
working here for at least five years, and are
mostly in their 30s and 40s. As they grow older,
I feel we need to balance it out with younger
employees. However, we have not been too
successful at the moment in attracting them.
In terms of how we have such a high talent
retention rate, I believe this is due to the training
we provide them with and also our automation
processes which help to cut down on their
manual labour work. This helps them improve
their skills and adds to their value as they are
not just another labour-intensive worker. I think
they appreciate that.

SCA: Has the manpower shortage
impacted the supply chain division?
DY: We have not felt the impact yet to be

honest due to the automated processes that
we have put into place since 2007. These
processes help to eliminate the intensive
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labour work, so we will only need slight
increase on the deployment of staff to do
more work. However, we are also looking at
the government’s policy in the next few years
as we are in the midst of building another
distribution centre to handle our growth. This
will then require another team of workers
to manage our second distribution centre,
which will include catering to the current six
hypermarkets, with the seventh opening soon.
We will need to find ways to attract these
workers, but I am optimistic we can do it. The
new distribution centre will house a different
set of automation processes and equipment.
More details on this will be shared later when
the new distribution centre is operational.

SCA: How do you manage the
different consumer needs and their
constant changing demands?
DY: We understand that consumer needs are

getting wider in terms of variety. The immediate
challenge is ensuring that the distribution
centres are well equipped to meet the different
consumer needs. This requires having the
right logistics infrastructure and ensuring high
efficiency. There is also the challenge of the
different sizes of products Singaporeans want
to buy. For example, a small Singaporean
family will wish to buy a small pack of items,
while a bigger family will want to buy a value
pack. To meet their demands, the packs will
have to come in three sizes: small, standard
and value pack. We have to also consider the
ageing population, which will bring about a
change in preference and buying trend. Not
to mention, Singaporeans travel often, so they
will look for the products they tried overseas
in the local supermarkets. The current K-Pop
and J-Pop waves also lead to Singaporeans
looking for Korean and Japanese products
on our shelves. These issues pose challenges
for our storefront as we try to find the space
to place these items on the shelves, and our
distribution centre needs to be well equipped
with the right facilities to handle the diversity.

SCA: Is the drive to expand NTUC
FairPrice’s e-groceries platform due
to the lack of space on the storefront
to store all the products?
DY: The drive to expand our e-groceries
platform is to meet the changing consumer
lifestyles and aging populations. For working
Singaporean couples, they may wish to use
the little free time they have, to spend precious
time with their family instead of needing to go
out to shop for groceries. Having the option
to buy their groceries online will ensure that
they can maximise their free time with their

family. Due to the aging population also, the
growing number of senior citizens may not be
able to make the trips as often due to health
reasons, or they are not strong enough to
carry their groceries home. Catering to these
two groups is the main reason for our drive to
expand e-groceries. We also understand that
Singaporeans enjoy hosting house parties. The
host of the event may not want to deal with the
headache of going to the physical store and
carrying all the items back. Not to mention that
a lot of events-related products, such as wines
and canned drinks, can be quite heavy. We
also have a very long-term view when we plan
our business strategies. The current generation
of grandparents may be at home now taking
care of their grandchildren and the households,
but for the future generation of grandparents,
they may continue working instead, limiting
the time they have to spend on the household.
Having the option of your deliveries being sent
right to your doorstep will be very handy for
these groups of people.

SCA: How will this increasing focus on
e-groceries impact your supply chain
processes, especially in terms of last
mile distribution?
DY: One of my job responsibilities is to look

for logistical solutions. With each logistical
solution, we will come up with an operating
model. With each operating model, we will
impose the available data and see which is the
most efficient. It has to be customer-friendly
foremost and cost-efficient. One option we
are looking at is deliveries carried out at the
selected supermarkets in different regions of
Singapore, to be directly sent to the customers’
homes. This is the online fulfillment via the
supermarket. Another option is having a single
distribution centre to handle the online orders.
The current question is whether to go towards
centralisation or decentralisation. When you
opt for centralisation, there is stronger chance
for automation. The “Dream Automation” is
this huge vending machine of warehouse
size. Imagine simply slotting in an order into a
machine, then having the machine churn out
the ordered products to the Staging Area for
delivery to the customers.

Dialogues
SCA: What do you think the future holds for GLS?
DY: For GLS, our ultimate aim is to reduce the labour content from the logistics process as much as possible. This will enable the staff to do their

work much faster through seamless processes and automation. For example, we plan to RFID our pallets. This means that when we deliver to
the stores, the stores do not need to know if these are the right packages. The packages just have to pass the gantry and it will be shown if they
are in the right location. This will ease the job of the staff, so we can instead focus on improving the skills of the workers. In the future, I imagine
that instead of having forklift drivers, we will hire job controllers. One job controller will manage five auto-guided vehicles (AGVs). This means that
instead of one driver driving a forklift, a job controller can control five forklifts and direct them to where they need to go and what they need to do
in a certain sequence. In this situation, we will provide training to workers to be job controllers. Another part is also having automated forklifts to
place the deliveries into the trucks. I am not saying this is what GLS will do, but this is my dream.

Automation Sortation Distribution Centre

Located at Jurong Singapore, Fairprice’s Automated Sortation Distribution Centre is the first of its kind in the grocery retail industry in
ASEAN. The centre houses a cutting-edge Material Handling System (MHS) that consists of a re-circulating cross belt sorter system
with paperless Pick-To-Light technology.
With the MHS, business volume capacity has increased, with optimal volume capacity doubled to 110,000 cartons a day. The system
has also enhanced operational efficiencies by reducing the working hours by 23 per cent, as the automated and computerised system
allows for higher accuracy in sorting and more control over distribution and tracking of goods. The implementation of MHS has also
led to cost savings in terms of equipment usage as well as less overall forklift traffic congestion and improved workplace safety.

The MHS comprises of 4 main sub-systems:
1) Storage System

Goods are assigned to various storage
modules according to their movement
class or order demand. For example,
the fastest moving goods are classified
into the “A” category storage module.

2) Order Picking System

To enhance productivity, many store
orders are first consolidated into
batches. Picking technologies such
as batch picking, pick to light, pick to
tote box and Radio Frequency system
are then used for accurate and efficient
picking. The inventory system is always
updated real-time online.
The Pick-To-Light Technology interfaces
with the Warehouse Management
System (WMS) to direct the picking
operation in a completely paperless
and hands-free manner. It speeds up
the picking process and reduces the
amount of labour needed to man the
automated picking module as staff
need not remember the details of
the batch order. Every pick location
comprises of a lighting panel and
keypad, which will reflect the required
number of cartons for each good. The
staff will pick the required cartons and
place them on the conveyor belt for
sortation.

3) Conveyor Belt System

There are five conveyor belts that feed
the sorter. Each conveyor belt transports
picked items from the different picking
modules from different parts of the DC.
The items are transferred onto intelligent
carrier cells to be sorted.

4) Sortation System

The Sortation System sorts and tracks
product orders by each store. A
barcode scanning station with 12 laser
scanners reads the product barcode
and links the product to its respective
order. The carrier cell then drops the
product at the appropriate sorter lane
via a software that maintains a map
of stores-to-sort lanes allocation. The
high-velocity sorter can handle up to
20kg per carton of grocery products of
various sizes and can sort up to 7,200
cartons per hour. This is one of the
fastest sorter systems in this region.
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Mr Onno Boots
Regional Managing Director of MNX

SCA: What is your current role in MNX
and other business opportunities that
you are working on?
OB: Being the Managing Director at MNX

Venturing into
Unchartered Territory

S

upply Chain Asia caught up with entrepreneur extraordinaire and inspiring leader, Mr
Onno Boots. Mr Boots was formerly the Regional Managing Director of TNT Asia.
Having spent more than 24 years working for the company and participating in various
innovative projects that led to the company’s rise in status and growth in the industry during
his tenure, Mr Boots has since set out on his own. Besides running MNX - a global provider
of specialised, expedited transportation and logistics services – he is also involved in various
ventures as director and investor. These include companies in the remote monitoring of Cold
Chains, Reverse Logistics and an innovative Biopharm packaging solution.
Mr Boots moved to Singapore in 2005 to assume a senior Regional position for a European
multinational company and foresaw the biggest growth of the region during his tenure,
whereby the company’s revenue grew almost 3-fold over a 5-year period. With his new
status as an entrepreneur and investor, Mr Boots shares his thoughts on Asia, particularly
in the areas of innovation and talent development of supply chain management.
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is my full-time role today, and I basically do
everything here since it is a small start-up. After
25 years of corporate life, I had a strong desire
to go back to my entrepreneurial roots. While I
received offers from several major corporations
in logistics, I decided to focus on building and
innovating infrastructure. In MNX, which is a
30-year old privately owned company, I see
that opportunity since the company is new in
Asia but rather established in the US with a
substantial turnover. MNX’s current presence
in Asia is opportunity-driven and confined to
Hong Kong and Australia to support current
customers. My role is to proactively drive the
company’s expansion plans in Asia and convert
agencies infrastructure into MNX-owned
as well as open more centres in Asia with
implementation plans to expand its four core
businesses in biopharmaceutical & medical
device, life science, aviation and entertainment
industries. As a board member in MNX, we
have an aggressive expansion plan to grow
the Asia Pacific business substantially in the
next few years. I am also personally involved
in driving a global expansion plan for our
biopharmaceutical business.

Dialogues
SCA: Do you think you will be affected
in your developmental plan without
the backing of a global company like
TNT in your entrepreneurial work,
especially when it comes to financial
backing?
OB: I don’t think so. While large corporations

have the advantage of having large resources,
smaller companies can be nimble, agile, flexible
and responsive to changing market conditions
much faster. When you move a company
over a certain level of turnover, the level of
complexities changes dramatically. I see that
in MNX, but with the experience I have gained
throughout my career with large corporations,
I am able to leverage what I have learned to
professionalise the company to meet these
new growth challenges. Twelve years ago, my
previous company gave me the opportunity
to push through an initiative that grew from
an idea to over a couple of hundred million
turnover project for a specialised segment of
the business. Today in MNX, we have many
new ideas as well that are being turned into
exciting new innovative propositions to the
market. We may not have that abundance of
resources, but it will not stop us from finding
smarter ways to get things done and being
small means that we can be more flexible
and move faster in bringing these ideas to
the market.

SCA: When did you first come to Asia
and when did you move here? What’s
your view of Asia?
OB: I first came to Asia around the early

1990s when I visited Singapore, Thailand,
Hong Kong and China and quite often after
that to manage business opportunities. I
officially moved to Singapore in 2005 when I
came over to head up a large business as its
Regional Managing Director. Over the last 20
years, I have seen massive changes in this
part of the world, especially witnessing the
early years, where there was a “gold rush”
when many companies started exploring
opportunities in Asia, particularly China. But
by not understanding the “cultural differences”
and bringing wholesale Western-style of
business management, many companies
essentially failed, got burnt and made losses.
To me, Asia is more than just China, and while
I see the market being highly dependent on the
West for consumption, I am also seeing Asia
growing out of this dependency. This could be
due to the growing consumerism and rising
middle income in this part of the world.
Since my first trip to Asia, I have always wanted

to be a part of Asia’s economic dynamism and
I have made my desire known to the company
before they let me have a go at it in 2005.
Two-third of the world’s population is living in
Asia and about one billion Asians are emerging
from low-income to middle and high-income,
and that process has accelerated over the
last few years and it makes this region very
exciting to me.

SCA: Do you think there is a particular
set of Asian work ethics?
OB: Yes, definitely there is. It is most obvious

when I go back to Europe where you can feel
and see that everything is reasonably mature
to a certain level. However, if you go around
every corner of the street in Asia, people mean
business! I call them “busy beavers” here in
Asia, whereby everyone wants to do business.
The degree of opportunism here is far greater
than in the West. The willingness to look at
business opportunities and the eagerness to
learn and grow here compared with the rest
of world is the reason why this place is much
more exciting for people like me who want to
be a part of it. That level of productivity is hard
to match back in the Western world.

One of the key observations I had since I came
here is the lack of perception from Western
leaders of how Asians work. While they can
read Asian developments and news from
reports and papers, it is not the same as being
here. The transformations are so real when I
came here that I frequently invited my previous
management to come and see and learn about
what is actually taking shape here in Asia – that
it is beyond just China and India. I encouraged
them to learn about understanding the different
cultures and the speed of transformation to a
potential economic powerhouse.

do three to four things very well and excel in
them. This is what we do in MNX! We focus
exclusively on the Entertainment Industry
(working for the major global film studios),
Aviation Industry (eg. AOG & Spare parts
Logistics), Life Sciences Industry (Bio Pharm
& Medical Devices) and lastly, the Critical Parts
Logistics markets (this spans across verticals
and includes forward stocking). Every one of
these areas MNX does really well and I was
pleasantly surprised about how well MNX was
organised towards these markets and how
they have developed a unique infrastructure
to support its focus globally. This is further
underpinned by its backbone IT platform. I
have seen many internal IT systems in my
career but the MNX system beats many of
them hands down in terms of user friendliness,
customer interface and functionality, that
provides not just web-based real-time track
& trace (a hygiene factor) but also real-time
costs transparency on shipment level, lane
level (in Clinical Trials even at protocol level),
and, in other words, just about anything that
is relevant to our customers in managing and
controlling their cost of the supply chain. In
summary, with the global footprint, a very
clear focus in specific areas, as well as the
flexibility and responsiveness to our customers,
MNX has been growing quite rapidly over the
last couple of years. Managing that degree
of focus, dedication and flexibility in larger
players today is challenging as the mainstream
revenue generally accounts for most of the
businesses, and the niches I referred earlier
are generally too small to justify the degree of
dedication, and eventually become more of
an afterthought.

SCA: How do you view SMEs in Asia
in terms of their ability to compete in
the face of global competition? Could
you identify this in your work in MNX
as a SME and your ability to compete
against the likes of the global logistics
players today?
OB: Well first of all, MNX is not an SME. It’s

a globally established player with offices in
the US, Europe, Middle East, Africa and Asia
Pacific - with substantial global revenues.
Secondly, the larger players have been
marketing an ever-expanding broader service
portfolio over the last ten years. It has the
tendency of trying to be everything to everyone
and I don’t believe in that. My principles in
life are simple and say that you can probably
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Dialogues
SCA: Being a European who is sent
here as a regional leader, do you
see that most Western corporations
would rather send someone from their
region to head up their operations
here in Asia, rather than appoint
Asians as leaders for the region?
Do you think you will ever see more
Asians rising to the top of Western
organisations?
OB: Of course I do. When I first came to Asia

to head up TNT Asia’s operations, based on
the countries I’ve been to, I saw with my own
eyes that there is an abundance of talents
available in the company, but the utilisation
of its potential could be further developed
and more optimally utilised. For me, it was
more about creating an environment for this
company to become successful, to accelerate
its growth, and be able to move the local
talents up the corporate ladder while attracting
more talents to join us.
As an expat, I see my role as someone who
can create something, make it successful, and
then you create an environment that attracts
talented locals so that you can move them up
and then you move out.

SCA: What do you think are the key
logistics and supply chain challenges
in Asia?
OB: To put this into context, I should relate my

views to what I saw in Asia in the early 1990s
when many European and Western companies
were already sourcing in Asia, but infrastructure
developments were lacking. As such, many
of them set up European Distribution Centres
to sequence their distribution to the markets,
whereby they sort and deliver directly to their
customers. Those long stretch supply chains
then were much more difficult to manage than
today whereby infrastructure, technology and
people – the three basic components to the
success of supply chain management - are
much better developed to enable a more
efficient logistics and supply chain operations
management.
This is one of the biggest transformations that
I have seen since coming to Asia.
However, the challenges I see for logistics
and supply chain in Asia are much more
complex since every country and region are
driven differently due to the different level of
economic maturity. In addition, the level of
influence over the infrastructure and regulatory
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environment is different with the fragmented
governments in Asia. As there are massive
funds-committed infrastructure developments
in Asia, I feel that sub-standard structures will
slowly become a non-issue over time. The
biggest challenge today will be the regulatory
regime in Asia, which can be subjected to
different interpretations by different government
bodies and even within different states in the
same countries.
To me, the logistics environment in Asia is
a level playing field since all logistics service
providers must manage the same infrastructure
and regulatory complexities here. This is
where I see opportunities for corporations to
differentiate themselves, as there are just too
many “me-too” companies here. Many times,
companies complain about the problems
created by customs and infrastructure when
they could have discovered new and innovative
ways to improve the logistics propositions here
in Asia. A classic example for me would be
when we embarked on developing an Asianwide Road Network where we had to work with
different customs across several boundaries
to come up with new rules and regulations
for an Asian transportation network. The
project certainly had influence to infrastructure
enhancements that did not even exist when we
first started our network in 2005.
Clearly, there are still further leadership
improvements needed in terms of making
things happen for logistics here in Asia.

SCA: Do you see a lack of innovation
adoption in Asia? Do you attribute
this to the lack of funds or something
else?
OB: It is very obvious to me that our industry

is not known as an innovator. We have been
rolling out the same business models for the
last 30 years. When companies from the
West come to Asia, they have to deal with the
challenges of operating in Asia but instead of
finding new ways to operate here, they bring
with them the same way of operating in the
West. That practice may work here, but to a
certain degree only as that may not be the most
effective way of operating in this environment.
There is a need to understand Asia inherently

and not just from research papers and articles.
You need to feel this region and be part of it
to be able to understand that culture plays
a far greater role here than anywhere else in
the world.
I moved from not understanding how Asia
operates to sufficiently becoming a part of
the Asian development since I relocated
here. I still remember in my early years as
the Director of Global Accounts based in
Amsterdam and chasing a major computer
manufacturer account in Taiwan. One day, I
received a call from our Taiwanese account
manager who instructed me that we were at
a stage whereby I might have to come over
to Taipei on a short notice when needed.
True enough, a few days later, I was asked
to come over to have dinner with a group of
senior executives from this company. During
the dinner, nothing with regard to the contract
or terms was discussed. Two weeks later, we
were awarded the contract. I remembered
calling the account manager and said that we
have not even talked about the rates. Yet, this
is one of the key differences in how Asians
conduct business. Sufficient trust was build
up over time and that was the key difference
and reason why we were awarded this deal –
something different from the Western world,
which is driven by facts first.

SCA: Do you see rising awareness
towards innovation in this industry?
OB: Again we need to see this in the right

context. Singapore is a much more mature
economy in Asia and being small, there is
a need to invest in long-term strategies.
Therefore, Singapore has reached a level of
maturity that makes this country more aware
of innovation in this industry. For the rest of the
region, we do have countries like China, with a
centralised government, who can make things
happen because they have a clear vision on the
enablers of the economy and what is needed.
India is a far more complex country than China
and even though they have a centralised
government, it almost seems that the country
is run like 28 states.
Singapore plays a unique role in mentoring
and working with countries in Asia to develop
the economic enablers for this region to grow
– of course, this is also in the interest of the
economy of Singapore. I remember vividly
that when I started expanding in Asia, we got
support from the ministers in linking us up with
the Vietnamese government and customs
to discuss the challenges of setting up the
Road Network. This form of collaboration at a

Dialogues
country level will facilitate more initiatives that
will lead to further enhancement in economic
developments in Asia.

how high you can rise. This is no longer just a
job-based market but one that could support
a career-based proposition for young people.

SCA: Many professionals in our
industry are classified as “incidental
professionals” as we did not have
a formal background in training for
this industry. What do you think this
industry need to attract more young
talents to join?
OB: It’s interesting to note that during the

For young people who join this industry, I have
another advice for them. Forget about the
books and concepts that you have learned
from school. Don’t misunderstand me, studies
are important and they provide the basic
foundation for entry into the working world. The
reality of our industry is that we are dealing with
so many moving factors that the interpretation
of it is always different. For young people who
wish to succeed in this industry, you will need
to roll up your sleeves, prepare to get dirty
and inherently understand the intricacies and
business of supply chain management, at
various levels of its chain.

1990s there was hardly any role that specifically
identifies a supply chain person, such as
“Supply Chain Manager”. At the most, you
get a “Transportation Manager” or “Warehouse
Manager”. However, with sufficient growth
in the market, the “how” becomes more
important than just doing something right.
If you can do it more efficiently, that would
be a differentiator and Apple is a classic
example. The entire machinery in Apple is
geared towards its supply chain with its lean
operations. With the rising recognition towards
logistics and supply chain, transport managers
became logistics managers and supply chain
managers and directors and today, this position
is even in the board level. This change occurs
in less than 25 years, and it is what makes it
interesting for talented individuals to want to
join or study in this industry.
In addition, we are assisted by the fact
that the banking industry is in some form
of disarray over the last 10 years, whereby
traditionally, they are the main attraction as
a course of study for students in universities
and polytechnics. Today, that attraction is
diminishing, giving opportunities for industrieslike supply chain to shine and attract more
talents into it, making this industry “more sexy”.
To me, if there is ever a moment to position this
industry to attract young talents, it should be
now. With more and more companies such as
Apple focusing on supply chain to boost its
success – of course they must already have
the right products in place almost as a hygiene
factor - we are definitely an industry that has
full potential of growth and career progression
for talented individuals.

SCA: Finally, what’s your short and
mid term view of this industry?
OB: If you asked me this question two

years ago, I would have probably given you
a different answer. Two years ago, it was all
about being green and CSR. While this is
not gone, it is much more embedded into an
organisation’s overall strategies. What I see
is that many organisations are going to move
back to regional sourcing, while managing their
needs to be more efficient and environmentally
friendly. I remember saying in a conference a
few years ago on the process of how a phone
gets assembled where it moved from China
to Vietnam and back to China then to Brazil
and then China and to the market. That is an
inefficient and undesirable process but how
can it be that it still pays to do that? That is
the question that we all need to answer. If we
can find an answer to that, we will be able to
find the answer to how we can become more
sustainable while at the same time efficient
without going through the phone assembly
process.
So where is our industry going? Unfortunately,
we are still driven by low-cost labour and in this

instance, we will continue to see companies
moving to the inner cities in China now, then
to North Vietnam and maybe to some parts
of Indo-China and even to Africa ultimately as
resources get more expensive and depleted.
Don’t get me wrong as I do see this as
economic sustainability but as long as low-cost
production is a driver, this will always happen.
And in the midst of all these developments,
supply chain will remain a given in ensuring
movements but this does not raise any hopes
on being kinder to the environment.
For me, business will become much more
global and Asians will be far more involved in
this economic development and growth as the
centre of growth opportunities.
I am still waiting for companies in this industry
to change the way they conduct business over
the last 30 years. While I am not certain it will
happen in the next few years, I am still looking
for an “Apple” in our industry who can create
the next “iPod” or “iPhone”. Today, we are all
selling the same thing but calling it different
names and I believe significant changes and
innovation in our industry will only arise through
a major paradigm shift to change the pace of
development and recognition for professionals
in supply chain.
Finally, I believe there is a strong possibility
whereby an Asian player will rise to compete
with the likes of the integrators on a regional and
global level. While I do not envision a takeover
of the BIG 3 integrators by an Asian company,
I do believe there will be consolidation of the
mid-level players – with a possible acquisition
by an Asian-based company. But as long
as there is a need to move things, this is an
industry that will remain – and we will continue
to learn to do this with a better understanding
of the global business environment, and doing
it better and faster than in the past.

SCA: What do you think are the “sexy”
parts of this industry?
OB: For a start, we are global in reach, scope

and outreach. Secondly, we see careers in
this industry rising to the board level in major
corporations – especially in Fortune 100
companies. If you start from the bottom of the
career chain, you realise that there is no limit to
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Mr Yves Bernard
Braibant
CEO of Big C

Thriving Thai Enterprise

B

ig C recently announced that it planned to invest approximately 8bn baht (US$238-272m) this year, roughly double its
budget in previous years, as the company plans to be more aggressive on store expansion. Controlled by France’s Casino
Group, Big C is the leading hypermarket chain in Thailand with headquarters in Bangkok. Also operating in Vietnam and
Laos, the company typically invests about 4bn baht annually. Big C’s rapid expansion reflects the company’s ambitions, with
plans to reach sales growth of nine to ten per cent in 2013.
With ASEAN seen as one of the bright spots in the world not overly affected by US fiscal cliffs and the euro crisis, it is valuable
to learn more about such successful case studies. In this dialogue, Mr Yves Bernard Braibant, CEO of Big C, will discuss about
the growing success of Big C and its future plans.
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Dialogues

SCA: Could you tell us more about
your role at Big C and the history of
the organisation?
YBB: Big C Supercenter is celebrating our

20th anniversary this year. We are the co-leader
of Thailand’s hypermarket sector and run a
network of over 350 stores in all trading formats
ranging from supermarket and proximity stores
to specialty stores, such as pharmacy and
wholesale clubs. Our business is based on the
simple question of “how can we best serve the
needs and preferences of customers from all
segments across Thailand”.
My career has always been with the Casino
Group. I have been the CEO of Big C Thailand
for 12 years after my tenure as the CEO of
Libertad in Argentina.
My passion lies in providing the best services
to customers and creating long-lasting
contribution to the communities – the values
of which I always try to promote among
Big C employees, whom I considered my
Big C Family. The Big C Foundation that I
set up contributed over 250m baht to the
provision of better education opportunities for
underprivileged children nationwide through
construction of 37 school buildings and 28,000
scholarships.
Since last year, I have also taken on the role
of the Group’s Regional President for Asia
– overseeing Big C Vietnam and exploring
opportunities in other ASEAN countries.

SCA: Big C is one of the largest
retailers in Thailand with aggressive
expansion in many formats, can
you share with us your vision of the
future supply chain network and the
state-of-the-art technologies to be
deployed?
YBB: We are using four distribution centres

(DCs) at the moment. Our current system
uses RF technology across all processes from
receiving to dispatch. We are also introducing
voice picking, voice stock counting and greater
use of GPS tracking within our transport
management system to drive greater and more
dynamic management of vehicle resources.
In 2014, we will open two new DCs for
fresh food and dry products. These DCs
will be technology-driven and equipped with
advanced automation. For example, the DC
for our Mini Big C proximity store will use
conveyors to achieve horizontal and vertical
stock movement as well as “voice” and “pick
to light” technology.
The fresh food site will have less automation
but will also use “voice” technology and “hand
held” terminals. We are also designing energy
saving technology into this site with the heat
generated from the refrigeration system being
used to provide hot water for the tray washing
machines.

SCA: What are some of Big C’s major
challenges or obstacles that you and
your team have encountered?
YBB: Retail business changes quickly. To

be successful, we need to be dynamic,
open-minded and respond well to changing
customer behaviours and preferences.
After we integrated Carrefour operations in
Thailand in 2011, Big C as an organisation
grew twice as large as it was a year ago. Our
stores and staffs almost doubled. We had a
bigger supply chain to service. The challenges
that we faced then was in synchronising the
whole company to move efficiently towards
the shared goals, while at the same time, be
dynamic and flexible enough to adapt quickly,
address challenges and stay ahead of the
competition.
Our people and core values are the key to
our success -- they rise to the challenges
and overcome them. The hard work of Big C
family enabled us to achieve synergy from the
Carrefour integration ahead of schedule and
drive Big C forward to become the co-leader
of Thailand’s hypermarket sector.
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SCA: Big C has been strengthening its
presence in the region by expanding
into other countries such as Vietnam
and Laos and recently acquired
Carrefour operations in Thailand. Can
you share with us your growth plans
for the next five years?
YBB: Our vision is to be the number one

Right after the integration, Thailand was hit
with the largest and longest flooding in 50-year
history. All our four DCs, as well as a large
number of our suppliers’ plants, were flooded
and had to shut down. Our operations and
supply chain then were severely disrupted
which, combined with customers’ panic buy,
caused widespread out-of-stock on necessity
items.

In Vietnam, we are the market leader running
over 50 stores of all formats. We are seriously
exploring opportunities in Myanmar, Laos
and Cambodia to reap the benefits of the
upcoming AEC.

However, the flood and its effects also forced
us to rethink our supply chain strategy. After
the flood subsided, we reorganised our DC
and supply chain system to increase efficiency
and accuracy. As of now, our DCs are fit-forpurpose, our service level is on our way up
and out-of-stock rate has decreased to a
satisfactory level. We have also planned to
build new DCs in 2014 to mitigate risks of flood
and ensure business continuity.

modern retailer in Thailand and a major player
in the region. In Thailand, we are co-leader of
the hypermarket sector and are now running
a network of 358 stores – which will grow to
1,250 stores by 2016.

SCA: Do you see any advantage in
the upcoming ASEAN Economic
Community 2015 to turn ASEAN
into a single market for Big C – at
least in terms of distribution centre
consolidation operations as well as
expansion within ASEAN?
YBB: Ultimately, AEC will bring free flow
of goods, services, labours, tourism and
investments. We see significant potential and
great opportunities to be tapped in every
ASEAN countries – that is why we set our
vision at becoming a major player in the region.

Our supply chain strategy in 2015-2016
is designed to fit with opportunities that
AEC will bring. However, there are hurdles
and obstacles that ASEAN governments
and private sectors have to work closely to
overcome. We need strong commitment
from all sides to reap the benefits of AEC.
For example, a consolidated DC cannot work
without customs and tax protocols that allow
goods to pass seamlessly through borders
of transit countries en route to its destination
without having to be inspected or levied every
time they cross borders. There are these kinds
of details that ASEAN countries need to work
out – but I am positive we will get there.

SCA: Are there any strains placed
upon Big C’s logistics and distribution
network due to current integration
with Carrefour?
YBB: In July 2011, we completed the

integration of 42 ex-Carrefour stores in recordtime of six months. Our main challenge then
was to reduce network and stock redundancy
between Big C and Carrefour supply chains.
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SCA: Any thoughts about launching
an e-commerce grocery platform for
Big C? Why or why not?
YBB: We have been running our online

shopping website and free delivery service for
over three years. We are currently the leader in
online grocery shopping. We are the first retailer
in Thailand to introduce virtual shelves and fullyintegrated online shopping platforms through
our mobile application for smart phones and
QR code scanning to satisfy the digital lifestyle
of Thailand’s 14 million smart phone users. Our
online shopping free delivery service covers
Bangkok and its perimeter plus four major
provinces. The growth rates of our online sales
are amazing. Our online sales and transaction
numbers grew three times during the last six
months alone. I believe e-tailing, e-commerce
and m-commerce are the trend of the future.
We will be constantly developing our interface
and service, while promoting awareness and
trials to maintain our leadership.

SCA: Is retaining talent an issue for
Big C?
YBB: Employees are the key drivers of

our success. At Big C, we go beyond
compensation and benefits. Everyone here is
a member of the Big C family. We don’t just
employ people. We foster relationships and
invest in our talent, and we constantly focus
on developing our people throughout their
careers, nurturing talent and encouraging
professional development in tandem with the
growth of the business. We constantly urge
our members to be dynamic, creative and
continuously develop themselves through
our talent programmes and improvement
tools such as our Big C Retail Academy and
E-Academy online learning programs. With
this vision, we have attracted, developed
and retained the most highly qualified and
motivated people in the retail industry with the
skills, drive, and leadership aptitude to take on
roles and responsibilities that are key to Big C’s
ongoing success.

SCA: What do you think the future
holds for Big C?
YBB: Big C trading network will grow
significantly in all trading formats (e.g.
hypermarket, supermarket, proximity store,
and specialty store) in the future. Our
hypermarkets will evolve under the shopin-shop and destination category concepts.
We will leverage our strong outlet network to
expand our business to cover extended retail
services such as tax payment, transport bus
ticket reservation and insurance in addition to
our current range of bill payment and financial
services.
We will constantly develop our services such
as “More Than Just Low Prices” and continue
to be “More Than Just a Retailer” by bringing
lasting contributions to Thailand and the region.
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Big C Supply Chain: Past, Present, and Future
Neil McCann, VP of Supply Chain Management
Dr. Apiruk Detwarasiti, Director of CEO Office

Neil McCann

Dr. Apiruk Detwarasiti

This article highlights how supply chain played a major role behind the recent success of Big C. In particular, it highlights how supply chain has
helped Big C overcome numerous challenges over the past few years as well as the vision of Big C supply chain to support future growth.

About Big C

Founded in 1993, Big C Supercenter PCL
is one of Thailand’s leading consumer retail
operators. Under the slogan of “More Than
Just Low Prices”, the company proudly
offers maximum savings and shopping
satisfaction to consumers from all walks of
life nationwide via its multi-format stores and
a perfect combination of low prices, a wide
and complete selection of quality products,
outstanding services and a fun and pleasant
shopping environment.
In 2011, Big C grew significantly due to its
organic development and the acquisition of the
Carrefour operations in Thailand which added
42 more stores in key strategic areas and two
distribution centres to Big C’s network.
As of April 2013, Big C operated a network of
387 stores in six formats comprising of 97 Big
C Supercenter (hypermarket), 16 Big C Extra
(hypermarket), one Big C Jumbo (wholesale
club), 20 Big C Market (supermarket), 158 Mini
Big C (proximity store) and 95 Pure Drugstore.
It has 4 distribution centers in northern
Bangkok operated by DHL and LF Logistics.

With over 27,000 staff nationwide, Big C is
rapidly expanding in all aspects as a result of
its successful organic development of existing
stores, accelerated expansion in all store
formats, and dual retail-property strategy. Big
C’s store network will grow to 1,250 stores
by 2016.

Supply Chain under Mergers &
Acquisitions

Big C completed the integration of the
Carrefour operations in Thailand within recordtime of just six months. This allowed Big C to
reap the benefit of scale more quickly, and
supply chain played an important role to enable
this success.
Prior to the integration of the Carrefour
operations in Thailand, Big C’s supply chain
was essentially a logistic organisation. Tasks
that typically belong to supply chain, e.g.,
demand planning and ordering processes,
were handled by the Merchandising and the
Store Operations teams. After integration,
there were a number of significant changes that
required special attention and support from the
supply chain organisation:

From a system perspective:
Big C’s store numbers almost doubled from
approximately 70 hypermarkets to 108. The
combined assortment grew significantly as Big
C and Carrefour were selling products in similar
categories but carried slightly different variants
– causing the assortment consolidation to end
up with many, but similar variants.
Reconciliation of master data was also
time consuming. For example, some items
were stocking products at Big C but not
Carrefour and vice versa. Some items were
supposed to be sold in stores not yet selling
them, while others were supposed to be
delisted from stores selling them. Supply
chain needed to align this quickly, taking into
consideration different distribution center
allowance processes and fees between Big
C and Carrefour, working closely with other
functions to make a seamless transition.
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From logistics perspective:
Big C’s existing stores are mainly outside of
Bangkok while most of the acquired stores
are in Bangkok. Different laws and regulations
between Bangkok and upcountry impacted
the ability to deliver goods to Bangkok stores
in large trucks. Existing stores and acquired
stores also have different working processes
and layouts that added complexity in working
with those stores. Supply chain needed to unify
these processes as well as re-optimising the
truck utilisation to serve both sets of stores
efficiently.
After the integration, Big C ended up with
two main distribution centers sitting on the
opposite sides of the main highway, and two
fresh distribution centers sitting few kilometers
apart. Supply chain quickly re-organised its
supply chain network to minimise redundancy
and increase efficiency across all operations.
Additional space was also rented temporarily
to accommodate additional volume during
integration and consolidation.
From organisational perspective:
Big C began to adopt a new structure that
favours central ordering and replenishment.
This involved the first phase of a crossfunctional re-organisation that saw supply
chain taking a more end-to-end role beyond
logistics. In particular, supply chain started
to adopt roles originally belonging to other
functions, i.e., demand forecasting and
planning, demand breaking and allocating to
stores, and so on.

Supply Chain during the 2011 Great
Flood
During second half of 2011, Big C experienced
the worst, most severe and widespread
flooding (in terms of the amount of water
and people affected) in Thailand since the
1940’s. The floods affected 5.3 million people
in 64 out of 76 provinces from the North
to Central Thailand – and also resulted in
damages estimated at up to 156.7bn baht
(US$5.1bn). Seven major industrial estates
were flooded by as much three metres (10
feet). Barriers protecting these industrial
estates failed, resulting in flooding of dozens
of major factories and country-wide disruption
of manufacturing supply chains.
For Big C, 44 hypermarkets and 28 small
stores were affected by the floods. Five
hypermarkets, 14 markets and one standalone Pure Drug store were temporarily closed.
All four distribution centers were affected and
had to close. Out of stocks was the number
one problem due to closure of suppliers’ as
well as sub-suppliers’ factories and Big C
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owned distribution centers. To handle this
situation, Big C used provincial stores as hubs
to distribute products, implemented parallel
process to handle more volume of emergency
orders, and opted for more direct deliveries
during the closure of distribution centers.

Supply Chain Post-Flood and Beyond
The flood crisis proved to be a great opportunity
for the Big C Supply chain to learn its capability
gaps, reassess itself and plan for a better
future. With this learning process, the new
supply chain strategies to close the gap,
maximise efficiency and accommodate future
growth are as follow:
Short-term
One of the immediate priorities in order to
better assume an end-to-end role was to
re-communicate supply chain’s new role &
responsibilities to other functions. To increase
efficiency further, the supply chain team is
being re-aligned and is now co-locating with
the merchandising team. This enables clearer
points of control as well as more established
channels of communications.
With the accelerated growth of Big C’s small
store formats to around 1000 stores by 2016,
Big C supply chain has also embarked on
reorganising its overall infrastructure to reflect
the growing importance of smaller-store
formats, to simplify operations and drive cost
and productivity initiatives.

Medium-term
With rapid change in the competitive landscape
and consumer behavior, the supply chain team
needs to ensure that its strategy is also fully in
sync with Big C’s corporate strategy. The key
levers to enable this include:
• Simplifying the network by building new
distribution centers at strategic locations
while closing existing ones
• Utilising state-of-the-art technologies, e.g.,
pick by light/voice
• Mixing of in-house and out-source
management to create optimal balance of
efficiency and cost while improving service
and product availability
• Selectively increasing centralisation on key
products
• Ensuring better collaboration with both
internal and external stakeholders
• Enhancing the quality of existing tools
• Devising a more robust Business Continuity
Plan in preparation for an unforeseen crisis
Long-term
With ASEAN Economic Community (AEC)
coming in 2015, Big C’s supply chain strategy
will be ready to support the upcoming free
trade in goods and services, as well as free
flow of skilled labour, investment and capital.
With Thailand strategically situated in the centre
of the region, local supply chain infrastructure
will be called upon to serve cross-border
needs. Now is the right time for Big C supply
chain to prepare itself for an exciting future that
will be very different from today.
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Mr Peter Scholten

Vice President Commercial
of Saudi Airlines Cargo

Non-stop Flight of Success

W

ith over two decades of experience in international aviation and transportation management, Mr Peter Scholten currently holds
the Vice President Commercial position at Saudi Airlines Cargo Company, also known as Saudia Cargo, based in Jeddah, Saudi
Arabia. In this role held since October 2010, Mr Scholten is responsible for the global sales and marketing activities of the cargo
carrier. His career spans 14 years as regional VP on different continents, most recently at Dutch cargo airline Martinair. Prior to that, he
spent five years as Managing Director of Road Air Flora, a leading freight forwarding company in the Dutch perishables market.
In this dialogue, Mr Scholten will elaborate more on the success of Saudia Cargo and the challenges of managing air freight services in Asia.
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SCA: Could you tell us more about
your role at Saudia Cargo?
PS: As Vice President Commercial, I am

responsible for all the global sales and
marketing activities by Saudia Cargo, which
sells the worldwide belly capacity on Saudi
Arabian Airlines’ fleet of 145 passenger aircrafts
and operates 15 freighters spanning a rapidly
expanding global network of 225 destinations.

SCA: Saudia Cargo is currently one
of the leading cargo airlines in the
Middle East. Are there plans to further
develop or expand Saudia Cargo’s
services in Southeast Asia?
PS: Southeast Asia is a developing market

with an enormous business potential. In line
with our growth strategy, we are looking at
expansions into Bangkok and Hanoi.

In terms of developing our services in Asia as
a whole, we increased the capacity from three
to four freighters a week in Bangladesh, and
operate several charters recently to cater for
the spike in demand. We are looking at starting
up freighter flights in Chennai and we are
planning to build on this growth by continuing
to undertake feasibility studies with regard to
new markets.

SCA: Could you tell us more about
Saudia Cargo’s unique specialisations
and the motivation behind the
decision to specialise in these product
offerings?
PS: As the major freighter operator in the

Middle East, we specialise in providing a wide
range of products, including charters and the
transportation of various types of cargo ranging
from valuables to live animals.
We constantly strive to improve our product
offering while bearing in mind the changing
requirements of our customers. For example,
as a result of the economic downturn, we
have seen growing demand for cost-effective
solutions for the shipment of non-urgent cargo.
We therefore launched ‘BellyFlex’ in 2012, a
low-end belly product with longer transit times
at hubs. By using the extensive Saudi Arabian
Airlines (SV) passenger network, ‘BellyFlex’
is able to deliver less urgent shipments at
affordable rates with a transit time of 4-8 days
from origin to destination.

in the Kingdom so that we can transport
and store pharmaceuticals at the required
temperatures. Other developments planned for
the coming year include an upgrade of our live
animal product and the re-launch of our cargo
baggage product.

SCA: While some airlines posted
falling cargo demands, Saudia Cargo
managed to set an all-time record
in 2012, resulting in a 21 per cent
increase in revenue. How did Saudia
Cargo achieve this feat?
PS: Saudia Cargo’s unique geographical

location, aided by a strong economy, has
enabled it to grow at times when other airlines
have not fared so well.
Our growth can be largely attributed to our
expanding network. As well as introducing new
routes and increasing capacity on selected
destinations across the globe, we have recently
grown our share in the Indian Sub-Continent.
The main contributors to our growth have been
exports from Europe, East Africa and the UAE,
as well as cargo from our network into Saudi
Arabia and West Africa.

SCA: E-commerce is gaining major
traction in Asian countries such as
China. How do you think e-commerce
will affect Saudia Cargo’s business
strategy?
PS: The impact of e-commerce is felt more

at forwarder or integrator level. However, we
observe that the industry is moving in the
direction of paperless operations, and as
an airport-to-airport airline operator, Saudia
Cargo is also taking steps to embrace EDI,
E-AWB and other such initiatives. Increase in
e-commerce will shorten the supply chain and
we are well positioned to adapt to this as the
industry moves in that direction.

SCA: What makes you hopeful or
concerned about for the future of
logistics in Asia?
PS: The Asian air cargo market is currently
characterised by over capacity and pressure
on rates. This is particularly true with regard
to Asia-Europe due to the present difficulties
in the European market. It is, however, also
the case for Asia-North America. I believe that
2013 will prove to be even harder than 2012
and it may be some time before we see an
improvement in the situation.

SCA: What are the major challenges
that Saudia Cargo faced in managing
airfreight services in Asia?
PS: The challenges faced by Saudia Cargo are

no different from those faced by other freighter
operators in the Far East. Over-capacity,
combined with declining demand in Western
economies, has led to downward pressure on
yields. While our load factors are positive, we
are trying to focus on higher yielding business
that may be considered the biggest challenge
in the current economic environment. Having
said that, we are still expanding and increasing
capacity in the Far East this year.

This year we will be introducing new facilities
for the transportation and storage of
pharmaceutical products. To this end, we are
currently upgrading our cold chain facilities
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Insights on
Saudia Cargo

Saudi Airlines Cargo, also referred to as Saudia Cargo, has grown immensely since its humble beginnings several decades ago, and is recognised
today as a leading air cargo carrier in the Middle East.
With its continuous growth leading to a record of 21 per cent increase in revenue in 2012, the company is showing no signs of slowing down.
In line with its currently implemented growth strategy, Saudia Cargo has recently added two 747-8F aircraft to its current fleet, bringing the
total number of freighters operated by the company to 15. The addition of these freighters is expected to boost the company’s position in the
international market place. The new 747-8F is one of the top aircraft in the world, with the ability to carry 15 tonnes more than the Boeing 747400 currently in use. With a maximum structural payload capability of 140 metric tonnes, the new aircraft will be able to hold four additional
main-deck pallets and three additional lower-hold pallets.
Saudia Cargo’s expansion is not confined to its fleet. The airline has recently signed an agreement with Fast Forward Cargo to increase its
frequencies to West Africa. The new partnership will operate 175 flights between the UAE and West Africa. The flight will connect mainly to Lagos
in Nigeria and N’Djamena in Chad, via Saudia Cargo’s hubs in Riyadh and Jeddah. While plenty of Asian and European carriers are forced to
cut down services to major gateways such as Shanghai, Guangzhou and Hong Kong in 2012, due to decline in manufacturing, Saudia Cargo
instead has increased its scheduled freighter capacity out of these major cities.
The airlines’ expansion strategy pays off. According to information recently released by the Department of Civil Aviation in Dubai, in 2012 Saudia
Cargo transported 12,242 tons of cargo on its passenger aircrafts out of Dubai, making it the second largest airline carrying cargo out of Dubai
in the bellies of passenger aircrafts.
In a bid to meet the future challenges and to adapt to the vast expansion resulting from the remarkable increase in imports and exports to and
from Saudi Arabia, which it attributes to the strong economy, Saudia Cargo is preparing itself for a new era in cargo movement. In addition to
managing its own fleet, Saudia Cargo will also be responsible for the development of infrastructure, such as the current facilities at airports,
including the Cargo Village project at King Abdul Aziz International Airport, Jeddah, which is considered to be the most significant investment
project in the cargo sector.
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The Rise of the Chief Digital Officer

T

he challenges and opportunities for businesses in this digital age are enormous. Companies need to be fleet- footed to keep pace with
changing technology and consumer behavior. Business strategies now must be seamlessly interwoven with ever-expanding digital strategies
that address not only the web but also mobile, social, local and whatever innovation there may be around the corner. To help meet these
challenges, companies are increasingly looking for a Chief Digital Officer (CDO) who can oversee the full range of digital strategies and drive
change across the organisation. In this issue, members of the Consumer and Technology teams at Russell Reynolds Associates look at the rise
of Chief Digital Officers and their potential for CEO succession. Contributed by Russell Reynolds Associates

What is a CDO, and why does the
role matter?

Customers are demanding fresh information
and the ability to buy wherever, whenever and
however they want. The numbers are hard to
debate. More than 200 million iPhone and
Android smartphones now are in consumers’
hands, and demand shows no sign of abating.
Some 41 million apps are downloaded every
day, and social networking is expanding
on a geometric scale. Consumers are
leveraging their digital resources to download
information, compare prices, find the best
products and search for deals.
It’s no surprise then that the seniority and
calibre of digital talent that companies
are seeking to recruit are on the increase.
Traditionally, digital was positioned as part of
the marketing function within the business,
responsible for driving the organisation’s
online presence. The last two years have
seen the rise of the Chief Digital Officer, a
senior executive who sits at the right hand
of the CEO and is seen as instrumental to
the future of the organisation. For many
companies, especially those in the retail and
leisure sectors, digital is the fastest- growing
revenue stream, and a Chief Digital Officer
(or, sometimes, SVP Online) is extremely
important in driving that growth. In some
sectors, such as traditional media, the CDO
often will have been hired to help transform
the company as its products evolve digitally.
In both cases, the CDO needs to be someone
who not only has digital acumen but also is a
seasoned general manager who can operate
within a large-scale business and influence
effectively across the organisation. This is a
relatively new type of leader and one who is
hard to find, attract and retain. The increasing
importance of the role eventually will put
CDOs in the queue for CEO succession.
CDOs will be the executives with the operating
experience, management skills, strategic
mindset and vision to lead businesses in an
increasingly technological future.
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The spike in demand for Chief Digital Officers
has been felt globally. In Europe, the number
of search requests for this role has risen by
almost a third in the last 24 months. The
United States has seen the same growth in
half that time. The increase in Asia is less

“We are at the beginning of a
new era for social Internet
innovators who are reimagining and re-inventing
a web of people and places,
looking beyond documents and
web sites.”
- John Doerr; Partner;
Kleiner Perkins Caufield & Byers

pronounced, where the position remains
relatively junior, though things there are
evolving. The challenge in Asia is more
about attracting talented executives to join
established companies who otherwise might
set up their own digital enterprise.
The sharp rise in demand for CDOs has
been matched by an equally sharp rise in

the level of compensation offered. Today’s
high-quality CDOs command double the
remuneration levels of their predecessors,
reflecting the scarcity of talent and increasing
seniority of the role. Pay and benefits put the
Chief Digital Officer on par or above other
executives at Board or sub-Board levels. In
Asia, this trend has been less pronounced. It
will take time for companies there to escalate
the digital function to a more senior level—but
the continued rise in consumer Internet and
mobile use inevitably will drive similar demand.

What’s driving the evolution of
the CDO?

Social media and the enabling technologies
are fundamentally reshaping how consumers
behave. Smarter, quicker and more advanced
mobile telephony brings with it a wide
range of possibilities for business such as
media companies, retailers and information
providers. Services that combine social and
local elements are becoming the norm. All of
this is forcing organisations to rethink their
market and customer strategies.
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Some staggering statistics:
• In March 2011, Apple announced it
had sold its 100 millionth iPhone. As of
July 2011, Google’s Android Operating
System was on 130 million devices.
• In July 2011, it was reported that the
Apple Retail Store is handling 24 million
app downloads per day, and the Android
Market is handling 17 million app
downloads a day.
• As of September 2011, there were more
than 800 million users on Facebook. On
average, Facebook users install over 20
million apps every day. There are more
than 350 million active users currently
accessing Facebook through mobile
devices.
• In April 2011, it was announced that more
than 200 million people had signed up on
Twitter, while, in September 2011, it was
revealed that there were 100 million active
monthly users.
• In 2010, global revenue for the virtual
goods industry was over $7bn, according
to Ted Sorom, CEO of Risty, a virtual
currency platform.

What does it take to become a
CDO?

Given the complexities of their role, successful
CDOs require a broad blend of experiences
and competencies.

Experience

Digital experience, of course, is critical but
different combinations of skills are emerging
among Chief Digital Officers.
For example:
• E-commerce and transactional expertise.
The focus here is on driving traffic,
conversion and revenue. Often referred
to as SVP Online, these CDOs are
sought after by companies involved
in e-commerce, such as e-tailers and
manufacturers that move to direct sales.
These CDOs require change management
capabilities and the ability to manage
channel conflicts.
• Online marketing and social media
expertise. Here the emphasis is on driving
brand awareness, brand activation and
consumer engagement. These CDOs are
sought after by consumer-branded goods
and services companies and require skills
relating to new personalised/ localised
communications as opposed to mass
communications.

•

Transformative product and technology
capabilities (i.e., analog to digital). These
CDOs are sought after by traditional
media companies and require change
management capabilities that can impact
the whole company.

More generally, CDO candidates should be
familiar with web, mobile and social media—
and possibly local as well. They should be able
to plan and execute long-term strategy around
driving customer awareness, engagement,
experience and monetisation. When it
comes to innovation, candidates should
have experience developing new channels
and business models, as well as innovative
products and services. The CDO also must be
tech savvy; though knowing how to code may
or may not be required, the ability to manage
developers and ask the right questions is a
minimum requirement.
Importantly, the CDO is not only a digital
guru but also a seasoned general manager.
He or she should have experience running a
P&L. The role frequently is transformational
so change management experience is
important, either in turnaround or fast- growth
situations. In addition, as many companies
increasingly have global customers and
employees, international experience is key.
Therefore, CDOs will need to appreciate that
adoption of technologies across a business’
jurisdictions will vary. In other words, one size
does not fit all.

Competencies

As with any senior leadership position, a range
of competencies is required:
• Setting strategy. With the digital landscape
evolving so quickly, CDOs need to have
excellent strategic skills, with the ability
to chart the right course and make agile
alterations when needed.
• Executing for results. Strategic insight
must be coupled with a strong execution
orientation and an ability to deliver
results despite the complex and fluid
environment.
• Building relationships and using influence.
In today’s climate, the culture and
practices within a business can change
as quickly as those in the external market.
Chief Digital Officers, therefore, must be
able to build relationships across all levels
and functions of the organisation—from
the Board down to the front line—and
effectively manage conflict.
• Leadership. CDOs must in turn be able
to recruit top talent and to lead large and
(sometimes) globally distributed teams.
• Demonstrating cultural sensitivity. This
is particularly important, as those skilled
in new digital tools may view the world
differently from others in more traditional
parts of the business.

“Demand for CDOs is far
greater than supply. This
is fueling an increasingly
competitive war for talent.”

Digital Experience
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Where can effective CDOs be
found?
There is a wide range of challenges for those
recruiting Chief Digital Officers. One of the
most significant issues is that demand is far
greater than supply in all areas of the world.
This creates retention issues among the best
staff, fueling an increasingly competitive war
for talent.

After two decades of the Internet, there
is a reasonable cadre of mid-level digital
managers from product, technology or
marketing backgrounds. However, there are
relatively few senior general managers or
people who have worked across functions or
have had extensive Board experience. Many
candidates have acquired their skills in small,
nimble start-up type environments, making
them culturally unsuitable for large, structured,
matrixed corporates. Indeed, many of those
who work in digital want to remain in pureplay arenas. To attract these candidates,
companies must rethink how they structure
responsibilities.

“CDOs who demonstrate their
ability to manage change and
transform their businesses
almost certainly will lead the
way in the rise of the Digital
CEO.”
Perhaps not surprisingly, the greatest supply
of candidates is in the US. However, demand
in this region is equally intense, such that
finding the right talent in the US remains
challenging. Another issue, as many European
and Asian companies note, is that technology
executives from the US often grow up in a
particular silo, such as sales or marketing.
As a result, while these executives bring
tremendous functional expertise, they often
lack the broader leadership and influencing
skills that are needed for these more senior
general management positions.

For some companies, particularly those with
more traditional structures and career paths,
it can be a challenge to integrate digital talent
who will push the boundaries but may lack
the maturity needed to function effectively at
Board or sub-Board levels. For CEOs, such
appointments require an element of risk taking
and may include implementing and explaining
strategies that go far beyond the traditional
business model. In many cases, CEOs will
need to adapt to having a key member of
the inner circle who is far younger and has
a significantly different business background
from the rest of the group.
On the candidate side, those looking to
move into Chief Digital Officer positions
may be reluctant to join established
organisations, viewing them as old fashioned.
Many candidates come from cuttingedge, entrepreneurial organisations where
executives can have a clear and immediate
impact, and candidates often desire those
same attributes in their next employer.
They also want compensation packages
(particularly equity) highly geared to success,
which may test the compensation bands of
traditional companies.
Not only must organisations have an open
mind to hiring candidates who might not fit
the cultural norm of the business, companies
also will have to move very quickly when they
find and meet talent that has potential. The
current state of supply and demand almost
guarantees that other opportunities will be
available to talented candidates.

What does the future hold for the
CDO?

In many cases, the CDO will be the senior
executive handling the fastest growing
revenue streams within the business or
will be the executive holding the keys to
the company’s future—placing him or her
squarely in line to replace the CEO. CDOs
who demonstrate their ability to manage
change and transform their businesses almost
certainly will lead the way in the rise of the
Digital CEO.
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Advent of the Cloud:
Collaborative IT

L

ooking ahead into the future, effective
supply chain management entails being
able to navigate and counteract global
supply chain complexities. In order to create
agile and dynamic supply chains, there is
an increasing need for collaborations on a
global scale.
This is where the cloud comes in. Cloud
has immense potential in supply chain
management, especially as a platform
that allows for global collaboration at a
fraction of the risk and cost of the usual
“on-premise” software. The development of
cloud computing is driven by growing user
demand for programmes that fulfill business
functions just like traditional software but are
quicker to implement and require less upfront
investments. This makes cloud software
very attractive to businesses looking for “ondemand” web solutions that are offered on a
subscription basis.
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According to Gartner, the worldwide public
cloud services market is worth US$109bn,
with the market size predicted to expand
to US$206.6bn by 2016, in which supply
chain management (SCM) applications
significantly drive the cloud’s overall growth
simply because shippers are seeing more
educated and efficient decision-making arising
from the use of such SCM applications and
online collaboration. This is an indication
of the gradual transition to the use of
cloud computing, with the obvious benefit
being the increased visibility in processes
that require collaboration with business
partners and suppliers. These processes
are commonly used in the areas of demand
planning, sourcing and procurement, inventory
management, global trade management and
transportation management systems.
Especially for sectors, such as retail and high
tech, which use significant levels of offshore
providers or contract manufacturing, cloud
computing will provide a platform for supply
chain optimisation and agility in volatile global
environments.

What cloud computing can do for
companies

Of course, investment in cloud computing
must come with more than its own fair share
of benefits, of which the most important and
attractive are those related to costs and
supply chain performance.
Less capital investment
Sometimes the question boils down to one
simple but most vital question, which is “How
do you justify the cost of investment?” This
is especially relevant in the case of capital
expenditure, in which significant amounts
of money is invested in fixed assets. Thus,
it is actually much easier to use cloud
applications, which are based on a “pay as
you go” model, as compared to investing
in on-premise software and fixed capacity
infrastructure, which is not as flexible to
fluctuations in actual usage and needs.
Moreover, cloud solutions can be categorised
as an operational expenditure, negating the
need to go through the tedious process of
requesting budgets to make the investment.
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For start-ups and SMEs, cloud computing is
the perfect alternative to heavy investment
into on-premise software. There are fewer
internal IT resources needed as there are no
IT infrastructures to establish, no servers to
incur maintenance fees, no upfront licensing
fees, and no software programs to install
and maintain on premise and lower upgrade
costs. Cloud applications could prove to
be the edge for small companies or new
competitors with constrained resources to
level the playing field.
More visibility
To optimise a supply chain’s reliability and
agility in today’s interconnected and global
environment, visibility is the key. A wider and
better range of data on the everyday supply
chain functions and processes can give
more insight into obstacles, thus identifying
improvement opportunities that would allow
the supply chain to become more responsive.
What a cloud solution can do is to provide
a single source of data that is visible to all
partners and suppliers in the end-to-end
supply chain. Relevant data becomes quickly
and easily accessible in the cloud with its
24-hour web accessibility, leading to better
performance in terms of inventory planning,
forecasting accuracy and demand fulfillment.
The cloud is extremely dynamic due to its
ability to update data in real-time, which can
make the decision-making process more
effective and efficient. Such full visibility,
which arises from being able to pinpoint the
exact location of a product at any given point
of time, will allow one to easily identify and
address “problem areas” in the supply chain.
In terms of inventory planning and forecasting,
real-time data will result in better strategic
forecasting and alignment of inventory to real
demand signals across the multi-echelon
supply chains. The agility in the supply chain
will make it easier to shape demand and thus,
optimising customer service levels and safety
stock levels to achieve the highest possible
customer satisfaction and loyalty levels as well
as profit margins.

how do employees of the
organisation gain access
to the data?

who are the business partners
or traders in the supply chain
that will be given access to
the organisation’s data?

what kind of access
does the organisation
need for their different
types of data?

what are the partners
allowed to do or not do
with the data?

For a secure
cloud, think
about...

Reluctant route?
Naturally, there are factors that inhibit the
willingness of organisations to adopt cloud
computing, of which trust, intellectual property
concerns and security are the top main
inhibitors that makes it difficult to achieve
visibility between organisations throughout
the supply chain network.
The problem is that trust does not come
easily. Using cloud solutions requires a
modicum of trust as partners across the
supply chain would need to access each
other’s data for more effective demand,
supply and inventory planning, which could
potentially lead to abuse. It requires an
organisation to determine how much to trust
its partners, in terms of how much and how
early information is shared. Furthermore, to
encourage full collaboration, agreements
should be made that ensure partners do not
leak such information to rival firms and there
must be trust that all parties will uphold their
end of the agreements.
The other major inhibiting factor is security.
The possibility of losing control over data that
is housed in public cloud servers compared
to the security of housing data on internal
computers and servers may be a daunting
risk. It brings one to question whether data
will truly be secure on the web and what would
happen should there be service outages. The
issue can be combatted by using a hybrid
model of “public” cloud and “private” cloud
services in conjunction with on-premise
software, which would allow the organisation
to adapt the solution to suit their needs and
security standards.

Making the Vision a Reality
Cloud computing may not be able to replace
on-premise systems entirely as the size and
scope of the application is also a considering
factor. Large and complex enterprise systems
such as customised Oracle or SAP solutions
are still tough to translate into the cloud.
However, given the rate of technological
development, there is no doubt that this will
be a non-issue in the near future.
Still, it is a common consensus that effective
real-time decisions can only be made by
having consistent, accurate and accessible
real-time data. Cloud is a real-time software
tool that has much potential, however it
requires organisations to make a paradigm
shift from a “me, myself and I” type of thinking
to placing the best interests of the supply
chain network first. Therefore, in order for the
cloud to move forward, visionary actors must
be the first to lead the charge. Thereafter, the
rest will follow in their footsteps.
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How to get your product on the
shelves of large retailers

Contributed by Andreas Schotter, Ph.D.

S

mall businesses should follow ten
important rules if they want to place
their products on the shelves of large
retailers. But first ask yourself: Have you
already tested your product with your target
customers and can you provide data about
the tests? What is it about your product that
would make the retailer excited? Do you want
to sell your product directly to the retailer, or
do you want to license it to a manufacturer
who will distribute it for you? If you get in,
can you handle rapid volume increases,
and can you prove this to a retailer? Are you
prepared to share some risk with the retailer
in case your product does not turn around
fast enough?

The 10 critical rules

1 . K n o w w h y y o u r p ro d u c t
deserves shelf space over other
products. Think about a large retailer as a

company that wants to maximise rent for its
shelf space. This can be done in two ways, by
either generating greater margins or quicker
turnover. At the beginning you will likely not
able to compete on price, so it is critical to
know your product and what it can do for
the retailer.

2. Know your target distributor
and your end customers. A search
for the best retailer for your product starts
with you browsing stores for similar or related
products and to get a feeling for the type of
end-customers that frequent these stores. For
example, if you want to sell high-tech products
that need a fair bit of explanation, then a big
box retailer might not be the right distributor
for you. Make sure that the customer that
likely buys your product frequents the retailer
of your choice. Spend some time at the retail
stores to see what is on the shelves and who
shops there. Have a clear vision where in the
store your product would be positioned. Keep
that in mind when you present your product
to the buyer.
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3. Make sure you and your
product qualify for listing. If there is

an application process, be sure to read the
guidelines thoroughly before submitting the
paperwork necessary to apply to become a
vendor. The bigger the retailer is, the more
specific and often more expensive their
vendor requirements will likely be. Make sure
that you are able to meet the standards for
insurance coverage, electronic business
processing, labor law and product safety, and
delivery and lead times.

4. Check to see if the retailer
offers any special programmes,

including local vendor shows that serve as
an entry to regional markets or that offer
opportunities for women-owned or minorityowned businesses.

Visibility is extremely important. As a
newcomer, you compete with much
larger and more established vendors
for shelf space.
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5. Know your way in. Inside
connections are always helpful. Contact
the buyer or category manager by phone to
check when and how frequently they look
at new products. Try to see if you know
someone at one of the target retailers who is
able to connect you. However, buyers often
have to follow very strict rules, and being too
friendly can derail your sales efforts right at
the beginning.
6. Generate excitement. Determine
who should pitch your product to the
retailer. Your decision to either present the
product yourself or hire a representative to
do it for you depends on your product as
well as on your strengths as an individual
salesperson. In addition, if your product line
is one that involves frequent changes (like
fashion clothing), you may want to hire a
manufacturer’s representative who will present
your line, among others, but therefore more
frequently than you would be able to. In the
grocery industry, it is common to use a broker
who will sell your product for a commission.
If you have a one-time sales pitch that needs
to be done, you may choose to do it yourself.

7. Avoid product placement on
the “graveyard shelves.” Visibility

is extremely important. As a newcomer,
you compete with much larger and more
established vendors for shelf space. If your
product is not being put in an attractive spot,
you might not want to go ahead with the
listing. However, declining an offer might also
jeopardise any future opportunities.

8. Therefore, consider offering
some initial in-store promotion
activities for your product.

Retailers really want support from their
vendors, including in-store demonstrations,
point-of-sale displays, advertisement and any
other kind of promotion they can get. This can
help you to bump up sales at the beginning
and to make store personnel familiar with
your product.

9. Leverage your online
strategy. In today’s business environment,

it is critical to have an online strategy. With
very little resources, small businesses can
create a professional Internet presence. If you
are aiming for brick and mortar distribution,
your online presence should serve as a
multiplier. Don’t think “either or,” think “and!”

10. Be fully prepared for your
presentation before you meet
with the buyer. Know about the industry

standards for your product, including sale
terms, discounts, credit, shipping, allowances
and return policies. Be ready to present your
marketing and promotion plans, including
visualisations of in-store demos, point-ofsale displays, advertising, online presence,
etc. Have a sample of both your product
and its packaging, including bar code and
language requirements available. Packaging
is of great importance, and therefore yours
should follow the merchandising standards
of your buyer’s policy exactly. Have a product
brochure that provides thorough information
on the product, including wholesale and retail
prices, discounts, credit, shipping, allowances
and other sales conditions available. Prepare
a list of retailers currently selling your product.
Be prepared to prove that you will be able
to provide large volumes. This includes
manufacturing information and as much
evidence as possible to show how you or your
manufacturer will be able handle increased
volume while maintaining quality and on time
delivery. Be ready to talk about both your
business and your personal history.

Andreas Schotter, Ph.D., is a professor of strategic management at Thunderbird School of Global Management
in Glendale, Arizona. Before embarking on an academic career, Dr Schotter was a senior executive with several
multinational corporations in the automotive, industrial equipment, and consumer goods industries. He has lived
and worked in Europe, Asia, and Canada. Dr Schotter was the Asia-Pacific CEO of Bitzer International, a world
leading commercial refrigeration equipment manufacturer from Germany. As an entrepreneur, he jointly owned and
operated a manufacturing business in Australia together with a Chinese partner.
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Developing Effective
and Defendable Recall
Management Plan
Contributed by Jennifer Bilodeau, Reverse Logistics Specialist

Transparency throughout the supply
chain will not only become beneficial
throughout the recall process, but
scrutinised closely by regulatory
agencies and the courts.

M

ost organisations work diligently
a c ro s s t h e s u p p l y c h a i n w i t h
professional associations and
government agencies developing policies to
prevent recall events. Regardless the efforts
of an organisation in the supply chain may
implement, there is always the possibility of a
recall whether it is a supplier issue, an internal
problem, or intentional act of tampering or
contamination.
Burger King Corporation suffered one of the
most expensive product recalls surrounding
a Pokeman ball distributed in kids meals
from October through December of 1999
and packaging indicated the toys had been
tested and safe for children of all ages. The
balls were a plastic ball shaped container
roughly three inches in diameter. The ball
pulled apart revealing one of fifty-seven
Pokemon toys inside. The separated ball was
a suffocation hazard to children under the age
of three. A first report on December 11, 1999
of a 13 month old girl was issued reporting
half the Pokeman ball covered her nose and
mouth suffocating her to death, while an “18
month old nearly suffocated when a ball half
got stuck over her face”, according to the
US Consumer Product Safety Commission
(CPSC). The suction was tight enough that it
took the parent two attempts to remove the
ball half from the child’s face.
As part of a voluntary recall announced
December 27, 1999, Burger King developed
a plan to communicate the danger by
placing signage in restaurants, television
advertisements, targeted websites, and
multiple news outlets. The CPSC developed
a video in conjunction with Burger King
demonstrating the dangers of the toy that was
aired on national televised news.
Burger King Corporation was not only sued by
parents of children who were killed or injured
by the toy, but faced multiple class action
lawsuits seeking millions of dollars to pay back
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consumers induced to buy meals at Burger
King as a result of the collectible toy.
An editorial in National Restaurant News
commented that common sense is out of the
equation and manufacturers should concern
themselves with a highly litigious society. The
parents of a four-month-old who suffocated
January 25, 2000 claimed a family member
left the ball with the unattended child claiming
ignorance of the danger. The family alleged in
the lawsuit that they were unaware of the recall
despite the national communication strategies
implemented. Burger King conducted due
diligence and produced national media
coverage of the recall, offered a free order
of fries with the return of the toy, yet “60 per
cent of the toys entering the market were
unaccounted for”, according to an article in
New York Times. Burger King Corporation
had to assume most customers disposed of
the toys independently. This recall incident
is considered the “most expensive recall” of
all time based on multiple class action suits
and regulatory fines, according to National
Restaurant News.
Liability for product-related injuries has
traditionally been based on concepts of strict
liability and negligence that was reviewed
by the courts on a case-by-case basis.
According to a write-up by Jones Day,
“Today, class-action litigation, plaintiff-skewed
jurisdictions, ‘big dollar’ contingent-fee
counsel, activist attorneys general, and legal
actions based on public nuisance and recalls
are now commonplace”. Well-publicised
settlements have led to an extremely litigious
consumer base. What used to be a basic
product issue can quickly ensnare a company
into a complex legal crisis. Another writeup by Protoviti also states that “the best
defense is a well-documented and tested
recall management plan that focuses on
detailing organisational design, demonstrates
continual process improvements on existing

procedures, as well as annual testing of the
recall management plan identifying proving
diligence in the identification of new risks and
opportunities for improvement”.
Although every organisation is unique, a wellconstructed defendable recall plan will include
common elements. By exploring organisational
design, documenting early identification
procedures, controlling communications,
improving inventory controls, and conducting
mock recalls, an organisation can limit
additional financial liabilities resulting from
regulatory investigations and law suits.

Organisational Design

Developing a recall team and identifying
objectives designed to manage the crisis is
needed to identify, organise, and continually
monitor operational strategies. The recall
team should include a representation of
the organisation that will ultimately develop
and continuously improve upon recall
management plans, test the plan, provide
recommendations, and ultimately implement
the plan if the organisation is faced with a
recall event.
Key players on the crisis management
team should include a senior staff member
from operations who understands how the
organisation functions overall. According to
the Food Products Recall Manual, “senior
Operations serves as a team leader reporting
to the Chief Executive Officer and Board of
Directors”. Other members would include
specialists in public relations, marketing,
logistics, quality assurance, accounting, as
well as an attorney. An organisation may
need to consider adding a scientific or
engineering advisor depending on the product
involved in the recall. A well-constructed recall
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management team will define ownership of
the process as well as clearly defining roles
and responsibilities of the recall management
team.
The organisation should work specifically
identifying potential recall risks, and
understanding what the organisation
can financially bear and review insurance
policies to help absorb that risk. Most recall
insurance coverage will pay for the cost of
the recall including outside experts, costs
associated with publicising notifications,
repair or destruction costs, as well as
transportation costs. Additional product
liability typically compensates expenses
associated with a consumer’s injury or
illness. Food Products Recall Manual also
states that “lost revenue coverage can be
found for accidental contamination where
the product is distributed with an unknown
defect or malicious tampering resulting from
criminal acts”.
Examine organisational design to identify all
internal and external stakeholders. Aside from
internal contacts to disseminate information,
a list of suppliers, distributors, retailers, and
government agencies should be included
with contact information. In the event of a
recall incident, a list of critical contacts clearly
defining their association and responsibilities
will help expedite the implementation of the
crisis management plan and ensure all parties
are in the communication chain.

Early Identification Procedures

The recall management team should ensure
there is a documented system in place for
product information, consumer complaints,
warranty returns, insurance claims, or
any other reports indicating a potential
risk of product defect. According to the
Food Products Recall Manual, the recall
management plan should identify the process
used to evaluate those reports and document
findings. The recall team should review the
report, gather facts, and make decision if
the recall is necessary. While managing
complaints, it is critical to gather specific
information. A report should include the
product name (brand and generic), all
code numbers including lot, unit, UPC,
or expiration dates to pinpoint where the
product came from. The investigative team
should identify manufacturer information
and if applicable suppliers of materials
used in the manufacture of the product that
may have been contaminated. Compiling
as much information about the defect on
each incident is essential including dates,
specific descriptions about the injury, illness
or malfunction that resulted in the complaint.
Document any lab results to identify, prove
or disprove contamination. If a foreign object
was found in a product, describe it fully. If a
chemical safety issue is found, Material Data
Safety Sheets (MSDS) should be included.

Identify the distribution pattern of the product.
If a recall is not enacted based on the findings,
ensure the file is documented to establish why
a recall was believed to be unnecessary. In a
write-up by Jones Day, “one person should
be held accountable for the oversight of
documentation to ensure files maintained are
accurate and complete”.
The best tool to communicate and defend
a recall management plan is to develop
a detailed, well-tested plan, that will be
carried out by the response team in the
event of a crisis. In an article by Mike
Rozembajgier, “while the company whose
name appears on the recalled product
faces the greatest reputational risk, these
companies are now looking to share the
recall burden”. Companies are considering
the use of third-party organisations to
manage the recall process especially the
communications and response between
key stakeholders, government regulators,
and the media. The recall management
plan should provide the information the
designated team needs to manage a recall
including organisational structures, roles and
responsibilities, details about how they will
gather facts, recall classifications, regulatory
instructions, communication guidelines, and
recall termination.

Controlling Communications

Once a company decides a recall is needed,
it is critical to act quickly implementing a
plan to develop consistency throughout the
entire organisation. Copies of the final recall
management plan should be distributed to
business partners, suppliers, vendors and
any other critical stakeholders in advance
of a recall event. This will help coordinate
efforts across the supply chain maintaining
transparency of inventory throughout the
product life-cycle.
Communication strategies are crucial and can
become complex. Different types of recalls
may require different levels of communication.
A decision tree should be documented
determining the level of communication
required and clearly identifying which
regulatory agencies (if any) should be notified.
It is also important to have a plan in place
and decide how the organisation will reach
consumers. According to Food Products
Recall Manual, “the public relations specialist
on the team should oversee and spearhead all
appropriate communications and notifications
throughout the recall process”.

the customer. These individuals should be
trained to capture critical information to be
used in reports and provided information to
answer consumer questions pertaining to the
recall incident. Food Products Recall Manual
states that “the marketing specialist would
also spearhead any changes to marketing
collateral as a result of the recall”.

Inventory Controls

Transparency throughout the supply chain
will not only become beneficial throughout
the recall process, but scrutinised closely by
regulatory agencies and the courts. According
to Food Products Recall Manual, “logistics
specialists will be in position to ensure
there is visibility in the supply chain, identify
code numbers, and quickly locate where
the product is in the distribution chain for
quick action”. Examining inventory controls
throughout the development of a recall plan
can identify gaps in visibility and transparency.
An organisation should examine policies and
procedures including information captured on
radio frequency identification tags (RFID) to
identify opportunities for tighter controls. By
understanding where a recall is in the supply
chain, the team can quickly communicate with
business partners and external distributers to
have items pulled from warehouse and retail
shelves before it reaches the consumer. By
identifying only the production line or batches
of defective or contaminated products, a
company could significantly reduce the
financial impact of a recall incident.
Protoviti proclaims one of the common
legal challenges organisations face with
inventory control is the implementation of
adequate controls surrounding stock keeping
units (SKU). Older SKUs that have been
decommissioned for obsolete products are
recycled and reused for new products. The
lack of a formal system managing SKUs
and communicating that information could
lead to a recall disaster. The recycled SKU
will cause confusion identifying where the
recall product is located in the supply
chain. Companies have faced challenges
identifying where these specific items were
in the warehouse, distribution center, or retail
outlets. One additional protection a dedicated
SKU offers is ability for a national retailer to
identify the SKU as a recall unit. If a customer
attempted to purchase a recalled item before

Food Products Recall Manual also states that
a “marketing specialist should be designated
to spearhead training sales staff, customer
service representatives about the recall”. A
training plan should be documented and
headed up by the marketing specialist on
the team. Customer service and sales staff
are the liaison between the organisation and
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it was removed from the shelf, the SKU could
automate process and block the purchase at
the point of sale.
A recall management plan should identify a
process to determine how the product will be
collected, how it will be transported and what
will happen to the recall product. According
to Protoviti, “one of the common problems
organizations face is the co-mingling of recall
returns and non-recall returns”. It is important
to decide whether the product will be repaired,
reutilised, or completely destroyed. A process
should be implemented to ensure that central
warehousing to ensure recall items posing a
threat are not inadvertently re-introduced to
the marketplace.

Testing with Mock Recalls

Sharing the recall management plan
throughout the supply chain will help
bring suppliers, distributors and other
key stakeholders together in an effort to
improve recall procedures, identify gaps, and
mitigate risk. Managing partner and vendor
expectations will help validate the capacity
and ability to mitigate risk across the supply
chain. Conducting recall drills on an annual
basis will help evaluate recall capacity and
procedures while ensuring partners, suppliers,
and vendors are prepared to act quickly in the
event of a crisis.

Understanding that recalls involve multiple
processes, running an organisation through a
simulated recall based on that organisation’s
most likely scenarios will help the response
team not only feel confident about their
roles and responsibilities, but to evaluate
the existing decision trees, processes and
procedures throughout a crisis event.
Mock recall testing can help identify issues
with data integrity allowing the organisation
an opportunity to take corrective action before
an incident occurs. Eliminating the use of
recycled SKUs, working with retailers to flag
a SKU as a recall item, as well as testing
automated processes for capturing critical
information will limit delays throughout a live
recall event. Testing could include various
departments that might handle repairs,
deconstruction, or destruction of recall items
to ensure efficiency.

Conclusion

A well-constructed defendable recall plan
will include common elements that help
defend an organisation in the aftermath of
a recall limiting exposure to regulatory fines
and legal claims. Organisational design,
documenting early identification procedures,
controlling communications, improving
inventory controls, and conducting mock
recalls provide a history of conducting due
diligence to reduce the likelihood and impact
of a recall event.
It is critical to self-audit files, and
documentation at regular intervals to ensure
complete files are present investigating
complaints, warrantee returns, or any other
concern posing risk of injury or illness.
Organisations run the risk of incurring fines,
consumer settlements, and other financial
harm that could present a more significant
financial impact than the product recall alone.

An organisation must have a well-constructed
and documented recall management plan
that clearly defines ownership, roles, and
responsibilities of key personnel in the
event of a crisis. Identifying any gaps in
data collection or automated processes will
increase recall efficiency.
It is beneficial to develop a contact list within
the crisis management plan along with a
decision tree to clearly outline who should
be contacted at what point to expedite
the recall plan while maintaining regulatory
requirements. It is equally beneficial to have
plans in place deciding on how a product
recall will be collected, transported, and
managed.
Tight inventory controls will reduce the
financial impact of recall activities by
minimising the quantity of returns to only
those products that are affected. Seeking
opportunities to automate areas of the recall
process such as with dedicated SKUs can
further close a gap in the recall process.
Testing will assist an organisation to identify
weaknesses in the recall plan for possible
improvements. The test is an additional
opportunity to train response teams, providing
comfort levels and confidence to act in the
event of a live event.
Although each recall situation might be
unique, preparation and careful planning will
reduce the impact to the organisation.

Jennifer Bilodeau - Reverse Logistics Specialist
http://www.linkedin.com/in/jbilodeau
jenniferbilodeau@gmail.com
Jennifer Bilodeau, a Reverse Logistics specialist, formerly supported the Department of the Defense in day to day
management of both inbound (return) and outbound distribution of goods throughout the command. She was recognised
for exemplary performance throughout the base relocation effort working with internal/external stakeholders managing
multiple projects assessing tangible goods for movement to new facilities, acquiring replacement items, as well as recapturing value from left
behind products. In this role she oversaw reverse logistics operations including repair and warrantees, secondary markets, deconstruction and
re-utilisation of parts, as well as final disposition instructions.
Jennifer is currently completing a specialised degree in Reverse Logistics achieving academic honors from American Military University (AMU).
Jennifer has published a series of articles surrounding returns management best practices and has a solid reputation for producing creative
solutions. Many of her publications are highlighted at http://reverselogisticstalk.wordpress.com/ .
Jennifer resides in the Asbury Park area where she enjoys the beach, is an avid hockey fan, and volunteers as a mentor assisting the unemployed/
underemployed develop professional social media networking skills.
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Tackling Aftermarket
Challenges in Asia
It is time that Asian companies take a stance and manage their reverse logistics responsibly. The closed supply chain loop in
Germany has achieved a recycling rate of 93.6 per cent. It is not impossible for Asia to reach that same figure.

A

lthough reverse logistics is a relatively
new field in supply chain management
in Asia, knowing how to handle it
effectively now has never been more crucial.
The region is responsible for producing more
than half of the world’s e-waste, but only ten
per cent of its electronic waste is recycled.
China and India have emerged as the two
main destinations for developed nations’
electronic waste, with entire communities,
including children, earning their livelihoods
picking through dumping grounds for valuable
scrapes of plastic, metals, glass and copper.
With lack of implementation of regulations
however, the crude methods used to handle
e-waste in these areas can pose irreversible
risks to the environment and the workers’
health. Companies also typically do not
oversee the life cycle of their products,
preferring instead not to account for the
ownership of the products after they have
been passed on to the consumers.

Recognising the importance of reverse
logistics and returns management in supply
chain management today, Supply Chain Asia
conducted the Aftermarket Dialogue 2013
at Grand Copthorne Hotel in late March to
discuss the various issues and challenges of
reverse logistics with the end goal of sharing
practical solutions as well as providing
networking opportunities. Approximately
80 logistics and supply chain professionals
attended the event.

The discussion was kicked off by the keynote
speaker, Mr Patrick Wiedemann, CEO of
Reverse Logistics GmbH. He shared the
market trends for reverse logistics in Europe
and its impacts on Asia over the next few
years. This was followed by two panel
sessions focused on the topics “Reverse
Logistics in Asia: Are We Ready?” and
“Returns Management: A Competitive and
Profit-Making Tool”.

The e-commerce market is also expanding
quickly in Asia, with Chinese consumers
expected to spend up to US$265bn online.
With high return rates for online products,
e-commerce companies have to be prepared
to provide an efficient and cost-effective
returns management plan.
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EVENT
Today’s market trends

The maturity of Europe’s reverse logistics
market extends beyond the industry. It is the
very heart of Europe.
Compared to Asia, a typical European
household adopts relatively stringent recycling
habits. For example, when it comes to
disposing their waste, every household
is strongly encouraged to separate their
recyclable rubbish into paper, plastic and
glass. This deeply ingrained habit is carried
forward even to a professional level. European
companies tend to have a strong responsibility
towards their product throughout its lifespan,
which includes from manufacturing stage to
recycling or breaking down of the product.
This strong recycling habit ensures that
European countries like Germany consistently
exceed the legal recycling target of 70 per
cent set by the German Packaging Ordinance.
Despite Asia’s low recycling rate, it is the top
region for the disposal of electronic products.
“Overall, especially in the Asian region, we
see an increasing demand for consumer
electronics. But at the same time, the
electronic products are becoming more and
more of a commodity. We don’t use the same
television set for ten or 15 years anymore.
Those things are going through such a high
speed of innovation that their life cycles get
shorter and shorter, contributing to more
e-waste,” explained Mr Wiedemann.
With e-waste gradually piling up with the lack
of strict implementation of environmental
regulations, it is time that Asian companies
take a stance and manage their reverse
logistics responsibly. The closed supply chain
loop in Germany has achieved a recycling rate
of 93.6 per cent. It is not impossible for Asia
to reach that same figure.

So, what is stopping
Asian companies?

Reverse logistics is generally only seen as an
expense to an organisation. However, taking
full ownership of the product aftermarket can
actually reduce costs.
“Recycling to manufacturers means costs.
That is not true. There are ways around it,“
said Mr Wiedemann.
According to Professor Mark Goh, Director
of Industry Research at the Logistics Institute
Asia Pacific, Coca-cola presents a prime
example of how reverse logistics can be
profitable. “Producing a brand new Coca-cola
can is actually more expensive than recycling
and reusing a Coca-cola can,” he said.
That is not to say that all companies are
guaranteed to profit from recycling their
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products. Sometimes, based on the way the
products are designed, it can be tougher
and subsequently more expensive to recycle.
A good example of this case is Apple’s
iPhone. Although the product contains
valuable materials that can be recycled, such
as aluminium and glass, the design of the
product prevents it from being easily recycled.
The solution for this seems obvious.
“We should design our products to ease
the process of recycling. Only then will the
reverse logistics process be cost-efficient and
subsequently profitable for the company. It’s
not because we cannot recycle our products.
We put a cap on ourselves because we think
it is too expensive,” elaborated Mr Michael
Koh, Head of Procurement of Asia Pacific and
Japan at Schneider Electric.

A profit-making tool in e-commerce

Setting up a comprehensive retur ns
management policy is not only important but
also pivotal for an e-commerce setting.
“There is about five to 20 per cent returns for
us in the Asian region. It is a necessary evil
in the context of customer service,” said Mr
YY Leow, Regional Logistics Director from
Crocs Asia.
A returns policy provides online consumers
a safety net that the items they bought can
be returned or exchanged if the products
are not in satisfactory condition. Since the
customers are buying the items without
touching and examining the quality firsthand,
this policy reassures them that the company
will allow for the bought goods to be returned
or exchanged. Having successful return
transactions will easily boost the brand image
of the company and strengthen consumer
loyalty. With most potential consumers
relying on online reviews before making
their purchase, a proper and efficient return
management system will ensure customer
satisfaction and repeated buying, which will
lead to higher revenues for the company.
Returns management takes up a major
aspect in the IT industry, with up to 20
per cent of returns. It includes providing
product warranties, recalls and maintenance
to consumers. Such an extensive returns
management process may be handled
internally by the company (such as Dell), or
outsourced (such as Apple).
With an ever-increasing importance for the
development of reverse logistics and returns
management in Asia, it is time for these
two key supply chain functions to mature
and catch up with the Asian retail and
manufacturing success.
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Assessment

Participants are required to:
• Complete a report on a Supply Chain improvement project of
their own company and attain a passing grade from MIT CTL
Global SCALE for this project
• Be certified competent in both the WSQ AOE modules
• Submit a testimonial from their employer attesting to the
transfer of capability to their organisations 6 months after
completion of the programme

Certification

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

Programme Fees
SGD14,900/SGD15,943 (Without/With GST)

Singaporeans & Singapore Permanent Residents will be entitled
up to 70% course subsidy (Subject to WDA’s verification and
approval)
*Terms and Conditions apply.

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

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

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

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

WSQ Qualifications

In addition, trainees will be assessed for competencies in TWO
Workforce Skills Qualification (WSQ) Programmes:
• WSQ Apply Project Management Skills
• WSQ Manage Process Improvement
These modules are delivered from the WSQ Associate Operations
Executive programme (AOE) via the Assessment-only Pathway
using their project dissertation as the evaluation document.
Participants passing the competency requirements in the
Assessment Record will be awarded the Statement of Attainment
(SOA) for these two WSQ modules.

Outcomes of the Course

a Appreciate key issues in supply chain management with an
end-to-end perspective and a global mindset
a Apply system dynamics concepts and perform simulations to
develop and test holistic and integrated supply chain solutions
in support of business strategy
a Analyse and discuss issues with cross-functional viewpoints
and innovate solutions from not only a logistics standpoint
but also from financial, human resource and operations angles
a Design adaptable supply chains resilient to external shocks
a Link strategy with operations in order to execute supply chain
improvement plans effectively

Capability Transfer to Company

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

Supply Chain Asia Academy

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

SIGN UP
NOW!

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

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

Supporting Agency

1 International Business Park #03-01C (Tower Block) The Synergy Singapore 609917
T +65 6567 2308 F +65 6569 4772 www.supplychainasia.org
Co. Reg No (201216027H) GST Reg No (201216027H)
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www.fb.com/scasia.org

groups/Supply Chain Asia
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LIFESTYLE

Quick ‘Keep Fit’ Tips

I

t can be difficult to maintain a healthy routine in today’s fast paced and hectic lifestyle.
Sometimes, it is hard enough to squeeze lunch between back-to-back meetings,
what more for a quick workout session? Staying fit for busy professionals can be
seen as an “almost impossible” task. Meetings can run well into the night and even
on weekends. Even when we have some spare time for ourselves, we would prefer
spending it with friends and family, rather than travelling to the gym and spending
an hour sweating it out on the treadmill (unless you are already a gym jock to start
with). But it does not have to be that way. Quick workout routines and health tips
can be easily incorporated into your busy schedules.
If you are looking to get back into healthy living, Supply Chain Asia has gathered the
following best health tips for you. We cannot promise instant abs, but you can expect
to feel healthier and more rejuvenated after a few weeks.

Start the day right

Let’s start with the most important meal of the
day. Regardless of how busy you may be,
squeeze in five minutes for wholegrain
cereal. This easily recharges your
brain and body before the start of
your hectic schedule, and you will
be more efficient in just about
everything you do. It does not take
any longer than having a piece
of toast and you will be well on
your way to meeting your daily
requirement for fibre. In addition,
it helps to prevent heart disease,
bowel cancer and a myriad of other
illnesses. Also, we suggest replacing
one coffee with freshly squeezed orange
juice, which gives you higher energy in the
long run while giving you a vitamin boost.
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Work on your abs

Do you know that you can work on your abs
while commuting to work? Whether you are
stuck on the train or driving to the office, carry
out some isometric contractions. Pull your
stomach in and contract while breathing in
and out. Hold for a few seconds and then
release. You may even make a game out of
it. If you are driving, tuck in your stomach
every time you hit your brakes and hold the
contraction until you start moving again.
Alternatively, you may carry out this exercise
repeatedly for two songs straight on the radio.

LIFESTYLE
Do the flamingo

We know that a lot of health articles advocate
using the stairs to get your daily workout. But
let’s face it, if our office is located beyond the
fifth floor, we are not going to take the stairs.
Besides not having the time to climb all the
way up, it is also not very practical to sweat
in our office wear in the middle of the day (we
are sure our colleagues and clients would
appreciate that). Instead, carry out some
subtle exercises in the lift. Balancing on
one leg is a form of resistance training.
While you are in the lift, stand on one
leg. It may not seem like much,
but you are actually forcing
the supporting muscles
– the quadriceps, the
hamstrings and butt – to
work harder.

Shoulders back
Consider being a professional boxer

We are not talking about Muhammad Ali here, but time boxing, a method frequently used by
successful people. There are many ways of doing it, but the underlying concept is the same.
Break up your day into chunks of 60. Firstly, work for a full 50 minutes and take care of your
top priority tasks. Once you have reached the 50 minutes mark, stop what you are doing.
Close your computer screen and set your mobile phone to silent. Take a 10-minute break to
shake the ache from your shoulders, walk around the office and stretch. Now is also a good
time for a mini-workout. Sit up tall at your desk and keep your hips and knees forward. Pick up
something slightly heavy (like a water bottle or paperweight) and slowly rotate it from one side
of your body to the other side, concentrating on contracting your obliques. After ten minutes,
you can get back to work.

Focus on getting optimal
energy

Feeling sluggish is bad enough without having a
million and one things on your plate. To stay at
your optimum energy level, eat light, organic,
healthy meals to keep you going. Ensure that
it includes some protein to keep your blood
sugar levels stable, avoiding that nasty crashand-burn villain. Alternatively, if you are into
red meat, go for grass-fed beef that is not only
high in quality protein, vitamins and minerals,
but also iron. Lack of iron is one of the common
causes of fatigue.

Keeping your shoulders down
and back is critical to ensure good form and
posture. But all to often, our shoulders slump
forward over time, especially when we work
long hours at the computer. Slumped-over
posture can lead to back strain, back pain,
fatigue and other issues. To remind yourself to
sit up straight at the computer, paste a huge
Post-it note at the corner of your computer
monitor “Shoulders back”.

Move, move, move

If time boxing is impossible for you, find
creative ways to be on the move while
working. There are many ways of doing
this. While talking to clients on the
phone or Skype, use a headset and
pace around the room while talking.
Standing and walking burns twice
as many calories as sitting. Instead
of emailing your colleague in the
office, walk over and deliver the
message personally instead. While
this does not substitute a regular
exercise regimen, it is better than
nothing at all.

It is late, take a break

Experts continue to point out that getting seven to eight hours of sleep each night will improve
your overall health and help you to shed weight more easily. Let go of the day’s worries and
get some sleep. Having sufficient amount of sleep will recalibrate your body and mind so that
you will bounce on the right side of bed in the morning, ready to continue taking on the world.
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TECHNOLOGY

Top 10 Apps for Busy
Professionals

O

ur smartphone devices are increasingly
becoming indispensible in our
everyday lives. At the expense of
desktop computers, the use of mobile devices
have become more prevalent over the years,
with the International Telecommunication
Union revealing that out of the estimated
seven billion people, there were about
six billion phone subscribers by end of
2011. Even for business professionals, the
smartphone has become our go-to choice
for everything ranging from editing office
documents to backing up our files. Especially
with software developers continuing to pump
out exciting mobile products, this trend seems
set to only escalate. Let’s not forget also
smartphone heavyweights like Apple and
Samsung are constantly churning out coveted
state-of-the-art mobile devices.
With smartphone devices and their software
products so ingrained in our businesses,
Supply Chain Asia has handpicked the top
ten smartphone apps that we believe will
revolutionalise the way you conduct business
while on the go.

CamCard

It is easy to end up with more than 20
business cards after a conference, following
which you will have to spend time inputting
the contact information into your phone book
and filing the cards neatly in your card holder.
What happens then if you accidentally keyed
in the wrong contact information, or ran out
of space in your card holder? It just seems
like a highly inefficient way of keeping all your
business contacts in order.
In comes CamCard (US$2.99), developed by
INTSIG, provider of innovative mobile apps
specialising in pattern recognition and image
processing. Just snap a picture of the card
and the app will automatically extract the
contact information from the card and save it
into your mobile device.
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Quickoffice Pro

Admittedly, editing Word documents, keying
into Spreadsheets, or updating Powerpoint
slides on an iPhone does not sound like an
ideal situation, given the small screen size.
But with Apple and Samsung increasingly
enlarging their screens with each newer
model, this situation is slowly becoming
more tolerable. Besides, it is unavoidable
sometimes to need to view or work on
Microsoft Office files while on the go. One
of the more popular Microsoft Office apps is
Quickoffice Pro (US$15), available on Andoid,
iPhone and iPad.

Evernote

Before the advent of smartphones, we tend
to jot down all our points in a notebook,
and bring a tape recorder to meetings and
presentations. Sometimes, when in a rush,
it is easy to misplace the items, resulting
in some very frustrating moments. But with
easy-to-use apps such as Evernote, it is
simple to make quick notes in text, picture
and even voice all on your smartphone device.
In addition, it also allows users to conveniently
record long voice sessions on the app.

TECHNOLOGY
Instapaper Pro

FlightTrack Pro

Flight schedules can get rather erratic,
especially during festive seasons and bad
weather. It can be annoying to arrive at the
airport on time, just to discover that the flight
is delayed for another three hours. Knowing
about it earlier before leaving the house would
have helped so that we could work on our
presentation instead of waiting restlessly at the
airport. This is where FlightTrack Pro (US$10)
comes in. It keeps track of flight schedules
in real-time and functions with other itinerary
planning apps such as TripIt. Be updated
on real-time departure information, delays
and gate numbers at a glance. It has a full
international coverage so that you can track
all your flights worldwide and it can even help
you find an alternative flight.

As busy professionals, it is hard to get a full
half an hour of uninterrupted “me” time. While
in the midst of trying to catch up with the latest
news, there will be phone calls and urgent
emails to attend to. By the time you get back
to the important news you were reading, it
might already be time for your next corporate
meeting or lunch appointment. After the chaos
of the day has died down, it is easy to forget
about the news you were reading earlier
(which could have important information about
your business). With Instapaper Pro (US$4)
however, you can save web
pages on the app and read
them later, even when you
are offline. Ideal for long
articles and blog posts, it
is convenient for read while
commuting, or waiting in
line at the nearby café.

EasySign

The flexibility offered by these apps in one
mobile device may even mean that busy
executives can easily skip the office and still
get everything done on the go. One of the
main reasons for going to the office is the
need to sign important documents ranging
from purchase orders to job contracts. But
with EasySign, the documents can be signed
whether you are on the plane, or at the beach
right on your mobile device. This allows you
to close the deals faster and cut down on the
needless commuting to the office just to sign
a few documents.

RingMindMe
Dropbox

With higher dependence on mobile devices
(which typically have smaller storage than
traditional desktop computers and laptops),
syncing and cloud storage services are
becoming increasingly important. Popular
cloud storage apps such as Google Drive and
Microsoft Skydrive are gaining rapid speed,
but one app stands out a bit further from the
rest. Dropbox has a more polished interface
(which may be why Steve Jobs had an interest
in buying the company) and offers unlimited
file size to be uploaded. The app also has
the stronger focus when it comes to sharing
files in the company, as it recently released
Dropbox for Business services.

Expensify

If you are familiar with long business trips or
lunch meetings, you should be well versed
with the hassle of organising and filing the
receipts in order to claim the expenses from
the finance department. At the end of day
however, it is likely that your bunch of receipts
are simply stashed and crumpled into the
wallet, only to be ironed out when you finally
reach the office a week later. Missing receipts
are inevitable in this case, and this will likely cause plenty of frustrations.
In comes Expensify, a free app that helps you add your expenses on the go. But not only
does this app manually add expenses for claim, it can also capture a shot of your receipt and
automatically fill out an expense form for you. In addition, if you are driving to a specific location
for the purpose of work, Expensify will use your smartphone’s in-built GPD tracker to track your
mileage and calculate how much you should claim.

Have you ever decided to turn off your
ringer during a meeting, only to remember
about it hours later and miss out on several
important calls and text messages? It is
not an issue of forgetfulness. Sometimes a
meeting is dissolved into smaller discussions,
and it is easy not to realise time passing by.
RingMindMe (US$1.99) is a “set it and forget
it” ringer manager. Simply set a time-of-day
schedule, turn off the ringer and the app will
alert you when it is time to turn the ringer
back on.

Dragon Dictation

Texting on the go can be difficult sometimes.
We use one hand to carry our smartphone
while the other hand is usually occupied
carrying a briefcase or a coffee cup. When we
need to type long emails while walking, it can
be painfully slow, not to mention distracting
as we also have to watch where we are
going. Luckily, Nuance Communications has
developed and released Dragon Dictation,
an easy-to-use voice recognition app that
allows users to speak and watch the words
automatically typed out in emails and text
messages. It is five times faster than typing,
and probably safer too as there is less chance
of you walking into a wall while typing.
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SOUNDBITE

Coolest Places to Work

Estee Lauder skylight terrace pantry

We spend eight long hours (or maybe more on those days with important board meetings) in the office, so we
know how important it is to work in a great environment with a positive vibe and a supportive culture. So what are
a couple of best and coolest places to work at?

I

t is amazing to be a part of an enormous luxury cosmetic brand. Estee
Lauder induces a relatively relax and casual culture, yet always striving
to be innovative and bringing the best to everyone we touch. There is
never a dull day - incredibly fascinating to be working in an environment
surrounded by many beautiful people and products. Moreover, it brings
great satisfaction to be able to see our products in the retail arena
(even beyond your office hours, e.g. weekend). It is great to see that
the global supply chain has delivered its promises to our customers
consistently, and that we are a part of the entire value chain.
Mr Roland Chong
Senior Director, Supply Chain Initiatives, Estee Lauder

T

he Diageo office environment in Asia Pacific is one of the most
engaged and open that I have experienced – only by fostering a
true team spirit do I think we can achieve all that we do. The office is
a true example of Diageo’s commitment to creating an inspirational
workplace.
With more than 250 colleagues representing about 30 nationalities,
diversity is key for bringing together many of the world’s most talented
supply chain professionals. There is a distinct energy to the office, it
is here that some of the most innovative changes to our supply chain
have been developed and brought to life throughout our global supply
chain. All ideas are gratefully received!
Ms Joy Rice
Regional Supply Chain Support Director for Asia Pacific, Diageo
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LAST WORD
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Per cent of GDP

Australia’s trade links

In the upcoming issue, Supply
Chain Asia will cover an indepth discussion on Australia’s
influence in the Asian supply
chain industry. Here are some
charts to get our readers
warmed up for the next issue.
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A high percentage of Australia’s GDP
is connected to its two-way trades with
Asia.

Rest of the world

Australian Exports By Destination
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Overall exports to Asia
take up more than half of
Australia’s total exports.
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Asia is increasingly
becoming
an important
agriculture market
for Australia.

If you are interested to sponsor, advertise, speak or collaborate with Supply Chain Asia,
please contact us at admin@supplychainasia.org for more information.Supply Chain Asia 83

SCA FORUM

REGISTRATION FORM
Please pay upon submission of registration form. Completed registration form can be mailed to us at:
SUPPLY CHAIN ASIA – SCA FORUM PROGRAM
1 International Business Park, #03-01C (Tower Block), The Synergy Singapore 609917

PARTICULARS
Title: Prof/ Dr/ Mr/ Miss/ Mrs/

First Name:

Last Name:

Job Title:		
Company:			
Address:		

City:		

State:

Country:		

Postal Code:

Contact Number: (HP)

(O)		

(F)

E-mail Address:		
Date of application:

Type

Fees (Before GST)

Fees (After GST)

Full Conference Pass (Early Bird Discount)

SGD 840*

SGD 898.80

Full Conference Pass (Members)

SGD 720*

SGD 770.40

Full Conference Pass (Non-Members)

SGD 1200*

SGD 1284

Tick

Please tick.
*For more ticket options, please visit www.supplychainasia.org/index.php/event-news/sca-events

METHODS OF PAYMENT
1. Cheque or Bank Draft
This must be made payable to “Supply Chain Asia Community Ltd” and made in SINGAPORE DOLLARS.
2. Telegraphic transfer
To be made in SINGAPORE DOLLARS to the
following account:
Payee

: Supply Chain Asia Community Ltd

Bank

: OCBC Bank Singapore

Branch

: North Branch

Swiftcode

: OCBCSGSG

3. Credit Card
Card Type:

Note: Only for payment below SGD$1500

Visa

*Please tick accordingly.

Amex

Name:
Card Number:
Security Code:

*Visa – 3 digits. Amex – 4 digits.

A/c Number : 641-886395-001
Supply Chain Asia Community Ltd

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

Expiry Date:

Signature:
Find us at
www.fb.com/scasia.org
groups/Supply Chain Asia
App-SC Asia
App-SC Asia

Please cut along the line

PARTICULARS

We increase your efficiency with the right
warehouse equipment.
Effective warehouse design means short routes for goods
and personnel. We will show you how to become fast, flexible
and efficient. Contact us, we will gladly advise you.

P: +65/6863 0168 · E: regionalmktg@ssi-schaefer.sg · www.ssi-schaefer-asia.com

