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Dear Readers,

As we experience the many challenges in 
our organisations, we all ask ourselves what 
do we need to do to continuously gain and 
maintain a position of strength? 

This challenge is now a key driver for leaders 
and  managers at all levels, in small and 
large Companies and Corporations alike. We 
are by now well aware of the impacts from 
the “disruptive trends” we see across our 
businesses. And as one reviews the business 
landscape, risks and growth challenges, the 
same questions come up again and again. 
“How robust and resilient is our business 
in the face of competition, socio-political 
elements and our ability to sustain financial 
targets?”  

No matter where you are in the scale of 
corporate dimension, market leadership or 
profitability, the risk of erosion of the buffer 
and exposure vulnerabilities are ever present 
and will continue to be a major management 
challenge.

However resilient and robust you think your 
organisation is, the external factors will make 
managing the variables and unpredictable 
conditions a very important focus point. 
But the degree of resiliency and robustness 
of an organisation must surely start we an 
assessment of key internal factors. These 
can be categories as – people, structure, 
technology, leadership and culture.

I strongly believe that the behaviour 
of people at all levels in a Company or 
Corporation, defines the Culture. This will set 
the performance levels & resiliency for the 
organisation. Behaviour and good culture is 
no longer enough to ensure the resilience 
and robustness of the organisation. Not least 
is the level of technology on which drive our 
business processes.

from the editor

On culture, we need to refer back to what are 
the core competencies of the organisation 
and are we updating them to retain the 
relevance in volatile and uncertain times. A 
guiding principle in this area is Alvin Toffler. 
When I was first introduced to his book 
“Learn, unlearn & re-learn” I thought my 
management at the time was accusing me 
of being stupid.

I was quite annoyed and somewhat 
offended! But after having read the book, 
which I absolutely found most educational, 
I understood that maybe I was lacking 
in understanding my limitations. For 
an organisation to become and remain 
resilient and robust, it needs to learn, 
unlearn and re-learn together. 

The September edition has some great 
articles on how to assess resilience and 
robustness in your organisation. The 
5 Critical Steps to Supply Chain Digital 
Transformation Projects by Marie-
Claire Ross, Warehousing a la Carte by 
Wolfgang Lemacher and  Delivering Digital 
Technology to the Supply Chain by Dr. 
Christopher Holmes.

We are also pleased to be hosting the 4th 
Dubai LogiSYM on 1st and 2nd October. 
As always we welcome your feedback and 
contributions on topics or subjects you 
would like to share with us.

Happy Reading & good wishes from the 
Editorial Team at LogiSYM.

Joe Lombardo
Editor in Chief
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a word from the president

To stand up straight in a high wind, you need 
to lean into the wind, that is, opposite to the 
direction that the wind is blowing. This is 
perhaps an apt analogy for what we should be 
doing today? The naysayers and doomsayers 
are saying that the outlook for business 
in 2020 is all doom and gloom. They could 
be correct but if they are, should we take a 
retrograde approach as we plan for next year 
or is this the exact time when we should look 
at expanding what we do because costs are 
lower, people are more willing to take a risk 
or chance on something a little bit more risky 
because they are unemployed and because 
everyone else is looking the other way?

I have just returned from LogiSYM Dubai and 
as always it was great to meet new colleagues 
in the industry and interact with so many 
professionals and learn new things. I did 
however walk away a little troubled. Dubai 
reinforced what I have been experiencing 
these last 2 - 3 years. The role of the supply 
chain professional is being relegated to that 
of being an S&OP or glorified planner and 
fairly lacklustre individuals are capitalising 
on this lack of understanding for what a true 
supply chain management professional is or 
should be.

Those of you who know me a little better, 
know that I am a car and motorcycle 
aficionado. I attended a car show over the 
weekend and looking at the crowd, I drew a 
parallel between what is happening in our 
industry and what I see happening with auto 
enthusiasts today. The universal urge for fast 
freedom and instant independence that car 
or motorcycle ownership provides appears to 
be lost somewhat on the younger generation. 
Riding a fast car or bike can be therapeutic but 
this form of therapy seems to be falling out of 

favour thanks to overly sensible autos, our 
mobility app overlords - and in the case of 
Singapore, a government that discourages 
car ownership. There is nothing wrong with 
any of these three things but  if you have a 
genuine lust for life, try putting down the 
phone and heading to the nearest highway 
with something loud, quick and powerful. It 
is much more thrilling than taking a Grab 
or an Uber to the nearest Starbucks. The 
same can be said for our industry. Let's not 
just rely on technology and spreadsheets 
and call this supply chain management! 
Let's also understand that those who 
do will find themselves displaced by the 
very technology they rely on as artificial 
intelligence will soon be able to do this 
mundane function with no or little human 
intervention.

The real supply chain professional will 
know that technology is a tool and an 
enabler but the many other facets such as 
understanding levers and drivers in freight 
and transport management, running 
and locating a distribution centre and 
the very, very important human interface 
and knowing what drives business and 
commerce is as crucial. Whether it is a zest 
for life or our profession, it takes more than 
just technology and spreadsheets to have 
a good feel for the market. Those that do 
will perhaps lean into the wind and seize 
the numerous opportunities that present 
themselves in these interesting times - and 
as always, I hope to take that trip with you.

 
Raymon Krishnan, FALA, FCILT
President
The Logistics & Supply Chain  
Management Society
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Oman Air Cargo has successfully 

launched the mobile App to 

all Oman Air Cargo customers 

including Shippers and Freight 

Forwarders.

 The is in collaboration with 

QuantumID Technologies, which 

is Oman Air’s cargo system 
solution provider for ‘SmartKargo’ 
platform. The mobile App was 

officially launched in the pilot 
station Oman (home market) 

back in January 2019 at the annual 

event of Oman Air Cargo held in 

Muscat to felicitate and reward 

the best performing Cargo clients 

and agents in Oman. The Mobile 

app will be released for rest of 

the markets across the world in 

stages this year.

This Mobile App, available to 

download on both Apple and 

Android App stores, is the first 
step on Oman Air Cargo’s journey 
to 100% digitally transform 

their business and builds on 

the successful deployment of 

SmartKargo cloud-based Cargo 

Management solution that was 

launched back in September 2017.

It also empowers Shippers and 

Clients by providing them with self-

service and mobile capabilities 

(access any-time, from anywhere) 

for their most used requirements 

to interface real-time with Oman 

Air Cargo, including quote, flight 
schedules, and capacity queries, 

to real-time bookings and tracking 

notifications.

Some of the additional benefits 
that come with the use of this 

mobile App are the improved 

accuracy of the shipment 

information and facilitation of 

shipment readiness when it 

reaches the airline warehouse, 

ability to book shipments on the 

go, provision of easy-to-access 

“Guest” mode that allows non-

registered customers to check 

schedule, track shipment & 

get a quote, enhanced security 

with touch ID access as well as 

real time synchronisation and 

availability of all information and 

bookings done through the App 

on SmartKargo main ERP solution 

and also on the cloud instantly.

Paul Starrs, chief commercial 

officer, Oman Air, said – “We are 
happy to announce the successful 

launch of our Cargo Application 

that provides easy access and 

excellent functionalities for our 

clients and freighters. We are 

committed to continue leveraging 

the latest technologies and 

innovations to digitally enhance 

our business and provide best 

possible solutions for our clients. 

 

We have ambitious plans to grow 

our Cargo business and remain 

competitive and our collaboration 

with ‘SmartKargo’ allows us 
to do so with state-of-the-art 

technology that is fast to deploy 

and easy-to-use.”

Image Source: https://www.omanair.com 
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Qantas (OTCMKTS: QUBSF) 

announced that it is testing long-

haul, nonstop passenger flights 
from New York and London to 

Sydney. In addition to its fiscal 
year 2019 earnings report, the 

company announced that it has 

embarked on a program dubbed 

“Project Sunrise” designed to 

study the health and well-being 

impacts on passengers and crew 

during long-distance flights.

The airline has a goal of operating 

regular, nonstop commercial 

flights from the east coast of 
Australia (Brisbane, Sydney and 

Melbourne) to New York and 

London, which would require 

a commercial plane to travel 

approximately 19 hours nonstop.

Scientists will be onboard to 

evaluate the health of the up 

to 40-person (including crew) 

test flights and gather in-flight 
data. Researchers will monitor 

changes in the pilots’ melatonin 
levels and brain wave patterns 

to test alertness. The 40-person 

maximum, along with luggage 

and catering restrictions, is done 

to minimize weight and increase 

the aircraft’s range.

Qantas Group Chief Executive 

Officer Alan Joyce said, “Ultra-
long-haul flying presents a lot 
of common-sense questions 

about the comfort and well-

being of passengers and crew. 

These flights are going to provide 

invaluable data to help answer 

them. For customers, the key will 

be minimizing jet lag and creating 

an environment where they are 

looking forward to a restful, 

enjoyable flight. For crew, it’s 
about using scientific research to 
determine the best opportunities 

to promote alertness when they 

are on duty and maximize rest 

during their downtime on these 

flights.”

The program will test three flights 
from October to December using 

repurposed Boeing Co BA 787-

9s. The flights will reposition 
from Boeing’s factory in Seattle 
to New York and London for the 

journey back to Sydney in lieu of 

flying deadhead from Seattle to 
Australia.

AIR CARGO OPPORTUNITY

Jesse Cohen, FreightWaves’ air 
cargo market expert, believes that 

there is upside for this route in 

the cargo space as well. “Australia 

is a large market for air cargo 

given the long distances and 

sailing times to and from, Europe 

and North America in particular. 

There are large, established air 

cargo flows between Sydney and 
points like New York and London 

that are currently connecting or 

making stops along the way. Time 

savings is a key selling point for a 

lot of air cargo, and some would 

undoubtedly pay a nice premium 

for nonstop Sydney-New York 

and Sydney-London service,” 

said Cohen. But Cohen cautions 

that the long-range flights may 
have minimum payload space for 

cargo.

“Products like pharmaceuticals, 

lab samples, high-value products 

and other super-urgent shipments 

can often afford express-type 
pricing. The key on such ultra-

long flights that stretch the range 
of today’s aircraft fleets is what 
reliable and consistent payload 

is left for cargo. A lot depends on 

the passenger configuration, but 
hopefully Qantas’ planners will 
consider the revenue contribution 

premium cargo could make here, 

if these flights being tested indeed 
go operational,” Cohen added.

The Project Sunrise flight from 
New York to Sydney will be the 

first direct commercial flight on 
that route. The London-to-Sydney 

flight has been flown once before 
— by Qantas in 1989.

Joyce said, “Flying nonstop from 

the east coast of Australia to 

London and New York is truly 

the final frontier in aviation, so 
we’re determined to do all the 
groundwork to get this right. 

No airline has done this kind of 

dedicated research before and 

we’ll be using the results to help 
shape the cabin design, in-flight 
service and crew roster patterns 

for Project Sunrise. We’ll also be 
looking at how we can use it to 

improve our existing long-haul 
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The world’s largest container 
ship and supply vessel operator, 

Maersk, recently announced the 

launch of their new AE19 Service, 

the first ocean-rail combined 
service from Asia to Europe. The 

new service route addition will 

complement their current Asia-

Europe product offering based on 
conventional ocean services.

The first cargo to be shipped on 
the new AE19 services arrived in  

Gdansk, Poland August 7th 2019, 

the cargo had been loaded less 

than two weeks earlier in Asia. 

The service is unique as it is 

a combination of a short-sea 

product, connecting several 

Asian origins with the Far East 

Russian port of Vostochniy, while 

the intercontinental rail crosses 

Russia in just 9 nine days before 

reaching St. Petersburg. The 

final leg of the service again a 
short-sea connection between 

St. Petersburg and ports in 

continental Europe.

Maersk Managing Director for 

Eastern Europe, Zsolt Katona said 

“We are delighted to offer this new 
service to our customers in Asia, 

Russia and Europe as a convenient 

and highly competitive addition 

to our conventional Asia-Europe 

products. AE19 complements our 

product portfolio by offering a 
solution with a highly attractive 

transit time for customers with 

time-sensitive cargoes, all while 

remaining cost-competitive.”

The new AE19 service boasts an 

impressive transit time (ocean 

and rail) from Busan to Gdańsk 
of just 18 days, this is more 

than two times faster than the 

conventional ocean only service 

on that corridor. The Gdansk to 

Busan eastbound transit time is 

22 days, Sealand Asia provides 

the Asian part of the short-sea 

connection (to Vostochniy port), 

while Sealand Europe operates 

the European leg. One of the 

largest private rail operators in 

Russia, Modul provide the rail 

connection and transit customs 

formalities.

Russia’s biggest port operator 
Global Ports handle operations at 

terminals VSC (port of Vostochniy) 

and PLP (St.Petersburg).

The new AE19 service complements 

their already comprehensive Asia-

Europe portfolio, and part of their 

strategic plan to develop and offer 
superior rail products.

AE19 complements our 

product portfolio by offering 

a solution with a highly 

attractive transit time for 

customers with time-sensitive 

cargoes, all while remaining 

cost-competitive.
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Technology-driven logistics provider, 

20Cube, is strengthening its senior 

leadership as it enters its next 

phase of growth. Highly experienced 

international industry leader, Beat 

Simon has been appointed as 

Executive Chairman. Former APL 

Logistics strategy lead Albert Ng has 

been named Head of Strategy and 

Implementation.

“This is an exciting time for 20Cube. 

We have built a solid foundation as 

a pioneer in new-age logistics and 

now, with some of the industry’s 
finest joining our team, we are even 
better positioned to truly enable the 

industry to evolve for the future,” said 

Mahesh Niruttan, Chief Executive 

Officer (CEO), 20Cube. “With Beat 
and Albert’s formidable track record, 
strategic insights and deep industry 

knowledge, we will continue our 

journey to make trade easy by using 

our logistics experience to harness 

new technology.” 

Beat Simon has led major profit 
organisations across multiple cultures 

and geographies. He has developed 

and implemented successful business 

strategies with Danzas (now part 

of DHL), Panalpina, Agility and APL 

Logistics, specialising in meeting the 

expectations of diverse stakeholder 

groups. As Executive Chairman of 

20Cube, Beat Simon will lead the 

Board and provide the CEO with 

support and guidance around key 

strategic issues. 

“I have huge admiration for 

everything 20Cube has achieved to 

date, and I am even more excited 

about what we can achieve together 

in the future. With a strong team 

and an offering that can really make 

difference to our customers, 20Cube 
has an important role to play in the 

digital transformation of the logistics 

industry. As Executive Chairman, and 

an investor in the Company, I look 

forward to working closely with our 

CEO, Mahesh Niruttan, and the Board 

of Directors, to help the 20Cube team 

deliver on our potential,” said Beat 

Simon, Executive Chairman, 20Cube.  

Albert Ng has over twenty years of 

experience growing and operating 

businesses in the transportation, 

logistics and travel sector. He started 

his career in consultancy at McKinsey 

& Company and as Global Head 

of Strategy and Marketing at APL 

Logistics Albert was instrumental in 

the company’s successful strategic 
transformation. His experience will 

build on 20Cube’s solid foundation 
as a pioneer in new-age logistics, 

through fresh strategic initiatives, 

new franchise models and potential 

M&A transactions. 

“I am honoured to join 20Cube’s 
mission to digitally transform logistics, 

and I am looking forward to working 

with an experienced and motivated 

team,” said Albert Ng, Head of Strategy 

and Implementation, 20Cube. “The 

logistics industry has long suffered 
from significant inefficiencies and 
by helping our customers access 

technological advantages, we are 

driving an industry change that 

brings immense value to businesses.” 

I am honoured to join 

20Cube’s mission to digitally 

transform logistics, 

and I am looking forward 

to working with an 

experienced and motivated 

team

Albert Ng
Head of Strategy and 

Implementation
20Cube

“With a strong team and an 

offering that can really make 

difference to our customers, 

20Cube has an important 

role to play in the digital 

transformation of the 

logistics industry.

Beat Simon
Executive Chairman

20Cube

“
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BluJay Solutions, a leading 

provider of supply chain 

software and services powered 

by the world’s first Global Trade 
Network, announces a new multi-

year agreement with Damco to 

continue use of its Transportation 

Management for Forwarders 

software platform, moving from 

on-premise to the cloud. A BluJay 

customer since 2011, Damco has 

been one of the world’s leading 
providers of freight forwarding 

services for more than 100 years, 

helping customers manage their 

cargo. 

 

Damco is extending its 

partnership with BluJay to increase 

efficiency, digitise its customer 
interactions, and better position 

its business for the future. With 

file management excellence as a 
main business objective, Damco 

sees the opportunity to improve 

productivity and profitability with 
BluJay. 

Damco’s customers will benefit 
from increased speed and 

functionality to improve the 

experience for bookings, 

submitting documents, and more. 

Damco is currently running 

BluJay’s Transportation 
Management on premise and 

looks forward to upgrading to the 

cloud, along with future plans to 

add integrated solutions to best 

serve their customers.

 

“We value the history of our 

partnership with BluJay. Damco 

has appreciated working with 

BluJay’s experts for so many 
years, and they will take us from 

today to tomorrow to support our 

business objectives,” said Martin 

Ring, Global Chief Operations 

Officer at Damco.
 

Ring adds that the long-

standing relationship, along with 

commitment from BluJay to take 

Damco to the next level played a 

major role in choosing BluJay. 

“We’ve seen the capabilities 
added in the past few years – the 

game has really been upped, and 

it’s critical in our industry to keep 
moving forward with technology 

to stay ahead. Damco will take 

advantage of the continually 

enhanced functionality available 

from BluJay to run our business as 

efficiently as possible.”
 

Damco will better leverage 

capabilities of the BluJay platform, 

namely, bringing invoicing, vendor 

payments, and master data into 

Transportation Management for 

Forwarders (TMFF).

 

“BluJay is delighted to continue 

our partnership with Damco. This 

relationship evolution is truly 

indicative of the value customers 

realise with greater solution 

adoption over time, supported 

by people who are committed to 

their success,” said Chris Timmer, 

Chief Revenue Officer for BluJay.

We value the history of our 

partnership with BluJay. 

Damco has appreciated 

working with BluJay’s experts 

for so many years, and they 

will take us from today to 

tomorrow to support our 

business objectives

BluJay is delighted to continue 

our partnership with Damco. 

This relationship evolution is 

truly indicative of the value 

customers realise with greater 

solution adoption over time, 

supported by people who are 

committed to their success
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IQ Fulfillment, the Middle East 
and North Africa region’s first 
robotic fulfillment centre, has 
opened in Dubai. Launched by 

IQ Holding, the centre provides 

full back-end solutions using the 

latest in robotics, AI and software 

platforms to support the supply 

chain and logistics industry. IQ 

Fulfillment supports the needs of 
small and medium enterprises, 

incubators, accelerators and 

e-commerce players, enabling 

them to accelerate their business 

growth. Using the latest in 

technology and robotics to 

integrate seamlessly with clients’ 
online platforms, IQ Fulfillment 
delivers fulfillment, storage, 
package protection and other 

services.

Fadi Amoudi, Founder & 

Chief Executive Officer of IQ 
Fulfillment, said: “IQ Fulfillment 
fills a distinctive niche in the 
region, especially with the focus 

of the MENA region to build its 

e-commerce ecosystem. Today, 

the UAE is at the forefront in 

driving digital technologies and 

in supporting SMEs to achieve 

transformational growth. This 

presents a strong growth 

environment for innovative tech-

companies such as ours. 

“We chose the UAE and Dubai for 

this pioneering initiative due to 

the strong digital infrastructure 

present here, and the focus 

of the leadership to drive 

digital transformation through 

forward looking technology and 

innovation. With the city preparing 

for Expo 2020, we see the opening 

of IQ Fulfillment as meeting a 
need in the market to support 

SMEs and other enterprises to 

build their digital enterprises in 

the most cost-effective manner.”

Ensuring end-to-end services, 

IQ Fulfillment will help address 
logistical challenges experienced 

by SMEs such as large number 

of orders during seasonal peaks, 

which can lead to bottlenecks 

during that period.  IQ Fulfillment 
helps address these gaps through 

their unique service. 

Utilising robotic and AI solutions, 

IQ Fulfillment assures many 
features to boost efficiency 
and productivity. The robotic 

technologies used at the centre 

help process 12,000 robotic 

orders daily, delivering a 99.9% 

accuracy rate, and 3 times the 

human output and the same 

technology is used by the largest 

international companies, such as 

Ali Baba.

With a proof of concept (POC) 

warehouse spanning an area of 

45,000 square feet, IQ Fulfillment 

deploys cutting edge technology 

from its global partners and 

is led by a team of expert and 

multicultural professionals. 

Among the key features of IQ 

Fulfillment are robotic picking, 
seamless integration, end to end 

track & trace, full live visibility, 

intelligence storage, package 

protection, cross docking, 

quality control measures, return 

management and several 

customized value added services 

such as kitting and bundling, gift 

wrapping, seasonal packing. In 

short, everything an enterprise 

needs to build a thriving 

e-commerce enterprise. 

According to the latest study by 

Dubai Economy and Visa, the 

UAE has the most advanced 

e-commerce market in the 

MENA region, with e-commerce 

transactions set to reach over 

AED59 billion this year and to 

grow 23 per cent per annum 

through 2022. 

This presents a significant growth 
opportunity for IQ Fulfillment, 
as it is the only organization to 

offer the full range of digital and 
physical infrastructure- backed 

by robotics technology – to 

support the digital ambitions of 

businesses – both start-ups and 

established companies. 

Essentially, SMEs only need to 

build an app or website based 

on their business model, and IQ 

Fulfillment, will support them with 
warehousing, order processing 

and delivery by taking all logistical 

aspects to the highest levels of 

efficiency. 

IQ Fulfillment fills a distinctive 
niche in the region, especially 

with the focus of the MENA 

region to build its e-commerce 

ecosystem. Today, the UAE 

is at the forefront in driving 

digital technologies and in 

supporting SMEs to achieve 

transformational growth. 

This presents a strong growth 

environment for innovative 

tech-companies such as ours. 
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With recent advances in new 

technology, the promise for 

supply chain transformation can 

now be realised. The combination 

of technology to track, monitor, 

analyse and suggest is enabling 

the management of supply chains 

to change fundamentally. With 

ever greater complexity across 

the supply chain, this advance in 

technology is necessary, whether 

it is supporting personalisation, 

immediate delivery, or new 

business models such as product 

as a service. This move to 

digitally transform has moved 

from a technology discussion 

to a business discussion, as the 

amount of money being invested 

in these areas demonstrates. 

DIGITAL TRANSFORMATION IS 

NOT A SINGLE TECHNOLOGY

Digital transformation is 

not a single technology, but 

a combination of multiple 

technologies. The fundamentals 

of cloud, analytics, social and 

mobile are being enhanced 

by what we term innovation 

accelerators – these being 

Robotics, Augmented Reality / 

Virtual Reality (AR/VR), Internet of 

Things (IoT), Artificial Intelligence 
(AI), Additive Manufacturing and 

Next Generation Security. It is 

when these technologies are 

combined that we see the real 

benefits of moving to digital. 
These technologies are maturing 

at a rapid rate, and are now being 

seen across many enterprises, 

deployed, at scale across the 

entire supply chain. 

If we look at technology spend 

for digital transformation, 

what is crucial to understand 

is that the focus is not on a 

particular technology, but on a 

group of technologies that are 

implemented together to deliver 

an effective business change. 
Whilst digital transformation 

(known as DX) is impacting all 

industries, it is manufacturing that 

is spending the most, both across 

the shop floor, but also across the 
supply chain. In 2019 IDC predicts 

that discrete manufacturing 

spend will be $221.6 billion and 

process manufacturing $124.5 

billion. For both industries, 

the top DX spending priority is 

smart manufacturing, supported 

by significant investments 
in autonomic operations, 

manufacturing operations, 

and quality. The DX use cases 

– discretely funded efforts that 
support a program objective – that 

will see the largest investment 

across all industries in 2019 will 

be autonomic operations ($52 

billion), robotic manufacturing 

($45 billion), freight management 

($41 billion), and root cause ($35 

billion).

START WITH DATA

Fundamentally the digital 

transformation of the supply chain 

starts from data. The promise of 

delivering data driven decision-

making is now a reality, as real 

time visibility to the location and 

state of materials across the 

supply chain can be seen. This in 

turn can be used to optimise the 

supply chain through simulation 

models, and contribute to 

creating the digital twin of the 

supply chain. The creation of a 

digital twin of the supply chain 

process has been set as an “end 

goal” for many organisations 

as they go through their digital 

transformation exercise. Why the 

end goal?, because a digital twin 

requires data from every part of 

It is when these 
technologies are combined 
that we see the real benefits 
of moving to digital. These 
technologies are maturing 
at a rapid rate, and are now 
being seen across many 
enterprises, deployed, at 
scale across the entire 
supply chain. 
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the process, and a model created 

that mimics the actual process – 

once you have the digital twin in 

place, then true optimisation can 

be applied, in addition to the use 

of advanced analytics / machine 

learning / artificial intelligence to 
moved from what has happened, 

and what is happening, to what 

will happen. The digital twin 

represents the end state as all 

data, and all models of the process 

are in place. 

The business case for digital is 

also very real. From analysis of 

the financial performance (See 
above "Figure 1") of 400 global 

manufacturing organisations, 

these organisations were split 

into digitally mature, digitally 

determined, or non-digital. 

Their financial performance was 
measured in an index going back 

to 2013, and what can be seen is 

a clear business improvement in 

both profit and revenue compared 

to their semi-digital and non-

digital competitors over the last 5 

years.   

APPLYING THIS TO SUPPLY 

CHAINS

Looking specifically at the supply 
chain. The focus of the digital 

supply chain is the convergence 

of multiple data sources, effective 
analytics and automated decision 

support. 

This in turn supports the entire 

end to end supply chain, coupled 

with the flow of materials, money 
and information. 

Getting into the specific areas of 
change we see three key themes, 

which contain a number of specific 
“digital” use cases. 

Some of these are the application 

of digital technologies to existing 

business processes, and some are 

“new” and cut across traditional 

business processes, taking full 

advantage of the new technology:

Capabilities based procurement 

• Sourcing intelligence

• Digital supply base 

management

Figure 1

USE CASE EXAMPLE: Demand & consumption signal intelligence

BEFORE

Inventory overages or shortfalls result from 
inaccurate demand forecasts, which results in 
increased costs.

Excess capacity and capacity constraints inhibit 
supply chains, resulting in unnecessary costs, or 
lost orders.

Demand and consumption is not available in real 
time.

AFTER

Near-real-time demand and consumption data 
improves forecast accuracy and inventory 
visibility, driving higher revenue.

Maximize resource and capacity utilizations based 
on real-time supply chain data. 

Real time representation of the effect of demand 
and consumption insights on the supply chain 
digital twin



• Supplier network monitoring

• Vendor engagement

• Automated kanban 

Extended Planning

• Demand and consumption 

signal intelligence

• Real time demand matching

• Extended S&OP

• Integrated supply chain

• Thinking supply chain

• Inventory intelligence

Logistics Automation

• Smart warehousing

• Transportation optimisation

• Global trade automation 

These specific projects are the ones 
that we predict that are going to 

be able to be implemented based 

on the new digital technologies. 

However, these will also require 

a timeline to be implemented. As 

a guide these can be looked at 

across three time horizons: (See 

graphic below)

IOT AND ANALYTICS ARE 

KEY FOUNDATIONAL 

TECHNOLOGIES

Key technologies to focus on for 

the immediate focus are IoT and 

analytics. Every project starts with 

the data, so being able to gather 

data is key.

The IoT project should also 

consider the communication 

network, storage and security in 

gathering, and sharing the data. 

Coupled with this is the focus on 

analytics. With ever increasing 

complexity, the need to be able to 

visualise the data is key. 

So developing key skills in business 

intelligence and analytics will 

be essential. Once this has been 

mastered then progress can be 

made towards the application of 

AI and machine learning which 

will start to be realised in the 

midterm and long term focus.  

The promise of digital technology 

HORIZON 1 
Immediate: 

Information 

Focus – 

typically 70% of 

the DX budget

HORIZON 2 
Midterm: 

Insights Focus 

– 20/30% of the 

DX budget

HORIZON 3 
Long Term: 

Intelligence 

Focus – 10% of 

the DX budget

is clear, however we do see many 

organisations struggling to 

move forward and implement at 

scale, key issues that need to be 

addressed are:

1) No integrated roadmap 

Very often business and IT have 

their own plan for deployment of 

technology with neither talking to 

the other.

2) Establishing the ROI for the 

project 

The challenge of rethinking 

the business process to fully 

integrated the new technology is 

essential. 

The business process should be 

reimagined incorporating the 

new technology and the return 

on investment measurements 

be adjusted to account for 

new metrics, such as customer 

engagement.

3)  Skills 

With new technology the 

The focus of the digital supply chain is 
the convergence of multiple data sources, 
effective analytics and automated decision 
support. 
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DIGITAL TRANSFORMATION PROJECTS

With digital transformation 

projects being commonplace in 

most organisations, supply chain 

transformation is almost the last 

frontier to be tackled. 

According to a McKinsey study, 

the average supply chain has a 

digitisation level of 43 percent.  

The smallest of five business 
areas surveyed.  Not only that, a 

meager 2 percent of executives 

selected supply chain as the focus 

of their digital strategies. 

Yet, digitising the supply chain 

can boost annual growth earnings 

before interest and 

taxes by 3.2 percent—the largest 

increase from digitising any 

business area.

One of the issues with any digital 

transformation is that executives 

can be fearful about making the 

decision to go ahead when there 

is uncertainty on the return on 

investment.

However, organisations that 

make the leap not only improve 

productivity, but also when done 

well can even become the market 

leader.

Dr Sebastian Boell, from the 

University of Sydney found 

that successful organisations 

not only make their processes 

more efficient after digital 
transformation, but also use the 

data provided by these systems to 

innovate and reinvent themselves 

over time. 

With the amount of change and 

uncertainty, organisations can 

no longer delay important supply 

chain digital transformation 

projects, if they want to stay 

relevant.

And it requires trust – trust and 

confidence that going digital will 
return value and achieve what it 

has promised.  Trust that people 

have the right capabilities to 

get the work done and behave 

differently.  And trust from 
customers and suppliers about 

the long-term benefits.

Successful transformation 

demands that organisations 

rewire how they operate, behave 

culturally and have processes fit 
for purpose.

Often, many organisations will 

choose to go down the digital 

transformation path, but get 

stuck because traditional ways 

of working get in the way.  Here 

are five strategies to help your 
organisation navigate common 

potholes:

1. CUSTOMER FIRST 

The power has gone from 

organisations into the hands of 

customers (and even employees) 

and it is never going back.    To 

undertake digital transformation 

properly requires thinking from 

the customer perspective rather 

than the old model of “what are we 

prepared to give our customers?”  

This starts with a deep 

understanding of the customer 

and the ability to creatively 

connect technology, people and 

processes to solve an underlying 

customer need.   And it’s not just 
external customers – it’s internal 
customers as well.

Successful organisations ensure 

that those who are working 

closest to customers are providing 

feedback, insights and assistance 

in making the right decisions.  

This involves leaders opening up 

the flow of communication both 
upwards and downwards creating 

a continuous feedback loop.  

Underpinning a customer-led 

approach requires trusting 

not only the wisdom from the 

frontline, but employees trusting 

their leaders to listen to them 

and make the right overarching 

decisions.  

The good news is that getting 

this right ensures commitment 

and more belief in the change 

program organisation wide.   It 

also ensures customer pain points 

and needs are taken into account 

strengthening results.

Furthermore, focusing on the 

customer problem to be solved 

provides critical employee 

alignment.  This unites everyone 

to a common cause. 

Typically, humans tend to distrust 

people that are different to them.  
Supply chain people tend to like 

being with supply chain people.  

IT tends to like being with other 

IT people and so on.  But when 

people are united together to 

solve a customer problem, it works 

towards people from different 
backgrounds trusting each other 

during uncertainty.  This is vital 

when you have diverse people 

working together with different 
values, ideas and priorities.

2. CREATING A CLEAR, GUIDING 
PURPOSE

Once the customer problem is 

clearly understood, creating a 



compelling why for the project is 

paramount.  A guiding purpose 

provides shared understanding 

of the work that needs to be 

done and what success looks 

like.  It builds trust by providing 

employees with an emotional 

connection to the work at hand 

that inspires commitment and 

meaning to the effort.

Purpose statements also help 

with alignment making it easier 

for people to understand how 

decisions are being made around 

budget, timelines, resources and 

priorities. 

3. UNLEARNING TO LEARN

According to the University of 

Sydney paper, “Creating Strategic 

Value Through Transformational 

Programs and Projects,” 

organisations are shifting 

from traditional ‘predict and 

control’ modes to more ‘sense 

and respond’ approaches in a 
continuous learning model to 

strategise around change.

This is where adopting an agile 

approach becomes useful, but 

harder to action.  That’s because it 
requires traditional organisations 

unlearn, in order to learn to be 

agile.  In other words, leaders and 

employees need to embrace new 

ways of thinking and working.  Not 

only from a cultural and process 

perspective, but also more 

importantly from a behavioural 

one.

Often, it’s the traditional cultural 
mindset that thwarts any 

progress to moving to a pure 

agile environment.  Tech and 

supply chain leaders can be stuck 

in the old mode of ‘delivery is 

king’.  Typically, employees are 
seen as a disposable resource and 

are not given the time to attend 

training, work standard hours or 

be released to other jobs.  

The biggest hurdle for agile 

change are leaders who see 

the intention behind agile (and 

appear to believe in it), but who 

fail to really understand it.  Even 

interfering with agile based 

projects setting everything back 

two steps causing unnecessary 

inefficiencies.

Foundational work needs to be 

undertaken first with leaders 
to define and action the right 
trust leadership behaviours that 

support the new behavioural 

norms for “how we now do things 

around here.”

4. BEING STABLE AND ADAPTIVE 
AT THE SAME TIME

Research by McKinsey found 

that truly agile organisations 

have paradoxically learnt to 

be both stable and dynamic.  

Mastering this process requires 

designing structures, governance 

arrangements and processes with 

a stable set of core elements.  

These stable elements work 

together with more dynamic 

elements, enabling organisations 

to respond quickly to new 

challenges.

For example, Amazon has created a 

stable backbone for key processes 

through a synchronised supply 

chain that has common language 

and standards that identify clear 

decision rights and handoffs.  
This means no department has 

developed its own processes.  

Instead, a common operational 

language, codified in one standard 
process framework for all 60 

businesses has been created.  

Allowing process harmonisation 

and clear guidelines that allow for 

A guiding purpose provides 
shared understanding of 
the work that needs to be 
done and what success 
looks like.  It builds trust by 
providing employees with 
an emotional connection 
to the work at hand that 
inspires commitment and 
meaning to the effort.
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The Fourth Industrial Revolution 

has brought about a broad range 

of technologies that are emerging 

– bundled in solutions – in all 

parts of the economy. Also, the 

logistics industry is changing and 

faces first signs of disruption. 
One area which has resisted 

digitization for some time is 

warehousing. This, despite the 

increasing pressures exerted by 

the e-commerce revolution, which 

requires flexibility, scalability, 
responsiveness and proximity to 

the markets. 

Traditional warehousing is largely 

static through long-term leases 

Warehousing 
À La Carte

and substantial fixed operating 
costs. Warehouses are often too 

far from the consumer and don’t 
support agile supply chains with 

short lead times. The long-term 

contracts with minimum volume 

commitments and rigid pricing 

models conflict with the needs 
of today’s dynamic business 
environment. The alternative 

model which offers the flexibility 
the market needs is on-demand 

warehousing. This offer serves 
e-commerce companies and 

retailers that need flexibility 
for peaks and promotions or 

manufacturers that need overflow 
solutions. Regardless whether 

large corporations or small and 

medium-sized enterprises (SME), 

they often struggle to find quality 
locations in far-away cities, 

particularly when it comes to 

specialty spaces like cold storage.  

The flexible model allows that 
customers add additional space 

or warehouses whenever and 

wherever required and pay only 

for what they need. This new 

pay-as-you-use offer became 
possible through digital platforms 

and the culture of the sharing 

economy, with its most prominent 

representatives Uber and Airbnb.
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PLATFORMS ARE THE FUTURE

In 2018, seven of the world’s 
top 10 largest companies by 

market capitalization are based 

on a platform business model. 

Platforms are marketplaces 

where demand and supply 

meet and that modularize and 

integrate. While in the traditional 

economy companies aimed at 

controlling supply of taxis and 

hotels, trucks and warehouses, 

platforms focus on customers 

and consumers. In fact, 

platforms modularize the supply 

markets, such as warehousing 

space, and integrate customer 

relationship and inventory and 

order management, including 

order placement, contracting 

and payments. This is exactly 

what an on-demand warehousing 

platform is offering. Through one 
single platform, product owners 

can manage growth, inventory 

peaks, returns and new-market 

entry by creating warehouse 

networks that scale up and down 

as necessary.

The idea of an Airbnb or WeWork 

for warehousing is not new. 

Already 2017, Sabine Mueller, CEO 

of DHL Consulting has stated in the 

article Warehousing Revisited: The 

Smart Warehousing Cloud “The 

answer is the Smart Warehousing 

Cloud (SWC) which combines a 

cloud solution with predictive 

analytics. The SWC is a real-time 

online platform that intelligently 

allocates warehouse space by 

matching customer needs for 

storage with available capacity in 

a warehouse network”. The SWC 

is a different way to describe what 
is also known as the on-demand 

warehousing model. The formula 

of the Uberization of warehousing 

is simple: Warehousing space 

sized to a company’s immediate 
needs and located close to the 

final customer or consumer.

SOLVING A BIG PROBLEM

The customer pain level is high. 

According to the Flexe report The 

State of On-Demand Warehousing 

“74% of survey respondents report 

that fluctuating inventory levels 
result in excess capacity, or excess 

inventory without a place to store 

it.” The same report states that 

“90% of businesses who deal with 

inventory fluctuation need more 
capacity throughout the year.”

In Europe and in the United 

States (US) the industrial real 

estate market is in boom mode. 

Customers experience under-

supply and over-demand across 

the board, which is reflected in 
rising rents. The decline in demand 

for high street retail space does 

apparently not help. This, at times 

when e-commerce increases the 

demand and costs for distribution 

and warehousing. “Relative to 

brick-and-mortar, e-fulfilment 
requires the re-allocation of 75 

percent of supply chain costs 

and prompts an approximate 

400 percent increase in spending 

on distribution centers and 

transportation to consumers”, we 

can read in the Prologis research 

paper Unlocking Supply Chain 

Value.

Today, inventory fluctuation 
resulting from seasonality 

followed by forecasting issues 

and a shift in the warehousing 

model from bulk storage to 

piece picking and single-line 

orders to accommodate direct to 

consumer (D2C) deliveries is one 

of the key challenges in managing 

warehousing space in the era of 

e-commerce. 

This is exactly what an 
on-demand warehousing 
platform is offering. Through 
one single platform, product 
owners can manage growth, 
inventory peaks, returns 
and new-market entry by 
creating warehouse networks 
that scale up and down as 
necessary.
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A MORE FLEXIBLE MODEL

Customers recognize the 

challenges and respond 

increasingly positively to 

the offers of the on-demand 
warehousing platforms. On-

demand warehousing, however, 

does not only address above 

challenges but also opens totally 

new opportunities to reduce lead 

times, costs and emissions. Thanks 

to on-demand warehousing, 

companies can place and 

distribute the warehouses where 

it makes most sense, and not 

in the current more limited 

fashion, so that the patchwork of 

largely unconnected warehouses 

remains manageable.

In the new world of on-demand 

warehousing, a network of 

warehousing and fulfillment 
providers allows retailers and 

brands to add capacity and 

services where and when needed. 

On the supply side of the spectrum, 

warehouse operators and 

fulfillment providers can optimize 
their capacity throughout the 

year. 

On-demand warehousing 

customers can access and manage 

the space they need through 

one platform instead of dealing 

with disconnected warehouse 

providers. They only pay for what 

they need instead of entering 

long-term lease agreements. 

Customers get the type of 

warehouse and service they 

require, only at the scale they need 

it in a flexible way. While the initial 
idea was to provide warehousing 

space for companies with some 

inventory overflow the concept 
and business has been evolving 

into a full-fledged fulfillment 
service.

THE USE CASES

The most pertinent use cases are 

derived from the challenges and 

opportunities in today’s traditional 
warehousing model: lack of 

affordable proximity of storage 
and handling space, seasonal 

peaks and excess inventory, and 

flexibility of space and handling 
services to scale for e-commerce, 

promotions and market tests.

1. RETAIL DISTRIBUTION
Brands who distribute their 

products to retails wish to 

shorten last-mile transportation 

to reduce lead times and cost. 

On-demand warehousing assists 

sellers offset inventory storage 
fees by positioning merchandise 

close to the intake centers of their 

customers.

2. INVENTORY OVERFLOW
Companies face planned 

seasonal peaks and unexpected 

excess inventory. On-demand 

warehousing allows retailers and 

brands to quickly add additional 

capacity as it’s needed. It’s a 
turnkey solution for recurring 

warehousing shortages – for 

example to fill an overwhelming 
surge of orders when a new 

product was launched.

3.E-COMMERCE FULFILLMENT 
Retailers and brands need 

flexibility to scale their fulfillment 
networks to perform their 

D2C deliveries. On-demand 

warehousing for e-commerce 

fulfillment gives retailers and 
brands the possibility to pop up 

fulfillment centers to improve 
their delivery performance, test 

markets, and handle short-term 

product promotions.

WAREHOUSING 4.0

On-demand will only become 

more important. Consumers wish 

to receive their orders instantly. 

Mass customization ensures that 

products are tailored to their needs 

– in terms of design, size and even 

price. Delivered through their 

channel of choice. “Decentralized 

e-fulfilment distribution is the 
most cost-effective model. Total 
cost of supply is about 15-20% less 

than self fulfilment in a traditional 
retail environment”, finds 
Prologis. Soon, fulfillment centers 
close to the customers will be the 

norm ensuring that orders reach 

consumers directly at lowest cost 

and within the shortest delivery 

times – for instance within 15 to 

30 minutes of order placement.

This is performance is enabled 

through automation. Warehouse 

automation is common today. 

Amazon has deployed 100,000 

robots around the world 

working along-side the 125,000 

warehouse workers. In – still rare 

– “lights-out” or “mostly lights-out” 

warehouses, autonomous mobile 

robots guided by ultrasonic and 

visual sensors, and automated 

storage and retrieval systems 

(AS/RS) fill orders with the help of 
asset tracking technologies and 

without or with limited human 

intervention. 

Robots are increasingly equipped 

with cognitive abilities to be able 

to operate in highly complex 

warehousing environments. 

Internet of things (IoT) devices 

can report the conditions within 

the warehouses and the goods 
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The term 4PL was first introduced 
by Arthur Andersen (now 

Accenture) in 1996 . Now, almost 

a quarter century later, there are 

still various misconceptions about 

what a 4PL does and how it  adds 

value to customer supply chains. 

In 2018, the 4PL estimated global 

market size was US$54 billion. By 

2027, this number is expected 

to grow to over US$84 billion . 

For this reason, we must take 

a second look at what the 4PL 

industry is and how it delivers on 

it’s promise.

In this article, we’ll set the record 
straight on what a 4PL does and 

debunk myths regarding what 

a 4PL player can and cannot 

accomplish.

ARE ALL 4PLS CREATED EQUAL? 

A Fourth Party Logistics (4PL) 

player, simply put, is an extension 

of a Third Party Logistics (3PL) 

solution.  

3PLs came about due to customer 

frustation over having to deal 

with hundreds or even thousands 

of suppliers; 3PLs bundled these 

relationships and consolidated 

services within one provider.  

4PLs take this one step 

further by going beyond the 

physical movement of goods. 

A 4PL integrates elements of 

procurement, IT, and the financial 
requirements of logistics into one 

solution, becoming the sole point 

of contact for its customers.  

Customers who have decided 

supply chain and logistics 

management is not a core 

competency look to 4PLs to 

provide the technology, process 

consistency, and complete and 

timely information to generate 

proactive alerts on issues, 

visibility to data and budgets, 

and optimization projects that 

deliver long term sustainable, 

operational, and financial 
improvements. This is not 

possible when working with 3PLs 

who provide disparate services 

and technologies which only offer 
a fragmented view of operations. 

A 4PL provider is much more than 

just a Control Tower, it provides 

more than just shipment visibility. 

It is not akin to a Lead Logistics 

Provider (LLP) either; while an LLP 

provides a fairly comprehensive 

solution with a common IT system 

and freight bill validation, it does 

not take ownership of supplier 

contracts as a 4PL would.  

With this in mind, the next time 

you hear a solution called 4PL, a 

closer look at what services are 

offered can help you better assess 
whether it is a truely integrated 

solution.  

WILL A 4PL RELATIONSHIP 
LIMIT MY FLEXIBILITY?

One of the most common 

misconceptions about 4PL 

services is that they lock their 

customers into a predetermined 

set of services thereby leaving the 

customer with limited ability to 

make changes or decisions. 

This does not reflect reality.  A 
4PL provider will have variability 

in its solutions; typically, a menu 

of services is offered with no pre-
conditions to selecting all of them. 

This allows customers to decide 

what services they need and, just 

as importantly, when to select 

them.  

In short, 4PL offerings can 
evolve in line with it’s customer’s 

A 4PL integrates elements 
of procurement, IT, 
and the financial 
requirements of logistics 
into one solution, 
becoming the sole 
point of contact for its 
customers.  
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competencies, pain-points, and 

objectives.

For example, a customer can 

decide not to transfer all of their 

logistics contracts to the 4PL at 

the same time – if they transfer 

any at all. Additionally, language 

on how the transfer transpires can 

be drafted to secure both parties’ 
strategic interests.  

Instead of limiting flexibility, 4PLs 
actually offer their customers 
a wider range of options. They 

open up a choice of services, 

service providers, and contract 

types which would otherwise not 

be available, or too difficult to 
manage. 

HOW LONG SHOULD I COMMIT 

TO THE 4PL MODEL?

Like any other serious 

partnerships, strong 4PL 

relationships are built on trust 

and tested over a long period 

of time. For this reason, taking 

things slowly when implementing 

a 4PL contract can be crucial to 

long-term success.

Resist the temptation and 

inevitable management pressure 

to utilize a ‘big bang’ approach on 
such a complex undertaking as 

this. Rather than rushing decisions 

regarding financial saving or 
operational improvements, it 

is recommended to agree on a 

transition period that defines 
priorities, identifies challenges, 
and sets up a robust governance 

model.  

Through the implementation 

of a phased-in project plan 

that prioritizes long term 

improvements over short term 

gains, 4PL players are able 

to deliver expected gains in 

serviceability and asset utilization, 

and a reduction in supply chain 

spend.  

Signing up with a 4PL player is a 

long term investment and should 

be treated as such. Contract 

periods of 5 years or more are 

recommended to fully leverage 

the 4PLs value. 

AM I CHAINED TO MY 4PL 
FOREVER?

As customer strategies and 

requirements evolve, so will 

relationships with service 

providers. It simply requires the 

proper planning to transition 

oneself from such a long term 

and integrated relationship.

4PLs offer reversibility to their 
customers, allowing them to bring 

certain processes back in house 

if needed. One such example is 

the practice of assigning back 

supplier contracts that are used to 

perform the customer’s physical 
moves. 

Another could be reversibility 

clauses for IT services. This 

guarantees transmission of 

the information necessary 

for the takeover of services. A 

reversibility plan can be put in 

place to establish solutions that 

are up to market standards and 

insure business continuity during 

the transition.

Given the near certain probability 

that some, if not all, service 

requirements will change, 

customers need to work with 

their 4PLs to put disengagement 

provisions in their contracts and 

ensure that smooth transitions 

can be made if needed.

WILL THE 4PLS ENABLE 
GROWTH? 

Continued global economic 

expansion presents many 

opportunities and challenges to 

firms in the near and mid-term.  

4PLs can help these firms 
successfully navigate the 

potentially complex and often 

diverse landscape by offering the 
following:

• Scale: logistics operator 

provides scale that many 

single customers can’t 
generate

• Cost Variability: ability to 

share fixed costs in a multi-
client environment

• Menu of Services:  provide 

multiple service and pricing 

options, giving customers 

the ability to select what 

exactly suits their business 

requirements

• Fewer Relationships to 

Manage:  a partner manages 

the complexity of the many 

disparate relationships that 

have no commonality in data 

and KPIs.

• Expansion:  new / emerging 

markets capabilities are 

obtained instantly by 

leveraging the 4PL’s existing 
footprint

• Process consistency:  

establish global best-in-class 

operational and financial 
processes required to manage 

and improve performance

• Asset Utilization:  leveraging 

logistics information to 

improve inventory turns, 

production planning, 

facility sizing, and resource 
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