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Dear Readers,

As we enter a new decade in the 21st century, 
2020 seems to have that “feel good” about it!! 
But why should this be so, when for the last 
2 years things have been very disruptive and 
mostly unpredictable? Is it because things 
could not get any worse?

The reasons may well be due to several 
positive impacting events ahead of us. 
Starting the year the 2 big show stoppers 
in 2019 - the US-China trade war tensions 
and the UK Brexit, are finally revealing a less 
turbulent road ahead. 

For supply chain planners, this is good news. 
The points of reference are much clearer 
and with less guessing, we can get on with a 
renewed focus on our business optimisation 
efforts. Whilst we may feel more reassured 
of less uncertainties, we must  continue to 
exercise a cautious risk based strategy when 
planning new supply chains, changes to 
existing ones and change to the risk ratings 
of our networks – new surprises are always 
lurking when we least expect them.

In addition to the annual sporting calendar, 
we have in mid-year 2 great sporting events. 
In June/July, we have Euro2020 (European 
Football Cup Finals). This will be immediately 
be followed by the Tokyo2020 Olympic Games 
in July & August. 

The past trends show that in years when major 
sporting events take place, the outcome is 
usually very positive for trade and growth. 
Sporting events strongly drive the consumer 
goods market, with a huge demand for TV’s & 
related electronics goods. But there will also 
be demand for many other goods related 
to participants, cargo supporting the events 
and several supply chain activities driven by 
these events.

In addition the launching of 5G networks, 
with strong Providers’ competition will also 

from the editor

have an impact in changing the technology 
landscape and service capabilities for us. 

Coming off the back of the Euro2020 & 
Tokyo2020 Olympics, we will see Dubai 
Expo2020 in October. This is also expected 
to drive activity in the supply chain 
sector. The Dubai Expo will be a highlight 
showcase event for the Middle East, with 
already growing regional competitiveness 
amongst the big players - Saudi Arabia, Abu 
Dhabi, Oman & Qatar – watch this space as 
developments progress.

But after all the sporting excitements and 
positive activities predicted for 2020, we will 
be faced with another kind of experience – 
the US Presidential Elections. Will this cast a 
new wave of excitement, stability or a fresh 
round of tensions to challenge us!

Nevertheless, with all the great happenings 
expected in 2020, we should not forget 
the medium and long term megatrends 
– Industry 4.0, new technologies, energy 
management and climate change. These 
will be there long after 2020 and we 
must not lose sight that these need to 
be addressed as part of our sustainable 
roadmap.

Whilst we must take note of many 
immediate opportunities, our adaptation 
to the changing business world, evolving 
global political order and the dynamic 
social trends, we must not be distracted nor 
be de-railed by short term events.

As usual, I look forward to receiving your 
feedback at info@lscms.org and even 
publishing an article of yours.  

Joe Lombardo
Editor in Chief
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a word from the president

I have said this quite a few times 

before and I say it once again. Trade 

Policy experts and academics, many of 

whom have never actually managed a 

commercial business across multiple 

geographies themselves, have been 

decrying the US-China Trade War and 

how this has disrupted global value 

chains (GVC's). The number of talking 

heads on TV and in the press who 

overnight have become supply chain 

experts this last year is astonishing.

Sino - US relations do certainly have an 

impact on global trade but any supply 

chain (or business professional) worth 

his or her salt will know that our routes 

of supply and to market are always 

evolving, need to be reviewed and 

optimised for greater performance 

and most importantly  - is always being 

disrupted. Saying that the US-China 

Trade War now requires companies to re-

look their supply chains or GVC's simply 

shows naivety in how businesses actually 

operate and perform.

We have bushfires in Australia, volcano 
eruptions in Manila, unrest in Hong Kong 

and now the Wuhan Coronavirus. Supply 

chains are always being disrupted and 

through these disruptions there are of 

course challenges but instead of a cup 

half empty approach, we could take 

an optimistic approach.  In my close 

to 30 years in business and logistics, 

disruptions and challenges have been 

periods that have been the most 

successful. Costs of doing business in 

terms of rent and labour are reduced, 

employees become more willing to go 

the extra mile when jobs are scarce, 

governments loosen purse strings and 

provide more funding and assistance 

and businesses overall become more 

willing to listen and are approachable. 

If you are someone who can provide 

solutions to a problem, your worth 

goes up ten-fold in a crisis, and nimble 

and agile Logisticians can leverage 

this for medium and even short term 

benefits. Are you one of them?

Much to think about and do as always 

and topics like this will be discussed 

and addressed in person at LogiSYM 

CARGONOW 2020 in just a few short 

weeks from 11th - 13th March. I hope to 

see you there to continue the debate. 

Raymon Krishnan, FALA, FCILT

President

The Logistics & Supply Chain  

Management Society



http://logisym.org/dubai2020/
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The new Boeing 777X jetliner 

took to the skies today, entering 

the next phase of its rigorous test 

program. Based on the popular 

777 and with proven technologies 

from the 787 Dreamliner, the 777X 

took off in front of thousands at 
Paine Field in Everett, Washington, 

at 10:09 a.m. local time for a 

three hour, 51 minute flight over 
Washington state before landing 

at Seattle's Boeing Field.

"The 777X flew beautifully, 
and today's testing was very 

productive," said Capt. Van 

Chaney, 777/777X chief pilot for 

Boeing Test & Evaluation. "Thank 

you to all the teams who made 

today possible. I can't wait to go 

fly your airplane again."

Capt. Chaney and Boeing Chief 

Pilot Craig Bomben worked 

through a detailed test plan to 

exercise the airplane's systems 

and structures while the test team 

in Seattle monitored the data in 

real time.

"Our Boeing team has taken 

the most successful twin-aisle 

jet of all time and made it even 

more efficient, more capable and 
more comfortable for all," said 

Stan Deal, president and CEO of 

Boeing Commercial Airplanes. 

"Today's safe first flight of the 
777X is a tribute to the years of 

hard work and dedication from 

our teammates, our suppliers 

and our community partners in 

Washington state and across the 

globe."

The first of four dedicated 777-
9 flight test airplanes, WH001 
will now undergo checks before 

resuming testing in the coming 

days. The test fleet, which began 
ground testing in Everett last 

year, will endure a comprehensive 

series of tests and conditions on 

the ground and in the air over the 

coming months to demonstrate 

the safety and reliability of the 

design. 

The newest member of Boeing's 

market-leading widebody family, 

the 777X will deliver 10 percent 

lower fuel use and emissions and 

10 percent lower operating costs 

than the competition through 

advanced aerodynamics, the 

latest generation carbon-fiber 
composite wing and the most 

advanced commercial engine ever 

built, GE Aviation's GE9X.

The new 777X also combines the 

best of the passenger-preferred 

777 and 787 Dreamliner cabins 

with new innovations to deliver 

the flight experience of the 
future. Passengers will enjoy 

a wide, spacious cabin, large 

overhead bins that close easily 

for convenient access to their 

belongings, larger windows for a 

view from every seat, better cabin 

altitude and humidity, less noise 

and a smoother ride.

Boeing expects to deliver the first 
777X in 2021. The program has 

won 340 orders and commitments 

from leading carriers around 

the world, including ANA, British 

Airways, Cathay Pacific Airways, 
Emirates, Etihad Airways, 

Lufthansa, Qatar Airways and 

Singapore Airlines. 

Photo Source: www.boeing.com/commercial/777x
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The intensive cooperation began 

with seafreight imports and road 

distribution in Europe. Today, 

cargo-partner provides the power 

tool manufacturer with an end-

to-end solution, including flexible 
warehousing and comprehensive 

customs clearance services. Tailor-

made EDI interfaces serve to 

automate processes and ensure 

smooth cooperation.

In 2009, Japanese power tool 

manufacturer Makita was looking 

for a competent international 

logistics provider to handle the 

company's overseas shipments 

from Asia, including on-

forwarding throughout Austria. 

Makita chose cargo-partner 

for its extensive network and 

solid expertise in overseas and 

intermodal transports. Today, the 

logistics provider handles Makita's 

seafreight and airfreight imports 

from Asia along with further 

distribution in Europe, including 

daily pickup, overnight delivery 

and comprehensive import and 

export customs clearance. Florian 

Zamecnik, Team Leader Purchase, 

Logistics & Facility at Makita, sums 

up the cooperation: “We're not 

interested in a logistics solution 

off the rack. With cargo-partner, 
we’ve found a flexible partner 
who understands our business 

and offers proactive solutions. 
We can rely on close personal 

consultation and fast, effective 
problem-solving.”

Hands-on monitoring and 

“emergency warehouse”

cargo-partner’s seafreight teams 

ensure the proactive coordination 

and hands-on monitoring of 

import shipments. In case of 

unexpected changes, a dedicated 

contact person is available around 

the clock to provide quick and 

simple alternatives. In addition to 

transport and customs clearance 

services, Makita makes use of 

the logistics provider’s flexible 
warehousing solutions to deal 

with fluctuating seasonal demand 
in the most time- and cost-

efficient way. At the cargo-partner 
hub near Vienna, Makita benefits 
from scalable warehousing 

options as well as an “emergency 

warehouse” for peak times. The 

convenient location of cargo-

partner’s iLogistics Center near 

Vienna Airport – and right next to 

Makita’s Austrian headquarters – 

is an added bonus. 

Automated notifications, 
transport orders and customs 

processing

Two EDI interfaces have been 

created between cargo-partner’s 

and Makita’s IT systems to enable 

a fast processing of transport 

orders and customs declarations. 

The customs EDI feeds Makita’s 

data for customs declarations 

into cargo-partner’s system and 

automatically forwards it to the 

official Austrian customs system. 
After final approval by a customs 
clearance specialist, the data is 

then automatically transmitted 

to the Austrian Federal Ministry 

of Finance. For one of Makita’s 

customers, cargo-partner has 

even set up an “automatic 

milestone notification” feature: 
For instance, as soon as a 

shipment’s status changes to “pick 

up” or “delivered”, the customer is 

immediately notified via e-mail. 
This way, full transparency is 

ensured. 
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Lafayette, La. Dupré Logistics is 

pleased to announce that Dow, 

headquartered in Midland, Mich., 

awarded Dupré the Dow Gold 

Safety Excellence Award during 

the recent North America road 

carrier safety director meeting in 

Freeport, Texas. Dow distributes 

their safety awards annually, and 

Al LaCombe, Dupré Logistics’ 

Vice President of Safety and Risk 

Management, was on hand to 

DHL Express announced the 

appointment of Chee Choong 

Ng as Managing Director of 

DHL Express Hong Kong and 

Macau. With more than 20 years 

of experience in the logistics 

industry, Chee Choong will be 

in charge of spearheading the 

strategic growth and managing 

overall operations in Hong Kong 

and Macau. He succeeds Herbert 

Vongpusanachai, who is now 

Country Manager of DHL Express 

Thailand and Head of Indochina. 

In his preceding role as Vice 

President of Operations, Chee 

Choong has been an integral part 

of DHL Express’ success in Hong 

Kong. He was instrumental in 

the expansion of the On-Demand 

accept the award for 2019.

 

“We are honored to win this 

coveted award, said LaCombe. 

“Each employee is a true steward 

of the safety programs at 

DupréLogistics — programs that 

are overseen from the top down 

but work daily from the bottom 

up by job experts completing each 

task safely one at a time.” 

Delivery service and recently 

managed the successful move of 

the Hong Kong Service Centre and 

the Kowloon West Service Centre, 

which are both among the top 

three DHL Express service centers 

worldwide in terms of volume 

handled. 

Ken Lee, CEO, DHL Express Asia 

Pacific, said, “With Chee Choong 
at the helm, I am confident 
that DHL Express will further 

strengthen its status as the leader 

in express delivery in Hong Kong 

and Macau. His vast experience 

in the industry and knowledge of 

the competitive and strategically 

significant local market will 
contribute exponentially to the 

company’s growth.” 

Regarding his new role, Chee 

Choong remarked, “I truly 

look forward to taking on 

the responsibility of further 

reinforcing DHL Express as the 

leading logistics provider of 

choice in Hong Kong and Macau. 

I am honored to be able to lead 

such an amazing team, as we 

continue to improve our services 

while adapting to the evolving 

nature of our business.” 

Chee Choong joined DHL Express 

in 2004 as Transportation 

Manager, eventually taking up 

managerial responsibilities in 

the company’s Singapore Hub 

airport operations before being 

appointed as Vice President of 

Operations in Hong Kong in 2017. 
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One year after the launch of the 

tender offer on CEVA Logistics, 
the CMA CGM Group, a world 

leader in shipping and logistics, 

is strengthening the organization 

in order to successfully deploy 

the second phase dedicated to 

the return to profitability of CEVA 
Logistics.

A second phase of development 

for CEVA Logistics

After an initial transitional phase 

of reorganization, which made it 

possible to deploy new processes 

and define an ambitious strategy 
for a return to profitability, CEVA 
Logistics is implementing its 

second phase of development.

This business plan is based 

on several strategic axes: 

development of new products, 

development of the network 

in Africa and South-East Asia, 

digitalization plan, investment 

in IT tools particularly in Freight 

Management.

A strengthened organization

In order to accompany this 

second phase of its development, 

CEVA Logistics is strengthening its 

organization:

Mathieu Friedberg is appointed 

CEO. He was Senior Vice President 

Commercial and Agencies 

network of the CMA CGM Group. 

Previously CEO of Delmas and 

CMA CGM Logistics, the logistics 

entity of the CMA CGM Group 

before the acquisition of CEVA 

Logistics.

Guillaume Col is appointed 

Chief Operating Officer. He was 
previously General Manager for 

France and North Africa at Kuehne 

Nagel.

Michel Foulon is appointed Chief 

Information Officer. He previously 
held the same position at CMA 

CGM.

Frédéric Obala takes on the newly 

created position of Director of 

Transformation and Digital. He 

has extensive experience in B2C 

and B2B functions in the retail, 

technology and media sectors.

Gaultier de La Rochebrochard 

is appointed General Counsel. 

He held the same position in 

several multinational companies 

including GL Events and Norbert 

Dentressangle groups. 

Nicolas Sartini, current CEO, is 

leaving CEVA Logistics.

Rodolphe Saadé, Chairman and 

Chief Executive Officer of the CMA 
CGM Group, states: 

“I would like to thank Nicolas 

Sartini for having successfully 

accompanied the first phase of 
CEVA’s transformation. Thanks 

to his recognized expertise and 

leadership and to his strengthened 

team, Mathieu Friedberg will 

successfully complete the second 

phase of the strategic plan.” 

Photo Source: www.cevalogistics.com
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SATO, a global pioneer in the 

development of auto ID and 

labeling solutions launched the 

CT4 LX smart mini label printer 

today . E quipped with a color 

touch panel LCD for intuitive 

operation the printer is easy to 

use for operators of varying skill

levels , in a space saving manner, 

widely across many sectors and 

geographic regions.

As diversification of the economy 
creates a shortage of skilled 

labor and a more competitive 

job market, sectors from retail, 

warehousing, transportation and 

logistics, food manufacturing 

and healthcare are faced with the 

common challenge of procuring 

and retaining human resources 

at worksites where variable 

data labels are printed. There is 

an increasing need to improve 

productivity using smaller and 

more diverse teams. Taking 

these needs into consideration, 

SATO designed the CT4-LX to be 

intuitive and suitable across many 

worksites for use by anyone, 

anywhere, at any time.

Smart

Not just a passive label printer, 

the CT4-LX is an interactive smart 

printer. It can enhance business by 

supporting existing applications 

and operations. Intelligence in 

the printer allows users to print 

labels without a PC by connecting 

to a number of peripherals. A 

label waste prevention feature 

automatically senses the first 
label to reduce waste.

Simple

Designed to be easy to use for 

operators of all range of expertise, 

the CT4-LX is equipped with a 

large 4.3 inch color TFT LCD touch 

panel for a user-friendly interface 

anyone can intuitively set up 

labels. Even if an error occurs, it 

can be overcome quickly with the 

help of simple instructions or a 

video. It is also easy to perform 

basic operations like setting 

labels and ribbons with a cover 

mechanism that opens wide.

Stress-free

The global design of the CT4-

LX has a small footprint and is 

shaped to be suitable for various 

environments. It also supports 

menu display in 31 languages 

and printing in 47 languages. 

It is designed to serve as a 

common model for customers 

with workforces deployed around 

the world. Also, a Media Profile 
Function allows registering and 

saving of settings for each label.

“I am excited to unveil this 

irresistible smart mini, which 

is a totally new category for 

barcode label printers,” said SATO 

International President Hayato 

Shindo. “The great potential of the 

CT4-LX is its value added features 

that users in different sectors can 
pick and choose from to optimize 

their on-site operations. Together 

with our customers and partners, 

we want to turn ideas into reality.”
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What is the definition of a 
Coldchain?

In a total supply chain involving 

the production, storage and 

distribution of products, Cold 

Chain refers to a supply chain 

subset that requires some level 

of temperature control along 

the processing, warehousing 

and transportation chains in 

order to retain the key product 

characteristics and the associated 

product value.

All Cold Chain products are not the 

same. Hence, Cold Chain supply 

chains cannot be considered as 

a plain one-size-fits-all solution, it 
rather needs to be distinguished 

by different temperature ranges 
that apply for different products. 

In the pharma industry, all or 

most of the transportation is 

based on Cold Chain, however 

at different temperature 
levels. Bioplasma products, 

are transported at different 
temperature levels than blood 

samples, while pharmaceutic or 

cosmetic products again allow 

for a different temperature level 
during shipment but are not to be 

frozen at all.

Transportation of fresh goods as 

well require different temperature 
levels, where seafood or meat has 

to be frozen. Processed meals in 

the distribution chain allow for still 

frozen but higher temperature, 

while dairy products should 

be cold but not frozen. ’Cold’ 

transportation too is of advantage 

for fruits and vegetables and 

extends their shelf life.

There different subsets of Cold 
Chain transportations are as 

follows:

• frozen (-25...-10),

• cold (<+8),

• cool (+8...+15) and

• temperature controlled 

(+20…+25).

Securing cold chain 

transportation requires 

innovation, communication and 

documentation.

Existing Cold Chain packaging 

solutions typically using insulation 

materials made of polystyrene 

or polyurethane materials. 

The advantage of the product 

cost is more than offset by the 
poor product performance that 

limits wide-spread adaptation. 

Even employing Phase-Change 

Materials (PCM) as temperature 

stability functions, the limitation 

for cold products (2..8degC) of 

less than 48hrs and for frozen 

products (-18…-15degC) of less 

than 12hrs does not allow for 

application in a typical supply 

chain transition duration.

ALSCO, the leading returnable 

packaging provider and package 

pooling operator, designed 

and manufactures Cold Chain 

packaging solutions with 

Vacuum-Insulated Panels (VIPs) 

made of fused silica - a product 

developed by German specialists 

with multiple decades experience 

at insulation materials.

As operator of reverse logistics, 

the design focus has been on 

extended life-time performance, 

with the insulation value less 

than 4mW/mK and the insulation 

stability > 10 years. Fused silica 

showed further advantage over 

plastic based materials that 

it is non-combustible. When 

compared to glass fibre, it is 
non-toxic and after achieving the 

product life, it is easy to recycle.

Extended product tests conducted 

during the past months showed 

a superior performance vs 

common packagings with goods 

transportation in frozen state 

(-18degC…-15degC) already 

achieved a temperature stability of 

more than 60hrs for empty boxes, 

while for loaded boxes more than 

96hrs (four days!) temperature 

stability can be achieved. Box sizes 

ranging from 20l for high value 

and fast product distribution, 

via 60l/200l for motorbike/

commercial vehicle transportation 

to 780l sleeve container sized 

boxes for palletized high-volume 

operations.

With ALSCO’s superior service in 

package pooling, the operational 

cost in sophisticated Cold Chain 

supply chains are equal or lower 

the current rates while improving 

the transportation quality and 

eliminating product damages due 

to poor temperature stability.
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NiceLabel, a leading global 

developer of label design software 

and label management systems, 

has announced the launch of 

version 2 of its ABAP package. This 

new version supports both SAP 

ECC and SAP S/4HANA allowing 

organizations to fully digitize the 

labeling quality assurance process 

and reduce both labeling errors 

and shipping delays.  

NiceLabel’s label management 

system is configured so that 
businesses can make label 

changes faster and reduce the 

burden on IT. The business 

benefits are many; faster label 
changes, approval workflows and 
previews inside SAP and faster 

label printing. 

Included with the NiceLabel 

Label Management system is 

an ABAP package that allows for 

rapid system deployment and 

configuration with unmatched 
seamless integration. Within 

the SAP environment this leads 

to reduced development costs 

and faster time to value as 

businesses are not required to 

configure all their own code in 
order to allow print operators 

and label approvers to view and 

authorize labels within the SAP 

environment. System deployment 

and configuration costs much less 
and takes a fraction of the time.

“Many organizations are striving 

to modernize their ERP systems 

from SAP ECC to SAP S4/HANA 

as they edge toward the cloud. 

We have the tightest integration 

and ‘know-how’ for both versions. 

Our ABAP package means that 

businesses don’t have to write 

their own code to be able to 

preview labels within SAP. This 

helps to eliminate many of 

the inefficiencies arising from   
relying on IT-developed SAPscript, 

SmartForms or Adobe Forms,” 

says Ken Moir, VP Marketing, 

NiceLabel. 

He adds: “It’s not uncommon for 

label changes to take up to three 

weeks for some businesses. Our 

latest ABAP package integrates 

with both SAP ECC and SAP 

S/4HANA. It can be transported 

into the SAP system within 

seconds and can streamline the 

SAP printing process in a matter 

of hours, giving businesses a 

quicker and more agile label 

production process.”

Label production in the SAP 

world has traditionally been a 

complex process managed by IT, 

but modern business practices 

demand an agile solution that 

supports customer label change 

requests within hours, not weeks.  

NiceLabel’s ABAP package V2 

is fast and easy to deploy and 

delivers a fully automated working 

best-practice solution that can 

achieve improved performance 

and lower costs.
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The global e-commerce market 

is set for unprecedented growth, 

with an estimated value of              

USD5.8 trillion by 2022 (McKee, 

2018). This e-commerce push is 

further accelerated by high levels 

of mobile adoption and internet 

access. With internet retailing 

set to continue to grow, and with 

more consumers using digital 

platforms due to its convenience 

and speed in delivery, there are 

large opportunities for companies 

to jump onto the e-commerce 

bandwagon. Inevitably, the shift 

towards e-commerce will have a 

great impact on the supply chain. 

In the instance of packaging, 

internet retailing tends to offer 
a larger choice of smaller pack 

size products, such as travel sizes 

and samples, in comparison to 

physical stores. Additionally, the 

convenience of home delivery also 

translates to larger family pack 

sizes (Euromonitor International, 

2018). Furthermore, fear of 

counterfeit product remains as 

a challenge for the company to 

execute sales via E-commerce. 

These trends indicate a need for 

changes in the supply chain to be 

made to accommodate such new 

offerings.

While the megatrend shows 

a strong growth momentum 

in the global market, it needs 

a much higher diversification 
than before of its manufacturing 

network to ensure rapid speed-

to-market of its new products, as 

well as high quality control and 

traceability. For over-the-counter 

(OTC) consumer health products 

worldwide, internet retailing is 

the fastest growing distribution 

channel. (See Figure 1 below)

That being said, e-commerce 

represents only 2% of the total 

OTC sales, with a market value 

of USD2.5 billion in 2017, as 

compared to the global value of 

USD107.4 billion (Euromonitor 

International, 2018). This can 

be partially alluded to the fact 

that manufacturers have been 

slow to adjust how they market 

and sell OTC products online 

probably for two main reasons. 

Firstly, consumers are used 

to buying OTCs at bricks and 

mortar outlets and changing 

long standing habits takes time. 

Secondly, regulations for OTC or 

pharmaceuticals products are very 

stringent and between countries 

are also sometimes not in-sync. 

Faced with such challenges, many 

pharmaceutical companies have 

been exploring how they can adapt 

their supply chain capabilities in 

order to successfully ride on the 

e-commerce trend. 

Tremendous effort may have been 
made among various companies 

to evaluate their digital and 

commercial capabilities with a 

goal to increase their presence 

in the e-commerce space. But 

lesser companies invested their 

focus and energy to the changes 

required for supply chain. Supply 

chain is playing a very critical 

role to ensure product’s on-time 

delivery (agility) at consumer’s 

doorstep with right quality and 

right cost. The companies need 

to ensure some key requirements 

being met in order to increase 

agility, lower cost and fasten 

response. 

As such, one leading 

pharmaceutical company has 

created a tool to ensure that 

the end-to-end supply chain 

is ripe and ready to handle 

global e-commerce demands, 

and concisely reconciles the 

company's e-commerce supply 

chain guidelines. This tool provides 

comprehensive guidance on the 

FIGURE 1 – GLOBAL SALES IN OTCs BY CHANNEL (RSP USD MILLION) AND CAGR: 2012/2017
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Must Haves and the Good to Haves 

in each Supply Chain node with 

End-to-End Supply Chain scale. 

The intent is for the company 

to improve and overcome any 

foreseeable challenges in the 

supply chain management 

process and thereby, establish 

a robust system that drives high 

volumes of e-commerce sales for 

the company. 

From this catalogue, the 

desired objective is to achieve 

an e-commerce ready supply 

chain that is: (1) Agile, (2) Cost 

Competitive, and (3) Customer 

Centric. The tool is organized 

according to the various stages 

within a supply chain, starting 

from when the product is first 
conceptualized in its innovation 

phase, till when the final 
product reaches the consumers. 

Each stage will span across 

six components, namely, (1) 

Supply Chain Capability, (2) 

Process Considerations, (3) Cross 

Border Commerce, (4) Anti-

Counterfeiting, (5) Packaging and 

(6) Human Capability. 

Under each component, 

numerous goals to work 

towards while embarking on the 

e-commerce journey have been 

determined. At the end of the 

assessment, a total score will be 

populated for each supply chain 

node, which provides a further 

gauge and understanding of 

where the users currently stand 

in terms of e-commerce supply 

chain readiness. The questions 

will also support the trigger of 

potential action plans, which 

helps to improve the visibility 

and coordination of the entire 

supply chain. Links were also built 

between Supply Chain nodes to 

facilitate End-to-End view and 

discussions.

To illustrate the importance 

of such a checklist, we review 

various stages along the supply 

chain, for example: Logistics & 

Transportation node - In this stage, 

it is important to find the best team 
and strategy to manage the cross-

border custom as it significantly 
affects the transportation lead 
time. Fast delivery is key to the 

success of e-commerce, 3PL must 

ensure to meet the KPIs set for 

the transportation service. The 

activities are linked closely with 

distributor, Quality assurance and 

warehousing. Therefore, in any 

relevant points, linkage was built 

to prompt user to cross check the 

activity in other function. This will 

trigger a discussion point of the 

potential risk or issue identified 
and how it will affect another 
function. It urges the team to think 

of End to End Supply Chain and 

wider functions.  Another critical 

example on Innovation note, 

the ideal scenario for innovation 

would be for the innovation team 

which generating creative new 

ideas for products to include 

“E-commerce ready” packaging as 

well as some anti-counterfeiting 

features embedded in the new 

 



20 LogiSYM MAGAZINE JANUARY 2020  |   IS YOUR SUPPLY CHAIN E-COMMERCE READY?

products. This tool will urge the 

team to think of the next stream of 

activities as well. On top of details 

assessment, overall assessment is 

also included in the tool to ensure 

easy checkpoint by Commercial 

leader to quickly understand the 

readiness status of their supply 

chain.

The checklist helps the players 

in the entire supply chain as 

well as Commercial Partner to 

better visualize its e-commerce 

readiness and where they stand 

in the whole supply chain as to 

improve the efficiency. Hence, 
this gradually evolved into an 

objective tool – a checklist based 

on collaborative feedback from all 

the supply chain partners in the 

business.  

In collaboration with National 

University of Singapore for 

developing this system, 

stakeholders in various stages 

along the supply chain were 

interviewed to ensure the 

comprehensiveness of the 

questions asked in the tool. 

It is essential to have the 

consideration on e-commerce 

right at the start of the process 

within Supply Chain as it renders 

a smooth landing into various 

electronic channels. If the product 

already exists, it may still be 

necessary to have a calibration 

through a checklist or any 

structured approach to ensure 

the nodes in Supply chain are 

geared up for e-commerce when 

the demand finally increase.
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Five Pillars 
to Save Cost 
in Today’s 
Supply Chain 
Part 1

In an increasingly competitive 

marketplace, managing expenses 

becomes more difficult each 
passing day. Cost management 

has been more of imperative 

action to accomplish financial 
objectives. Inter alia supply chain 

is one of the most important fields 
for companies to look into and to 

save cost. 

Today’s supply chain is not only 

complex, but also volatile, fragile 

and limited to foresee future, and 

difficult to envisage its’ impact to 
business. 

Regardless of the industry, supply 

chain challenges have a direct 

impact on financial results, and 
cannot be solved overnight. For 

instance, suppliers have massive 

difficulties in managing:
• Lead times for timely 

production, 

• Man power for minimum 

labour cost,

• Procurement of raw materials 

at upstream level

• Production efficiently                     
to produce more with less

• Inventory levels for    

optimum availability and 

minimum obsolete stock 

• Logistics operations for 

timely delivery to consumers 

or to partner companies
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On the other hand, retailers’ 

supply chain is also considerably 

complex and needs proper 

management of:

• Lead times at DC and/or store 

level

• High stock turn on the shelf 

for space utilisation 

• Shelf availability for sales

• Product variety for customer 

satisfaction

• Low price for competitive 

advantage 

• Forecast for minimum waste 

and maximum sales

They are only some of the 

challenges that companies come 

across in the supply chain and the 

list can be extended further. To 

gain competitive advantage and 

maintain profitability it is vital for 
companies to minimise costs. In 

the first part of this article, I will 
recommend three key pillars that 

can help practitioners to save 

cost. In part two, I will share the 

rest of two key pillars all of which 

I learnt during my several years’ 

experience in practice.

1. Set Goals 
(but Have a Plan)
If you fail to plan, you plan to fail!

Danzel Washington

To manage your supply chain 

in an efficient and effective 
manner, first thing first is to 
set goals. Team in supply chain 

needs to know what are the goals 

that should be devoted to win 

through. However, setting goals 

needs a realistic but challenging 

approach, and it should not be 

more than five. The more goals 
you have, the more de-motivating 

and longer it is to achieve. Also, 

goals should not only be doable 

in existing situation, but also to be 

measurable, and time-based.

Setting goals is not enough, you 

need to have a plan. Supply chain 

is complicated, and it calls for 

advance preparation to cope with 

volatile changes in demand at 

downstream- and upstream level; 

unexpected customer needs; 

and to handle environmental 

factors, such as competitors’ new 

launch of products or aggressive 

discounts etc. This compels supply 

chain managers to set a concrete 

plan for his/her team to follow 

through for each goal, set to be 

achieved in a specific time period. 
Once goals and plan required to 

follow to achieve goals are ready, 

continuous review and feedback 

within the department will ease 

the cycle to deal with drawbacks 

and complexities. 

In 2007-2008. coffee-shop giant 
Starbucks had been through a 

massive supply chain pain in 

terms of improving ability of 

supplying to its 16,700 outlets. 

At that time, sales were also not 

performing well and their supply 

chain cost was over $ 75 million. 

When the supply chain team dived 

into the details and investigated 

the rationale for increasing cost 

and reducing performance, the 

disclosures were: (1) only less than 

50 perfect of outlet deliveries were 

on time, (2) poor decisions have 

been made in outsourcing which 

in turn increased 3PL expenses, 

and (3) continuously evolving 

supply chain of Starbucks came to 

a very complex situation. 

As a remedy to minimise the 

massive supply chain cost of the 

coffee-shop giant, the leadership 
team set three main objectives: 

(1) re-structure supply chain, 

(2) reduce cost to serve, and (3) 

design the groundwork for the 

future supply chain. And then 

these goals have been followed up 

Setting goals is not 
enough, you need to have 
a plan. Supply chain is 
complicated, and it calls 
for advance preparation 
to cope with volatile 
changes
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with proper plan, where Starbucks 

split its functions to three as 

“plan-make-deliver”. By the 

time, when Starbuck completed 

its transformation, saving was 

more than $500 million at the 

end of 2010, most of which came 

from supply chain according to 

Peter Gibbons, Executive Vice 

President of Global Supply Chain 

Operations. 

2. Centralise

Perspicuously supply chain 

consists of a broad network 

covering suppliers, production 

facilities, warehouses designed to 

acquire raw materials, DCs, stores 

and distribution of products 

among the markets to reach 

consumers. The entire process is 

not only driven by demand, but also 

affected by complexities occurred 
in logistics and distribution, which 

in turn prevent the optimisation 

of whole chain. One of the major 

scantiness in supply chain is lack 

of integration within and among 

the organisations. 

Focusing on internal supply chain 

here, for instance, having access 

to and exchange of information, 

employing multiple decision 

makers, who are operating under 

different objective functions, 
unsynchronised plans and diverse 

IT systems are only some the 

reasons giving rise to dilemma 

limiting to operate under a single 

mission. 

For instance, in 2000 IKEA decided 

to move from decentralised to 

centralised supply chain, covering 

its networks of suppliers, DCs, 

stores and freight forwarders. 

In the old system of IKEA, each 

region and store was having 

valid decision-making power, and 

high degree of freedom in terms 

of planning and replenishment. 

While some regions were 

overestimating demand, some 

were suffering from stock-outs. 
By the time being both obsolete 

and excess inventory problems 

were occasioning massive costs 

to IKEA.

In the meantime, since forecasting 

was made at regional level, 

each area was using different 
forecasting methodologies. When 

it comes to capacity planning, 

each function was trying to 

optimise their operation, but this 

attempt was sinuously causing 

imbalanced supply chain (e.g. 

long/short lead times, excess/low 

stock). The usage of different IT 
systems at the regional level was 

also limiting transparency and 

synchronisation of information at 

the strategic level.

With a new centralised supply 

plan, IKEA achieved to have 

a one common supply chain 

plan which led to drive united 

objectives at global level. Since 

the reliability of plan increased, 

efficiency in production, logistics 
and replenishment increased 

while obsolete inventory 

FIGURE 1 – CENTRALISATION PROCESS OF IKEA GLOBAL SUPPLY CHAIN PLAN (JONSSON, ET AL., 2013)
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Planning Module 
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Supplier and DC to Store flow in Europe

Supply Planning Module 
implemented globally for 

Supplier to DC flow

Supply Planning 
Module 
implemented for 
Supplier and DC to 
store flow in North 
America and Asia
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reduced and the stock levels 

decreased to optimum level. Due 

to centralisation, IKEA reduced 

its work force in planning and 

improved its delivery performance 

at DC and store level, in addition 

to increased forecast accuracy. 

In essence, benefits of centralised 
supply chain are not limited to 

cost saving. Centralisation eases 

the standardisation of processes, 

improves bargaining power for 

procurement, enhances visibility 

at strategic level, reduces number 

of suppliers and duplication 

at work, which in turn helps 

optimising labour cost while 

customer service improves. 

But, there are some prerequisites 

needed for companies to 

centralise the supply chain. IT 

investment, for instance, is an 

imperative action to be taken 

to coordinate flow of data and 
products in a timely and accurate 

manner, along with simplifying 

decision-making process. If your 

company is managed with highly 

bureaucratic leadership, delays 

are likely to occur in decision 

making. This directly causes cost 

in supply chain. 

From a different perspective, 
centralisation needs loyal 

employees to be expertise in 

specific field and to contribute 
your business for long-term. To 

achieve this, it is essential for 

organisations to invest in human 

resources and training programs. 

3. Collaborate 
Coming together is beginning; 

keeping together is progress; 

working together is success!

Henry Ford

There are plethora of research 

highlighting the value of 

collaboration for partner 

companies. When it comes 

to collaborating with another 

organisation, companies 

mostly think that they can only 

collaborate with the ones, which 

are in trade with. Absolutely not! 

To advocate this, it is worthwhile 

to mention about Coca-Cola and 

Heinz collaboration that was built 

to produce bottles made from 100 

percent plant-derived materials 

and plant residues. Coco-Cola 

and Heinz initiated collaboration 

to use a common bottling factory 

to achieve joint goal. Both parties 

made collaborative investment 

to the project to achieve their 

common goal. In the end, their 

collaboration not only helped 

reducing cost of production, 

but also waste and energy 

consumption by 20 percent, along 

with reduced carbon-footprints by 

12 to 19 percent.

In the fast pacing and volatile 

market, suppliers and retailers 

should seek efficiencies anywhere 
they can through whole supply 

chain to minimise cost. For 

instance, reduction in inventories, 

outsourcing, development of 

2nd or 3rd tier partnerships 

Centralisation eases 
the standardisation of 
processes, improves 
bargaining power for 
procurement, enhances 
visibility at strategic 
level, reduces number of 
suppliers and duplication 
at work, which in turn 
helps optimising labour 
cost while customer 
service improves.
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and partnering with third-party 

logistics providers to transfer to 

and/or share cost / risk with other 

parties. Collaboration is the key 

enabler to achieve this in this 

regard, but it entails continuous 

commitment from parties to 

ensure they can synchronise their 

common objectives. Furthermore, 

transparency in decision making, 

continuous information sharing, 

common IT infrastructure, 

support of top-management are 

among the main needs to get 

benefit from collaboration. 

In conclusion, this article is the 

first part of “Five Pillars to Save 
Cost in Today’s Supply Chain”, 

and recommends three pillars for 

practitioners, namely (1) Set Goals 

(but Have a Plan), (2) Centralise, 

and (3) Collaborate.  

First pillar calls for the necessity 

of setting realistic, challenging, 

measurable and time-based goals, 

which are not recommended to be 

more than five, due to the risk of 
de-motivating people and in case 

of failure of some goals loss of trust 

may appear in the organisation. 

Key path in achieving goals comes 

from development of a solid plan, 

with continuous review, feedback 

and improvement. 

Centralisation is the following pillar 

recommending to synchronise 

supply operations under one 

umbrella. Given the complexity 

of supply chain, decision making 

is always better when operations 

are centralised. But, it is requisite 

for the organisation to improve 

and standardise processes, invest 

in human resources and train his 

employees. 

Collaboration is the last pillar of 

part one, which recommends 

organisations to collaborate 

with not only at upstream- and 

downstream-level partners, but 

also with third parties, such as 3PL 

organisations upon joint goals 

and objectives to minimise cost 

on supply chain.
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The 20th century has been 

a period of unprecedented 

industrial growth and societal 

advancement, which has led to 

exponential growth in energy 

use, natural resource depletion 

and a rise of varied problems 

relating to sustainability.1  In 

recent years, such negative 

environmental impact has led 

to greater awareness about the 

importance of sustainability 

and growth of a modern 

sustainability movement 

among companies to 

reduce their ecological 

footprints.2  While 

companies are considered 

as the main reason behind 

social and environmental 

problems and the source 

of lack of sustainability 

in society3,  they can 

potentially become agents 

of change by championing 

sustainability too. 

With this shift in company 

mindset and consumer 

preferences, the demand 

for sustainable goods and 

services has increased. 

72% of Gen Z consumers 

are willing to spend 

more on a sustainably-

produced service; and 

59% of consumers across 

all ages believed that it 

was important that the 

foods they bought were 

consumed sustainably, 

an increase from 50% in 

2017.4 

Besides improving brand 

reputation, companies 

are also leveraging 

sustainability to improve 

operational efficiency 
and lower costs.5  In this 

regard, companies used to focus 

on reducing energy usage and 

manufacturing waste generated. 

However, it is crucial to shift this 

focus and integrate sustainability 

into the end-to-end value chain 

so that new product launches 

will have better sustainability 

performance compared to 

existing products, which can be 

a key competitive advantage. 

Overall, the strategic usage of a 

company’s resources, technology 

reach and motivation across all 

nodes of the value chain to execute 

such launches is important in 

driving organic business growth 

and improving the state of various 

business functions.

While innovation has always 

been considered as an important 

measure of company success due 

to positive resultant changes in 

a firm’s real product, 
process or service that 

exceeds the impact of 

previous achievements, 

it is interesting to note 

that it is positively 

correlated with 

sustainability.6,7 For 

innovation to effectuate 
sustainability, a close 

connection between 

‘individual purpose 

and corporate purpose’ 

is required. A clear 

direction is needed for 

employees to recognize 

how sustainability fits 
into the company’s 

goals.8  

For example, Paul 

Polman, Unilever 

CEO, has prioritized 

sustainable growth as 

a key business priority 

and championed 

roadmap creation to 

chart Unilever’s long-

term plan to increase 

positive social impact 

while strengthening 

competitiveness. This 

motivated employees 

to innovate in a 

sustainable manner, as 

it was perceived as an 

encouragement to own 

and pursue unique 



innovation with sustainability in 

mind. 

Another requirement is resource 

availability for sustainability-

focused innovations. Sufficient 
budget, expertise, and corporate 

backing is required to raise visibility 

and support for such innovations. 

For example, J&J has created a 

Social Intrapreneurship Program 

to build employee capability of 

developing sustainability-focused 

initiatives. The employees are 

trained by expert consultants on 

how to pool resources, identify 

synergistic stakeholders, and 

work collaboratively to achieve a 

common goal.

On the other hand, sustainability 

also strongly influences 
innovation, both in real products 

and in employee mindset and 

company culture. Studies have 

shown that companies with a 

focused sustainability agenda are 

more likely to be successful at 

innovation,9  due to three reasons:

First, sustainability is responsible 

in driving technological and 

organizational innovations to 

yield bottom and top-line returns. 

Due to added constraints to 

ensure environmentally-friendly 

processes, companies focus on 

maximizing their inputs, leading 

to cost savings which in turn 

enable exploration of other ideas 

such as creating new businesses 

or better products to capture 

market share.10 

Second, sustainability encourages 

companies to adopt a different 
thinking and ideation lens – it 

enables employees to approach 

a business issue differently, 
either by brainstorming different 
subjects or thinking ‘out-of-the-

box’ about existing subjects. 

A greater breadth of highly 

innovative ideas is unlocked 

as employees re-examine the 

business from a fresh point of 

view.11

Most importantly, sustainability 

enables employees to see the 

entire value chain and improve 

cross-functional understanding. 

When looking for environmental 

efficiencies, thinking beyond their 
function’s domain becomes the 

employees’ second nature, which 

nurtures a working environment 

where ideation becomes valuable 

and comprehensive.

Hence, tapping into the 

synergy between innovation 

and sustainability will lead to 

novel products and services for 

consumers, increased profitability, 
and improved trust-based 

relationships with consumers and 

the natural environment. Should 

companies get this right, they can 

‘learn, adapt and lead change’.12 

Given the growing awareness 

about how innovation and 

sustainability lead to each other, 

a growth process was kickstarted 

in one leading Pharmaceutical 

company to raise employee 

awareness on the usefulness 

of sustainability in innovation. 

Initially, a qualitative approach 

incorporating traffic light 
indicators was used to gauge 

sustainability progress in new 

product projects. The strategic 

direction to embed sustainability 

into innovations was proposed and 

sponsored by senior leadership 

who realized that innovations 

usually focused on low-cost quick 

wins without considering long-

term wins via incorporation of 

sustainability. Under their close 

support and guidance, employees 

were educated, engaged and 

exposed to this approach where 

they understood the impact 

of sustainability in innovation 

and how they can improve 

sustainability status in innovation.  

However, it was difficult for 
employees to quantitatively 

sustainability is 
responsible in 
driving technological 
and organizational 
innovations to yield 
bottom and top-line 
returns
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understand where the projects 

were in terms of sustainability 

status, and to identify potential 

areas that they could improve 

upon. Hence, this gradually 

evolved into an objective tool – a 

checklist based on collaborative 

feedback from employees and 

senior leadership. 

The checklist enables employees 

to consider innovation with 

sustainability in mind while 

ensuring that they receive 

adequate resources 

to execute proposed 

improvements derived 

from it. It also helps 

employees continuously 

improve sustainability 

footprints of innovation 

as they pass through 

the new product 

innovation project 

timeline, by assessing 

innovation project 

status and tracking 

sustainability footprint 

progress through 

project milestones. 

Serving as a mini life-

cycle assessment, the 

checklist’s outputs 

support employees in 

implementing and justifying 

sustainability strategies to 

senior leadership to perceptively 

leverage company resources to 

deliver business growth in an 

environmentally-friendly method.

In collaboration with National 

University of Singapore for 

benchmarking and execution 

support, innovation projects 

were trialed. Before each project 

passed through the three 

main milestones, the checklist 

was filled up, and inputs from 
previous milestones were 

reviewed to track sustainability 

progress and ensure that the 

previous initiatives were effective 
in improving sustainability 

footprints. This process helped 

to keep project teams focused 

on embedding sustainability end-

to-end from conceptualization to 

launch phase. 

The checklist is optimized for 

quick completion, making it easy 

for employees to get a broad 

overview of sustainability status 

and improvement opportunities 

at each milestone. The outputs 

are presented at a monthly board 

meeting to get senior leadership 

buy-in on proposed sustainability 

initiatives. As a result, 60% of 

projects generated significant 
environmental improvement. 

More importantly, the outputs are 

also re-visited during post-launch 

phase – hence, the tool has 

brought about positive company 

culture as employees, as one 

team, reflect and celebrate on 
their achievements in innovation 

sustainability.

To further illustrate the tool’s 

benefits, specific innovation 
projects will be discussed as 

follows. The first project involved 
the launch of an all-natural 

new product. Upon checklist 

completion, employees proposed 

to change the color of the 

existing bottle mold. Through 

this, substantial cost savings 

was achieved. The tool has 

hence increased attentiveness 

by employees to the current 

manufacturing processes, which 

enabled them to ideate 

broadly to improve the 

sustainability footprint, 

both for the company 

and external partners, 

while having desired 

cost savings.

The second project 

involved the launch of 

various products under 

a new brand. When the 

packaging supplier was 

assessed, employees 

proposed to change 

the artwork printing 

to single-pass CMYK 

printing. This led to 

process improvement 

savings – besides 

ink savings, only 1/40th of the 

original printing time is needed. 

Hence, the focus on sustainability 

in innovation empowered the 

employees to challenge the 

norm (the usual artwork printing 

process) to optimize the process 

as much as possible. 

In conclusion, using quantitative 

tools, the company has leveraged 

on the synergies between 

sustainability and innovation 

to encourage employees to 

integrate sustainability into the 

innovation space, while achieving 



time and cost savings to improve 

business competitiveness and 

environmental footprints. This 

is a win-win situation for both 

employees and senior leadership. 

Given that the need to drive 

sustainability in innovation is 

crucial for companies to stay 

agile and competitive in today’s 

ever-changing world, companies 

should reflect consistent 
commitment as the process of 

embedding sustainability into 

innovation must be tailored with 

conscientious thought, coupled 

with mentorship from senior 

leadership, and done from scratch 

to match business priorities. 

Therefore, companies must lay 

the groundwork in engaging 

everyone bottoms-up and top-

down to raise awareness and 

gain company-wide sponsorship 

on the importance of embedding 

sustainability into innovation. 

Eventually, building this strong 

foundation will inspire employees 

to own and live out sustainability 

in their work and innovate for 

better products and services to 

benefit society. 
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