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Chew Wai Yee

Starshea Nardini
Binte Abd Rahman

Annelisa Chong

Do you know that Asia hosts 60 per cent of the
world’s current population? With approximately
4.3 billion people in the region, India and China
alone constitute half of this population. The
large and diverse population comes with high
consumer market potential, shifting economic
markets, and its own unique set of challenges.
An insight by Mr Mark Miller from M Power
Associates on Asia’s Supply Chain will elaborate
on the potential of Asia’s consumer market.
While China has been a major manufacturing hub
for the past decade, companies are now looking
to venture into Vietnam and Indonesia. In this
issue, we are also pleased to interview Mr Essa
Al-Saleh from Agility, Mr Evgeniy Reznikov from
A.R.T Logistics, Mr Dennis Quek from the Centre
of Innovation for Supply Chain Management and
Mr Nizam Agil from DHL Express Singapore, as
they share with us their thoughts on industry
innovations and expertise on target markets.
In addition, we have featured an insight into
Supply Chain in 2050. Future innovations are
expected to lean towards utilising fuel and
supply chain sustainability, with automation
given a high focus due to an ageing workforce.
With the invention of 3D printing however, some
may wonder if supply chain is slowly heading
into obscurity.

Jasmine Cheang

Low Wei Si

Understanding the challenges of supply chain is
one of the key reasons that we hosted Supply
Chain Asia Forum 2013 in September. Thank you
to all of our delegates for making it a tremendous
success. We are humbled by your support,
and we look forward to seeing you again in
our upcoming events. To our supporters who
were not able to attend the forum, Alexander
Graham Bell once said, “When one door closes,
another opens; but we often look so long and so
regretfully upon the closed door that we do not
see the one which has opened for us.”
So let’s together look towards the future. Join
us for our upcoming Supply Chain Asia Awards
in Hong Kong on 7 November 2013. Grab this
chance to enjoy another wonderful session of
networking with industry professionals and highprofile leaders. See you there!
Looking forward to your feedback,
The Supply Chain Asia Team
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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.

LETTERS TO EDITOR
[Industry Headlines, Manufacturing in China Loses Steam, Pg 18]
It is interesting to note that just a few years ago, China’s top spot as a manufacturing hub seems
to be ironclad. But with its stronger currency and higher wages, more companies are looking to
relocate to India or Indonesia. I think the question we have to ask is, what should China’s next
move be?
Thomas Lim, Singapore
[The ASEAN Economic Community 2015: Implications for
Supply Chain Management, Pg 20 – 21]
I like how this article touches on the issues of SCM for the
upcoming AEC 2015. But I think there is still plenty more for us
to discuss, because I am not sure if the logistics industry truly
understands the implications of AEC 2015. I think there are still plenty of changes in regulations
in the works, and most companies are adopting a wait-and-see approach because of this.
Elaine Tan, Singapore
[A Lifeline of the Singapore’s Economy, Pg 34 – 37]
Thanks for the interesting dialogue and the insights. It is great news that Singapore is continuing to provide support to the
manufacturing and logistics industries.
Mark Hemingway, UK
[The Asian Report Card, Pg 22 – 23]
I have to say that this report is fantastic and filled with relevant and essential
information! Keep up the good work, SCA!
Craig Hamilton, UK
[Correction – Moving from West to East, Pg 46 – 49]
The introduction is edited to “Following the opening
of its Regional Head Office in Hong Kong, two WhollyOwned Foreign Enterprises (WOFE) were set up in
Shanghai (2006) and Shenzhen (2007). The company
also entered the Taiwan market in 2004 and Vietnam
market in 2012. With the region’s rapid development
comes a boom in sales revenue for the logistics
company, global revenues from the firm’s air and sea
logistics division are targeted to double to €2.2bn
(US$2.9bn) by 2017 under Dachser’s five-year plan,
which includes entering the Indonesian market and
setting up an office in Myanmar.”

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

Industry
Headlines

O

ur monthly industry brief provides an astute commentary of
the various business headlines affecting the Asian markets.
Concise, impartial and easy to digest, the Supply Chain Asia
Industry Headlines is designed to help our readers track business
trends, and understand the implications of major happenings
in bite-sized chunks. In addition to providing our readers with
the information to make smart business decisions quickly and
effectively, we also include write-ups of our upcoming events and
academy programmes in individual copies.

The Omnichannel Challenge
For most consumers in this digital age, the physical store is just one option among many. The more online savvy ones have already indulged
in e-commerce, and the younger generation has become more comfortable with mobile and social shopping. Shopping is no longer a onedimensional experience, and most retailers find their existing operational models challenged as a result.
Omnichannel shopping breaks the traditional operational model. Now, consumers routinely review and select products in non-store
channels, even when they finally complete those purchases in the store. Consumers do not care about channels. They care about finding
solutions to their lifestyle needs, and a retailer either satisfies their needs, or fails to.
But without a transparent supply chain and a visible inventory management, incorporating an omnichannel strategy in your business model
can lead to a disaster. For example, if each store has visibility to only the inventory at their own location, the store associates would not have
the tools to check available inventory at other stores, or across the network when a product becomes out of stock.
This is a challenge when the need for fulfillment is of top priority. At that desired moment of purchase, the retailer must know what
is available and the best way to fulfill the order. A variety of supply chain capabilities have to be in place to make that happen, such as
optimisation capabilities, better forecasting and automated allocation systems. Although these are important for omnichannel, even more
critical is the need for a unified view of inventory. This requires a real-time, highly granular view of inventory at each stocking location,
knowing exactly what is in each store, the retailer’s distribution centre, the supplier’s finished goods, in-transit, and on-order.
Container/
TL

DC for Stores

Supplier

TL/LTL

TMS

Orders

Which System Manages This Island

Source: Chain Link Research
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Learning From Losers
A product is only as good as the company’s supply chain management. HTC One was recently crowned Phone of the Year at the T3 Gadget
Awards 2013, beating stiff competition like Apple’s iPhone 5, Sony’s Xperia Z, and Samsung’s Galaxy S4. HTC One has received rave reviews
with its gorgeously thin aluminium body, and piercingly sharp full HD resolution. Shockingly however, at the same time, HTC has slumped
to its first ever loss for the third quarter of 2013, losing approximately £74m.
HTC’s ongoing supply chain woes play a major factor in its loss. Despite HTC One coming out tops among experts, supply constraints caused
the device to launch in scarce capacity, with there being only enough units to fill original pre-orders placed in the UK and other parts of
Europe. That disaster gave HTC its lowest profit ever as it raked in a paltry US$2.8m.

The Evolution Of Mobile Phones

Mobile technology first
appeared in taxis, long-haul
trucks, police cars and other
emergency vehicles.

First Generation or 1G was introduced
by Motorola using analogue technology,
148,855 mobile phone subscribers
worldwide, lead by Finland with 42,226

None in China or India,
750,629 in total.

18,319 subscribers in China.
11.1 million subscribers in total.

963 million subscribers in China.
884 million subscribers in India.
5.9 million subscribers worldwide.

85.2 million subscribers in China.
3.5 million subscribers in India.
720 million subscribers in total.

Source: www.mobilesplease.co.uk

IBM launch the IBM Simon. It
had mobile phone, pda and fax
machine capabilities. It even had a
touch screen!

Nokia 9110 Communicator. No
real web browsing ability but it did
feature a flip out keyboard design

Iphone launched by Apply. It
featured a touchscreen, along with
web browsing as well as a flurry of
add-on capabilities.

Source: UN/Brookings Institution
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The Blackberry 5810 from RIM was
released although it did need to be
plugged in to a headset to make a
call, it did give you email and the
ability to surf the web

Motorolla Droid is a hit phone
featuring an Android OS

Treo 600 is launched from
the little known Palm.

Iphone 4s and Samsung Galaxy S
ll considered to be the best selling
phones on the market.

In addition, a shortage in the casing
of the smartphone continues to lead
to a disturbance in the overall supply.
As a result, demand from telecoms
and consumers cannot be met. HTC is
reportedly shipping only about 200,000
One mini smartphones each month, which
is less than ideal for the company. Compare
that number to approximately six million
iPhone 5 and 5s sold to customers in the
opening weekend (not including a further
three million for carrier stores to fill up their
inventory), the difference is mind-blowing.
With Nokia falling into the arms of
Microsoft Corp, and Blackberry Ltd in a
potential takeover bid, unless HTC sorts out
its mess quickly, it might only be a matter of
time before the company has to resort to a
white knight for saving.

OPPORTUNITIES IN EMERGING
MARKETS

25.6

749

%

made up of Samsung & Apple

million units to be sold

In emerging markets,

Emerging market smartphones

SAMSUNG and APPLE

are set to balloon from

together count for less than 30% of
the total smartphone market, while

400

MILLION units in 2013 to 749
MILLION units in 2017

OTHERS count for 42%

AP SMARTPHONE VENDOR MARKET SHARE
(EXCLUDING JAPAN)

SHARE

HOMEGROWN
VENDORS

39%

46mil
units

SAMSUNG

28mil
units

24%

INTERNATIONAL
VENDORS FROM
CHINA

27mil

APPLE

HTC, Nokia, Sony,
LG, BlackBerry,
Motorola

Source: 2013 Q2 data

6

units

7mil

%

units

INTERNATIONAL
VENDORS

9

%

10mil
units

Huawei, ZTE, Lenovo

23%
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Fashion
Fever
A white paper, conducted on
behalf of DHL Supply Chain,
has recommended that fashion
retailers and manufacturers
redesign their supply chains
to respond effectively to the
unpredictable 24/7 nature of
consumer shopping. With easy
access to actualising online
purchases, fashion supply chains
have to be fast, flexible and lean to
fulfill consumer demands.
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Financial crisis

is a catalyst for economic volatility, which
demands that operations be more flexible.

Leftover Fabrics into New Fashion
Case study: Jigsaw

The fabrics were left over or unused
fabrics from other companies’ design
runs. Jigsaw scours warehouses that
stock fabric on a regular basis in hopes
to find good quality fabrics.

Jigsaw works with local sewing
companies to produce the clothing
and then sell it at our boutique shops
in America.
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Jigsaw sifts through the available
fabrics and purchases it for a design
they’ve been working on or saves it
until the right product comes along.

Source: Jigsaw London

Jigsaw’s designers work to turn it
into a sample. There are usually a
few rounds of modifications until they
are happy with the design.

Expect Slow Growth for Logistics
In the annual World Economic Outlook, Mr Oliver Blanchard, the
IMF’s chief economist, mentioned that “we have moved from a
two-speed recovery to a three-speed recovery…with a growing
bifurcation between the US on one hand and the euro-area on the
other”. In addition, the emerging economies are expected to grow by
over five per cent in 2013 and 2014, whilst China is seen as growing by
eight per cent by the end of this year, although the figure does not take into
account the latest and less buoyant growth figures out of China.
For the logistics sector, volume growth will be very modest at 3.5 per
cent for 2013 and 5.3 per cent for 2014. Import growth into developing
economies will continue to be strong at 6.2 per cent in 2013 and 7.3 per
cent in 2014, but overall economic activity in the emerging markets has
already slowed. India in particular is seeing a marked deceleration, with
GDP forecast to grow by 3.8 per cent this year and 5.1 per cent next year.
Other emerging markets will be hit by the effects of lower commodity
prices and possible financial instability.
Based on this forecast, the logistics sector will continue to see rather dreary
prospects for the next eighteen months. Although there will be growth spread
around the world, it is expected to be thinly spread and characterised by
considerable volatility and uncertainty.

Snippets from World Economic Outlook
“Advanced
economies
are gradually
strengthening.

At the same time, growth in
emerging market economies
has slowed. This confluence is
leading to tensions, with emerging
market economies facing the dual
challenges of slowing growth and
tighter global financial conditions.”
– Mr Olivier Blanchard
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“Because growth

in many emerging
market economies would not
pick up, it would be harder to satisfy demands
for better public services and social safety nets. Such

unmet demands could

be

kely to

is li
down
rt shut

trigger further

social tension in these economies. In advanced
economies, monetary and fiscal policy space would be much
more restricted. Therefore, the global economy would be
more vulnerable to much worse scenarios.”
– Chapter One

“Old problems––a fragmented financial system
in the euro area and worrisomely high public
debt in all major advanced economies––remain
unresolved and could trigger new crises. The
major economies must

urgently
adopt policies that
improve their prospects;
otherwise the global economy may well settle
into a subdued medium term
growth trajectory.”
- Chapter One

Supply Chain Asia 15

Industry Headlines

Connectivity Map 2020
The importance of establishing a working regional connectivity was highlighted at the recent Asia-Pacific Economic Cooperation (APEC)
forum in Bali. Industry experts stressed that it is critical for Asia-Pacific to establish a flexible transportation network throughout the region
to further stimulate economic growth.
Prior to the forum, transport ministers of the APEC economies have agreed in Japan to create a plan for a safer and more efficient
transportation network that efficiently integrates the regional economy. These officials aim to develop an ambitious “connectivity map” of
roads, high-speed railways, ports and other infrastructure projects by 2020, possibly linking growth centres such as Shanghai, Singapore
and Los Angeles.
However, risks for such a major project are evident. Analysts are also concerned about the feasibility and profitability of such largescale building and bridge projects. In light of such risks, companies in China, Thailand, Australia, Malaysia and Mexico have asked their
governments to provide guarantees in terms of legal frameworks and incentives to facilitate progress. If this nexus could be implemented,
it will be a major boost to the industry.

Industry Headlines
Highlights & Key Pointers at APEC 2013

Prime seat belongs to
President of China,
Xi Jinping,
after US President Barack
Obama pulled out of the
forum to focus on passing a
new budget in Congress

Expedited customs
procedures for express
shipments and higher

thresholds for duty-free treatment
at the border are 2 examples of
policies that can save millions of
dollars, and improve supply chain
efficiency

APEC leaders should
strongly endorse the path
of eschewing protectionist
measures that

continue to stymie
free trade

Air Freight Still in Crisis
Recovery for the air freight industry continues to be slow moving. Industry experts expect
the trend to continue until the US makes a sustained recovery. Mr James Woodrow, director
of cargo at Hong Kong-based Cathay Pacific, described the situation as “rather desperate”
and the competition is “insanely fierce”. Even carriers, such as Cathay, operating the mostmodern aircraft, are barely covering the day-to-day operational costs of their freighters, let
alone the capital costs of the aircraft, whereas those operating older freighters are not even
covering their “cash costs” – fuel, crew and handling.
Mr Woodrow’s observations chime with the latest monthly air cargo traffic figures from
the International Air Transport Association (IATA). IATA has reported a continued modest
improvement in air cargo markets in August. August air freight demand was up 3.6 per cent
on the previous year, which is considerably better than year-to-date performance of a 0.7
per cent expansion.
Demand for air freight began increasing slowly from April, in line with strengthening
business confidence, as economic performance in Europe and the US showed signs of
improvement. The Eurozone economy, for example, stabilised in the second quarter of
2013 and import volumes have improved. A strong upswing, however, would require a
significant improvement in the cargo performance of airlines in the Asia-Pacific region. They
are the largest players in global air cargo with a collective 38 per cent market share. Their
year-on-year performance for August was basically flat (-0.2 per cent). Perhaps with the
upcoming Christmas season, the increase in trade will boost the air freight industry, even
if temporarily.

Fun Fact 4

According to IATA, in
2012, the 240 IATA
airlines together
moved 42,621,000
tons of cargos

Fun Fact 1

Air cargo represents less
than 0.5% of the weight of all
international cargo, while at
the same time, representing
around 30% of the total
worldwide shipment value

Fun Fact 2

In 2012, the global aviation
industry transported $6.4tr worth
of cargo, which is actually 35% of
world trade by value

Fun Fact 3

According to plane maker Boeing
in 2012, cargo-only aircraft or
freighters handle about 60% of
global airfreight shipments, while
passenger planes fly
the other 40%
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Industry Headlines

e-Commerce News Bites
In light of the recent exponential rise
in e-commerce activity over the past
decade, this section is dedicated to
keep our readers up to date with the
latest e-commerce news.

Mobile Devices Most Favourite
Among Online Shoppers In Asia
• Nearly 8 out of 10 online shoppers in Asia
prefer to access multi-channel retailers
through mobile devices
• Nearly 70% of Asian online shoppers
used a smartphone to make a purchase
while nearly 80% preferred tablet
• Mobile devices are also most preferred
tool to track post-sales activities as 65%
of online shoppers in Asia prefer SMS or
email alert

Changi Airport Launches Online
Shopping
• iShopChangi allows passengers to
choose from over 1,800 products, settle
the transaction online and pick up their
buys at a designated spot within the
airport terminal

• The first airport in Asia with such a
service, and joins the ranks of airports
around the world that offer online
shopping, including London’s Heathrow
where travellers can reserve products
online, though payment and collection
must be done at the shop

Suning to Expand Online Sales
• Leading retailer of consumer electronics
in China is expanding its online sales
and closely connect its store and web
operations
• Aims to allow major brands to sell on
suning.com, creating a marketplace that
may feature less of the price competition
that’s common on competing shopping
portals in China
• Suning, No.5 in the Internet Retailer
Asia 500 guide, has launched its “Suning
Cloud” marketplace, with more than
300 merchants now selling on Suning.
com, including international brands
like apparel maker H&M, Lenovo and
Samsung
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FEATURES

Supply Chain 2050

S

Our World in the Future
tudying the future is often an imprecise art, but a necessary tool to prepare us for
what lies ahead. Many critical thinkers and business strategists have made it their
primary objective to paint the most likely picture of 2050 in the hopes of anticipating
upcoming challenges and concerns.
What they have unearthed thus far is startling.
This is our world in 2050:

Asia will account for

50% of

population growth
will be based
in Africa (400m
Nigerians, almost
the number of
Americans today)
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Half of Amazon

half of the world’s

Increase

rainforest lost to
deforestation

output in 2050

China’s growth
slowing to a mere

2.5% a year
(due to ageing
society)

in cost of fuel

70% increase

in demand for
food production
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In tandem with diminishing natural resources,
climate change is slated to have more
damaging consequences. A recent study finds
that due to flood defences designed for past
conditions, even a moderate rise in sea level
will lead to soaring losses in excess of US$1tr.
It is important that coastal cities improve
their flood management processes, including
having better defences. This cost is estimated
around US$50bn per year for the 136 cities.
In light of these demographic, social and
climate challenges, how will this impact the
supply chain sector?
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An increase in fuel costs and damaging environmental factors will result in the rise of energyefficient vehicles, with the logistics industry expected to follow the trend.
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Economic power shift will continue to be
underway with China poised to surpass the
US and rise to the top as the world’s largest
economy by 2050, according to HSBC
research. The World Bank also predicts that
the US dollar will lose its global dominance
by 2025 as the dollar, euro, and China’s
renminbi become co-equals in a “multicurrency” monetary system. Over 70 per cent
of population will live in urban areas, so expect
technology to be far more advanced and play
a more prominent role in the future.

$
$

In March 2013, Beijing has already started using electric vehicles for logistics purposes, such
as agro-produce distribution and express deliveries. The vehicles can be charged with up
to 27-kilowatt hours of electricity in six hours, and run up to 100 kilometers. UD Trucks has
also recently introduced Quester, which is equipped with real-time fuel coaching system. This
innovation gives instant feedback and assistance to the driver to drive as economically as
possible, while still maintaining average trip times.
With transportation costs being one of the key expenses for supply chain and logistics
companies, it is inevitable that the industry will invest in innovation towards increasing fuel
efficiency. Companies that find the most effective solution to this challenge first will surely find
themselves ahead of the pack.
There will also be a need to reduce labour dependency, and a drive towards seamless
automation. This is especially crucial for ageing societies, such as in Japan and China, and
decreasing workforce. Auto-guided vehicles may be the future solution. In our previous interview
with Mr Dickson Yeo, Director (Supply Chain) of NTUC FairPrice, he mentioned his dream of
having an automated system that only requires one job controller to control five forklifts at the
same time and direct them to where they need to go and do.
At present, the region’s first electric-powered, driverless has been introduced in Singapore to
transport passengers between the Nanyang Technological University and CleanTech Park for
a two-year test run. While the technology is far from ready to be carried out on a larger scale
at the moment, this prototype intelligence system has laid an important foundation for further
progress. It is not far-fetched to think that logistics trucks in 2050 may be automated.

2010 2020 2030 2040 2050
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More Customisation

New Industry Strategies

Doom or Boom for Supply Chain?

Additive manufacturing, more commonly
known as 3D printing, is being viewed as the
game changer. Currently, there are 3D printers
that are already being used to produce
assistance devices for disabled children, while
others have begun discussing the practicality
of prosthetic limbs, custom hearing aids, and
dental fixtures.

With over 70 per cent of population living in
cities, production and agriculture will move
closer to urban areas, prompting a massive
upheaval in how we obtain the things
we need. Instead of building distribution
centres and manufacturing plants in sparsely
populated areas, the industry has to work
with government officials to build their plants
in cities. Companies have to ensure that their
plants are pollution-free in every way. Unilever
has already achieved 100-per cent zero
waste to landfill at all 26 facilities in the US
and Canada. With a higher number of people
living in a square mile, it also makes more
sense to build near the consumers to save
cost and transport time, as well as minimise
environmental pollution.

In summary, we can predict that the supply
chain industry in 2050 would be more
eco-friendly, streamlined, localised, and
automated. To stay relevant and costeffective, time is already running out for us
to tackle the challenges of 3D printing. We
need to quickly learn to take advantage of this
new innovation. Only then can we continue to
ensure a boom for the supply chain industry.

In fact, there are already talks of organs being
produced using 3D printers by 2050. Toys,
electronics, automobile parts and even homes
could possibly by created through 3D printers.
Even Airbus designers are optimistic for
planes to roll out of hangar-sized 3D printers
by 2050. Where does that leave the supply
chain sector if everyone could possibly print
everything they need on the spot?
With the empowerment to create, design and
innovate their own products, the emergence
of 3D printing will lead to consumers
leapfrogging classical industrial production
patterns. This will lead to a rise in regional
trade streams, with only raw materials and
data still flowing globally. The supply chain
and logistics industry has to ensure that they
remain relevant in the face of such innovation.
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Another point to take note is that the
combination of climate change with rapid
population increases, economic growth and
land subsidence could possibly lead to a more
than nine-fold increase in the global risk of
floods in large port cities by 2050. Companies
will have to consider buffer inventory, and
creating extra manufacturing centres near
their target markets.
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Pearl of
the Orient
Moves
Southeast
The Hong Kong logistics industry looks
ahead at the potential growth of ASEAN while
maintaining thriving ties with the North.
Chew Wai Yee reports

O

ften hailed as the gateway to China and a strategic North Asia logistics hub, Hong Kong
is looking to reap potential growth from the 10-nation ASEAN group.

During a visit to Bangkok in September, Hong Kong Chief Secretary Ms Carrie Lam said that
ASEAN, with its largely untapped market and cheaper costs, becomes “a very ready candidate”
for Hong Kong to diversify its economy, as reported by the Thai newspaper The Nation.
Senior officials from the Hong Kong government have been visiting several ASEAN countries
in the past few months, including Myanmar, Cambodia, Singapore and Thailand, to facilitate
negotiations for an ASEAN-Hong Kong FTA, expected to commence early next year and be
concluded by 2015.
ASEAN is already one of Hong Kong’s largest investment and trading partners after mainland
China -- second largest in terms of trading goods and fourth in trading services, Ms Lam said
in the report.
Last year, exports from Hong Kong to ASEAN were worth more than US$29bn, while imports
from ASEAN were valued at $65bn. Total services trade with ASEAN is worth $13.7bn annually.
“Indeed, we have been keeping a close watch of the development of ASEAN Economic
Community,” said Mr Stephen Cheng, president of the Hong Kong Logistics Association. “In the
near future, the Hong Kong supply chain industry will hopefully reap the benefits with China’s
assistance and influence.”
“China is still key to Hong Kong’s economic success, and this is very unlikely to change in the
short to medium term,” said Mr Neil Morrison, Partner, Supply Chain & Logistics, with executive
recruitment firm Stones International, acknowledging Hong Kong’s pertinent ties with China.
“Perhaps the fast emerging ASEAN markets (Indonesia, Thailand, Vietnam, Myanmar) will provide
a welcome window of opportunity for Hong Kong and companies that have (or plan to have)
presence there, but China remains the dominant influence for Hong Kong.”
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Competitive Buzz

The recent opening of neighbouring Shanghai’s
special economic zone has caused a stir in
the Hong Kong logistics industry, though its
impact is believed to be minimal as “Shanghai
will never be as free as Hong Kong as a port/
city under the political concept of ‘one country
two systems’. Hong Kong will still have its
advantages over Shanghai for many years to
come. The relatively high costs of land and
labour will remain our great concern, even
though the differences between the Chinese
mainland and Hong Kong are narrowing
down,” said Mr Cheng.
Mr Michael Lee, Managing Director, Logistics
& Supply Chain at Asianet Group, added that
what was a fierce competition during the late
‘90s has seemed to settle. In general, Hong
Kong is seen as the Asian HQ, Shanghai as
the North Asia HQ, and Singapore as the
Southeast Asia HQ.
“Hong Kong is benefiting in partnership
with China. For example, with more PRC
companies IPO in Hong Kong, there is an
influx of hot money.”

The next big growth area, according to
Mr Lee, is in e-commerce as well as large
Chinese MNCs opening up to outsource their
domestic logistics to 3PL (e.g. Huawei, Li
Ning). “The pie is still very small, so growth is
fast. Companies are still figuring out various
revenue streams in this business.”
Furthermore, the trend of an increasing number
of SME forwarders/logistics companies in
both Asia & US, as well as EU-UK in particular
that are looking for new survival strategies,
may include mergers, acquisition, and more
niche (product/geographic) offerings. This
may also benefit the fast growing local Hong
Kong/China transportation players.
However, Mr Morrison has noted that the
apparent lack of government attention to
support the logistics industry in Hong Kong
will be a significant threat to Hong Kong, as
is the relocation of many major 3PLs regional
offices, the severe lack of a “grassroots”
workforce and the increasing number of
bonded facilities/industrial parks in first and
second-tier cities in China.
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Equipped For Growth
Industry thought leader Mr Mark Millar, who
serves as Chair of the Logistics Committee
at the British Chamber in Hong Kong, gives
a rundown of the current developments in the
HKSAR, which aims to boost its capacity and
status as a leading logistics hub.

Infrastructure Mega Projects

The Hong Kong-Zhuhai-Macau Bridge is
under construction and expected to open
in 2016. This 29.6 km bridge will enhance
the efficient, cost-effective movement of
cargo between Hong Kong and the western
Pearl River Delta (PRD) – the heart of the
manufacturing base in Guangdong province.
Responding to a call by businesses large
and small, throughout both the industrial and
the logistics sectors, a third runway is now
under study by the Airport Authority. The
current two-runway system at HKIA airport
is predicted to be at maximum capacity by
2015.
Meanwhile, Cathay Pacific Airways has
opened its HKD5.9bn air cargo terminal. The
Cathay cargo complex has been built on a
109,000 sq m site between Hong Kong Air
Cargo Terminals (Hactl) and the Asia Airfreight
Terminal (AAT). When fully operational by the
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end of 2013, the 240,000 sq m facility will
be able to handle 2.6 mt of cargo, boosting
total airfreight capacity at HKIA by over 50 per
cent to 7.4 mt.

switch to low-sulphur fuel whilst at berth in
Hong Kong. Following consultation with the
maritime sector, proposals regarding this will
be tabled in the next legislative session.

In the ocean freight sector, the government
has commissioned a feasibility study on the
development of a tenth container terminal.

Emission Control Area for the PRD

Fair Winds in the Fragrant Harbour

In response to the voluntary Fair Winds
Charter, through which 18 shipping lines has
agreed to switch to low-sulphur fuel whilst
in Hong Kong port, the government has
launched an incentive scheme in September
2012 encouraging ocean-going vessels to
similarly switch to low-sulphur diesel. Some
570 ships have since been registered for
the subsidy scheme, which gives a 50 per
cent reduction in port and navigation-related
charges for three years for companies
operating ocean-going vessels that switch
to fuel containing no more than 0.5 per cent
sulphur.
According to Civic Exchange, sulphur dioxide
emissions from ships in Hong Kong would
drop by 80 per cent if all shipping lines were
to switch to the cleanest fuel available. In
the January policy address, the government
announced that it will consider bringing in
new legislation to enforce the requirement to

The policy address has also confirmed that
the government is stepping up efforts with the
Guangdong Provincial Government to explore
the feasibility of requiring ocean-going vessels
to switch to low-sulphur diesel while berthing
in all the Pearl River Delta ports – including
Shenzhen, Guangzhou, and Macau, as well
as Hong Kong.
Chief Executive CY Leung confirmed that
he has been in touch with his counterparts
in Guangdong over the possible formation
of a Emissions Control Area (ECA) for the
Pearl River Delta – such an ECA would be
the first in Asia. An official from Guangzhou
Port said, “This is a good thing for both sides,
and building a green port is also our goal,
and we have the responsibility and obligation
to respond to the government’s call to build
a green port, and the development of a lowcarbon economy.”
The neighbouring Shenzhen Port commented:
“We have been making efforts in energy
conservation and emissions reduction. We
have updated some port facilities into more
eco-friendly ones. The ECA would require a
joint effort, and we are looking forward to it.”
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The Drive
Towards
Automated
Logistics
Systems in Asia
Contributed by Alvin Yap,
Efacec’s Deputy General Manager, Business
Development & Marketing

P

roper warehousing procedures are key in any manufacturing facility, and like all other processes, businesses are always on the search for
better means to optimise their logistical operations in order to lower operation costs and raise profit margins. Amongst the more popular
solutions to material handling, automated storage and retrieval systems (ASRS) have been around for decades, but adoption within Asia
has been relatively slow unlike in Europe and the US. In this region, many manufacturers prefer to employ the traditional forklift and reach truck
to handle movement of goods in their warehouses.

“Cost” for Concern
One major factor behind the reluctance to progress to computer-programmed logistics handling systems is perhaps the considerable upfront
investment capital required for the initial installation, coupled with necessary ongoing financial commitment to maintain the set-up. A basic ASRS,
consisting of equipment such as stacker crane machines, conveyors and warehouse controls, can be set up with an investment of anywhere
between S$700,000 (US$562,882) and S$2,000,000.
But as past experiences have shown, businesses are almost guaranteed to reap significant benefits with the purchase of an ASRS. On average,
companies receive a return on their investment between three to five years. Considering that an automated warehousing solution can last up
to 30 years, enterprises will be able to generate profits for at least 80 per cent of the technology’s lifespan.
Surprising as it may sound, hesitation towards upgrading material handling procedures can come at a price, and few businesses recognise the
potential negative impact that such a decision may incur, as well as the benefits their organisations miss out on. In Asia, where competition is
rife and there is an ever-present threat to survival, an ASRS could potentially help manufacturers cope with rising business pressures, increasing
labour costs, intensified calls for safety and the need for tighter security.

Making the Most of Existing Equipment
In recent decades, many global brands have set up production facilities in Asia, whether to save
on costs or to more efficiently meet growing demand in the region. Under such circumstances,
maximising productivity becomes key in keeping ahead of rival companies, and as a result,
business leaders continually push to generate more goods within limited time and space.

Conveyor belts and shuttle vehicles decrease
activity completion time by at least 30 per cent.
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Compared to conventional forklifts, automated logistics systems generally travel much faster.
For example, with the use of a shuttle vehicle, moving goods from the packaging area to storage
location will take significantly less time. The technology has been proven to deliver output at
twice the speed of a forklift, on average. Even with the implementation of a conveyor belt,
companies would witness a decrease in activity completion time by 30 per cent.
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Consequently, this will allow manufacturers
to execute storage procedures in much less
time, and the speed of warehousing will
sufficiently meet the pace of output from
automated production systems. Businesses
will then inherently be able to handle and
process a higher volume of orders in a given
period of time and space.

Rising Labour Costs
In the face of rising manpower costs,
automation provides a viable solution for
companies looking to reduce their reliance
on labour-intensive processes. By integrating
automation, many non-essential tasks can be
performed by machines. For example, forklifts
that are operated by humans can be replaced
by computer-controlled vehicles; labeling that
is typically done by hand can be executed by
a machine. This saves precious time, and the
employee will be able to fulfill more orders with
the same number of working hours.
Besides mitigating the impact of rising
labour costs, another major benefit related
to automated systems replacing human
labour lies in the former’s capability to
work round the clock. This means that
the warehousing process, together with
mechanised production, can run 24 hours
a day, seven days a week. It is no longer
limited by shift work or shortage of workers
due to variations in business cycles. A
manufacturer’s productivity will inevitably be
enhanced significantly, providing a boost to
the company’s industry standing.

Additionally, computer-controlled logistics
solutions also minimise issues that arise
as a result of human error. These include
mishandling and improper coding. Such
mistakes often cost manufacturers precious
time, and even money, to rectify.

Safety Concerns
Within a conventional warehouse, forklifts
may pose real safety concerns, especially in a
busy warehouse where numerous forklifts are
continuously moving about, and if a company
deals in large-size products that may hinder
the driver’s line of sight. The implementation of
automated transportation equipment, such as
conveyor belts, shuttle vehicles or RGVs, can
help overcome this challenge as movements
of these vehicles are confined to fixed rail
tracks. Also, in areas where automated
equipment is in use, there is usually zero
human traffic because of safety regulations
that are enforced. But even if workers enter
these sections by accident, there are sufficient
safeguards in place to ensure their safety.

Although conventional logistics systems
continue to remain as a key component
in many storage facilities, an ASRS can
aid businesses in their bid to stay ahead
of competition, reduce reliance on human
labour, create safer workplaces and enhance
security. And even though initial capital costs
may seem high, savvy manufacturers will find
that the significant benefits, both tangible
and intangible, reaped from an automated
material handling system would well justify
the investment. For this reason, many large
and reputable international manufacturers,
such as Walmart, Procter & Gamble, and
Indofood Group, have adopted the ASRS in
their warehousing facilities.

Automation For
Continued Success
Asia is indeed an attractive base for
manufacturers to locate their production
facilities, considering the strong and fastgrowing regional economies that seem
unfazed by the problems in Europe and
the US. However, the need to innovate and
maximise productivity is no less in the region,
especially with competition heating up.

About Efacec

EFACEC Capital, SGPS, SA is one of the
biggest engineering groups in Portugal, and
has interests and activities in several fields of
technology, namely Energy Transmission and
Distribution, Transport, Logistics, Electronic
Systems, Information Management and
Telecommunication Systems.

With an ASRS, a manufacturer’s warehousing process is no longer limited by manpower hours.

Within the EFACEC Group of companies,
EFACEC Engineering & Systems is the
leading supplier of Automated Material
Handling Solutions. The company has more
than 30 years experience in Automated
Material Handling, with a special focus on
Automated Storage and Retrieval Systems
(ASRS), Automated Guided Vehicles (AGVs),
Conveyor Solutions as well as Baggage &
Cargo Handling Systems.
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Exciting Consumer Market Potential

Asia Supply Chain Insights
Contributed by Mark Millar, Managing Partner, M Power Associates

A

s the traditional strongholds of consumerism—the developed Western markets of Europe
and the US—suffer from a range of economic woes, and declining consumption growth,
causing revenue and profitability challenges for multinational corporations (MNCs). As a
result, companies are increasingly looking to Asia for market expansion, revenue growth, and
increased profits.
It is easy to generalise and consider Asia to be one market, but in fact, Asia is a collection of
very different markets that vary widely, especially when it comes to the maturity of their logistics
networks and supply chain ecosystems. As growth shifts to Asia, companies often experience
significant supply chain challenges as they venture into new territories and consequently seek
informed and independent insights to help them navigate the complex landscape.

The Organisation for Economic Co-Operation
and Development estimates that, globally,
the size of the middle class (defined by the
Economist Intelligence Unit as those who can
afford to spend money on non-essential items)
will increase from 1.8 billion people in 2010 to
4.9 billion by 2030. Asia will deliver 85 per cent
of this growth, with spending by the region’s
middle class expected to account for almost
two-thirds of middle class spending globally.
At the same time, urbanisation is
accelerating—China is forecast to create more
than 200 new cities with a population greater
than 1 million people by 2025. Projections
also predict that in the next decade some
500 million people in Asia will have access
to electricity in their homes for the first
time, which will drive exponential increases
in demand for a whole range of consumer
household products.
Demand for fast-moving consumer goods
(FMCG) is also forecast to rise, with PwC
reporting that spending on soaps and
cleaners in China and India should continue
to grow at over 15 per cent per annum. But
as MNCs rush to capitalise on this consumer
market potential, they may discover that the
most attractive markets are also likely to have
challenging logistics environments.
A key factor for businesses to consider –
for their logistics and distribution activities
– is whether they will be best served by
a global 3PL or a local service provider.
There is no one-size-fits-all solution. In
making their decision, companies must
evaluate a number of factors including local
market knowledge, sector specific expertise,
information technology systems, international
best practices – and of course, price.
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The Impact of
China’s Economic Shifts
The region’s largest market, China, is
experiencing shifts in its economy. International
companies initially came to China to capitalise
on an abundant supply of low-cost labour and
incentives to establish operations in Special
Economic Zones. In addition, they are now
just as interested in the opportunity to sell
products to the huge and rapidly expanding
Chinese consumer market. As the Economist
noted, “Foreign firms that came for the
workers will stay for the shoppers.”
Migrant workers, who moved to the coastal
areas to work in the factories, are increasingly
returning to their provinces as more work
becomes available inland. As they do, the
lower cost of living in rural areas results in
greater spending power, driving domestic
consumption in third- and fourth-tier cities.
For consumer goods companies, the logistics
emphasis is just as much on distributing
goods throughout the domestic Chinese
market, as it is on transporting products from
factories to coastal ports for ocean freight
exports to the EU and the US. Increasingly,
these rapidly expanding consumer markets
are being established and opened up around
the Asia region, notably in India, Vietnam and
Indonesia.

Alternative Production Locations

Logistics Challenges throughout Asia

As businesses pursue their China-plus-one
strategies – usually seeking additional, rather
then purely alternative low cost manufacturing
sources - there are several options to explore
– particularly India, Vietnam and Indonesia.
But each alternative option has its own supply
chain challenges. Companies considering
manufacturing in alternative locations should
consider the maturity and capability of their
chosen market and assess the supply chain
challenges they may face, including these
three critical aspects:

The complex, fragmented and inefficient
nature of the logistics sector can present
many challenges for those doing business
in Asia. The region’s dynamic economies
span developing, developed and emerging
markets – all at different stages of maturity and
sophistication. The nuances can be difficult to
read and expensive to ignore.

•

•

•

The regulatory environment, including
bureaucracy and administrative
overheads, and its implications—for
example, India’s state-level tax system
often leads to operating multiple
distribution centres across different
states.
Infrastructure – in many Asian markets
the transportation infrastructure is
underdeveloped which can lead to
damage and delays resulting in costly
inefficiencies in the supply chain.
Talent shortages—more than 70 per
cent of businesses are now affected by
the industry’s ongoing skills shortage,
according to the Logistics Executive 2012
Employment Market Survey Report.

The top three key challenges for MNCs are
likely to be infrastructure, bureaucracy, and
talent. Companies also need to deal with
multi-modal distribution into the hinterland
regions, for which they will need partners with
local market knowledge. Different consumer
markets may also require product localisation,
adding an extra layer of complexity to supply
chain operations.
Additionally, Asia’s diverse geographies – for
example the massive land masses of China
and India, or the substantial archipelagoes of
Indonesia and the Philippines – together with
the heavy traffic congestion in major cities, all
add to the complexity of logistics operations,
impacting supply chain effectiveness and
efficiency.

Conclusion

There are huge opportunities in Asia as the middle classes grow exponentially, demand
for consumer products increases, and spending on non-essential goods grows, including
throughout the region’s second- and third-tier cities.
But on top of Asia’s geographic, economic, and political complexity, there are significant supply
chain challenges resulting from developing regulatory environments, inadequate infrastructure,
and talent shortages.
However, with informed insights and the right business partners together providing deeper
understanding about the region, businesses can benefit from both production and consumption
opportunities in Asia - and ensure that they are in a position to capitalise on that growth during
what is becoming known as ”The Asia Era”.

Mark Millar provides value for clients with independent, external and informed perspectives
on their supply chain strategies in Asia – covering China and ASEAN regions. His series of
‘Asia Supply Chain Insights’ presentations, consultations, webinars, seminars and corporate
briefings help companies to improve business operations, plan more effectively, and increase the
efficiency of their global supply chain ecosystems. Recognised as an industry thought leader,
clients have engaged Mark as Speaker, MC, Moderator or Conference Chairman at more than
285 events in 20 countries. The Global Institute of Logistics recognised him as “One of the
most Progressive People in World Logistics”. mark@markmillar.com
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“This is the place to be for
growth and prosperity, but
we need to overcome the
supply chain challenges
in order to embrace the
smorgasbord of potential
new business opportunities.”

Mr Mark Millar

Managing Partner at M Power Associates
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Unraveling Asian Intricacies

t is no secret that we are living in The Asia Era. But blindly jumping into the supply chain industry without any prior knowledge or understanding
of the sector will backfire on anyone. Afterall, Asia is a complicated region with multiple markets of various levels of economic developments.
Yet, every aspect of the region is interconnected in one way or another. It is thus important to understand the connection of these diverse
markets, rising trends and expected challenges to succeed in this region.
It is rare to meet a supply chain professional with such a specialised knowledge of the region, considering Asian’s volatile landscape, which is
what makes Mr Mark Millar, Managing Partner at M Power Associates, such an exciting individual. Armed with over 25 years of global business
experience, this supply chain veteran and industry thought leader understands the intricate nature of supply chain operations and talent
management in the region. For this interview, Supply Chain Asia finds out more about his expert opinions on the changing landscape of Asia.

1) Can you share with our readers
your experience in supply chain and
logistics?
I have been fortunate to have enjoyed a
25-year corporate career in supply chain
management and third party logistics,
which encompasses living and working in
eight different countries, whilst undertaking
business development activities in numerous
additional economies. My global career
included working with colleagues and
customers in UK, Europe, Australia, US and
Asia – primarily in the high-tech, consumer
retail and logistics sectors.
In 2009, I founded M Power Associates - a
gateway to the knowledge and networks that
provide clients with the supply chain insights
they need to navigate the challenges of doing
business in Asia. Within the framework of
“Asia Supply Chain Insights”, we continually
explore the latest supply chain trends and
logistics developments around the region,
thereby providing clients with independent
and informed perspectives through a
range of consultations, corporate briefings,
presentations, whitepapers and seminars,
which enhance companies’ understanding of
the complex landscapes in Asia and empower
them to make better informed business
decisions.
My professional portfolio also includes
delivering a professional and positive impact
to my clients’ corporate and industry events
through my roles as keynote speaker,
professional moderator, conference chairman
and master of ceremonies. To date, I have
completed over 300 client engagements at
corporate events and industry functions in
20 different countries.

2) In your 25 years of global
business experience, what would
you constitute as the top five major
challenges faced by companies in the
industry today?
From a supply chain perspective, the key
challenges being faced by businesses
today include Complexity, Volatility, Velocity,
Regulatory and Sustainability factors.

Complexity - Through globalisation, supply

chains have developed, evolved and morphed
into complex ecosystems featuring numerous
multi-layered inter-dependencies, spanning
the globe, crossing time zones, borders,
cultures and languages. All of these factors
combine to exponentially increase supply
chain complexity.

Volatility - Within the context of an ever-

changing world, this complexity results
in supply chains becoming vulnerable to
volatility, whereby unpredictable events can
cause immediate and massive disruption.

Velocity – With shortening product-

life-cycles and speed-to-market driving
competitive advantage, velocity is another
key challenge. To increase velocity, some
companies are now exploring how they can
shorten their supply chains.

Regulatory – Companies must continually

expand their business activities into these
‘New Frontiers’ of the emerging markets,
which are forecast to account for almost
60 per cent of global GDP growth through
to 2015.

Sustainability – Sustainable supply chains
are firmly back on the corporate agenda,
driven by proven trends that buyers - when
making purchasing decisions - are placing
much more emphasis on the suppliers’
perceived environmental reputation, both for
consumers and also in the B2B world.
3) We understand that you have a
track record of 15 years in the Asia
Pacific region. What’s the difference
between logistics 15 years ago and
now, especially from the perspective
of regional competition?
During those 15 years, the region has
progressed enormously across all aspects of
logistics – including infrastructure investments,
regulatory developments and employment
creation. Having been China-based since
2002 – initially in Shanghai and more
recently in Hong Kong, I have witnessed
massive changes in the logistics sector in the
mainland, including the increasing presence
of multinational brands and logistics service
providers.
Across the ASEAN region we have also seen
great progress and developments towards
enabling modern logistics environments,
despite many obstacles including geographic
challenges and infrastructure limitations.
Likewise in the Indian subcontinent, we have
seen massive changes and positive progress.
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4) Do you see any difference in supply
chain developments in North Asia
and Southeast Asia? Do you see any
major implications from the ongoing
FTAs being developed between
countries in these two regions and
the up-and-coming ASEAN Single
Market concept in 2015?
As featured in my ‘Asia Supply Chain Insights’
briefings, the region includes an extremely
diverse range of economies - comprising the
full spectrum of emerging, developing and
developed markets - with widely varying levels
of sophistication and maturity in their supply
chain and logistics landscapes, infrastructures
and capabilities.
Free trade agreements will continue to
enable progress in leveling the various
playing fields, with cross border trade
facilitation developments continuing apace.
Implementing the AEC 2015 across the
ASEAN nations will undoubtedly become a
journey commencing from 2015, rather than
a destination that can be reached in just two
years from now. The ASEAN-China Free Trade
Agreement (ACFTA) established in January
2010 has had significant impact on regional
trade, with business volumes between China
and AESAN expanding to over US$400bn
last year.
One of the latest FTA developments is the
proposed Singapore-EU FTA. The 28-member
state European Union (EU) and Singapore
recently launched their proposed Free Trade
Agreement, which could be implemented late
next year or early 2015. Singapore accounts
for about one-third of all EU-ASEAN trade,
more than 60 per cent of all investment
between the two regions and is host to over
9,000 European companies. Trade in goods
exceeded US$70bn last year, and services
trade topped US$38bn in 2011. Mutual
investments have exceeded US$250bn.

5) Emerging markets are perceived
as the ‘next big thing’ in the industry.
Do you agree with this perception?
Yes, whilst the traditional growth markets
in Europe and North America continue to
experience varying degrees of economic,
social, political and financial uncertainty,
companies will focus on emerging markets
for growth opportunities.
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What is really exciting is that the Emerging
Markets here in Asia will be the fastest
growing of all the world’s emerging markets,
whilst the Asia region as a whole will account
for 50 per cent of global GDP growth through
2050 and be home to 66 per cent of the
world’s middle class by 2030. So we are
firmly in The Asia Era – this is the place to be
for growth and prosperity, where we need to
overcome the supply chain challenges in order
to embrace the smorgasbord of potential new
business opportunities.

6) Hiring the right talent is important
to ensure success. Do you see talent
development a key issue in Asia?
Why or why not?
We are seeing rapid expansion in markets
throughout Asia and these continuing growth
patterns are presenting multiple challenges
in the area of Human Capital, where supply
cannot keep up with demand, resulting in the
current shortage of skills across supply chain
logistics and transport sectors.
In Asia’s emerging and developing markets,
both production and consumption segments
are rapidly expanding – the factory workers
have become the retail shoppers – driving an
exponential increase in demand for trained
and experienced personnel, resulting in talent
shortages of the supply chain management
and logistics skillsets needed to satisfy the
existing demand, let alone support continuing
rapid growth.
Across all sectors, companies are being
challenged to attract, keep and develop their
talent. However, the overall talent pool is not
expanding rapidly enough for supply to keep
up with demand. Hence, the spiralling payroll
costs as organisations fiercely compete to
attract and retain the limited talent that is
available.

7) Is there anything that makes you
hopeful or concerned for the future
of supply chain and logistics in Asia?
Building on the previous point, I am concerned
that we do not see enough young talent
choosing a career in supply chain and
logistics. As both a profession and an industry
sector, supply chain and logistics needs more
high-profile industry evangelists. We need
to better articulate the wide range of career
opportunities available, how our activities
and initiatives underpin the global economy,
how transport and logistics enable trade

flows that put food in your tummies, clothes
on your back and iPhones in your hand. We
all share responsibility to help improve public
perceptions in order to attract more of the
best and brightest youngsters into the sector.
At the same time, I am extremely optimistic
about the future of supply chain and logistics
in Asia. The spotlights of the world are on the
Asia region - as both the heartland of global
production and the epicenter of the next
generation of huge and vibrant consumer
markets – all of which need servicing with
fully empowered, efficient and effective supply
chain ecosystems.

8) Do you have a quick word of advice
for our readers to boost their supply
chain’s level of efficiency?

Within your supply
chain ecosystems, build
flexibility, responsiveness
and resilience.

9) What do you do for leisure and fun?
Music and travel have always been a big part
of my life. During my corporate career, I was
privileged to live in eight different countries
and visit at least twenty more. In the last
decade, I have had the opportunity to visit
more than 30 cities in China. When I am home
in Hong Kong, my wife Maureen and I regularly
enjoy outdoor activities, such as sailing in
Hong Kong waters and hiking around the
numerous country trails. For less strenuous
social activities, we enjoy the performing
arts, watching rugby union and dining out
with friends.
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“There is also an
increase in affluence
in Central Asian
countries, such as
Kazakhstan and
Azerbaijan, and
demand is strong
for imported luxury
fashion and lifestyle
products and jewelry
from Europe.”

Mr Evgeniy Reznikov
Business Development Director of A.R.T. Logistics
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Tapping On Central Asia

here has been plenty of buzz surrounding the rise of the Asian Century, especially in respect to the upcoming ASEAN Economic Community
2015. But with its geographic position as an interface between West and East, it is important not to cast Central Asia aside, which represents
a significant presence in the region, and poses a vast number of opportunities for the supply chain and logistics industry. With its sheer
size, the region has the immense potential to eventually match its ASEAN counterpart in terms of economical output. In addition, Central Asia
is well-known for having untapped natural resources, such as coal.
With a large clientele base consisting of companies in the oil and gas industry, global project logistics company, A.R.T. Logistics, places a strong
focus on Central Asia, Russia and CIS (Commonwealth of Independent States, formerly the Soviet Union). To further understand the 3PL’s aims
and objectives for the region, Supply Chain Asia is delighted to feature Mr Evgeniy Reznikov, Business Development Director of A.R.T. Logistics.

1) What is your position in A.R.T
Logistics, and what motivates you to
excel in this role?
I am the Director of Business Development.
What keeps me on my toes here is launching
exciting, new product solutions. I believe in
the idea of innovation and re-inventing the
wheel. When it comes to Central Asia and
CIS logistics, it consists of both art (pun not
intended) and hard work at the same time.
Our aim is to be the most innovative company
working in these new emerging trade lanes
and markets.

2) Can you share with our readers
the Central Asia region and the
underlying logistics and supply chain
challenges?
Central Asian economies are growing, and I
see plenty of foreign direct investment and
positive hopes here for the future. There are
two main reasons behind this. Firstly, there
is a strong support from the governments
to boost a broad range of industries. This
strategy is extremely encouraging for foreign
international companies that are interested in
being involved in the development of these
countries. This is a very good first sign.
Secondly, the Central Asia region is very
rich in terms of minerals and other natural
resources, which are in demand around the
world. It makes sense to be here to build
transport services and an effective network
as the infrastructure is being developed. As
a logistics company, we act as a bridge for
foreign companies looking into building their
businesses in the region and assist our clients
in leveraging the opportunities found here.

3) Overland transportation in Asia is
growing in importance with extended
connectivity between Southeast Asia,
China and Central Asia. Will you be
able to share how this development
influences the development of
logistics service providers, such as
A.R.T. Logistics?

Logistics moves its superheavy weight
oil drilling equipment on to the road. Our
customers are primarily in the oil industry, and
their daily oil production is worth thousands
of dollars each day. We are responsible in
delivering the equipment on time, in prime
condition. We have multiple contingency
plans for each project to ensure the project is
completed on time and on budget.

Now there is growing demand for cargo
moved by sea from the regional ports of
Jakarta, Port Kelang, Bangkok, Haiphong,
Keelung and Singapore. Shipments are then
routed by rail through the China corridor, from
Lianyungang port in North-Eastern China, to
the Kazakhstan border crossings of Dostyk
and then on to Almaty, the country’s major
commercial centre. A.R.T. Logistics provides
the much-coveted service of transporting
goods from the border to other Central Asian
countries, including Uzbekistan, Azerbaijan,
and Kyrgyzstan.

4) The global economic development
has always been about Asia but
not many people are aware of the
opportunities in Central Asia. How
do you see Central Asia’s role in
connecting Asia and Europe, and
where are the economic and business
opportunities in terms of supply
chain and logistics?

The route from China to Central Asia has been
underused in the past, as you need to have
a deep understanding and high expertise
in managing rail operations across Central
Asia. A.R.T. Logistics has its own team of
professionals in the region, and they are fully
skilled to ensure all documentation is in order
at China-Kazakhstan border. This ensures
a seamless transit for all shipments. A.R.T.
Logistics also operates an intermodal service
utilising a combination of trucking and rail to
cover the long distance legs from China to
Russia through Kazakhstan.
We understand the region well, and
make adequate contingency plans for our
customers. For example, during the peak
periods, there are delays at the border points
as the sheer volume of freight trains looking
to cross the border slows transit times often
for days. During these lull periods, A.R.T.

Central Asia has a very important role in
connecting Asia and Europe. One of our
primary areas of businesses is to connect oil
and gas equipment suppliers from Western
Europe with the remote, but mineral rich
regions of Central Asia and the Russian
Federation. Our customers are primarily in
the oil industry, with headquarters in Europe
and the US. We are responsible for delivering
the equipment from the US, Europe, China
and Southeast Asia on time and in prime
condition. Providing a reliable, safe and secure
supply chain for high-value equipment is
challenging and requires local expertise and
years of experience. This is where the main
opportunities lie for the logistics sector in
this region.
A.R.T. Logistics started its air freight services
eight years ago and now we are one of the
main logistics providers for medical equipment
sector, telecommunications equipment and
luxury goods. It is sensitive cargo in terms
of being time critical, fragile and high value.
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There is very high demand for A.R.T. Logistics
air freight services in Central Asia.

IT services required to manage a global
business.

There is also an increase in affluence in
Central Asian countries, such as Kazakhstan
and Azerbaijan, and demand is strong for
imported luxury fashion and lifestyle products
and jewelry from Europe. The Kazakhstan
luxury goods market annual value is estimated
around US$900m, including clothing and
accessories, cosmetics and perfume,
premium alcohol and watches. We see this
stark growth in Kazakhstan and Azerbaijan.
Every month, I see an increasing number of
more European brands opening offices and
retail outlets in Kazakhstan, particularly the
capital city of Astana and the commercial
centre of Almaty.

In terms of growth for the Asian region, China
and Southeast Asia will be the major drivers
in our business expansion plans. Hong Kong
is a leading logistics hub in the Asian region,
and is the leading global air cargo hub. The
port is also one of the world’s biggest in terms
of volumes, which means that we have the
flexibility to access global markets through
Hong Kong.

5) We understand that your team is
involved in supporting transportation
and logistics in Central Asia. Would
you be able to share your views on
trends and challenges in supply chain
and logistics in Central Asia?

7) What are your views on the logistics
challenges in Asia as a whole?

Both Central Asia and the CIS countries are
still showing growth or at least steady levels
of trade when compared to other developed
markets. Moreover, the infrastructure, political
and administrative structures are developing
and changing quite quickly. This scenario
provides us with challenges and opportunities
at the same time. We look positively to the
future as we are expecting growth in volume
and demand for higher service levels from
our clients.

6) Where and when did A.R.T.
Logistics first set up its base in Asia?
What do you think are the essential
contributing factors that allowed
A.R.T. Logistics to establish itself in
the region?
We chose Hong Kong as our first set-up in
Asia. In Hong Kong, we are able to access
the professional services, skilled personnel,
financial services, communications and
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The logistics network in Hong Kong is also
very good and we have been able to find
good business partners in the industry. We
can also find the local expertise that we need,
particularly when working in China.

In certain regions and countries, poor
infrastructure is often seen as a major
challenge, and there is also a need to
harmonise customs procedures across the
region. But in my opinion, there have been
some positive signs through ASEAN that
should lead to improvements. A good example
of how different countries can work together
is the Russia-Kazakhstan-Belarus Customs
Union, where cross border shipments clear
customs only once for onward delivery
anywhere in the three countries.

8) How does A.R.T. Logistics manage
the challenge of talents in terms of
retention?
We have developed a hub operation in Hong
Kong for our global operations, where we
have multilingual experts able to provide
information and support to our network of
offices from Europe to across Asia.

In terms of talent retention, we take the
career development of our employees
seriously. We rotate our managers through
different offices in our network so that they
will experience working in different cultures
and environments. In our experience, we
find that this helps communications and
boosts their understanding of the different
challenges faced in each region. It also helps
to develop relationships within the company,
so colleagues can work more effectively
together.

9) In relation to talent management,
do you see a gap in terms of skills
and knowledge in Central Asia vis-àvis other parts of Asia, such as China
and Southeast Asia?
I definitely see that there are very few logistics
professionals in China and Southeast Asia
who are equipped with the knowledge of
Central Asia trade lanes, when compared to
other markets like the European Union or the
US. For most of our services, ranging from
oversize project solutions or luxury goods
air freight, we have to build the expertise
from within the company and ensure that
we retain the best talent by giving them
ample opportunities to develop. We rotate
our staff often among our global offices, as
well as invest time and money into training
and coaching talents both in China and
Central Asia. I strongly believe that our talent
management strategies are paid off with
loyalty and professionalism by our team.

“A good example of how
different countries can work
together is the RussiaKazakhstan-Belarus Customs
Union, where cross border
shipments clear customs
only once for onward delivery
anywhere in the three
countries.”
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The Impending Rise of Central Asia
It is plain to see that trade in the emerging markets of Central Asia, such as Uzbekistan, Kyrgyzstan, Kazakhstan, Tajikistan, and Turkmenistan,
is on the rise.
This has long attracted the attention of economic powerhouse, China. The Chinese understand the importance of the region, with trade between
Beijing and the five Central Asian states rising from US$527m per year in 1992, to US$30bn annually by 2010. Moving forward, China is also set
to build new railroads into Central Asia, which is part of a US$300bn plan to upgrade and expand Chinese railways over the next two decades,
as the cheapest way to get goods in or out of this landlocked area is via rail. Chinese businesses will also continue to invest billions more to
create new businesses in Central Asia, and see the region as a source of raw materials and energy.
But the region is not without its set of challenges. Since independence, the Central Asian economies have faced the challenge of how to generate
sustained economic growth through a process of structural transformation and reduced reliance on natural resources. Exports of natural resources
constitute the bulk of total trade in the case of some of the Central Asian countries, and this has long-term implications. Resource exports tend
to cause a country’s currency to appreciate and make manufacturing activities uncompetitive.
In addition to its current poor infrastructure, Central Asia is also often cited to have weak, corrupted governance, with only a small group of
the elite benefitting from the growth of the region. With Pakistan and Afghanistan’s political and social instability, there is a possibility for unrest
to spillover.
Regardless of its threats, the region’s potential for success is impossible to ignore. It is only a matter of time when the region can rise to the
occasion.
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“Our ‘insanely customer
centric’ mentality is one of
DHL’s winning formula.”

Mr Nizam Agil

Customer Service Director, DHL Express Singapore
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Going Above & Beyond
Customer service is often perceived as a thankless job, and employees frequently cite lack of motivation and incentives as reasons not to go
above and beyond the call of duty. But the underlying truth is that customers are the lifeblood of any business, and going the extra mile will
pave a long way in instilling customers’ loyalty.
Mr Nizam Agil, Customer Service Director of DHL Express Singapore, understands the importance of fostering good customer relationships.
A mild-mannered man from Malaysia with an unexpected penchant for wild theme park rides, Mr Nizam strives for excellence among his team
members, and aims to continuously exceed customers’ ever-changing expectations.

1) Can you share with us more about
your role in DHL?
My key responsibility as the Customer Service
Director of DHL Express Singapore is to lead
the country’s customer service team and
drive service excellence for our customers.
I have been with DHL for almost ten years,
and have over 15 years of industry experience
in customer service. Many people have the
misconception that customer service is
simply about operating the telephones and
managing the reception desks. But it is more
than that. We see ourselves as the gateway
for our customers to communicate with DHL
Express.
Our customer service team consists of almost
200 employees, and our award-winning
call centre has a strength of 90 customer
service agents. My role, specifically, is to
motivate my team to continuously deliver
great service quality and enhance overall
customer experience with DHL. This includes
keeping their morale up, evaluating and
giving feedback on their performances, as
well as providing regular training to boost
their skillsets.

2) How is DHL’s customer service
strategy different from other global
logistics players?
For us, we constantly look for ways to
differentiate ourselves from other logistics
players. For example, one of our unique
strategies is to ensure that our customers
can easily reach one of our customer service
representatives instead of going through the
hassle of navigating the automated voice
system. We do not believe in outsourcing our
call centre operation, so our customers can
be assured that 100 per cent of their calls are
forwarded straight to our Singapore office.
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Providing good customer service has been a
major focus and a fundamental for DHL. Our
‘insanely customer centric’ mentality is one of
DHL’s winning formula. More importantly, the
customer service team must serve with heart,
that is to possess the right attitude and have
a positive mindset.

3) Are DHL’s customer service
strategies customised for the target
markets in different regions?
We pride ourselves in providing a standardised
set of products and services throughout DHL’s
extensive network. At DHL, we have always
adopted the “Think Global, Act Local” mantra
where we will take this global knowledge and
carry out localised actions that are specific
within the country. For example, in Singapore,
we understand that the local market does not
like to speak to a machine. This is why we
implement the process that ensures all calls
can be easily forwarded to a customer service
representative. But for some countries in the
Americas and Europe on the other hand, there
is a greater emphasis on the interactive voice
response system because the local markets
are more receptive to this technology.

4) Can you share with our readers
the various innovative technologies
used in customer service operations?
How important is innovation in your
customer service strategy for DHL?
We have an integrated customer service
solution GCCU, which allows the CS team
to retrieve any information from anywhere. It
starts with the telephone system that allows
calls to be automatically queued before
being intelligently routed to the next available
customer service agent. This system is
integrated with the workforce management
system, which collects data and creates
forecasts of the calls coming in, as well as
automatically schedules the calls for the
different customer service agents.
At the same time, these two systems are also
connected to the quality monitoring system.
This system records all calls directed to the
call centre, and allows our supervisors and
managers to schedule when the customer
service agents are available to undergo
training. For example, due to our system’s
forecasting feature, we are able to predict lull
periods in call volumes, which represent the
perfect time for us to pick out some of the
customer service agents to undergo training
programmes.
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5) How does DHL foster good
customer service relationship with
its clients?
To be honest, my staff is the key reason
why we have such a good customer service
relationship with our clients. This is why we
take our recruitment process seriously. In
addition to arming them with the right skill
sets through training programmes, I also
make it a point to motivate them everyday
and acknowledge the hard work they have
poured into the company. I greet practically
every single person in my team (200 of them)
everyday, and I always mingle with my team
members to get to know them better.
Putting our customers at the centre of
everything we do is one of the guiding
principles that DHL is committed to and we
are constantly engaging in dialogues with our
customers. We have earlier this year launched
a communication platform “Straight to the
Top” where customers can write directly to our
Managing Director and myself to feedback on
our services. DHL Express Singapore is the
first in the industry to introduce this channel
to foster closer and more direct bond with
our customers.
Quality control initiatives such as Post
Customer Interaction Survey (PCIS), Speak
Up Programme for our customer service
team and Mystery Shopper Programme are
implemented to ensure we continue to drive
quality.

6) What do you see are the major
challenges that you and your
customer service team faced in DHL?
One major challenge for us is to exceed the
ever-changing expectations of our customers
every time. This challenge is not limited to the
customer service team, but also permeates
the whole express and logistics industry.
For example, five years ago, customers’
expectations were reactive-based. We only
need to address our customers’ needs when
they call us for help. But now, customers
expect us to immediately prompt them
regarding any shipment issues and explain
to them the steps we are taking to rectify the
situation. Although we are already providing
this service, we cannot simply rest on our
laurels because their expectations can quickly
change.

7) We understand that DHL employees
undergo rigorous training. Can you
share with us examples of these
training programmes?
One of our core programmes is the Certified
International Specialist (CIS) foundation
course, which is a mandatory programme
for every DHL Express employee globally.
CIS is a learning and development platform
that encourages staff empowerment through
knowledge and provides development
opportunities for the employees. The
programme begins with a Foundation Course
(which is also the induction programme for
new recruits). It also incorporates additional
modules that focus on specific functions
within DHL (i.e. customs clearance, aviation),
as well as the Certified International Manager
programme for executives. All of our training
programmes are carried out in-house, and I
am one of the trainers.
It is also mandatory that all employees hit a
certain minimum number of hours in training
every year. In fact, for our customer service
team specifically, we hold a training session
every quarter, and customise the training
programmes according to the employees’
needs. For example, when we go through
the quality monitoring system, we are
able to pinpoint the specific gaps in any
competency and carry out the respective
training programme specifically for the
customer service agent every quarter.
Our award winning customer service team
bears testament to the continuous efforts in
maintaining a high level of customer service.
The first half of 2013 alone saw us clinch six
awards.

8 ) We u n d e r s t a n d t h a t D H L
encourages its employees to
participate in community services.
Can you share the type of community
services practiced by you and your
team?

At the group level, we take part in Global
Volunteer Day. Taking place every September,
this event brings the different business units
together to spend one day for voluntary
work. This is a global initiative, and due to the
immense support this programme receives,
this annual initiative will become a yearlong
activity.
Our Strategy 2015 clearly defines the
company’s overall direction, with Corporate
Responsibility (CR) firmly embedded in
it. “Living Responsibility” is the motto for
our dedicated CR programmes as we aim
to advance sustainability and accept our
responsibility toward society, the environment
and our employees. Our dedicated
programmes are:

• GoGreen – environmental protection
• GoHelp – delivering help
• GoTeach – championing education
We are convinced that these programmes,
local projects and initiatives will not only help
us to advance sustainability, but also ensure
the long-term success of our company by:

• improving our employees’ motivation
and identification
• increasing awareness of CR
• enhancing recognition for CR
engagement
• strengthening our competitiveness
9) What do you do for fun and leisure?
I spend most of my free time with my wife
and daughter. Whenever we can, we make
a point to travel overseas. Additionally, I have
to admit that I am an avid fan of theme parks,
and I am proud to say that I am one of the few
people who have visited every Disneyland in
the world. I have been on all the rides multiple
times, from Space Mountain to children rides.
Once the Disneyland in Shanghai opens in
2015, I will definitely be one of the first to
visit it.

My department takes community services
seriously. In fact, the customer service team
was the initiator for DHL’s involvement with
Hair for Hope in 2010. Since then, DHL
has been organising satellite Hair for Hope
event for 4 years. This year, it has become
a corporate level CSR involving all business
units, and we had 65 DHL employees,
including two female employees, shaving their
heads for charity.
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About Global Contact Centre Upgrade (GCCU) Initiative
The Global Contact Centre Upgrade (GCCU) initiative was introduced by DHL Express in 2011 driven by the vision to consistently deliver high
quality services worldwide through enhancing overall operational efficiency in the company’s contact centre operations. The project comprises
three significant system upgrading - an improved telephony system, namely Automatic Call Distribution system, as well as more efficient Workforce
Management and Quality Management systems, to ensure the “Best-in-Class” services and standards to all customers irrespective of their location.

How it Works:
The Journey of Each Customer Call

Customer
phones in

Call answered
with Customer
Dashboard displayed

AUTOMATIC
CALL DISTRIBUTION
(ACD)
• Provision of personalised
service by agents with
enhanced functionality
such as Dynamic Routing
and Skill Based Routing
• Allow for centralised
reporting with the use
of the Global Standard
Platform
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Call received
& intelligently
routed

PORTAL
• Further enhance customer
intimacy by equipping
agents with information
such as past bookings,
optional services, traces
as well as claims history
• Improve call handling
efficiency and timing with
just a single click to toggle
between various crucial
systems

Call recorded &
analysed

QUALITY MONITORING
(QM)
• Provision of real time
updates on call quality as
well as staff performance,
thus allows managers to
give timely recognition on
staff performance
• Equip managers with
the crucial information to
address potential service
issues and identify areas
of improvements for
employee

Forecasting &
Planning

WORKFORCE
MANAGEMENT
(WFM)
• Further aids in long term
planning for the company
with improved forecasting
accuracy in data
• Greater flexibility in
managing agent’s
work schedule through
optimising and improving
utilisation rate

AEB has much more in stock than “just” software for freight cost and transport management...

On the picklist today:
WMS, SCM, SCEM, GTM…

ASSIST4 is the software suite for all your global business logistics. Find more information at: www.aeb.com.sg/assist4

AEB combines supply chain management and execution with customs processing and compliance & risk management.

More than 5,000 enterprises around the world rely on software, consultancy and services from AEB. Sounds interesting?

Find out more and join AEB’s supply chain
network at www.aeb.com.sg/network

Supply Chain Asia 45

Dialogues

“The logistics
industry in
Singapore is
woefully short of
engineers. There is
a lot of science and
engineering required
to drive efficiency
and optimisation.”

Mr Dennis Quek

Centre Director, Centre of Innovation for Supply Chain
Management (COI-SCM)
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Living on Passion,
Thrills & Spills

S

ince the inauguration of the Centre of Innovation for Supply Chain Management (COI-SCM) at Republic Polytechnic (RP) in
January 2012, the centre has worked on 58 projects, supporting more than 50 companies across various industries in developing
their logistical capabilities for supply chain excellence, productivity gains and moving up the value chain. These projects include
the development of cloud technology software, machine-to-machine communications, and analytics for supply chain resource pooling
opportunities, amongst many more.
The centre is helmed by Centre Director Mr Dennis Quek, who brings with him more than 20 years of experience in logistics and supply
chain management, both locally and regionally. Driven by a huge passion for the industry, Supply Chain Asia finds out more about the
objectives behind COI-SCM, and Mr Quek’s adventurous life outside of supply chain and logistics.

1) We understand that you have
spent many years working in the
logistics industry. Can you share
with our readers your background in
logistics?
I graduated as a mechanical engineer, and
started out as a career soldier. I left the
Singapore Armed Forces in 1990 to join the
logistics industry, and have worked for both
local small-and-medium enterprises (SMEs)
as well as multinational corporations.
I have quite a diverse background in
logistics. In the beginning, I was involved
in developing and building up of landbased logistics infrastructure for one of
NOL’s subsidiary, which involves trucking,
container depots, and distribution centres.
I subsequently moved into operations,
managing logistics for the liquor and tobacco
industry, before going into chemicals and
petroleum-chemicals, and the electronics
sectors. I did another career switch in 1999

and went into electronics manufacturing
services with Flextronics; starting first
with manufacturing services in Singapore
and subsequently to post-manufacturing
services in Asia, covering mainly Singapore,
Malaysia, China, Japan, Korea, and India.
Before joining COI-SCM, I was the Chief
Operating Officer of Singapore Post.

2) What is your current role in COISCM, and what motivates you to step
into this role?
Prior to my current role as Centre Director
for COI-SCM, I have been passionately
engaged with the logistics industry through
the Singapore Logistics Association for
more than 18 years, working on projects
to raise the profile, capabilities as well
as professionalism of the industry. My
role at COI-SCM allows me to work
more directly with companies, helping
SMEs with solutions to their supply chain
challenges, building capabilities, and to

share experiences and expertise. I value
the fact that every opportunity to interact
with a company is a learning opportunity,
regardless of whether we are finally engaged
for the proposed project.

3) What is COI-SCM’s mission? Have
you thought of expanding your work
to other countries in Asia?
Our aim is to champion supply chain
excellence for Singapore-based companies
through innovation and process reengineering, adoption of technology, and
training to develop supply chain expertise.
The logistics industry in Singapore is woefully
short of engineers. There is a lot of science
and engineering required to drive efficiency
and optimisation. It is what industrial
engineers do. COI-SCM at RP spawns
from our School of Engineering, through its
Diploma in Operations Management and
Diploma in Supply Chain Management. At
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“In a number of SME cases, I
think the deeper issue is not the
lack of technology or innovation
adoption, but a lack of
understanding of best practices
and processes, as well as the
discipline required to
enforce them.”
RP, supply chain is taught as a discipline
under our School of Engineering, whereas
most of the other polytechnics teach supply
chain and logistics subjects as part of their
business school. Leveraging off this domain
knowledge and competencies allows us to
add immense value to SMEs.
At the moment, we do not have plans to
expand our work beyond Singapore. Our
current focus is to help local companies
improve their core supply chain capabilities.
We believe that strengthening their core will
allow them to scale their businesses beyond
Singapore.

4) Do you believe there is sufficient
technology and innovation adoption
in logistics in Asia?
In a number of SME cases, I think the
deeper issue is not the lack of technology
or innovation adoption, but a lack of
understanding of best practices and
processes, as well as the discipline required
to enforce them. This is what is limiting their
ability to scale. Thus, a large part of what
we do at COI-SCM is to help companies
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address process improvements first before
leading them to adopt technology and
innovation in their supply chain.

6) You are known to be a very outdoor
person. Tell us more about yourself
outside of work.

5 ) W h a t ’s y o u r v i e w o f t a l e n t
development in Asia?

A water-skiing accident in 1986, which
earned me eight stiches on my head, made
me realise that our time on earth is not only
short but unpredictable. It fueled a desire
to learn new skills and experiences. Since
then, I have dabbled in photography and
golfing. Five years ago, I found renewed
passion in swimming and running, and
took up cycling. Naturally, that led me into
triathlons.

I have observed that many SMEs in
Singapore expect talent to immediately
contribute to the company once they are
hired, and little is done to develop them
thereafter. There is this “no grants therefore
no training” tendency. I contrast this to some
work I have done for some companies in
Indonesia. They have little to no access to
grants and developing and investment in
talent is really about needs and survival.

One of the wildest activities I have done
was a 6.5km open-water swimathon in
Malaysia. Basically, we were brought over
to Kapas Island, and had to swim back to
shore. It was scary, but fun. Three years ago,
I took up trekking, and I often take off on
the weekends to trek in regional countries.
My biggest trip to date has been to Everest
Base Camp in 2012, and later this year, I am
off to scale Mount Kilimanjaro in Tanzania,
Africa.
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Forecasting for Minimal Inventory to
Meet Customer Service Levels

Production Planning To Drive Supply
Chain Performance

COI-SCM developed a production plan for
Addiction Foods to ensure:

The challenge: Corlison, a distributor of
personal care products and brand owner of
Pearlie White oral care products, approached
COI-SCM to review its warehouse space
challenges due to excess inventory storage.
The company was carrying four to six
months’ worth of stocks but wanted to
reduce that number significantly.

Addiction Foods is owned by a young and
successful Singaporean entrepreneur, Mr
Jerel Kwek. The idea for his company was
fuelled by two of his passions – his love
for animals and doing business. With that,
Addiction Foods, a pet food company,
was born. Today, it is a pet food company
producing for the global market, with several
production plants in New Zealand.

1. Economies of scale in purchasing and
trigger based on lead-time required for
deliveries
2. Increased product availability to meet
demand, and minimising or eliminating
high-loss sales
3. Reduced lead times to meet customer
requirements

The solution: After analysing Corlison’s
business processes and the way in which
it made inventory-related decisions, COISCM’s consultants felt that the key driver
of warehouse congestion was due to its
inaccurate sales forecasting approach. This
had resulted in higher inventory holding
levels to safeguard against unforeseen
sales spikes. COI-SCM improved the reorder approaches and developed a more
robust forecasting model for Corlison. This
improved cash flow and space utilisation
from three months to 1.67 months of stock
for some products.
Using data based on Corlison’s account
demand and lead-time variability, the
model demonstrates that there is a clear,
measurable trade-off between customer
service levels and how much inventory a
company should hold. The centre’s next
phase of engagement with Corlison will
be to train its supply chain team in the
forecasting methodologies devised, as
well as conducting a feasibility study on
automated order-picking solutions.

One of the company’s challenges was
to fulfill orders within the stipulated lead
times. After engaging COI-SCM to assist
the company with this challenge, COI-SCM
found that an effective production plan for
their New Zealand production plant was
key to meeting order requirements and
shortening lead times.

A COI-SCM multi-disciplinary team,
consisting of staff with deep industry
experience in ERP and Production Planning,
has also carried out the following:
1. Identified SKUs to focus on for safety
stock, re-order quantity and re-order
point with respect to the fill-rate and
customer service level
2. Developed safety stock, re-order quantity
and re-order point for the identified SKU
3. Recommended system settings to set
and monitor changes in SAP Business
One
4. Developed an Excel tool to help Addiction
Foods monitor changes in re-order point,
order quantity and safety stock
COI-SCM and Addiction Foods will
explore further opportunities for strategic
collaboration to enhance existing business
practices. With this in mind, COI-SCM will
propose using MRP to consolidate sales
volume and derive savings from shipping
costs.

Supply Chain Asia 49

www.efacec.com

Dialogues

Iberian
Central Europe

Throughout its history, Efacec has anticipated changes in a highly
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“I personally believe that if you
eliminate barriers, it will create
growth opportunities.”

Mr Essa Al-Saleh

President & CEO, Global Integrated Logistics, Agility
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Pursuing Success the Agility Way

E

merging markets have been singled out as a strong potential for business growth in the next century. But managing a robust network
in emerging markets can be a challenge for most global companies.

This is where Agility comes into play. As one of the only top ten logistics providers with roots in an emerging market, this logistics service
provider, which was first established in Kuwait in 1979 before growing to be the largest 3PL in the Middle East by 2004, has developed a
strong presence in 23 countries in the Asia-Pacific region alone.
To understand further about the role of emerging markets for global 3PLs, Supply Chain Asia was honoured to interview Mr Essa Al-Saleh,
President & CEO, Global Integrated Logistics at Agility. Through the interview, we found out more about Agility’s differentiation factor and
the implications of the upcoming ASEAN Economic Community (AEC).

1) Can you share with our readers
your role in Agility?
I was appointed the President and CEO of
Agility’s Global Integrated Logistics in 2007.
During that period, we have experienced
various business developments, such as
continued growth and acquisition, as well
as the world economic crisis. The latter is
a catalyst for many companies to evolve
and fundamentally transform some of the
core activities that needed to be changed
to create value for the customers.

2) How does Agility differentiate itself
from other 3PL companies in Asia?
I believe that Agility’s success is the
differentiation factor. If you are successful,
you are differentiated.
This leads us to the next question.
How does Agility achieve its success? I
strongly believe it is through our strong
and comprehensive corporate vision. It
includes being committed to developing a
commercial business through driving our
global network and focusing on emerging
markets. Additionally, we offer services for
specialised industries, such as the chemical
and oil and gas sectors. At the same time,
we embrace our entrepreneurial spirit
and culture, while focusing on delivering
personalised service. This is our vision, and
also part of the Agility Way principles.
This vision is further supported by our
individual values, which are integrity,
teamwork, excellence and personal
ownership. This is something that we try
to instil in our people to realise Agility’s
vision. At the same time, we look out for
specific leadership qualities, such as having
a high level of energy and passion, as well
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as the ability to energise others, execute
and edge (abilities to drive results in the
business). These leadership qualities were
summarised by Mr Jack Welch, the former
chairman and CEO of General Electric, and
a critically acclaimed thought leader. We
apply this leadership framework internally
because they make sense in our business.
By strongly embracing the Agility Way,
I believe we will, over time, bring more
success to the company.

3) What role do the emerging markets
play in Agility’s business plans?
Let’s first define ‘emerging markets’. From
Agility’s perspective, emerging markets are
fast growing, with a certain level of maturity
in terms of infrastructure, workforce,
regulations, and service levels. Basically, our
emerging markets are in Africa, the Middle
East, parts of Asia, and Latin America.
By establishing a presence in emerging
markets, it allows us to offer our clients,
based in mature markets, opportunities to
sell their products or services in emerging
markets. In addition, we also work with
many companies in emerging markets who
are expanding outside their home markets.
For example, one of our clients is a major
electronics company that needed solutions
to expand their services into Saudi Arabia
and Iraq. They contacted us to provide them
solutions to work in difficult environments.
This is a service that we specialise in, and
once we were successful in helping out
our client, they continued to engage in our
services for Europe and the US markets.

4) What are the major challenges that
3PL companies, such as Agility, face
in emerging markets?
In my opinion, we have to deal with major
challenges, such as the less-than-ideal
infrastructure, and managing the business
in a fuzzy regulatory environment while
endearing to our values and principles.
Although we spend our time with different
associations to help improve the level
of transparency and consistency in the
regulations, we do not try to influence
local governments in their policy-making
decisions. But I believe that achieving
success in emerging markets is a journey
and will not happen overnight. We just need
to work through the challenges in a decisive
and pragmatic manner.

5) China is currently the fastest
growing major emerging economy.
Do you see emerging-market nations
from Southeast Asia outpacing China
in the future?
In my mind, China is an emerging market
that is maturing at the same time. This
means that it is still producing high growth
and is strongly export-driven. While it has
a relatively lower cost (however, there are
forces, such as rising labour costs, that are
changing the landscape), and suffers from
a shortage in skilled workforce, China has
a growing consumer class that will drive
domestic consumption up, which will likely
lead to long-term ramifications for us.
At the moment, China is one of the biggest
markets for us, along with Southeast Asia,
which includes Singapore, Indonesia,
Thailand and Malaysia. We are considered
a leading logistics provider in Thailand,
and we already have a presence in Vietnam
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and Cambodia. These markets are still
developing, but we have strong local teams
in place to manage those markets. The local
management makes the biggest difference.
Let me just say that it is not ideal for
international companies like Agility to import
talent from mature markets and immediately
drop them into emerging markets. I think it
is important that we groom the management
team and embrace internal promotions for
employees who have strong understandings
of our target markets. This is why our local
management teams are extremely important
to the success of Agility.

6) How important is talent
development for Agility in Asia?
It is immensely important to us. For Agility,
we are focused on constantly improving our
talent development strategy, and I think we
have made a significant leap over the years.
But there is still so much for us to do.
We develop our talent through proper
assessments matched against clear
performance and value objectives. Once
that foundation has been established,
we move on to their career progression
framework, which is an on-going process
because we need to constantly exchange
feedback with our talent to help them
progress to their next stage of career in
Agility.
We are also focused on developing the
skills of our talent, with most of the trainings
carried out in-house. We try to develop our
training skills and programmes internally.
We leverage on technology as well, such
as e-learning tools and mechanisms. We
also focus on on-the-job trainings, which
I believe is absolutely important because
that is how people learn. Let me be the first
to admit that when I first received my MBA
after four years, I did not know anything
about logistics. Suddenly, I was tasked to
sell logistics services in Kuwait. Training
on the job was the catalyst to my learning
growth.

7) Agility caters for various industries,
ranging from aerospace to chemicals.
Which industry, in your opinion, will
be in greatest demand in AsiaPacific, and why?
It is hard for me to say which will be in
greatest demand. For example, we have

personalised services for various industries,
such as consumer electronics and hi-tech,
as well as oil & gas, which are in high
demand in Asia. We also offer services for
the retail industry, with markets spanning
from China to India and Bangladesh.
We have also shifted our global leader
in chemicals to Singapore because we
believe the growth opportunities in Asia,
and Singapore is a fantastic base to be
positioned for growth and opportunities.
It is hard to even name a small industry in
Asia, due to the high demand and massive
capabilities available in the region. We are
focused on a global level in many industries
by providing different kinds of unique
solutions in different industries.

8) How will the upcoming AEC 2015
affect Agility’s business in Asia?
I personally believe that if you eliminate
barriers, it will create growth opportunities.
Of course, there will be disruptions in certain
markets. I am no expert in trade agreements,
but I do know that removing the barrier, as
a principle, is good. How companies and
individuals handle the disruptions, such as
workforce movements, is another matter.
This brings me to a principle that I try
to teach my children. We have lived in
the Middle East, the US, and now in
Switzerland. Thus, the traditional idea of
being born, educated, and working in the
same country has to be demolished. It is an
increasingly globalised world. Workforce is
more mobile, and opportunities as well as
trade growth, will shift over time.
Singapore will continue to be a critical base
for us in Asia, even after the implementation
of AEC 2015. This is why we moved our
Southeast Asia office from Hong Kong to
Singapore, and we are also moving more
people to work in Singapore. It is a central
position for us to oversee our business in
Asia.
I was just talking to one of our clients,
who chose Singapore as the company’s
headquarters in the region. Even though a
high percentage of the company’s trades
are focused on China, Australia, India and
Thailand, Singapore is still the ideal spot to
set up a business centre. Singapore is so
centralised and connected to almost all the
markets in the region, while also being well
connected to Europe.

9) Do your clients increasingly expect
Agility to play a more prominent
consulting role?
There are two sides to one coin. You cannot
simply offer standard services to your clients
without first educating and providing them
with the relevant supply chain knowledge. It
has to go hand-in-hand. Our challenge, as a
logistics service provider, is to provide the
relevant knowledge of different regulations
and market issues, in addition to the
knowledge of the services we are providing.
This has to be embedded in all our people
in a consistent manner across our network.
That is why we are extremely focused
on training and development, as well as
technology and innovation.

10) Is there anything that makes you
hopeful for the future of supply chain
and logistics in Asia?
In the future, approximately 40 years, China
and India alone will be larger than all of the
OECD economies combined. That result will
be the accumulation of everything we are
doing today. Asia is developing and also
maturing in many regards, such as talent,
and the region is gradually developing
a deeper understanding of its role and
responsibilities in this world. That makes
Asia very interesting and compelling for
companies like us.

11) What do you do for leisure and
fun?
I consider myself a family man, and I spend
my leisure time with my family as much as I
can. I am married with four children, 3 boys
and one girl. That is a challenge in itself,
more so for my wife than for me. She allows
me to focus on my work and be successful.
Because of her, I believe in the saying that
‘behind every successful man, is a woman’.
I also enjoy running, and I just ran my first
marathon last year. Even when in Singapore
right now, I make time to run around the
city area. I tried to take up golf, but it is
so difficult to be consistent in the sport.
Initially, I was improving my game. Then, I
had to take a hiatus for a month due to work
commitments. When I tried again, I was
back to square one, so that quickly ended
my desire to play golf.
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Agility sees growing demand for
cross-border trucking services in
Southeast Asia
Agility has seen growing demand across
Southeast Asia for cross border trucking
services, connecting the vibrant economies
across the region. The network has also
been extended into Southwest China
through Kunming and Southern China.
Demand for land transportation is growing
as economic corridors are developing along
the major road networks as trade expands
between countries in Southeast Asia.
Given that some of the emerging markets
in Asia face issues with infrastructure,
including port congestion, lack of air freight
capacity and poor development of rail
infrastructure, trucking has become a viable
alternative.
Cross-border road freight is proving
increasingly attractive to customers
because of improved shipper transparency
and security, and the ability to offer trucking
as part of a multimodal solution or as a timedefinite door-to-door service. The mode
also offers more flexibility than air on cut-off
times and a speed advantage compared to
ocean. In times of congestion or capacity
issues it offers an alternative option for
transport of goods.
Manufacturing clusters are setting up
along the highways taking advantage of
the improved road access to the growing
number of consumers in the region.
For example, Agility is trucking electronics
components by road from Vietnam to
Shenzhen. The cost is cheaper than air and
the transit time is quicker as the shipment
is transported door-to-door. Opportunities
for growth will come from the high-tech,
automotive, aerospace, and high-end
industrial and retail sectors.
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“In the future,
approximately 40 years,
China and India alone
will be larger than all of
the OECD economies
combined.”
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Let The Web Give You The Edge

I

Contributed By Lars Fischer, Softship Data Processing Ltd

ncreasingly, containership operators are
seeking ways to differentiate themselves
from their peers. The market is oversupplied and rates are at rock bottom driving
carriers to find innovative ways to encourage
customers to place their business with them.
Price is seldom a differentiator in this market,
but customer service is very definitely an area
where a container carrier can shine. Lately,
we have seen the Daily Maersk Asia-Europe
service provide a good example. Taking heed
of its customer base, Maersk now operates
a daily run to deliver an enhanced service to
its clients. Not many carriers are in the same
league as Maersk and for many, offering
such a comprehensive service is beyond
their means. But there are other ways that
smaller and medium-sized carriers can deliver
excellent customer service and compete on a
more even playing field.
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An obvious route is to take advantage of the
many benefits that technology is now able to
deliver. In many cases, technology does not
respect company size or financial strength
and the benefits it brings can be applied to all
operators in a given sector. It has become one
of the industry’s great levellers. And linking
technology to the world-wide-web means that
an intelligent operator can spread the benefits
far and wide – particularly in the direction of
their customers.
Most containership operators are using
software applications to manage their core
business processes, such as enquiries,
bookings, documentation, invoicing and
such like. With a requirement to share large
volumes of information across a wide agency
network, automating these processes is
vital if the business is not to grind to a halt.
But modern web technology allows other
outstations to interact with these internal
systems and for data to be shared much
more widely.

A good example is creating a web portal that
provides your customers with secure, on-line
access to a variety of your services such as
booking and scheduling systems. External
access can be partitioned and security levels
implemented so that your customers may
only access those areas you choose. The
beauty of this is that it promotes an efficient
and streamlined customer experience. For
instance, if customers use your web portal to
make a rate request, all required information
will be captured and sent directly to the
sales team in a format that contains all the
relevant information to allow them to respond
immediately.
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Customers might also access your portal
to get up-to-date information on sailings
allowing them to make a direct booking
online. Associated documentation, such as
shipping instructions can easily be submitted,
validated against the draft bill of lading
and authorised. Once confirmed, your
documentation department can use this to
automatically validate shipping instructions
and continue with their tasks without wasting
time. Taking things a step further, your portal
is the ideal platform from which to offer a full
track and trace service. Linkages with your
internal systems will allow your customers to
follow their shipment by booking reference,
bill of lading, container number or other cargo
reference. This is great customer service and
while it may sound simple, many carriers are
still not offering it to their clients.
Encouraging clients to request information in a
structured format will streamline the remainder
of the process for your admin teams. It will
also reduce the number of routine enquiries
received. No one wants to stop customers
from getting in touch, but a mechanism
to allow customers to quickly and easily
request and receive straightforward pieces of
information is good for everyone.

It is not just your customers who will benefit
from online access to your internal systems.
Take container maintenance and repair – this
is an important function that must work
efficiently if an operator is not to carry too
high an overhead or find itself short of boxes.
But it is a complex process that involves
repair yards and surveyors across the world.
Giving these agencies direct, but secure, web
access to your internal systems will speed up
the information flow – particularly if certain
process can be automated. For example,
online work orders can automatically trigger
and send a survey order to your chosen
surveyor. Survey results can then be validated
against approval limits and automatic approval
can be given. Similarly, invoices can be
matched against approved amounts and
automatically authorised. Good systems will
highlight irregularities and pass them on for
manual handling.
Using technology efficiently and opening up
systems to customers through web access
is becoming a useful service differentiator.
Technology is here to assist us and we should
make the most of what it has to offer. We
cannot all deliver the same physical service
offerings as Maersk and the other industry
giants, but we can harness technology to give
ourselves a real competitive edge.

Lars Fischer is Managing Director of Softship Data Processing
Ltd, Singapore, a wholly-owned subsidiary of Softship AG, the
leading provider of software solutions to the international liner
shipping sector. www.softship.com
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M2M Technology
Contributes to Greater Supply Chain
Visibility for Retailers
Contributed by Niklas Ekarv, Head of M2M, Vodafone Asia-Pacific

T

he Asia-Pacific economy continues to show resilience and outperforms other parts of the World, which leads to the rise in consumer
spending in the region. According to Canadean’s The Future of Global Retailing to 2016 , the Asia-Pacific retail market is now the world’s
largest and is expected to account for half of the global retail sales by 2016. Consumer electronics is one outstanding product category
contributing to the overall growth and continues to paint a promising outlook fuelled by the popularity of mobile devices and gadgets among
the millennial generation. According to Gartner, Asia-Pacific was the only region worldwide to show growth in mobile phone sales, recording a
6.4 per cent increase year-on-year.
As expected, the commercial potential is also attracting more competition across the entire value chain in consumer electronics, especially
when it comes to retailers. Time to market has become the key differentiator among retailers given price competition and product similarity.
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The Role of M2M in Improving Supply Chain Visibility
Selling a hot ticket item one day later than another retailer can significantly impact the bottom line, thus, for retailers, as well as manufacturers
and distributors, managing their inventory to get the latest tablet or games console on the shelves in time is important. To achieve this goal, a
reliable supply chain capable of on-time delivery and real-time stock monitoring is critical.
This is where Machine-to-Machine (M2M) technology comes into play. By using an embedded SIM card that transmits data wirelessly via a
secure mobile network, M2M tracks vehicles and assets for better efficiency and security. By allowing all vehicles, shipments and drivers to
automatically connect to an organisation’s central management system wherever they are, M2M has a big impact on the supply chain. It allows
organisations to have complete visibility from manufacturer to shop floor at any time.
Another challenge retailers in the high-tech consumer electronics sector need to deal with is the ongoing threat of leakage of confidential product
information. High value, desirable gadgets are extremely vulnerable to theft during transit. However, by embracing M2M connectivity, companies
can mitigate these risks. M2M allows tracking of location and status of vehicles and shipments globally and sends automatic alerts if they are lost,
stolen or tampered with. The solution also helps detect and deter vehicle or trailer theft – as soon as a theft occurs, the appropriate authorities
can be alerted, providing an exact location of the vehicle or trailer.
Many CEOs have already realised the potential benefits of M2M adoption: to enhance supply chain effectiveness and get products to stores
more quickly; to optimise the operations of stores and warehouses; and even to interact directly with consumers through connected in-store
services, such as digital signage and wireless point of sale. Findings from the 2013 Vodafone M2M Adoption Barometer indicate that 35 per
cent of CEOs strongly agree that early adoption of M2M technology will be a competitive advantage. While 12 per cent of transport and logistics
companies globally have adopted M2M to date, the figure is set to grow dramatically, hitting 86 per cent by mid-2015.

Niklas Ekarv biography - Head of M2M Asia-Pacific
Niklas joined Vodafone in 2009 as a regional manager overseeing company’s M2M
business in Northern Europe and North America. He was appointed head of Vodafone’s
M2M Asia-Pacific business in November 2010. Based in Japan, he is fully responsible
for driving Vodafone’s M2M growth and business strategy across the region.
Since being appointed to his current position, Niklas has increased the focus his
team has on assisting enterprises to evolve their business through the use of M2M
technologies. ”Vodafone is brilliantly positioned to drive the M2M market across all
global markets. M2M services are perfectly placed to help enterprises differentiate
their products, increase efficiency and productivity and create new offerings across
Asia-Pacific. Over the coming years, Vodafone will continue to unlock the full potential
of M2M technology and create ongoing opportunities for all kinds of enterprises in the
region,” he says.
About Vodafone
Vodafone is one of the world’s largest mobile communications
companies by revenue with approximately 404 million
customers in its controlled and jointly controlled markets as
of 31 March 2013. Vodafone currently has equity interests
in 30 countries across five continents and around 50
partner networks worldwide.
About Vodafone M2M communications
Vodafone Machine-to-Machine (M2M) connects
previously isolated machines or devices to the internet,
delivering new functionality and enhanced services
without the need for human intervention. Supported
by over 20 years’ experience and 250 dedicated
staff, Vodafone’s global M2M platform makes it easy
for global businesses to centrally manage M2M
deployments across multiple territories, with greater
control and at a lower cost than previously possible.
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Weathering the
Storm

Contributed by Kumud Ranjan Jha, Associate Principal, Accenture Operations Consulting Group, ASEAN
Using association-based procurement to drive
down costs in the shipping industry

O

ver the past five years, freight volumes
and revenues in the shipping industry
have plummeted. In 2008, the key
Baltic Dry Index stood at 11,000 points; in
2013, it had fallen to 1,000 points. The 301
million gross tonnes of new capacity ordered
when the index stood at 7,500 points largely
lies idle, bought in anticipation of a boom that
never happened. As a result, many vessels are
stuck at ports with no cargo; few lucky vessels
who do manage to have cargo are operating
at below breakeven level.
For example, from 2006–2012, global freight
volumes grew by less than 25 per cent. But
over the same time global shipping capacity
grew by over 60 per cent. This substantial
mismatch in demand and supply has hurt
operators’ revenues.
To help shipping companies survive the
current instability, the industry needs a big
idea. Accenture believes operators can learn
from the experience of aviation businesses;
airlines have formed procurement-based
associations to remain sustainable in the face
of rising costs. In our view, by mirroring these
arrangements and forming consortia to source
vital inputs, shipping companies can work on
reducing the current storm.
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Banding Together

Formalising the Associations

Shipping operators regularly need to
purchase bunker fuel, oil, paint, spare parts,
maintenance and inspection services, as well
as large capital expenditure items required to
manage dry dock operations. These elements
make up a substantial proportion of overall
costs.

Across the shipping industry, a few loosely
formed procurement associations already
exist. While they are focused on obtaining
competitive prices, they lack robust operating
models that can substantially reduce costs,
maintain high service standards and minimise
down time caused by supply disruptions.

Let’s consider bunker fuel, which, in
Accenture’s experience can represent 30–40
per cent of voyage expenses. Financial
strategies and instruments such as hedging,
swaps and options can likely significantly
reduce bunker procurement costs. Individual
shipping companies has limited means or
volume to justify building such capabilities
internally, but if a number of operators group
together as an association, then this capability
may likely become cheaper and more viable.
Even small savings (in percentage terms)
obtained by a consortium can represent
potentially major savings for ship operators.

We have identified three elements that
likely underpin effective association-based
procurement models. First, companies
need to take a strategic approach to buying
that goes beyond maintaining personal
relationships with vendors. Operators should
instead focus on obtaining value in their
procurement arrangements – encompassing
low prices, low risk and high service levels.

The situation is similar when buying food
supplies (known as victual procurement or
provisioning). While this represents a smaller
proportion of voyage expenses than fuel,
the market features a large number of small
and disorganised vendors. By aggregating
volumes, an association of operators could
secure a better deal and avoid paying
markups of up to 100 per cent on supplies.

Second, all procurement activities should
take place through the association to seek
to achieve economies of scale and maximise
purchasing power. In practice, companies
in some associations conduct much of their
procurement outside of the formal structure.
Third, companies should implement
a comprehensive change management
programme to facilitate management’s and
crew’s embracement of the new model, and
to assist them to drive all procurement tasks
through the association. This could include
explaining to the staff that under the new
model, they will likely have fewer mundane
jobs (such as finding vendors and negotiating
prices) and they can likely therefore focus on
more strategic tasks.

INNOVATION
Large shipping companies can take the lead
in establishing a consortium within their own
fleet. This strategy is likely to allow operators to
gain the first-mover advantage, and generate
secondary revenues by allowing external
companies to join this association and access
beneficial procurement arrangements. The
consortium should be structured to guard
against conflicts of interest.
There’s no doubting the scale of the challenge
that shipping companies face. By acting now
to more strategically source supplies and drive
down costs, operators could potentially not
only survive the present storm but possibly
emerge even stronger when conditions
improve.

Yearly incremental New Capacity Added (Million Gross)
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Enhancing Worker Safety with
Innovative WMS
Singapore-based supply chain company YCH Group has introduced a highly-efficient solution
comprising YCH’s proprietary Warehouse Management Solution (WMS) integrated with a stateof-the-art satellite automated cart storage system. Created with the objective of increasing
efficiency and throughput by three times, this advanced integrated solution not only achieves
higher operational efficiencies, it also improves safety for the workers and their working
conditions. This is a productivity-driven strategy by YCH to boost the standards of logistics
and supply chain management in Singapore and Asia Pacific.
Technology and innovation have always been YCH’s core competencies. Committed to providing
a comprehensive end-to-end supply chain solutions for their clients, the YCH WMS-enabled
satellite storage and warehousing system installed at the 116,000 square feet facility within the
Tampines LogisPark aims to boost productivity, efficiency and worker safety standards through
best-in-class automation coupled with a high-density storage solution.
Worth over S$1m, the technology investment, inclusive of warehouse management system
customisation, achieves more than 30 per cent increase in space optimisation when compared
to conventional pallet storage. It also reduces workplace hazards and incidents through reduced
exposure to direct pallet handling and minimising operator stress. Reach truck and forklift
operators now have more opportunities to cross-train in job processes and gain multiple skills.
YCH’s proprietary Warehouse Management Solution (WMS), equipped with several modules
that are customised to customer’s requirements such as location assignment logic, picking
logic and storage logic, merges seamlessly with the satellite warehousing system to ensure a
highly efficient operation.
Mr Tay Ee Learn, Vice-President of Global Operations, YCH Group, said,

“As an innovation-driven company focused on achieving continuous productivity and scalability for our customers,
YCH deploys a variety of best-in-class automation in supply chain management across our dedicated logistics
establishments. The automated facility installed in our warehouse within the Tampines LogisPark increases the
productivity and efficiency of our operations significantly as compared to conventional warehousing methods.”

Fact & Figures
The Radio Frequency controlled, satellite automated cart storage system installed
in YCH’s facility within Tampines LogisPark stores and retrieves individual pallets at
an impressive speed of 1-1.5 minutes per pallet, as compared to 4-5 minutes using
conventional systems. This results in increased efficiency and throughput by three
times. High density storage racks effectively maximise and utilise warehouse floor space
effectively by more than 30 per cent. Storage racks are also fitted with a range of safety
features that meet stringent, world-recognised European Standards.
Also known in the industry as an orbiter system, the satellite warehousing technology
together with customised WMS features, allows for both LIFO (Last In First Out) or FIFO
(First In First Out) management of cargoes with storage logic based on customers’
requirements, thereby increasing the flexibility of goods retrieval in a highly compact
space.
The margin for human error is significantly reduced with the satellite automated cart
storage system as compared with conventional Drive In Storage Systems thereby
increasing safety for workers in their work environment. Such storage processes operate
in either Last-in-first-out (LIFO) or First-in-first-out (FIFO) modes, offering flexibility for
operational needs.
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STRATEGY
Step 7.

Step 1.

Update the system with
the results of the decision

Step 6.

Make a decision
and measure
the outcome

Step 5.

Optimise
(find the best solution)

Contributed by Dr Carol Anne
Hargreaves, EBAC, ISS NUS

R

eal-time analysis is an emerging
business tool that is changing the
traditional ways enterprises do
business. More and more organisations are
today exploiting business analytics to enable
proactive decision making; in other words,
they are switching from reacting to situations
to anticipating them.
One of the reasons for the flourishing of
business analytics as a tool is that it can be
applied in any industry where data is captured
and accessible. This data can be used for a
variety of reasons, ranging from improving
customer service as well improving the
organisation’s capability to predict fraud, to
offering valuable insights on online and digital
information.
However business analytics is applied, the key
outcome is the same: The solving of business
problems using the relevant data and turning
it into insights, providing the enterprise with
the knowledge it needs to proactively make
decisions. In this way, the enterprise will gain
a competitive advantage in the marketplace.
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Defining the business needs

The 7-step
Business
Analytics
Process

Step 2.

Explore the data

Step 3.

Analyse the data

Step 4.

Predict what is likely to happen
So what is business analytics? Essentially, business analytics is a 7-step process, outlined below.

Step 1. Defining the business needs
The first stage in the business analytics process involves understanding what the business
would like to improve on or the problem it wants solved. Sometimes, the goal is broken down
into smaller goals. Relevant data needed to solve these business goals are decided upon by the
business stakeholders, business users with the domain knowledge and the business analyst.
At this stage, key questions such as, “what data is available”, “how can we use it”, “do we
have sufficient data” must be answered.

Step 2. Explore the data
This stage involves cleaning the data, making computations for missing data, removing outliers,
and transforming combinations of variables to form new variables. Time series graphs are plotted
as they are able to indicate any patterns or outliers. The removal of outliers from the dataset is
a very important task as outliers often affect the accuracy of the model if they are allowed to
remain in the data set. As the saying goes: Garbage in, garbage out (GIGO)!
Once the data has been cleaned, the analyst will try to make better sense of the data. The analyst
will plot the data using scatter plots (to identify possible correlation or non-linearity). He will
visually check all possible slices of data and summarise the data using appropriate visualisation
and descriptive statistics (such as mean, standard deviation, range, mode, median) that will
help provide a basic understanding of the data. At this stage, the analyst is already looking
for general patterns and actionable insights that can be derived to achieve the business goal.

STRATEGY
Step 3. Analyse the data
At this stage, using statistical analysis
methods, such as correlation analysis and
hypothesis testing, the analyst will find all
factors that are related to the target variable.
The analyst will also perform simple regression
analysis to see whether simple predictions
can be made. In addition, different groups
are compared using different assumptions
and these are tested using hypothesis testing.
Often, it is at this stage that the data is cut,
sliced and diced and different comparisons
are made while trying to derive actionable
insights from the data.

Step 5. Optimise
(find the best solution)

Step 7. Update the system with
the results of the decision

At this stage the analyst will apply the
predictive model coefficients and outcomes
to run ‘what-if’ scenarios, using targets
set by managers to determine the best
solution, with the given constraints and
limitations. The analyst will select the optimal
solution and model based on the lowest
error, management targets and his intuitive
recognition of the model coefficients that are
most aligned to the organisation’s strategic
goal.

Finally, the results of the decision and action
and the new insights derived from the model
are recorded and updated into the database.
Information such as, ‘was the decision and
action effective?’, ‘how did the treatment
group compare with the control group?’
and ‘what was the return on investment?’
are uploaded into the database. The result
is an evolving database that is continuously
updated as soon as new insights and
knowledge are derived.

Step 4. Predict what is likely
to happen

Step 6. Make a decision and
measure the outcome

Business analytics is about being proactive in
decision making. At this stage, the analyst will
model the data using predictive techniques
that include decision trees, neural networks
and logistic regression. These techniques will
uncover insights and patterns that highlight
relationships and ‘hidden evidences’ of the
most influential variables. The analyst will then
compare the predictive values with the actual
values and compute the predictive errors.
Usually, several predictive models are ran and
the best performing model selected based on
model accuracy and outcomes.

The analyst will then make decisions and take
action based on the derived insights from
the model and the organisational goals. An
appropriate period of time after this action
has been taken, the outcome of the action is
then measured.

Article contributed by Dr Carol Anne Hargreaves, Chief of Enterprise Business
Analytics (EBAC) at the Institute of Systems Science, National University of
Singapore. She currently teaches the EBAC professional courses, and her team
is preparing the launch of Master of Technology in EBAC in Jan 2014. For more
information, e-mail isscah@iss.edu.sg or visit www.iss.nus.edu.sg.
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Optimisation A Farewell to Spreadsheet Planning
Contributed by Niklas Andersson, Optimity
After investing hundreds of thousands of dollars in an Enterprise Resource Planning (ERP) system, you may still find yourself relying on spreadsheets
for the all-important planning and steering of your business. No matter how much you enjoy working on Excel spreadsheets, or how skilled your
planners are, this sort of manual planning, means there are always unrealised potentials in your profit and productivity. This may over time cause
you to slowly slip behind your competition, inch by inch.
This article is the first of two, where we will take a closer look at what goes on at the forefront of planning, and how mathematical optimisation is
helping some of the most successful companies to improve all aspects of their planning, making them stronger, more efficient and most importantly,
more competitive. You might recognise this scenario; your company invests in a costly ERP system and goes through a long and excruciatingly
painful implementation project. No doubt, in the end, you may see benefits in many areas, but why is it that so many companies feel short-changed
when it comes to what type of planning support that is offered in their new, shiny, and rather costly ERP system?
It is actually quite obvious when considering the following statement:
“MRP and MRPII, as well as the planning modules in current APS (Advanced Planning System) and ERP systems, are actually sets of heuristics.
While heuristics, like those prescribed by MRP and MRP II, were necessary in the past due to lack of computational power to solve complex
optimisation models, this is no longer true. Better plans could be obtained by optimisation over more powerful mathematical programming
models, usually integer programming models.”
– Laurence A. Wolsey, Professor at Catholic University of Louvain, Mathematical Engineering
To break down that mumbo-jumbo, even though an
ERP system will help you structure your data and
processes in a way that will give you a better basis for
making the right business decisions, it does not offer
you any support to help you determine what the right
decisions actually are.
Or, if you will, these systems have no intelligence and
therefore have to be told what to do through predefined rules.
Although Material Requirement Planning (MRP) can be
a useful tool, this technology is more than 40 years old
and just does not cut the mustard if you want to stay
ahead of the pack in this day and age.
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Moreover, in order to produce any useful
output, it often requires you to set all sorts of
different parameters and pre-defined rules,
which is a difficult task, even for those of us
who think we’re ‘smarter than a fifth grader’.
So, after being disappointed with what
many consider “the useless output from the
MRP”, most people resort to the comfort and
familiarity of spreadsheet planning.
While reverting to using Excel does offer up
a simple solution, there are of course major
drawbacks with this. For example;
•		 In addition to being slow and cumbersome,
manual planning also means that you are
not maximising your profit
•		 It is difficult to simulate, or to be able to
see the financial consequences of different
decisions, in a spreadsheet
•		 You end up with ‘islands’ of information,
where different levels of planning (e.g.
your S&OP and Master Scheduling, or
production and purchase plans) are not
synchronised
•		 The organisation becomes very reliant on
the few people who know how to work out
a decent plan

So, if neither spreadsheets nor MRP are able
to offer you sufficient decision making support,
what else is there out there?
Say Hello to Optimisation
Optimisation is a word that is often used
very loosely. In this article, we mean true
optimisation, i.e. to mathematically derive the
plans that minimises the total cost.
Different optimisation techniques, such
as linear programming and mixed integer
programming, have been around for a long
time, so why have we not heard more about
planning based on optimisation yet? Well, there
are primarily two reasons:
• When building an optimisation model to
cater for the most important constraints in a
typical business, it can quickly become quite
large. Previous generations of hardware simply
could not cope with this, but that all changed
with the advent of 64-bit technology.
• During the last few years researchers
have vastly improved the algorithms of the
optimisation engines, reducing the time it takes
to find the optimum.
In other words, the time is ripe for the
next paradigm shift in planning support:
optimisation of plans, with respect to all
necessary constraints, while maximising the
results in dollars and cents.

There might even be a third reason as to why
still so few companies are reaping the benefits
of optimisation at this point. Optimisation
is sometimes still perceived as something
complex and difficult, with little bearing on a
particular business. Says Mr Niklas Andersson,
MD of Optimity, a company specialising in
using mathematical optimisation as support
for all types of planning, and which recently
set up its principal regional office in Singapore:
“It’s funny how hard it sometimes can be to
make some, even senior, people understand
how easy it is to use optimisation to help
the company become more profitable and
competitive by finding the best possible plans
for inventory, production, purchasing and
distribution. On the flip side, those who do get
it realise there is an enormous potential, and
immediately becomes very enthusiastic. As
always, it seems that the larger organisations
are the first to grasp what is going on, but I do
not see why smaller organisations should sit on
the fence for too long on this one. We expect
to be kept very busy in this region”.
So, it does seem like you no longer have to be
a multi-billion dollar organisation to reap the
benefits of optimisation. The question then is
exactly how your organisation would benefit
from optimisation, and whether it might be that
true decision making support system that so
many of us expected our ERP to be? Tune in to
the next issue of Supply Chain Asia magazine
to find out!

Niklas Andersson works for Optimity in
Singapore. Please visit www.optimity.com.
sg or contact niklas.andersson@optimity.
com.sg for more information.

Supply Chain Asia 67

SponsorS

Platinum

Gold

Corporate

Awards History

The Awards was first established as the ’FTB Asia Logistics Awards’ in 2002 in Hong Kong and
rotates annually amongst three vibrant Asian cities (Singapore, Hong Kong & Shanghai). Jointly
conceived by Turloch Mooney and Frank Paul, it was then restyled to ‘Supply Chain Asia Awards’
in 2007 before taking on a rebranded identity this year as Supply Chain Asia Awards. Through
its over 10 years of history, the Awards continues to stay true to its founding principles with its
unique system of recognising excellence and competency in the industry through readership
and online voting.
Supply Chain Asia Awards has evolved to become the next stage of recognition and appreciation
for the industry in 2013 when Supply Chain Asia adopted a not-for-profit status and became an
industry professional body.
This year’s Awards will continue to provide a distinct platform where successful industry players
and service providers are recognised for their excellence. Additionally, the Awards also
commends the contributions of supply chain professionals across different industries with the
inclusion of more individual awards.

Singapore

Hong Kong

Shanghai
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Be part of this exclusive event where new networks are forged, old bonds are strengthened
and importantly, where inspiring winners are crowned.

Event Details
Date: 7 November 2013 (Thursday)
Time: 6.30pm onwards
Venue: Level 4, Chancellor Room, Hong Kong Convention & Exhibition Centre (HKCEC)
Dress Code: Business Formal

Itinerary
6.30pm –
8.00pm –
8.10pm –
8.20pm –
9.40pm –
9.45pm –
10.45pm –

7.45pm
8.10pm
8.20pm
9.40pm
9.45pm
10.45pm
10.50pm
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Registration & Networking Cocktail
Commencement of Event
Welcome Speech by Chairman of Supply Chain Asia, Mr Robert Yap
Dinner
Speech by Goodman Asia
Awards Ceremony
Closing Note by Founder & President of Supply Chain Asia, Mr Paul Lim

Categories & Awards

Supply Chain Asia Awards gives recognition to not just the best performers in the standard
Corporate and Individual categories, but also to an exclusive pool in the Special Awards
category, bringing the total number of awards to be given away this year to 15.

Corporate Awards
Global 3PL of the Year
Agility, DHL, Kerry Logistics, Kuehne + Nagel, Toll Global Logistics
Asian 3PL of the Year
Kerry Logistics, LF Logistics, SF Express, Toll Global Logistics, YCH Group
Freight Forwarder of the Year
Agility, CEVA, DB Schenker, Geodis Wilson, Kuehne + Nagel
Distribution Centre Innovation
Chep, Loscam, Manhattan Associates, SSI Schaefer, Vocollect
Supply Chain Solution Innovation (Software)
Cargowise, Catapult, Manhattan Associates, Oracle, Quintiq
Green Supply Chain
Agility, DHL, Diageo, Kerry Logistics, Kuehne + Nagel

Individual Awards
Supply Chain Professional of the Year in:
• Automotive
• Hi-Tech/Semi-Conductor
• Life Sciences/Pharmaceutical
• Retail/e-Commerce
• Luxury/Fashion

Special Awards
Hall of Fame
Visionary of the Year
Overall Supply Chain Partner of the Year
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Corporate Awards
Global 3PL
Criteria:
•
•
•
•
•
•
•
•
•

Size and scale of network
Scalability of IT know-how and systems
Level of customer service
Client partnering/track record in understanding and
collaborating with customers
Regular launch/upgrade of new products and
services to match market demand
Reliability of service and value for money
Level of local knowledge of developing Asian
markets
Approach to sustainability and CSR issues
Approach to security and risk management

Asian 3PL
Criteria:
•
•
•
•
•
•
•
•
•

Size and scale of network
Scalability of IT know-how and systems
Level of customer service
Client partnering/track record in understanding and
collaborating with customers
Regular launch/upgrade of new products and
services to match market demand
Reliability of service and value for money
Level of local knowledge of developing Asian
markets
Approach to sustainability and CSR issues
Approach to security and risk management

Distribution Centre Innovation
Criteria:

• Level of dedication in developing new technologies
• Increase in revenue and efficient cost saving
practices
• Level of customer satisfaction
• Timeliness
• Better service value
• Enhancement of collaboration
• Improvement in staff and task productivity
• Minimisation of delays
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Supply Chain Solution Innovation
(Software)
Criteria:

• Development of new/current technologies/
processes that improve overall supply chain network
• Successful integration of supply chain components
• Innovation that brings about competitive edge over
competitors
• Consistent dedication to developing new
technologies
• Increase in revenue and efficient cost saving
practices
• Level of customer satisfaction
• Timeliness
• Better service value
• Enhancement of collaboration
• Improvement in staff and task productivity
• Minimisation of delays

Green Supply Chain
Criteria:

• Compliance with government legislations and
global environmental guidelines
• Consistent application of widely-recognised
environmental standards
• Implementing and adhering to new measures
aimed at improving environmental record (details
have to be publicly available)
• Investment in green initiatives, technology and
action plans
• Integrating environmental awareness in business
strategy and operations
• Dedication in training staff to introduce and
encourage green initiatives

Freight Forwarder of the Year (Air & Sea)
Criteria:
• Size and scale of network
•
•
•
•
•
•
•
•
•
•

Level of customer service
Timeliness and reliability
Range of value-added services offered
Cost of services
Collaborating with air cargo carriers/shipping lines
Standard of warehouse facilities
Application of IT in service delivery
Knowledge of local markets in Asia
Approach to sustainability and CSR issues
Approach to security and risk management

Individual Awards
Individual Awards
Supply Chain Professional of the Year in:
1. Automotive
2. Hi Tech/Semi-Conductor
3. Life Sciences/Pharmaceutical
4. Retail/e-Commerce
5. Luxury/Fashion
Criteria:
• Confident
• Team player
• Strategic planner
• Credible and excellent work ethics
• Customer-centric
• Responsive to supply chain needs
• Most improved performance
• Results-oriented
• Collaborates effectively with other stakeholders
• Anticipates and manages risk
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Presenting our Esteemed Spons0rs

Platinum

Goodman Group

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

Gold
Agility

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

Corporate

Corporate

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

Kerry Logistics is Asia’s premier logistics service provider with a strong
focus on China. With its base of operations in Asia and a strong focus on
China, Kerry Logistics consistently deliver the best logistics solutions to
make its customers successful.

Asianet

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

Kerry Logistics

Based in Hong Kong, Kerry Logistics has offices in 23 countries with over
16,000 employees and a transportation fleet of 8,000 vehicles. Its core
business encompasses integrated logistics, international freight forwarding
and supply chain solutions. By owning and managing 3m sqm of logistics
facilities, it provides customers with reliability and flexibility to support their
future expansion and long-term growth.
In Greater China alone, it has 12,000 employees, 6,000 vehicles, 260
business centres serving 1,600 cities, 2m sqm of logistics facilities, 700
operating licenses and 300 customs brokers.
In Asia, Kerry Logistcs has built an ASEAN-wide cross-border road
transportation network by linking Singapore, Thailand, Vietnam, Cambodia,
and Laos directly to Kunming and Shenzhen in Western and Southern
China, providing customers with effective long-haul trucking as well as sealand and air-land services.
Today, Kerry Logistics is serving a vast majority of fortune 500 companies.
Our target markets include electronics & technology, fashion & lifestyle,
food & beverage, FMCG, industrial & material science, automotive, and
pharmaceutical & healthcare.
Kerry Logistics Network Limited is a wholly owned subsidiary of the Hong
Kong-listed Kerry Properties Limited.
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Order fulfillment solution to increase your efficiency
Being one of the most efficient order fulfillment systems available,
the Schaefer Carousel System provides 1,000 picks per hour and can
increase storage density by 50%. Its modular system design makes
the SCS an adaptable and intelligent system solution for dynamic
order picking processes with a very high performance level and
maximum economic efficiency. Contact us, we will show you how to
become fast, flexible and efficient.

P: 65/6863 0168 · E: regionalmktg@ssi-schaefer.sg · www.ssi-schaefer-asia.com
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The New Frontier for Innovation
sia is on the cusp of historic transformation as an economic powerhouse. With its astronomic rise, comes an increasing depth and breadth
of complexity, connectivity and inter-dependencies in today’s supply chain involving globally inter-weaved networks of partners, suppliers,
regulators, service providers, and customers.

However, although the shift in trade and investment from the West to the East has the potential to provide unlimited opportunities for growth
in the region across all segments, they are not definite. Industry players still have to prepare themselves with the right knowledge, skills and
equipment to reap the benefits.

Supply Chain Asia Forum 2013
Supply Chain Asia conducted its annual
Supply Chain Asia Forum from the 3rd to
5th of September 2013 to address these
opportunities and discuss the challenges
of the industry in the region. Adopting the
theme of “The New Frontier for Innovation”,
the forum provides a platform for delegates
to explore the possibilities of implementing
innovative solutions and discusses the
repercussions of certain technologies to the
supply chain sector. With an overwhelming
500 attendees for this annual event, the
delegates rubbed shoulders with the top
supply chain professionals in the industry, with
Mr George Yeo, Chairman of Kerry Logistics,
delivering the keynote address, and Dr Robert
Yap, Chairman and CEO of YCH Group,
gracing the event.
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Over the three-day bash, delegates have
enjoyed exclusive site visits, interactive
dialogues, and immense networking
opportunities. More importantly, the
knowledge sharing aspect of the forum has
left attendees thinking of innovative ways to
further push the envelope and use technology
to their own advantage.
At the forum, delegates discussed the
following technology trends that are affecting
(or will affect) the supply chain industry:

The Most Disruptive Technology
“Smartphones are the most disruptive
technologies affecting the supply chain
industry at the moment. For example,
approximately 60 per cent of all e-commerce
transactions in Japan are carried out on
smartphones while 80 per cent of the
consumers are on their journey home from
work,” commented Mr Paul Graham, CEO
of DHL Supply Chain, during the first panel
discussion on “The Future of Consumer
Supply Chain: Managing Expectations”.
With smartphones and tablets providing an
impetus in mobile shopping, the supply chain
industry is struggling to keep up with the
ever-increasing demand of e-commerce in
the most efficient and cost-effective manner.
Most distribution centres are well-designed
to send their products in bulks or pallets to
the respective retail stores, but they are not
aptly built to pack individual packages to
consumers.

EVENTS
Taking to New Heights

Forget Logistics, Just Print

Can you imagine using smart drones to
send your packages in the future? Recently,
SF Express has released drones to fly
roughly 328 feet in the air in the Chinese
city of Dongguang to deliver parcels within
two metres of customers. The eight-rotor
helicopters, or octocoptors, were part of a
testing phase by the company to experiment
with smart drones as an effective mode of
delivery. China considers “UAV express”
legal, unlike in the US.

While 3D printing has been around for some
time, groundbreaking innovations have been
in the works to bring the technology into its
next phase of development. For example,
NASA has recently successfully tested a
part of a rocket engine made through 3D
printing, and companies have already started
to develop ways to bioprint human tissues,
such as blood vessels and organs, through
3D technology.

However, businesses in China would first
need to receive authorisation from local civil
aviation authorities. This was a problem for
InCake bakery in July when they delivered
a high-end $300 cake across the Huangpu
River using a drone without a permit. Local
passers-by, who were worried that the drone
might buckle under the weight of the cake
and potentially injure someone, reported the
situation to the authorities. But the potential
for smart drones to be a realistic mode of
transport is there. The question is, who will be
the first company bold enough to successful
implement this technology?

Going Driverless
Nissan has released a statement that it
will release market autonomous-drive
vehicles by 2020. Mercedes has already
released a prototype of its driverless car,
and demonstrated its technology by driving
100 kilometres without a hitch at the recent
Frankfurt Motor Show. Tesla has planned
to beat its competitors by introducing its
autonomous-driven cars in three years
through its in-house technology, rather than
with an aftermarket-developed system.
Google’s driverless cars have already logged
more than 300,000 miles on California and
Nevada highways since 2011.

With virtually anyone able to potentially print
out anything they need, from food to rockets,
will supply chains become redundant?
Not quite, according to Mr Wolfgang Baier,
CEO of Singapore Post. “Personally, I do
not see a 3D printer in everyone’s home in
the future. In fact, I think we should see this
technology as an opportunity. As a supply
chain professional, we need to quickly learn
how to innovate and use technology to our
advantage.”
For example, UPS offers use of its 3D printers
to allow consumers to readily access the
technology at a lower price than buying the
machine themselves. Supply chain companies
may also quickly print out the parts they need
when they are short of the required supply.
There is still no reason to write off the supply
chain industry as long as the sector remains
open to innovations and improvements.

Are We Too Worried About Overhyped
Technologies?
Although we should be rightly concerned
about the rapid development of today’s
technologies, it is not necessary for the
industry to overreact. Dramatic changes do
not happen overnight.
“Ten years ago, we thought radio-frequency
identification (better known as RFID) would
be a real game-changer in the industry. But
it was not. We are still using barcodes in our
business operations, and some of us are still
using excel sheets to handle the accounts,”
commented Mr Markus Meissner, CEO of
AEB.
There is no doubt that the supply chain sector
will continue to be shaped by improvements
and innovations of technology. The test for
the industry is to rationally face the challenges
head on when the time comes. In the words of
Ms Joy Rice, Regional Supply Chain Support
Director in Asia Pacific from Diageo, “The
technology may not be here tomorrow, but if
you are not ready when the day comes, you
will get left behind very quickly.”

T h e d r i v e t o w a rd s d e v e l o p i n g t h e
autonomous-drive technology is there,
but the landscape is still wide open for a
company to introduce driverless technology
in the supply chain industry on a major scale.
How much longer will it be before we see
driverless truck fleets?
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Crowning of First Ever AP-SCMC Champions
With hard work, true grit, and a roaring passion, Team PISM (Philippine Institute for Supply Management) snatched the coveted title as champions
of the first ever Asia-Pacific Supply Chain Management Challenge (AP-SCMC) at Supply Chain Asia Forum 2013.
With the objective of positioning the competition as a platform for tertiary students in the region to be part of the industry through direct
engagements with supply chain companies and innovative projects in their respective countries, this challenge aims to develop budding talents
in the rising supply chain and logistics industry.
Ten regional teams, comprising of tertiary students aged 18 – 25, presented relevant case studies that plague the industry today to a crowd of
supply chain professionals and delegates. By demonstrating critical thinking skills in analysing the problems faced, and suggesting innovative
improvements in the most creative and engaging manner, the teams had to be at the top of their game to wow the judges if they wished to
stand a chance to be the first ever winners of the Challenge. With topics ranging from improving dishwashing woes in food courts, to the efficient
implementation of a Halal supply chain, the competition was tense and exciting.
In the end, one team stood out and impressed the judges with their in-depth research, analytical skills and innnovative solutions. Comprising of
three fourth-year Business Administration (Major in Supply Chain Management) students from the University of Makati – Ms Hazel Jo P. Nicdao,
Ms Joana Rose B. Chua, and Ms Loema A. Gicana – Team PISM presented a convincing plan to implement a simplified route of bringing
goods via an inter-island distribution network in the Philippines, which has approximately 7,107 islands. But what is even more amazing is their
dedication to the project and pursuing perfection.

Our Esteemed Judges
From left to right:
Mr Roland Chong, Estee Lauder
Ms Roxane Desmicht, Infineon Technologies
Ms Christine Lee, DHL Supply Chain
Mr Mark Millar, M Power Associates
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EVENTS
Supply Chain Asia finds out more about Team PISM’s experience
participating in the inaugural AP-SCMC.

1. Congratulations on your win! What was your first
thought after winning?
Hazel:

At first, I could not believe that our team won! All of
our competitors presented great ideas and concepts,
especially the Singapore teams. It was a tough fight. We
really have to give credit to our coaches and advisors
because without them, we would not have stood a chance.
Our team is so happy to receive this award on behalf of
our country!

Joana:

While waiting for the winners to be announced, I was
just chanting our team’s name repeatedly in my mind.
Then, when the host finally announced the winning team
in tandem with the voice in my head, the feeling was just
amazing! It was as if my thoughts suddenly had a voice
and came to life.

Loema:

“Thank God, thank God!” That was what I kept thinking at
that time. We gave our best and we are proud to reap the
rewards of our perseverance. I still remember that moment
of extreme happiness and excitement I felt upon receiving
the gold award. Standing on stage in front of hundreds of
supply chain professionals, and seeing their happy faces
while we were being awarded the first ever AP-SCMC
Challenge Champion, it is without a doubt, one of the best
experiences in my life.

2. Describe your preparation for the competition.
Hazel:

We had only approximately two months to prepare our
entry. It has been a rough but exciting period for the three
of us: we had internship in the morning, classes at night,
and this case study at midnight. Nevertheless, having
great coaches lightened the load, and they helped to
guide us on the right path. Our parents and teachers were
also very cooperative and open-minded about this thesis
competition.

Joana:

Our preparation consists of research, brainstorm sessions,
presentation developments, revisions, meetings, mock
defence, and speech preparation. But if there is one
thing that makes our preparation different, I would say we
pursued for perfection to get what we want to achieve.

Loema:

The week before the competition was the toughest part.
Every day, we had to invest time to finalise our proposal,
presentation materials, and speech. We presented several
times to PISM, as well as to DB Schenker Philippines
team, which was nerve-wrecking. But we learnt that the
best way to fight nervousness is to be well-prepared. So
we continued to practise until we are confident with our
presentation speech. Those sleepless nights and restless
days have been really tiring, but when you love what you
are doing, you will still be happy no matter what.

EVENTS
3. What have you learnt from this challenge?
Hazel:

This challenge has taught me a lot. To summarise what I have learnt, let me quote
Thomas A. Edison,“The three great essentials to achieve anything worthwhile are,
first, hard work; second, stick-to-itiveness; third, common sense.” This challenge
has taught me to work hard with a tight deadline, and achieve small goals while
working towards the overall goal. I learnt never to give up and to stick to what I
want to achieve. In making our innovation, it is sometimes not necessary to use
scientific approaches and textbook explanations; what we really need is common
sense to see what is really happening.

Joana:

It is a cliché thing, practice make things perfect. But I learnt something new, “Practice
makes you well-prepared”. During our preparations, we were called different names.
From “girls who seemed not to know what they are doing” to “lazy girls”—it is like
putting your very best effort, but no one seems to appreciate it at that time. Now,
we understand that to be able to achieve what you want, one must point out your
flaws so that you can perfect your work. Thank you very much to those who have
pushed us to our limits.

Loema:

AP-SCMC is a learning experience for us. And personally, I learnt three things.
Firstly, it takes innovation to create a difference. Secondly, the art of being concise
is important. At first, we were thinking,“How can we present everything in 15
minutes? I mean, is it even possible?”. We then realised that the way to deliver a
good message is to be concise. Lastly, success requires a lot of hard work, patience,
determination and, above all, perseverance. This competition has not been easy
for us. As graduating students with regular classes and on-the-job training at the
same time, we had to learn balance our priorities. But we understand that if we
want to come out tops, we must be goal-oriented, practice time-management,
and be persistent with our efforts.
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