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sues, but the need to make choices is urgent. Whilst 
never easy, but faced with the hard realities of shift-
ing paradigms in every sector, we need to focus on 
the Important Things – the Urgent ones that need 
immediate attention and Non-Urgent that need to 
planned. Too many still live and work in “reactive 
modes” and the shift to “pro-active modes” is funda-
mentally critical

Our theme for our May 2022 edition, is Megatrends 
Shaping Supply Chain Innovation. A theme that also 
coincides with the in-person LogiSYM symposium in 
Singapore on 24th & 25th May – the 1st in 3 years.

For this edition I have invited several industry practi-
tioners, to share with us their views on how they see 
the megatrends shaping supply chains. The views 
they bring are very interesting, diverse and all point 
to one common direction, not surprisingly – that 
Technology is at the forefront of all and different rea-
sons

I wish all our readers well, in these challenging times, 
but doing nothing is not the way forward – the time 
for concerted quality actions is now and then be 
ready to celebrate the successes later.

We are always happy to hear your views and welcome 
comments on our content and your feedback would 
be most appreciated – we look forward to receiving 
your feedback at info@lscms.org 

Meanwhile take care & stay safe!

Joe Lombardo 
Editor-in-Chief LogiSYM Magazine

Dear Readers,

As we approach the halfway point of 2022 business 
year, the landscape seems to be getting a bit more 
complex than we had anticipated. With some hard 
realities on the financial front shaping-up to add 
more challenges to already stretched supply chain is-
sues. The speed of change and actual realisation of 
the past 2 years of pandemic disruption, is causing 
renewed concerns vs the cautious optimism we had 
in Q1 ’22.

Whilst many believed that a “normalisation” would 
swiftly return with travel restrictions lifted and the  
opening-up of international borders, the reality ap-
pears to be bit different. Being able to travel with un-
restricted conditions is a great feeling and looks like 
old times. But it is not like old times ...... the conditions 
are different and hard choices are being contemplat-
ed, and made at all levels of the economic spectrum.

It is without any doubt, that these times are proving 
to be very testing and challenging moments for lead-
ers across all business sectors. There is no industry, 
sector, product, service, that is not touched by para-
digm shifts visible in many facets of our business and 
economic life. The realisation of such an impact is al-
ready the critical signal that we must take corrective 
adjustments and tweaks to their operations without 
delay.

However, what is of greater concern, is the level and 
degree of self -denial that prevails in organisations 
where change management is communicated, but 
adjustments are not executed in a time critical hori-
zon. 

The messages from top management are clear and 
make sense but then seem to faulter down the line. 
But there is often some resistance for executing the 
hard realities down the organisation. 

There are no easy answers to the many complex is-

The Challenges ahead, seem many 
more, as we head into H2 2022 ! 
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Supply Chains globally continue to be buffeted by a range of issues. In airfreight, for example, 
air cargo volumes declined by 8 per cent year on year in April following on from a 4.5 per cent 
fall in March. For the same period, capacity increased by one per cent year on year, resulting in 
a nine percentage point fall in the global dynamic load factor. With higher capacity and lower 
volumes,  relief in rates (as we all know), has not happened. This is due to factors like the conflict 
in Ukraine, COVID-19 restrictions - which exacerbates staff shortages, jolting airport handling 
services, trucking and manufacturing production, higher fuel prices and overall inflation, to 
name a few of the factors causing this upward trend. 

Based on the Society's preliminary data, air freight rates in April increased by 26 per cent last 
year. I actually made a pitch that the opposite would happen at the start of this year and it just 
shows you how wrong 'experts' can be. Optimistically, pundits do believe that this larger theme 
impacting the entire supply chain will be offset somewhat with the reintroduction of more 
passenger services this summer season as countries emerge into the "better normal". Or will 
it? At no time prior has so much focus and emphasis been given to Supply Chain Management 
and this is indeed the decade of the supply chain.

This confusion we are experiencing is certainly not unique to the Logistician managing airfreight. 
Logisticians in procurement and planning as well as those who procure more significant ocean 
freight volumes are facing challenges in what they have to do as well. 

If we thought these last couple of years were challenging, 2022 is shaping up to be even more 
so and it's against this backdrop that the team at LogiSYM - with our untiring volunteers - have 
been planning this year's flagship LogiSYM symposium. We took the punt and decided to hold 
a live event for 1,000+ participants and this gamble has (hopefully) paid off and the first and 
largest supply chain symposium of the year in the Asia Pacific region, now in its tenth year, is 
run successfully.  In anticipation of this, I would like to thank all our partners, members and 
participants for helping make this year's event a success with a special call-out to Bob Gill, 
Peter D G Raven, Stephanie Krishnan and Derek Ang who started the LogiSYM journey with me 
a decade ago.

Be safe!

Raymon Krishnan, FALA, FCILT, CLP 
President  
The Logistics & Supply Chain  
Management Society
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FACT OR MYTH?
Thinking Outside The Box 

Opinion Editorial by Joe Lombardo – Transformational Management Consultant

OVERVIEW

The challenges we face in manag-
ing our businesses, are increas-
ing at a complex rate. Changes 
in our landscape are evolving at 
a faster trend than ever before. 
Keeping up, to stay ahead is no 
trivial matter and this the focus 
of my thoughts on what is really 
important – Growth Mindset. We 
hear that finding good talent is 
not easy. Is this due to a shortage 
of people fit-for-the-job or unreal 
hiring managers’ expectations?

Organisation have evolved their 
technology profiles in leaps & 
bounds in the last 5 years. And 
some have left their people 
behind in this process, which is 
now a challenge to align hearts 
and minds. Hiring managers are 
setting the criteria of selection 
& recruitment for people who – 
“must be able to think outside the 
box” – interesting, seems logical 
but also curious! 

WHAT DO WE EXPECT FROM 
“THINKING OUTSIDE THE BOX?”

We may have all used this term 
knowingly or unknowingly to 
describe the people we want to 
surround ourselves with. And 
there is nothing wrong with this 
approach. However, what may be 
inconsistent is whether we really 
appreciate what this term actually 
means and how do we arrive at 
this expectation?  

Compare this statement with that 

the infamous question of Leaders 
- “are leaders born or made?” 

The parallels are not dissimilar. Do 
we believe that “thinking outside 
the box” to be a characteristic one 
is born with? Just like leadership, 
training, development, guidance, 
mentoring develops people to 
learn leadership skills and behav-
iours, with tools to enable them to 
sustain such personal attributes. 

When we explore more deeply 
these expectations, I find that 
hiring managers, want people 
who are different to what they 
have, do things differently to 
what is being done and in some 
miraculous way, show the hiring 
manager’s team how they should 
be doing things – in effect they 
are looking for change agents to 
join their organisation – and that 
is also fine!

But whilst it may seem reasonable 

in expectation, there lies the myth 
about searching for people with 
the label and expectations of 
being able to “think outside the 
box”! 

UNDERSTANDING “THINKING 
OUTSIDE THE BOX” 

Thinking outside the box, is not 
easy to define. Because it mani-
fests elements of behaviours, 
skills, knowledge, business cul-
ture, and all of these combined, 
deliver an outcome – that are 
“solutions” that evolve from think-
ing outside the box- different from 
the traditional way organisations 
are doing things. 

The process of thinking outside 
the box cannot be a magical pro-
cess that individuals develop, 
keep-in store and hatch-it at the 
moment their leaders request it. It 
is far deeper than just a personal 
trait.



Consider for a moment of what 
“thinking outside the box” means 
as a process that can yield success-
ful outcomes. It requires a deep 
understanding of the problem(s), 
it requires a knowledge of the 
business workings (processes, 
tools & resources) and it requires 
open, transparent and honest 
communications.

Without these basic ingredients a 
“thinking outside the box” expec-
tation cannot be attained. 

MOVING THE NEEDLE TOWARDS 
“THINKING OUTSIDE THE BOX?’

Having harnessed the basic ingre-
dients of process and methodol-
ogy, there comes culture. And this 
will be the most important ele-
ment to complete the experience. 
Culture is usually characterised 
by the way in which the organisa-
tions shapes its behaviour. Often 
it is this ingredient that is funda-
mentally missing and is the one 
which causes the most turbulence 
in relationships. Behaviour is at 
core of an organisation’s culture. 
It projects the levels of trust that 
people feel, that they can depend 
on and open up to freely “thinking 
outside of the box”. 

Leaders need to create the envi-
ronment that enables and encour-
ages the critical behaviours 
required to develop trust and gen-
uine transparency. It is not enough 
to just communicate them.

Every employee has a view and 
great ideas that can help organi-
sations improve, grow and achieve 
great results. It is in the leaders’ 
power to unlock these constraints 
and listen to what is going on 
around them and within their 
own organisation. Seeking people 
from outside the organisation to 
implant the critical ingredients for 
“thinking outside the box”, is folly 
and unrealistic.  Leaders need to 
take a good look at their behav-
iour first and see what they have 
around them which can help them 
in their expectations.  

WHAT ARE THE STEPS TO 
ACHIEVE “THINKING OUTSIDE 
THE BOX?” 

Taking the right actiosn is not dif-
ficult. It is about looking in the 
right places for the answers. When 
leaders create the right environ-
ment, they unlock untold capabil-
ities, that in turn open-up many 
opportunities. “Thinking outside 
the box” to find new solutions, is 
about being creative, innovative 
and with a freedom to make mis-
takes and learn from them both 
as individuas and as a collec-
tive organisation without incur-
ring penalties and reprimands. 
Without these pre-conditions, no 
one will dare think outside of the 
box.

To help leaders achieve success-
ful outcomes, we need to help 
them move from a fixed mindset 
to a growth mindset. This is what 

it will take to achieve a culture of 
thinking outside of the box.  It is 
only when leaders understand the 
behavioural aspects of their mind-
set, can one successfully move the 
needle to a culture of learning, 
innovation, trust, higher collabora-
tion, co-ownership and an organi-
sation that comfortably thrives on 
“thinking outside the box”. 

Leaders start by being coura-
geous and assess your mindset 
to open your awareness of where 
you can improve. Armed with such 
humbling awareness, will leaders 
re-engerise their motivations and 
evolve to make their leadership 
stronger and more successful. 

Telos – {Greek-  purpose or reali-
sation of potential} is focussed on 
helping leaders achieve their pur-
pose and goals. 

The need-for-change is a very 
likely and necessary step for busi-
ness transformation and sus-
tainability. Starting a journey of 
transformation within an organi-
sation can be hugely daunting. 
Telos advises on structuring the 
model to facilitate and success-
fully implement transformation-
al management programs. Our 
approach is to focus on making 
individuals successful who in turn 
will make their organisation suc-
cessful

For more information about this 
article and on Growth Mindset 
Pls contact Joe at: jlombardo@
telospartners.com 

Joe Lombardo 
Associate Partner at Telos 

Partners Asia Pacific
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 Shaping Supply Chain Innovation
Digital Megatrends

Opinion Editorial by GeTS

Confronted by supply chain dis-
ruptions, companies were mired 
in deep uncertainty in 2021.  At 
the beginning of the year, there 
were fears that there wouldn’t be 
enough COVID-19  vaccines to go 
around. Then people’s basic needs 
came under threat. 

In Singapore, for instance, there 
was a period when eggs were run-
ning out as consumers  hoarded 
them. Retailers responded by 
ordering more eggs. But they 
overestimated the  demand and 
by June, there was an oversup-
ply and 250,000 eggs had to be 
thrown out.  

In the logistics circles, this is 
known as the bullwhip effect 
which surfaces from a sudden  
spike or drop in and can sig-
nificantly affect profit margins. 
According to a McKinsey report,  
supply chain disruptions cost the 
average organisation 45 per cent 
of a year’s profit over a  decade.

The road ahead remains bumpy, 
with the pandemic still dominat-
ing the news and Russia’s  recent 
invasion of Ukraine threatening 
global stability and supply chains.  

But delays in supply, production 
and shipment can be managed 
by planning for a more  resilient 
response.  

Small and medium-sized enter-
prises (SMEs) can achieve this by 
tapping into technological  meg-
atrends shaping supply chain 
innovations, - like artificial intelli-
gence (AI), machine  learning and 
software as a service (SaaS). This 
improves supply chain visibility 
and digital planning.  

Manufacturers and suppliers who 
ensure timely visibility of actual 
demand and clear  communication 
across supply chains have been at 
an added advantage during these 
trying  times. 

FALLOUT FROM LABOUR 
CRUNCH 

The production sector in Singapore 
has been hit by waves of layoffs 
over the past two years,  especially 
when circuit breaker measures 
were imposed. Some are still feel-
ing the pinch as  geopolitical ten-
sions add to the uncertainty.  

In other manufacturing sectors 
like the semiconductor industry, 
labour shortages due to  move-
ment restrictions led to supply 
chain disruptions worldwide.  

For instance, when Malaysia 
allowed only 60 per cent of its fac-
tory workforce to operate  during 
the lockdown in June last year, it 
aggravated the global semicon-
ductor shortage. The  country is a 

key node in the world’s semicon-
ductor pipeline, accounting for 13 
per cent of  global chip assembly 
testing and packaging. 

Ford Motor Co’s operations in the 
United States were hit by the ripple 
effect. The automobile  company 
had to temporarily halt the pro-
duction of its popular F-150 pickup 
truck at one of its  plants.

Semiconductor shortages world-
wide have also made the going 
tough for Singapore’s  Creative 
Technology, a leader in digital 
entertainment products, since 
2020.  Shipping  delays due to port 
congestion and shortage of con-
tainers, along with skyrocketing 
freight  costs, were among other 
reasons for the company’s woes as 
it expects to close with an operat-
ing loss this financial year.  

BENEFITS OF HIGHLY 
INTEGRATED SUPPLY CHAINS 

To combat supply chain disrup-
tions, highly integrated supply 
chains driven by new  technology 
such as AI and machine learning 
may offer a solution for original 
equipment  manufacturers (OEMs) 
and suppliers to boost efficiency 
and productivity.  

There are already several technol-
ogy players whose systems enable 
near-real-time sharing  of data 
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between entities and supply chain 
partners.  Such close collabora-
tions can also reap  cost savings 
for companies.  

For example, McKinsey found that 
integrating supply chain activities 
could save OEMs and  their suppli-
ers in the global automotive indus-
try between €40 (S$59.90) and €65 
(S$97.30)  billion per year. 

To go one step further, supply 
chain orchestrators should come 
in to define open standards  for 
data exchange and put the neces-
sary infrastructure in place.  

An orchestrator works with supply 
chain partners to come up with 
appropriate standards and  pro-
tocols to build a digital platform 
for data exchange. CALISTA is a 
prime example of a  supply chain 
orchestrator.  

Many companies have close con-
tacts with their first-tier suppliers, 
but lose touch with the  fourth or 
fifth. By leveraging advanced digi-
tal platforms like CALISTA, OEMs 
and suppliers will have direct and 
increased visibility of their goods 
while on the move.  

This ensures greater production 

efficiency at suppliers’ sites, while 
allowing upstream  suppliers to 
provide early warnings to down-
stream players if they cannot meet 
a customer  request.

With CALISTA, businesses can 
easily obtain HS codes, calcu-
late applicable duties, comply  
with exportation guidelines and 
check for available Free Trade 
Agreements (FTA). This  saves both 
time and money. The platform 
also reduces paperwork by digitis-
ing data from  trade documents as 
input, resulting in increased pro-
ductivity and fewer errors, delays 
and  fines, leading to faster cus-
toms clearance. 

FUTURE OF SUPPLY CHAIN 
MANAGEMENT

To ensure cross-border trade 
can be made seamless and pre-
dictable, it is crucial to  incorpo-
rate advanced technology, such 
as SaaS, to achieve end-to-end 
digitalisation of the  entire supply 
chain.  

Innovations in technology will not 
only allow businesses to cope with 
current supply chain  disruptions, 
but with the use of smart data 
management systems, it will also 

As a global leading trade plat-
form company, Global eTrade 
Services (GeTS) is shaping the 
future of trade and supply chain 
with its innovative use of technol-
ogy and deep G2B and B2B do-
main expertise. GeTS enables the 
orchestration of logistics, compli-
ance and financial requirements 
of trade and supply chain seam-
lessly, smartly and securely. Thus, 
powering global trade by making 
it more accessible, predictable 
and easier to fulfil.  GeTS has link-
ages to more than 60 Customs 
nodes, 90 ocean carriers & NVOC-
Cs across the world, with more 
than 175,000 connected parties 
and conducting more than 40 
million transactions annually.

Global eTrade Services

enable them to  predict and pre-
empt future obstructions.  

As this trend allows smaller com-
panies to rely less on physical 
infrastructures, their upfront  cap-
ital expenditure and investment 
will be significantly lower. They will 
also need fewer  employees, which 
will help ease the labour crunch.  

At the end of the day, to curb 
supply chain disruptions, com-
panies will need a highly capable  
mix of technological and human 
expertise to sustain growth and 
prevent errors in production  and 
supply. 
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Singapore 12th August 2021: 
Recognising the heightened 
focus on overall supply chain 
performance due to increased 
disruption and challenges, 
shippers, manufacturers 
and beneficial cargo owners 
(BCO’s), are increasingly faced 
with soaring freights rates 
and what they, correctly or 
otherwise, perceive to be sub-
standard or inferior service.  
 
Additionally, many companies 
today are placing an increased 
focus and significance in 
assessing the wherewithal of a 
Logistics Service Provider by their 
sustainability and digitalization 
initiatives and capabilities – aside 
from rates and service levels.

According to Mr. Kendrick 
Ng, of the LSCMS Supply and 
Distribution group, “It is a 
crowded and convoluted playing 
field and there are seldom 
unbiased or uninfluenced 
qualitative and quantitative data 
to manage these perceptions - 
real or otherwise. As a shipper, 
participating in this survey will 
provide valuable data to index 

the performance of your LSP’s” 
Developed with Dr. Rajesh 
Piplani, Director of the MSc 
in Supply Chain at Nanyang 
Technological University, the 
index analyses the responses of 
up to 100 major shippers who 
spend at least US$1 million a year 
with a particular LSP in airfreight, 
ocean, warehousing or express 
services. The first index of its 
kind to be released globally, it 
will not be vendor sponsored 
but rather driven by the real 
and accurate feedback provided 
by major shippers. Companies 
interested to contribute to the 
index can complete the survey 
questions at: 

About the Logistics and Supply 
Chain Management Society 

The Logistics & Supply Chain 
Management Society is the 
regional professional body for 
Logistics practitioners.

Practically all areas of the 
Logistics spectrum are 
represented in the Society. 
Shippers, Freight Forwarders, 
Academics, Students, Carriers, 
Personal Effects Movers 
and other individuals and 
organisations form our 
core. Like most professional 
bodies, the Logistics & Supply 
Chain Management Society 
emphasises a commitment 
to ongoing education and 
encourages performance 
consistent with a generally 
agreed body of knowledge or 
standards. Members of our 
Society are recognised members 
of a professional body through 
the work we continue to perform. 

The LSCMS has the proven his-
tory, framework, value for money 
and strategic reach to make it the 
right choice for you. 

Logistics & Supply Chain Management 
Society (LSCMS), Supply and Distribution 

Group Launches

Global Logistics Service 
Provider Benchmarking Index

Please scan QR code for  
more details.
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Like most professional bodies, 
the Logistics and Supply 
Chain Management Society 
emphasises a commitment 
to ongoing education and 
encourages performance 
consistent with a generally 
agreed body of knowledge 
or standards. Members of 
our Society are recognised 
members of a professional body 
through the work we continue 
to perform. The LSCMS has the 
proven history, framework, value 
for money and strategic reach to 
make it the right choice for you. 

The Society was formed by 
Logistics professionals with the 
following objectives :

• To promote professional 
development of Logistics and 
Supply Chain Management;

• To serve as a resource centre 
for its members and parties 
interested in Logistics and 
Supply Chain Management;

• To serve as a resource centre 
and focal point that demon-
strably reinforces Singapore 
as a regional Logistics and 
trans-shipment hub; and

• To advance, study and 
disseminate techniques and 
applications on Logistics and 
Supply Chain Management.

Logistics & Supply 
Chain Management 

Society (LSCMS), Supply 
and Distribution Group 

Launches
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Software that 
digitizes 
Transport & 
Logistics 
operations

For more info:

Contact us at +65 68427886
Email us at info@keyfields.com
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The Need For Supply Chain Innovation: 

Why You Should Watch These 
Four Trends?

By Wolfgang Lechmacher & Dweep Chanana 

Recent years have placed supply 
chains into the spotlight and 
onto many board agendas. In 
a world of almost continuous 
disruptions and intense compe-
tition high performance supply 
chains have become the decisive 
factor. 

This is reflected in the eleva-
tion of operating executives to 
the C-suite. Tim Cook, CEO of 
Apple, was COO before becom-
ing CEO; Alan George Lafley, CEO 
of Procter & Gamble, took a com-
mission with the U.S. Navy as a 
supply officer first; and Mary T. 
Barra, CEO of General Motors, 
is known for her strong opera-
tions and supply chain manage-
ment background. With this 
invitation of supply chain heads 
to the board room come higher 
expectations and higher levels of 
investment that will impact the 
quality of future supply chain 
networks.

The networks are being 
impacted on the one hand by 
major but transitory shocks such 
as U.S.-China trade tensions, 
Covid-19 measures and the 
Russia-Ukraine crisis. These have 
brought resilience and near-
shoring back on the agenda. 
But what will really happen? 
Companies will make better use 
of what they have and what they 
can find in the ecosystem. It is 

prime time for visibility / inven-
tory management tools and out-
sourcing. This will not go away 
– rather, operating flexibly and 
in an agile manner in a volatile 
world will be the table stakes of 
21st century supply chain man-
agement. On the other hand, 
there are longer-term meg-
atrends shaping supply chains. 
These are rooted in a changing 
business and competitor envi-
ronment, altering consumer 
behavior, regulators’ policy deci-
sions and a shifting geopolitical 
global power balance. 

1. MARKET FRAGMENTATION 
AND CONSOLIDATION 

Entire markets are being rede-
fined by the opposing forces of 

fragmentation and consolida-
tion, with industry boundaries 
getting blurred.

Transport markets tend towards 
consolation, which we have 
observed with the container 
liners and the emergence of new 
business models brought about 
for example by platform aggre-
gators. For instance, Maersk and 
CMA CGM are building end-to-
end logistics capability chains, 
while over USD 6bn was invested 
by VC investors in freight mar-
ketplaces alone through 2019. 
Conversely, new players like 
Amazon and Alibaba have rev-
olutionized not only the retail 
but also the logistics industry. 
Record levels of VC funding, over 
USD 11bn in 2021, is creating 
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more challengers still.

With the consolidation and blur-
ring of industry boundaries, it 
is no longer clear who is part-
ner and who a competitor. The 
changing market dynamics is 
forcing incumbents, such as 
forwarders and brokers to find 
their new place in a crowded 
and consolidating competitive 
landscape. How this affects 
prices and contracts is unclear, 
but it will shift the profit share 
away from incumbents by com-
moditizing or taking away high-
margin segments from them. 
All companies must think today 
as to what their core business 
is and either consolidate or re-
invent themselves. 

2. CUSTOMER CONTROL AND 
EVER-RISING EXPECTATIONS

The fundamental trend reshap-
ing supply chains over the last 
two decades has been the shift 
from supply push to demand 
pull through the rise of e-com-
merce. With consumers having 
the world under their finger-
tips, it is increasingly them that 
decide how things move through 
the chains. Online buyers have 
emerged as an influential actor 
in the connected world of chains, 
making it vital to comprehend 
how the consumers’ ever-rising 
expectations affect supply chain 
design and operation going 
forward.

This has already given birth to 

2-day, 1-day and same-day de-
liveries with 30-minute time win-
dows, which led to accelerated 
adoption of logistics platforms 
and drives the imminent adop-
tion of drone delivery. Reflecting 
this, McKinsey estimated that 
last-mile delivery models re-
ceived the most funding of any 
category of logistics startups (c. 
USD 2bn in annual VC funding) 
from 2015-2019.

There are additional areas 
where consumer demand sets 
the standard too: individuality 
increases the number of stock 
keeping units (SKUs), requires 
more frequent change to de-
signs, and brings production or 
customization closer to the cus-
tomer; sustainability concerns 
and ethical considerations drive 
the need for transparency and 
information, including proof of 
provenance, supply chain se-
curity and product or producer 
identity and authentication. To 
meet all these demands, com-
panies increasingly expect that 
their business partners digitally 
integrate into their chains. 

3. INCREASING LEVEL OF (CLI-
MATE) REGULATION

Both consumers and regulators 
demand ever increasing envi-
ronmental performance from 
businesses. We can expect regu-
lation to be tightened and for in-

Figure 1: US E-commerce sales as a % of total sales, 1999 - 2021. Source: US Census Bureau.
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stitutional investors to demand 
greater transparency on envi-
ronmental reporting.
Companies have responded by 
making ambitious voluntary 
pledges. Most recently, Maersk 
advanced its  commitment to 
achieve net-zero greenhouse 
gas emissions forward by ten 
years to 2040.

With transportation accounting 
for over 15% of greenhouse gas 
emissions (even more in devel-
oped markets), there will be im-
mense pressure on the logistics 
industry to change. However, 
Supply chains will play a key role 
in this transition too. Even as 
companies set ambitious decar-
bonization goals, working with 
their partners and adopting in-
novative technologies, solutions 
and practices will become criti-
cal. In this process, sustainable 
chains will become both a regu-
latory imperative and good busi-
ness practice.

4. ASIA RISING AND CONNECT-
ED REGIONAL PLATFORMS

The rise of Asia has contributed 
to today’s geopolitical tensions 
and misalignment. But Asia will 
continue to grow as a manufac-
turing base and consumer mar-
ket. Supply chains will adjust to 
this reality and we can expect 
that the Asian supply platforms 
will become increasingly granu-
lar and performant. But Asia 

is only one piece of the global 
supply chain puzzle. Europe 
and North America will invest in 
their platforms too resulting in 
a world where interconnected 
regional platforms allow compa-
nies and consumers to optimize 
lead times, inventories, costs 
and carbon footprints.

The world is in turmoil and we 
need new tools and practices to 
navigate through changes and 
shifts. To thrive, companies are 
advised to adjust their way of op-
erating in a structured manner 
and to build an agile company 
and supply chain network. This 
starts at the top with the way the 
board works and establishing 
flat structures with accelerated 
decision-making. But the speed 
required to respond to market 
shocks, dynamic customer be-
havior and drastic policy changes 
leaves little choice and can only 
be achieved through close to re-
al-time information and modu-
lar infrastructures. Data received 
through a broad range of feeds 
computed with the help of pow-
erful analytical tools and rec-
ommendation engines is a pre-
requisite to manage large-scale 
supply networks in a disrupted 
and volatile environment. It is 
that data-driven company which 
has the best chances to weather 
the increasingly violent “storms”.

Wolfgang Lehmacher is operat-
ing partner at Anchor Group and 
advisor Topan AG. The former 
head of supply chain and trans-
port industries at the World Eco-
nomic Forum and President and 
CEO GeoPost Intercontinental is 
advisory board member of The 
Logistics and Supply Chain Man-
agement Society, ambassador of 
The European Freight and Logis-
tics Leaders' Forum, advisor to 
Global:SF and founding member 
of the think tanks Logistikweisen 
and NEXST.

Dweep Chanana is Managing 
Partner at Anchor Group. He was 
Head of Venture Investments at 
Momenta Partners and Manag-
ing Director at Touchstone Ven-
tures. He also served as Director, 
Strategy and Business Develop-
ment for Family Services at UBS 
Wealth Management, and led a 
UN financed market entry and 
financing program in Kenya. A 
telecommunications engineer by 
training, he worked with Lucent 
and Hughes.

Wolfgang Lehmacher 
Operating Partner, Anchor 

Group

Dweep Chanana 
Managing Partner, Anchor 

Group
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BUSINESS SUSTAINABLY  THROUGH 
SOLAR ENERGY

POWER YOUR 

by Sembcorp Industries (Sembcorp) 

Climate change is a major threat to 
the earth, causing more frequent 
and intense droughts, storms, 
rising sea levels and melting gla-
ciers. All of this has led companies 
in the commercial space to priori-
tise sustainability, which includes 
a trend towards adopting solar 
energy. At the COP26 climate con-
ference in 2021, more than 1,000 
companies committed to adopt 
targets to reduce emissions in 
line with the Paris Agreement 
goals. Singapore is among the 
80-odd countries that have set 
net-zero targets that are to be 
reached mostly by 2050. A report 
also found that a fifth of the 2,000 
largest publicly-listed companies 
in the world have pledged to 
pursue a net-zero strategy. To 
ensure that these commitments 
are met, companies from differ-
ent industries around the world 
are pursuing strategies that pro-
mote sustainability. 

With renewable electricity gen-
eration in 2021 experiencing 
the fastest year-on-year growth 
since the 1970s, solar power has 
become a major trend, seeing a 
record growth of 160 GW in 2021. 
Singapore has also embraced 
solar energy, having multiplied its 
solar capacity by more than seven 
times since 2015. The country also 
plans to boost its solar capacity 
to at least 2GWp by 2030, which 
is enough energy to power some 
350,000 households. This goal will 
take solar energy’s contribution 
to Singapore’s total electricity 
demand to 4%, up from the cur-
rent 1%. 

SUPPLY CHAIN BUSINESSES 
JUMPING ON THE SUSTAIN-
ABILITY BANDWAGON

In line with the push towards 
sustainability in the commercial 
space, supply chain businesses 
are also ramping up on sustain-
ability efforts. 

DHL Supply Chain, one of the 
world’s leading contract logis-
tics agencies, progressed in its 
sustainability efforts by partner-
ing with Sembcorp to develop a 
1.24MWp rooftop solar energy 
system at their 81 Alps Avenue 
warehouse facility in Singapore. 
The system is expected to pro-
duce 1,575 megawatt hours of 
power annually, enough to power 
about 365 four-room HDB flats in 
a year. 

The solar project is an essen-
tial part of DPDHL Group’s 
sustainability roadmap and 
strengthens our commit-
ment to operate our ware-
house facilities at Net Zero 
Carbon by 2025. DHL Supply 
Chain Singapore is excited 
to partner with Sembcorp, 
with whom we share com-
mon values in protecting the 

environment

Eunis Hew, Managing Director, 
Singapore, DHL Supply Chain

YCH Group, one of Asia’s lead-
ing supply chain and logistics 
conglomerates is another supply 
chain company that is using 
solar power to help cut their 
CO2 emissions. Headquartered 
in Singapore, YCH’s network of 
DistriParks and supply chain hub 
are located in more than 100 key 
cities in Asia, including China and 
India. A champion of green logis-
tics, it partnered with Sembcorp 
to build a rooftop solar installa-
tion at their facility, Supply Chain 
City, at the heart of the Jurong 
Innovation District. 

The solar energy generated by 
Sembcorp’s Solar PV System 
at Supply Chain City can power 
up to 848 4-room HDB flats per Cache Logistics Trust, Singapore
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The inauguration of the 
solar energy system with 
Sembcorp marks a new 
milestone in YCH efforts 
to build on our green ini-
tiatives,” said Dr Yap, Ex-
ecutive Chairman of the 
YCH Group. “We look for-
ward to collaborating with 
them and leverage their 
smart solar energy system 
to power our warehouses 

across the region.

year. The system uses a cen-
tralised digital platform that 
remotely monitors data of their 
solar systems in real-time, ena-
bling the operations and main-
tenance team to have visibility 
for deployment to specific sites 
if needed. By commissioning the 
Solar PV System at Supply Chain 
City, YCH is now able to reduce its 
grid energy consumption by up to 
30%. Sembcorp’s Solar PV System 
is now helping YCH avoid 1,453 
tonnes of CO2 emissions per year, 
which is equivalent to taking 320 
cars off the road per year or plant-
ing 17,530 trees per year.

BUSINESSES CAN REAP MANY 
BENEFITS FROM SOLARISING 
THEIR BUILDINGS

For companies in Singapore, one 
of the strong push factors for 
solarising their facilities would be 
to deal with the revised carbon 
tax rates that were recently 
announced. Minister for Finance 
Lawrence Wong said in February 
that Singapore’s carbon tax rate 
will be revised from S$5 per tonne 
of carbon to S$25 in 2024, S$45 
in 2026, before reaching S$50 to 
S$80 per tonne by 2030. 

Mr Wong said the revised carbon 
tax trajectory is meant to encour-
age businesses “to internalise the 
costs of carbon, and take actions 
to moderate their emissions”. 
As solar energy is a low carbon 
energy option, companies that 
solarise their energy systems 
can use these systems to help cut 
their carbon tax bill. 

The cost of electricity has also 
been soaring in recent times due 
to a global crunch in electricity 
supply and electricity costs are 
expected to continue to rise in 
the near future. Companies that 
use solar energy can potentially 
cut their electricity bills and enjoy 
immediate savings, as the leve-
lized cost of electricity from new 
solar panels is generally lower 
than the current regulated tariff.

Another advantage of installing 
a solar system for a business is 
to help it achieve a Green Mark 
certification for its facilities from 
the BCA in Singapore. Awarded 
to companies whose buildings 
follow good sustainability design, 
the BCA Green Mark certifica-
tion can help polish the compa-
ny’s corporate image, while also 
improving the leasing and resale 
value of their buildings. 

PARTNERING WITH SEMBCORP 
TO ACHIEVE YOUR SUSTAINA-
BILITY TARGETS

As a leading energy and urban 
solutions provider, Sembcorp has 
more than 5.7GW of renewable 
energy portfolio across key mar-
kets such as Singapore, Vietnam 
China, India and the UK. With 
its vast experience and industry 
knowledge, Sembcorp offers a 
full suite of solutions including 
ground-mounted, rooftop and 
floating solar PV systems and 
can help companies on their 
green journey by solarising their 
buildings’ rooftops. We make the 
process simple, as there are no 
OpEx or CapEx to worry about 
with Sembcorp providing end to 
end implementation for you. As 
the owner and operator of the 
solar PV system, we bear all the 
capital, operating and regulatory 
expenses, while providing you 
with a performance monitoring 
system, an inhouse operations 
and maintenance team and a reli-
able connection to the grid upon 
project completion. 

Some of our logistics clients in 
Singapore include Agility, Kim 
Soon Lee and Cache Logistics 
Trust,  Recognised for our role 
in helping companies succeed 

YCH Logistics, Singapore
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in their sustainability journey, 
we deliver projects with speed 
while maintaining an excellent 
safety record with stringent 
safety standards and best prac-
tices in the industry, winning 
the Singapore Apex Corporate 
Sustainability Award 2020 and the 
Frost and Sullivan Best Practices 
Awards in 2020 in the best Solar 
Power Company category.

Yeo Ying Da, managing director 
of the leading shipping com-
pany Lita Ocean, is one of our 
partners in sustainability who 
worked with Sembcorp to solar-
ise his company’s buildings. “Our 
electricity bills have doubled due 
to recent events. Thanks to the 
speedy installation of the solar 
panels by Sembcorp, we expect 
to save close to S$3,000 every 
month, while contributing to a 
cleaner environment. Sembcorp 
has been a dependable and com-
mitted sustainability partner for 
us,” said Yeo.

Another client of Sembcorp is 
Soo Eng Joo Frozen Food. “Due to 
the nature of our business, our 
energy consumption is relatively 
high. During our search for more 
energy-efficient technology, we 
met up with numerous vendors 
offering energy solutions. We 
finally picked Sembcorp Solar 
as our partner for their proven 
track record and value-add ser-
vices,” said Charlie Seo, Business 
Development Director, Soo Eng 
Joo Frozen Food.

Join us as a partner in sustain-
ability to power your business 
through solar energy. 

Contact us at hello@sembcorp.
com or scan the QR code  for 
a non-obligatory assessment 
of your rooftop’s solarising 
potential. 

Sembcorp Industries (Sembcorp) 
is a leading energy and urban so-
lutions provider, driven by its pur-
pose to do good and play its part 
in building a sustainable future.
Headquartered in Singapore, 
Sembcorp leverages its sector ex-
pertise and global track record to 
deliver innovative solutions that 
support the energy transition 
and sustainable development. 
By focusing on growing its Re-
newables and Integrated Urban 
Solutions businesses, it aims to 
transform its portfolio towards a 
greener future and be a leading 
provider of sustainable solutions.

Your Questions Answered:

What is a power purchase 
agreement? 

A Power Purchase Agreement 
(PPA) is a contract that you sign 
with Sembcorp Solar for the     
development of the rooftop solar 
system which produces solar 
energy that will be sold to you at 
an    agreed price

What permits or licenses do I 
need to apply for? 

Sembcorp Solar takes care of all 
permit and licence applications. 
You are not required to submit 
any applications 

With rooftop solar, do I still 
need power from the grid? 

Yes, you will need power from the 
grid if your consumption load is 
higher than the amount of solar 

energy generated. For example, 
you will need power from your 
grid when your rooftop solar 
system is not generating power 
at night. 

How do I know if my roof is suit-
able for rooftop solar?

Most concrete and metal roofs 
with sizable unused space are 
likely to be suitable for rooftop 
solar.    When you get in touch 
with us for a quote, our solar pro-
fessionals will assist you with this 
assessment. 



Arvato Supply Chain Solutions 
Continues To Grow In China

rapidly and is part of our strategic 
expansion scope. We are there-
fore very excited to enter into this 
cooperation with GNC covering 
both retail and B2C logistics and 
will ensure that we support the 
company's growth plans for the 
domestic Chinese market." Cur-
rently, the GNC brand's business 
in China is expanding rapidly.
The second new e-commerce cli-
ent at Arvato Shanghai's logistics 
center in Qingpu is an up-coming 
Chinese company in the foot-
wear industry, for which more 
than 30,000 orders per month 
are already being processed. In 
the multi-user warehouse, Ar-
vato Supply Chain Solutions uses 
around 1,500 square meters of 
storage space for this customer 
alone. In addition to numerous 
warehouse logistics services, or-
der management for B2C orders 
via T-Mall and transport control 
will also be taken over.

"We are still on course for growth 
in the e-commerce sector," says 
Li Zhang, Head of Arvato Supply 
Chain Solutions China. "We were 
able to score points with our new 
customer thanks to our expertise in 
the footwear industry and our ef-
ficient peak management of online 
orders. For example, we performed 
very well at last year's Double 11 
sales event, Singles' Day in China. 
After representatives of the brand, 
which is well-known in China, were 
able to see our highly efficient op-
erations for themselves during a 
visit to our warehouse in Shanghai 
Qingpu, we were then awarded the 
contract."

According to Li Zhang, demand for 
warehouse and logistics services 
in China will continue to grow in 
the future. This is because the 
expansion of online web stores 

April 26, 2022 – Guetersloh/
Shanghai – Arvato Supply Chain 
Solutions is continuing its expan-
sion in China. In 2022, two new 
customers in the e-commerce 
sector were acquired, for whom 
the B2C business is now being 
managed at the Shanghai site. 
In total, the supply chain and 
e-commerce service provider 
has a network of nine distribu-
tion centers in China with 51,000 
square meters of warehouse 
space.

One of the new customers is 
the American nutritional sup-
plements brand GNC, for which 
an average of 10,000 orders per 
month of health supplements 
products are currently being pro-
cessed, ordered by online shop-
pers via WeChat and T-Mall. Ar-
vato Supply Chain Solutions takes 
advantage of the integrated sup-
ply chain and combines ware-
housing and B2C order manage-
ment for GNC at the Shanghai 
logistics center. Product batch 
number management and first 
in first out strategy is carried out 
using automatic control equip-
ment such as electronic Put to 
Wall Solutions and automatic RF 
scanners, which greatly improves 
picking efficiency, helping to op-
timize the entire supply chain.
"Both Arvato's warehouse man-
agement and process supervision 
are highly recognized, and the 
operation of staff is very skilled," 
emphasizes Andy Xu, Supply 
Chain Manager at GNC. For Raoul 
Kuetemeier, Head of Arvato Sup-
ply Chain Solutions Asia, the ser-
vices for GNC are also an impor-
tant entry into a new business 
segment, in view of the current 
market trend and the develop-
ment in the health and nutrition 
industry. "This market is growing 

and the growth of social media 
platforms such as WeChat and JD 
are not only continuing to drive 
the rapid development of online 
shopping malls, but are also in-
creasing the logistics and fulfill-
ment needs for online business.

With its growth in China, Arvato 
Supply Chain Solutions is in the 
current fiscal year successfully 
pursuing its internationaliza-
tion and expansion strategy. In 
FY 2021, the company expanded 
profitably with organic growth of 
15.1 percent, especially interna-
tionally.

Arvato Supply Chain Solutions is 
an innovative and international 
leading service provider in the 
field of supply chain manage-
ment and e-commerce. Partners 
come together with industry 
specialists in the fields of Tel-
ecommunication, Tech, Corpo-
rate Information Management, 
Healthcare, Consumer Products 
and Publisher. About 17,000 em-
ployees work together to provide 
practical and relevant solutions 
and services worldwide. Using the 
latest digital technology, Arvato 
develops, operates and optimizes 
complex global supply chains 
and e-commerce platforms, as 
the strategic growth partner for 
its customers. Arvato combines 
the know-how of its employees 
with the right technology and 
appropriate business processes 
to measurably increase the pro-
ductivity and performance of its 
partners.
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Shaping Supply Chain Trends: 
Technology

Megatrends (Possibly)  

by IDC Insights Asia Pacific

Deciding whether to invest in new 
tech is challenging .... ???

.....Too early, and you risk being on 
the bleeding edge leading to high 
investment and minimal return. 

..........Too late, and you could be 
left behind by competitors and 
have to play catch up. 

The necessity of having a tech-
nology scan every few months 
is becoming essential in today’s 
world. In doing so, use cases 
and new tech announcements 
are gathered and shared across 
the organization and used as 
inputs driving the technology 
roadmap. Analyzing the poten-
tial business impact is essential 
for understanding the implica-
tions for technology investment 
- whether it will enable incremen-
tal improvement, or fundamen-
tally change business models 
(or somewhere in between). This 

evaluation also needs to consider 
sourcing the technology, imple-
mentation and support services 
necessary to enable the desired 
outcomes. This article highlights 
five technology developments 
shaping the future supply chain. 

HYPER-CONNECTIVITY 

Hyper-connectivity is occurring 
today and already impacting 
supply chains. IDC’s Future of 
Connectedness research consid-
ers connectivity between people, 
things, processes and applica-
tions as creating a state of hyper-
connectivity.  The term refers 
to the use of multiple means of 
communication where all things 
that can or should communicate 
through the network will commu-
nicate through the network.  The 
trend is fueling large increases in 
bandwidth demand and changes 
in communications because of 
the complexity, diversity and inte-
gration of new applications and 

devices using the network. 

5G network implementations 
are delivering orders of mag-
nitude increases in bandwidth 
and capacity while enabling low 
latency and increased network 
availability. Further, segmenta-
tion of traffic through network 
slicing and delivery of private 
networks enable enterprise use 
cases. These changes, taken 
together, impact the evolution of 
supply chains. 

Network slicing allows cellular 
5G networks to deliver dedicated 
virtual networks across a single 
physical infrastructure, reducing 
costs, segregating traffic and 
enabling delivery of quality of 
service metrics like latency, band-
width and congestion manage-
ment. This becomes increasingly 
important when we look at the 
overall digitalization trend, with 
factory data expected to grow by 
400% from 2021 to 2025 (source 
IDC Manufacturing Insights). 

Whilst much of this will remain 
in the factory, similar trends are 
occurring between supply chain 
partners, with a shift to increas-
ing connections across the 
entire supply chain resulting in 
increased data flow as equipment 
and processes connect to exter-
nal partners and their systems.

The ability to transfer large 
amounts of data across multiple 
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assets and equipment in environ-
ments where there are many con-
nections using high bandwidth 
applications is fundamental to 
the delivery of use cases including 
autonomous vehicles in a busy 
smart city environment. Other 
use cases could be the deploy-
ment of autonomous factories, 
mine sites, oil rigs, ports, ships 
etc. 

There are examples of all of these 
starting to appear, but main-
stream adoption is currently low. 

ARTIFICIAL INTELLIGENCE (AI) 
AND AUTOMATION

The use of data for decision 
making goes through three 
phases. What has happened?, 
what is happening?, what will 
happen? As we strive to enable 
predictions to support supply 
chain decision-making, we still 
need to ensure we have the data 
to know what has happened and 
is happening. 

This collection of data is the 
base level from which we can 
build a responsive supply chain. 
However, organizations are cur-
rently a long way from achiev-
ing this. While we have seen a 
proliferation of IoT devices, the 
transition to all equipment being 
connected and “smart” is still 
some time away. 

Once we have the data, what do 
we do with it. Almost 40% of Asia/
Pacific manufacturers are still 
using spreadsheets to manage 
transportation, warehouses, and 
suppliers. With this limitation, vis-
ibility and connectivity with tier 1 
suppliers is limited. 

For those that do connect with 
suppliers, there is a lack of visibil-
ity further down the chain, where 
data collection is still manual with 
email being the prime way of 
sharing data. Coupled to this is 
the need to integrate with various 
other systems, where synchroni-
zation is still occurring through 
copy and paste. 

The future state is one of integra-
tion and automation. Whilst this 
may seem aspirational, advances 
in technology have made this 
more realistic. More and more 
equipment is smart, and as facto-
ries and warehouses refit, “smart” 
equipment replaces their “dumb” 
counterparts. 

These future facilities are taking 
data from smart assets and cre-
ating virtual models or digital 
twins of the process, allowing 
for real-time monitoring as well 
as simulation using real-time data 
for optimization. The deployment 
of learning algorithms on the 
floor also allows for equipment 
to become self-learning. A com-
bination of inspection systems, 

guided by algorithms that include 
manufacturing parameters, leads 
to the real-time adjustment of 
machinery and equipment to 
improve productivity, yield, and 
quality. 

However, improvements to supply 
chain processes involving inte-
gration and automation do not 
necessarily have to begin with sig-
nificant technology investments. 
For example, when it comes to 
sharing data and connecting sys-
tems, the use of software robots 
(robotic process automation) 
is an effective first step to syn-
chronizing data between systems 
without the need for application 
process interfaces (APIs). This 
means parties in the supply chain 
can connect to different systems 
far more easily than in the past.

Considering physical automation 
and the use of robotics, spend-
ing on robotics and drones has 
increased dramatically, and 
growth across the APJ region is 
expected to double from 2022 to 
2026. The use of robots across 
the region can be seen across all 
aspects of the supply chain – from 
automation in factories to retail 
warehousing, to “last meter” 
delivery in restaurants – the con-
tinued cost reduction combined 
with increasing labor cost pres-
sures is making automation an 
ever more attractive option. 

WEB3 AND THE METAVERSE

The emerging tech trends of 
web3 and metaverse are inter-
twined. The metaverse will give 
us a virtual representation of the 
physical world while Web3 will 
give us access to data securely 
and confidentially. Web3 will be 
able to simplify and enhance cus-
tomer experience through more 
manageable access to profiling 
information and data, moving 



the pressure of securing data 
away from organizations, as it is 
already more secure. 

The metaverse is evolving. 
Currently, we think of the 
metaverse as a “highly immer-
sive future environment that 
blends the physical and digital to 
drive a shared sense of presence, 
interaction and continuity across 
multiple spheres of work and life.” 
[understanding the metaverse, 
Mar 2022] The key to success will 
be the augmented / virtual real-
ity (AR/VR), 5G networks, and 
Web3. So how does this impact 
supply chains? The metaverse 
will be a place where people and 
AI interact, and it will consist of 
many different “verses” that are 
interconnected. The metaverse’s 
fundamental strength will be 
the ability to provide seamless, 
immersive digital experiences. In 
supply chain terms, this means a 
virtual space where product and 
process digital twins exist. This 
is what we can call the “industrial 
metaverse.” Building a digital twin 
of the entire ecosystem becomes 
possible as these digital twins 
“plug” into each other enabling 
visibility across the entire chain. 

Coupled with the industrial 
metaverse is the civil metaverse, 
where we see retailers setting 
up shop. At this year’s National 
Retail Federation (NRF) show, 
the metaverse was a significant 
theme. Retailers such as Nike 

indicated their intent to sell vir-
tual branded sneakers with con-
sumers in the metaverse buying 
digital products for their pres-
ence in the metaverse. However, 
from a supply chain perspec-
tive, the exciting point relates to 
the combination of physical and 
digital products being purchased 
together. For example, Penfolds 
winery has launched a bottling of 
rare wines available as a non-fun-
gible token (NFT) purchase. The 
digital bottle can be converted 
into a physical bottle, all traceable 
through blockchain. Retailers will 
also be using their presence in the 
Metaverse to gather data about 
consumer and product demand. 

NEXT STEPS

Keeping up to date on new tech-
nology is critical in ensuring up-
to-date roadmaps. Being aware 
of what the future skill or partner 
needs for the organization is cru-
cial, as these take time to develop 
and manage. The different tech-
nologies highlighted are in vary-
ing stages of development and 
deployment. Hyperconnectivity 
comprising 5G is already being 
deployed across the region. 

However, the “killer use case” – the 
one that will accelerate deploy-
ment – has still not been defined. 
Artificial Intelligence is becom-
ing more commonplace, with AI 
increasingly embedded in soft-
ware. Automation will continue to 

grow, both from a software and 
hardware perspective. 

The Metaverse and Web3 are 
coming, but whether this will be 
the next big thing for the supply 
chain is still a question mark. 
Supply chain participants need to 
be aware of technology develop-
ments and their impact on their 
ecosystem partners in addition to 
their own capabilities, as they can 
change critical aspects of supply 
and demand, with implications up 
and down the supply chain. 

Developing a futurist perspective 
that keeps these developments 
in view allows organizations to 
determine timely investment 
opportunities to capitalize on 
trends that support existing strat-
egies while supporting future 
innovation and growth. 

International Data Corporation 
(IDC) is the premier global 
provider of market intelligence, 
advisory services, and events 
for the information technology, 
telecommunications, and consumer 
technology markets.
With more than 1,200 analysts 
worldwide, IDC offers global, 
regional, and local expertise 
on technology and industry 
opportunities and trends in over 110 
countries. IDC's analysis and insight 
helps IT professionals, business 
executives, and the investment 
community to make fact-based 
technology decisions and to achieve 
their key business objectives.

Founded in 1964, IDC is a wholly-
owned subsidiary of International 
Data Group (IDG, Inc.), the world's 
leading tech media, data and 
marketing services company.
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Supply Chain Innovation
Megatrends Shaping

By Ryan Tang – Executive Director, APAC, E2open

Creating a more resilient supply 
chain

To do so, one needs to look at the 
entire supply chain and pinpoint 
the weakest links, analysing how 
to improve on those weaknesses. 
Yet, the E2open Supply Chain 
Report found the top threats to 
supply chains are mostly due to 
external factors – cyberattacks, 
infrastructure gridlocks, labour 
shortages, the pandemic, and 
natural disasters.

Therefore, to better prepare and 
strengthen resilience, the FERMA 
McKinsey survey revealed foresight 
capabilities (scenarios and stress 
testing) as one of the core areas for 
ongoing improvement. 

With uncertainty a guarantee in the 
year ahead, leaders are realising 
the need to adopt applications that 
will improve visibility into demand 
and inventory, as well as tools that 
can help them model and simulate 
“what if?” scenarios. 

Risk planning and technology 
utilisation

With the threat of a cyberattack at 
the forefront of business concerns, 
action needs to be taken to minimise 
the threat and impact. IT systems 
must be properly supported by 
vendors and continuously updated 
with the latest security patches. 
Cloud and software-as-a-service 
providers must take cyber security 
seriously, proving they’re investing 
the time, money, and resources 
to develop, deploy and maintain 
security processes and systems to 
best industry practices.

While the COVID-19 pandemic 
woke up supply chains around the 
world, the ripple effects continue to 
disrupt in both size and scope. Port 
congestion, capacity constraints, 
large increases in rates across 
all modes, labour shortages and 
long delays in shipments—these 
are just some of the operating 
realities supply chain and logistics 
professionals face today. 

Will the environment improve 
in 2022 or get worse? How are 
supply chains planning for further 
disruption and uncertainty? And 
what are the key industry trends 
and innovations?

Let’s look at the three megatrends 
shaping supply chain innovation 
in 2022 and beyond - resilience, 
through technical capability and 
consistency; optimisation of the 
omnichannel experience; and 
sustainability with a focus on Scope 
3 emissions.

R E S I L I E NCE T HROUGH 
TECHNICAL CAPABILITY AND 
CONSISTENCY 

There’s a lot of room for 
improvement to make supply chains 
more resilient. In a recent Federation 
of European Risk Management 
Associations (FERMA) survey with 
McKinsey, business operations 
and supply chain emerged as 
weak points in the areas of risk 
and resilience. It was stated that 
risk is still mainly focused on crisis 
response and less than two-thirds 
of respondents claimed resilience 
is central to their organisation’s 
strategic process - either as a top 
priority or to an important extent. 

In E2open’s Supply Chain Innovation 
Report 2021, 73% of respondents 
claimed their supply chain is either 
moderately, slightly, or not at all 
resilient. So, a lot more work is 
required to design and implement 
strategic resilience, with a key focus 
on capability. 
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Supply chain mapping is key to 
ongoing innovation

Then it’s about mapping the supply 
chain. Do you know where the 
manufacturing facilities of your 
suppliers (and their suppliers) are 
physically located? Which parts are 
manufactured at each location? Do 
you track the history and frequency 
of disruptions? It’s critical that you 
do, as mapping your supply chain, 
while challenging, will allow you to 
obtain and maintain critical data. 
The effort will absolutely pay off.

Building capability and 
consistency

The most valued capability for 
the future according to E2open’s 
research, is real-time visibility into 
demand and inventory. Key to this is 
the ability to create a more resilient 
supply chain through expansion 
and diversification of supplier base; 
employee training and development; 
stronger, more transparent key 
supplier relationships; carrier 
base expansion and diversification 
and increasing local sourcing and 
manufacturing.

The more time and effort invested in 
consistent resilience and capability 
building both during a crisis and 
throughout periods of stability 
will pay dividends for long-term 
business success.

OPTIMISE THE OMNICHANNEL 
EXPERIENCE

Every aspect of the supply chain 
is touched by a series of external 
providers. Therefore, it’s the quality 

and outcome of each interaction 
with the supply chain which drives 
the end-customers’ impression of a 
business or brand.

Yet ensuring high consistency and 
quality of the customer experience 
through all the routes to market and 
back – direct or indirect, online or 
brick and mortar is essential. This is 
the omnichannel experience and it’s 
an end-to-end challenge. It requires 
orchestration of processes between 
all partner ecosystems, from the 
consumer, through every tier of 
distribution and every logistics 
provider, to the last supplier’s 
supplier.

It requires a robust framework

Addressing supply chain 
challenges requires a framework 
spanning processes, people, 
data and applications – all 
carefully orchestrated to optimise 
performance across all routes to 
market to ensure customers are 
delighted no matter the channel.

Technology plays a vital role 
in omnichannel optimisation, 
facilitating more efficient, effective, 
streamlined, and collaborative 
processes.

And it’s important to note that 
different channels require unique 
processes and procedures which 
feed into the supply ecosystem. 
Applications across the entire 
supply chain must accommodate 
these differences in addition to 
providing automation capabilities 
and a harmonised and enjoyable 
user experience.

Real-time data driven decision 
making is critical

Real optimisation of omnichannel 
performance is only possible 
based on the knowledge of 
what the customers want and 
what the company can deliver 
in an economically feasible 
way. Companies can build this 
understanding by securing access 
to decision-grade data from all 
channels.

This is achieved through advanced 
applications with embedded 
analytics and AI, spanning the end-
to-end supply chain via seamless 
integration. Analytics provide a 
deep understanding of threats 
and opportunities to improve 
customer experience and corporate 
performance. AI embedded into 
collaborative applications that reach 
beyond the enterprise boundaries 
can interpret and trigger action 
on the data. Data leads to insight, 
which leads to action.

Utilise powerful software 
solutions

By seeking advice and help from 
supply chain management experts 
such as E2open, organisations 
can better understand which 
data, metrics and KPIs best reflect 
their objectives, transform and 
consolidate their processes, and 
adopt centralised governance and 
best practice operational models.

This omnichannel ecosystem 
then becomes a secret weapon 
to optimise performance across 
all channels, to achieve corporate 
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goals such as exceptional 
customer experience, growth, and 
profitability.

SUSTAINABILITY AND SCOPE 3 
EMISSIONS ARE ESSENTIAL

In terms of future innovation 
in supply chain, sustainability 
initiatives will continue to grow. 
According to E2open’s research, 
two-thirds of organisations identify 
themselves as an innovator/early 
adopter when it comes to having 
a sustainable supply chain, with a 
defined and measured objective 
within their organisation. The 
focus areas are reducing waste 
from operations; working with 
suppliers to ensure sustainability 
compliance; increasing recycling 
of materials; following responsible 
sourcing guidelines and using more 
renewable energy.

Scope 3 emissions must be an 
immediate top priority

When it comes to greenhouse gas 
emissions, the leaders in supply 
chain sustainability are now focusing 
on Scope 3 emissions— those that 
“are the result of activities from 
assets not owned or controlled by 
the reporting organisation, but that 
the organisation indirectly impacts 
in its value chain,” as defined by 
the U.S. Environmental Protection 
Agency.

In Carbon Market Watch’s recent 
assessment of 25 of the world’s 
leading enterprises across 
industries, an average of 87% of 
emissions fell into Scope 3. Yet 
despite net-zero commitments, 
few of these companies formed an 
achievable plan to address Scope 3 
emissions.

Why are Scope 3 emissions so 
hard to address? Because we live 
in a world of outsourced mass 
production. Corporate decisions set 
actions in motion across potentially 
thousands of extended partners, 
driving climate impacts far beyond 
what the company can directly 
measure or control. This means GHG 

emissions are a multi-enterprise 
challenge. Measuring, reporting 
or even mitigating emissions for 
Scopes 1 and 2 just doesn’t move 
the needle much toward net zero. 

To effectively measure and disclose 
Scope 3 emissions, extensive 
supply chain mapping is required. 
This includes all tiers of supply, 
outsourced manufacturing, 
co-packing, transportation, storage, 
distribution, use and disposal, and 
gathering emissions-related data 
from each party.

It’s a multi-enterprise challenge

As measuring Scope 3 emissions 
is a multi-enterprise problem, few 
vendors can offer realistic solutions 
at the scale required. Therefore the 
most elegant and efficient way to 
map the supply chain would be to 
access an existing multi-enterprise 
network—such as E2open’s—
that already spans each tier and 
ecosystem in a global supply chain: 
supply, logistics, global trade and 
demand.

This direct connectivity to upstream, 
downstream and logistics partners 
provide an efficient mechanism 
to capture ESG data and create a 
system of record (SOR) for reporting 
and compliance, and to evaluate the 
ESG impact of day-to-day decisions. 
This SOR should exist at the core of 
the business—not as an overlay—to 
empower companies to move the 
needle on ESG improvements across 
the whole supply chain in near-real 

Ryan Tang is the Executive Direc-
tor of E2open for business op-
erations in the APAC region with 
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information technology. 
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value-driven supply chain and 
automation solutions across 
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and industrial equipment. Ryan 
is especially passionate about 
Global Trade and Compliance 
Management and has helped 
many organizations achieve busi-
ness improvement and increased 
profitability through supply 
chain digital transformation.

Ryan Tang  
Executive Director, APAC, 

E2open

time, not simply to understand the 
ESG impact long after a decision is 
made.

Companies that act early on 
reducing Scope 3 emissions in 
their supply chain will be better 
positioned in the long run for 
compliance, competitive advantage, 
innovation, and brand equity. 
Without a doubt, it’s a win-win-win 
toward the triple bottom line of 
people, planet, and profits.
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5 Megatrends Shaping Supply 
Chain Innovations

by Dr. Marco Tieman

In these times of global turmoil, 
there are five (5) important 
megatrends shaping supply chain 
innovations in the coming years, 
namely in e-fulfillment, sourcing, 
food and agriculture, labour 
intensive operations, and halal 
supply chain management. 

Companies need to re-evaluate 
their supply chain strategies, if they 
are still most optimal. They need to 
review their suitable supply chain 
objectives, supply chain design, 
and key performance indicators. 
Traditionally, supply chains were 
focused on minimising supply 
chain costs and a continuous effort 
to get supply chains lean, through 
programmes such as lean six 
sigma, and far less emphasis on risk 
management. Risk management, 
however, will become a critical 
skill for logistics and supply chain 
management in order to make 
the right supply chain decisions in 
these turbulent times. 

Let’s better understand these 5 
megatrends shaping supply chain 
innovations in the coming years.

1. E-COMMERCE BOOM REQUIRES 
A NEW URBAN LOGISTICS MODEL

The E-commerce boom over the 
past years showed an exponential 
growth, which has become 
unsustainable in the way the 
logistics behind e-commerce is 
being facilitated, better known 
as e-fulfillment. The fast growth 
of ecommerce resulted in the 
entry of many new e-fulfillment 
players to take care of the last-mile 
delivery to the consumer. In many 
countries the e-fulfilment market is 
highly fragmented and immature, 
with a lack of collaboration 

among e-fulfillment players, 
quality standards, investments 
in sustainability, logistics best-
practices, and efficient logistics 
operations. 

Too many drops in one street per 
day by different couriers that run 
on petrol and diesel, putting high 
pressure on road infrastructure, 
unstainable high demand for 
cheap labour to drive these 
vehicles, e-fulfillment costs, and 
environment pollution.

Urban logistics innovation is 
urgently needed in metropolitan 
cities to better organise deliveries 
to the consumer in a more efficient, 
sustainable and environmentally 
friendly way. This requires 
centralised e-fulfillment centres 
and collaboration in last-mile 
delivery. 

Centralise e-fulfillment centres 
are important, to be located 
near a metropolis, using high 

level of automation, allowing the 
facilitation of high e-commerce 
volumes. These e-fulfillment 
centres should also be heavy on 
solar power generation to meet the 
energy needs of both the facility 
as well as electric vehicles used in 
warehouse operations as well as 
for deliveries. 

Last-mile delivery from these 
e-fulfilment centres to the 
consumer is facilitated by bio-
diesel trucks, electric vans, 
electric bikes, and maybe even 
drones in the future. A further 
consolidation of logistics service 
providers is expected, as asset-
based logistics service providers 
involved in advanced warehousing 
and transportation require high 
investments.

2. FROM GLOBAL TO LOCAL AND 
REGIONAL SOURCING

Supply chain disruptions that 
started during the Covid-pandemic, 

30 LOGISYM MAGAZINE  MAY  2022  |  FEATURE ARTICLE



31LOGISYM MAGAZINE  MAY  2022  |  FEATURE ARTICLE

are continuing, now fuelled by 
the Ukraine war. Supply chain 
disruptions resulted in shortages 
of consumer products as well 
as long supply lead times for 
industrial products. Companies are 
realising that high dependency on 
global sourcing from the cheapest 
source is a dangerous strategy in 
securing supply and continuity of 
manufacturing operations. 

As global supply chains have 
become unreliable, global sourcing 
strategies have come against high 
risks. Secondly, global freight rates 
have seen an enormous increase 
over the past 12-months, which 
are unlikely to return soon to the 
rates before Covid. Sea freight and 
airfreight costs have become very 
expensive.

Hence, companies prefer local and 
regional sourcing against possible 
higher sourcing costs. Risks are 
further spread by insisting on dual 
sourcing (two suppliers) instead of 
single sourcing (one supplier only) 
of one particular raw material, 
ingredient, or component. 

Restructuring a supply base can 
be in particular challenging for 
multinational companies that 
require high volumes as these 
volumes might not be easily 
available locally or regionally. 
Supply restructuring is highly 

complex, and several large 
companies will consider vertical 
integration, by taking direct 
ownership of large supply volumes 
rather than relying on suppliers. 
Is this the end of the outsourcing 
trend? Only future will tell.

3. SELF-SUFFICIENCY TOP 
PRIORITY FOR GOVERNMENTS

United Nations Sustainable 
Development Goals (UN SDGs) 
and government climate change 
programmes are pointing to 
farmers as big contributors 
of carbon emission, forcing a 
transformation of food and 
agriculture. Over the past years 
there have been active government 
policies in Western countries, 
like in Europe and the USA, to 
reduce farming by government 
or institutional investors buying 
farmland from farmers. 

As many countries in Asia, 
Middle East and Africa have been 
dependent on food imports from 
these agriculture surplus countries, 
self-sufficiency in agriculture 
production is high on the agenda 
for these countries as agriculture 
commodity prices will soar as 
supply will fall in the coming years, 
directly impacting hunger and 
poverty in countries which are still 
dependent on agri-food imports.

4. THE HUMAN FACTOR OUT 
OF MANUFACTURING AND 
LOGISTICS

The covid-pandemic has revealed 
the vulnerability of labour-
intensive operations, in particular 
manufacturing as well as logistics 
operations. During the covid-
pandemic many countries had 
restrictions in place to limit the 
number of people allowed to work 
at a site, as well as strict rules when 
staff found to be covid-infected. 

These measures led to breakdown 
of operations and entire supply 
chains. As the World Health 
Organisation is warning for more 
frequent and more dangerous 
virus outbreaks and pandemics, 
labour-intensive operations 
become a high-risk strategy for 
both manufacturers and logistics 
service providers.

Hence, agri-food production will 
need to be developed in countries 
with possible low agriculture 
productivity due to climate and/
or soil conditions. Some of these 
countries have poor agriculture 
expertise and skills available. 
Agriculture production clusters 
will need to be developed in these 
countries as well as urban farming 
programmes to be integrated in 
urban development. Agriculture 
production clusters will be vertical 
integrated agri-food production, 
where farming, processing, 
packaging, storage, distribution is 
located in an agri-food park. 

Agri-food parks are located near 
metropolises, reducing supply 
chain lead times and increase 
freshness of agriculture produce. 
Urban farming will be stimulated 
in metropolitan areas. This can 
be through farming on rooftops; 
led-based farming in buildings 
producing high volume crops like 
lettuce, tomatoes, mushrooms, etc; 
as well as community gardens.

Our supermarkets and restaurants 
today are offering agriculture 
produce from all over the world so 



that the consumer has access to all 
kinds of fruits, vegetables, meat 
and fish, all year round against 
low costs. Agriculture production 
in the coming years will be more 
serving local and regional market 
needs. Seasonality of produce will 
be back in the supermarket, with 
less global produce (or available for 
those willing to pay high prices).

Therefore, the future of production 
and logistics operations is to 
take the human factor as much 
as possible out of the physical 
operations, to make the operations 
more robust from any future 
human virus outbreaks and 
pandemics. 

Mechanisation of movements 
through conveyor belts, 
automation, digitalisation 
of logistics processes, and 
robotisation of physical actions will 
be important innovations that will 
change production and logistics 
operations in the coming years. 
Freight forwarding and customs 
clearance will likely be replaced by 
artificial intelligence in the coming 
years. The future of manufacturing 
and logistics is not anymore people 
centric, but technology centric!

5. HALAL LOGISTICS AND SUPPLY 
CHAIN MANAGEMENT

The halal industry is a fast-
growing industry, consisting of 
not only food, but also cosmetics, 
pharmaceuticals, modest fashion, 
media & creation, and Muslim 
friendly travel. Halal is not static, but 
is going through an evolution from 
a product approach (to halal), to a 
supply chain approach (to halal), 
where halal requirements are 
addressed all the way from source 
to point of consumer purchase: 
the restaurant, supermarket, or 
customer doorstep in case of 
e-commerce.  

This changing halal requirements 
for companies serving Muslim 
markets in Asia and the Middle 
East, demand brand owners taking 
a supply chain approach to halal, 
similar to a maybe more familiar 
supply chain approach to food/
product safety or cool chains. 
Halal requirements throughout 
the supply chain need to be 
aligned to the halal requirements 
of its destination market, 
effecting sourcing, production, 
and distribution. Halal industry 
will move to halal clusters/parks 
in advanced Muslim markets 
like Malaysia and Indonesia, to 
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leverage the benefits of these halal 
advanced halal eco-systems.

In the coming years halal logistics 
will become mandatory for 
transportation and warehousing 
for various Muslim (majority) 
countries in Asia and the Middle 
East. Halal certified Logistics 
service providers will play a key role 
in supporting management and 
optimisation of halal supply chains. 

The logistics service providers can 
play a far bigger role in organising 
brand owner halal supply chains 
than currently performed, including 
the materials management at 
production plants. Fourth party 
logistics service providers, 
logistics service providers without 
warehouse and transportation 
assets, could be perfect halal 
supply chain orchestrators for 
facilitating brand owner’s halal 
supply chains.

In summary, we live in turbulent 
times where logistics and supply 
chain innovations are required in 
response to market dynamics and 
new government regulations. It is 
certainly all hands on deck now for 
the logistics industry.
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Qatar Airways Cargo Is The First To Use 
Gaussin’s Zero-Emission Innovation: 

The AMDT FULL ELEC

Qatar Airways Cargo is aware of 
the challenges of tomorrow and 
is fully committed to building a 
greener future with its partners,” 
said Guillaume Halleux, Chief Of-
ficer Cargo at Qatar Airways Car-
go.

Christophe Gaussin, CEO of 
Gaussin, commented: “Gaussin is 
pleased to be a partner of Qatar 
Airways Cargo, supporting it in 
its sustainable goals through its 
expertise in designing, assem-
bling and offering smart, con-
nected zero-emissions vehicles 
for freight transportation.”

Gaussin and Qatar Airways Cargo 
signed a contract in 2020 for the 
delivery of 6 AMDTs including an 
option for 50 units. The aim is for 
these transporters to gradually 
replace the cargo airline’s diesel 
pallet carriers, marking another 
step towards Qatar Airways Car-
go's goal of achieving net zero 
carbon emissions by 2050, in line 
with the Qatar National Vision 
2030.

This multi-directional transport-
er for airport cargo operations 
has been developed by Gaussin 
in close collaboration with Qa-
tar Aviation Services Cargo (the 
cargo ground handling subsidi-
ary of Qatar Airways Group). It 
is zero-emissions, 100% electric 
and compatible with all types of 
unit load devices (ULDs).  It has a 
payload of up to 7 tonnes, a bat-
tery life of up to 6 hours and is 
rechargeable, allowing 24/7 use. 
The AMDT FULL ELEC serial pro-
duction version will be locally as-
sembled, in Qatar.

Capable of operating both inside 
and outside of the cargo terminal 
within minimal space, the AMDT 
will reduce the normal footprint 
required for manoeuvring, result-
ing in additional storage space 
and ensuring effective readiness 
of all cargo to be loaded onto the 
aircraft.

Powered by LMP® lithium met-
al polymer batteries capable 
of operating in high tempera-
tures, the AMDT has been spe-
cifically designed for use in the 
weather conditions of the Middle 
East. The state-of-the-art equip-
ment includes integrated weigh-
ing scales that can check pallet 
weight against tag weight, in line 
with Qatar Airways Cargo’s focus 
on maintaining safety and secu-
rity within its operations.

“We at Qatar Airways Cargo are 
proud to be using this innova-
tion and to have played a part in 
its design, taking us a step closer 
to a more sustainable industry. 

Qatar Airways Cargo, the world’s 
leading international air cargo 
carrier, is based in Doha, State of 
Qatar. It serves a global network 
of more than 65 freighter desti-
nations and over 150 passenger 
destinations utilising freight-
ers, belly-hold passenger flights 
and mini freighters. The airline’s 

Gaussin and Qatar Airways Cargo are pleased to announce the successful testing and commissioning of 
the AMDT FULL ELEC automotive multi-directional transporter for air cargo pallets, with production under 

way for delivery in Q2 2022.

freighter fleet includes two Boe-
ing 747-8 freighters, two Boeing 
747-4 freighters, 26 Boeing 777 
freighters, two Airbus A330 mini 
freighters and one Airbus A310 
freighter. It also has an extensive 
road feeder service (RFS) net-
work.

Gaussin is an engineering company 
that designs, assembles and sells 
innovative products and services 
in the transport and logistics field. 
Its expertise encompasses cargo 
and passenger transport, autono-
mous technologies allowing for 
self-driving solutions such as Au-
tomotive Guided Vehicles, and the 
integration of all types of batteries, 
in particular electric batteries and 
hydrogen fuel cells. With more than 
50,000 vehicles worldwide, GAUSS-
IN enjoys a strong reputation in 
four fast-expanding markets: port 
terminals, airports, logistics and 
mobility of people. The group has 
developed strategic partnerships 
with major global players in order 
to accelerate its commercial pen-
etration: Siemens Postal, Parcel 
& Airport Logistics in the airport 
field, Bolloré Ports and ST Engi-
neering in ports and Bluebus for 
mobility of people. GAUSSIN has 
broadened its business model with 
the signing of license agreements 
accelerating the distribution of its 
technology around the world. The 
acquisition of METALLIANCE con-
firms the emergence of an interna-
tional group present in all smart 
and clean vehicle segments.
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The Future Of The Supply Chain
Starts With Sustainability

By Blume Global

To say the last two years have been 
difficult for the supply chain industry 
is a significant understatement. 
From driver shortages to the 
e-commerce boom and pandemic-
related lockdowns fueling 
unprecedented congestion, getting 
goods to retailers and consumers 
in a timely manner has never been 
more challenging. While there 
has been some easing of capacity 
constraints, many of these issues are 
likely to continue well into the second 
half of the year. the coming year 
may look a little different regarding 
sustainability. 

THE IMPORTANCE OF SUPPLY 
CHAIN SUSTAINABILITY FOR 2022 
AND BEYOND 

Supply chains typically have a greater 
impact on the environment than any 
other operation. Between the Paris 
Agreement and shifting consumer 
values, sustainability isn’t optional. 
While it’s undeniably important to 
source products responsibly and 
produce recyclable or reusable 
products, companies also need to 
focus on making the transportation 
and distribution of products more 
sustainable.

In addition to reducing their 
overall carbon footprint, reducing 
their consumption of energy and 
resources, and preserving the planet 
for future generations, sustainability 
can improve a company’s financial 
results. Consumers and investors 
are statistically more willing to buy 
products from or invest in companies 
that follow green practices. Not only 
can going green improve customer 
loyalty and attract new investors, 
but it can also bring companies tax 
benefits.

From a shipper’s perspective, 
sustainability is equally necessary. 
Around 70% of industry stakeholders 
have clients pushing them towards 
sustainable practices. Adopting 
new, greener practices will help 
these stakeholders maintain current 
clients and attract new ones. This is a 
global issue, of course, but if we just 
take the U.S. as an example, we see 
that 7% of the U.S.’ greenhouse gas 
emissions can be attributed to the 
freight transportation sector. These 
emissions will likely double by 2050, 
so committing to sustainability now 
is essential.

In 2022, many companies will be 
looking to localize their supply 
chains. Not only will going local lower 
transportation costs and emissions, 
but it will also enable companies 
to get their products to domestic 
retailers and customers faster — 
even when faced with the shortage 
of truckers in today’s climate.

You can also expect ESG investments 
to rise, clean air to become a higher 
priority, and renewable energy to 
become cheaper. More states may 
require companies to report their 
emissions and energy consumption, 
and many companies may shift 
from a net-zero mindset to a 

climate-positive mindset. Instead of 
simply not contributing more carbon 
dioxide to the atmosphere, they may 
start removing carbon dioxide from 
the atmosphere. 

MAKING SUPPLY CHAINS MORE 
SUSTAINABLE 

Customers, shareholders, shippers, 
and investors want to make the 
supply chain more sustainable, 
but it isn’t easy. Making the supply 
chain more sustainable will take a 
considerable amount of effort, but 
it will be worthwhile in the long run.

To make your supply chain more 
sustainable, you should:

Map It Out

Mapping out your supply chain 
should be one of the first steps you 
take in your journey towards a more 
sustainable supply chain. If you don’t 
understand your supply chain and 
all its moving parts, you won’t know 
where to direct your sustainability 
efforts or which changes are 
necessary.

By gaining increased visibility across 
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your supply chain and taking the 
time to understand your entire 
supply chain, you can determine 
which parts are the riskiest and 
which parts produce the most waste. 
You will also gain a more thorough 
and accurate understanding of the 
challenges your global suppliers 
face, allowing you to make more 
informed choices when deciding 
which changes must be made.

Ensure Your Materials Are Ethically 
Sourced

To have a truly sustainable supply 
chain, you will need to closely examine 
how your suppliers are producing 
and extracting raw materials and 
how they’re communicating with 
you. Using paperless billing and 
communication methods may seem 
like a small gesture, but it will add up 
over time.

You can also keep track of your 
supplier’s transportation times. Long 
transportation times  generally mean 
more carbon dioxide emissions, so 
switching to a local supplier can cut 
carbon emissions. You may even 
save money by choosing a local 
supplier.

Educate Your Staff and Suppliers

A lack of education is often 
responsible for the slow adoption 
of sustainable practices, so creating 
internal training programs is 
essential. Implementing these 
programs will ensure that your 
company’s workers are on the same 
page when it comes to sustainability 
and its importance. When your 
employees understand and 
respect why you’re implementing 
procedural changes and everyone 
is aligned with the same goal, you 
can more quickly progress towards 
sustainability together.

Work With Other Companies

Creating a sustainable supply 
chain is a difficult task that can’t 
be accomplished alone. No single 
person can solve the supply chain 

industry’s problems, and no single 
company can construct a new, more 
sustainable supply chain.

Instead, you must collaborate with 
other companies that occupy the 
same parts of the supply chain to 
develop new, sustainable, universally 
beneficial practices and standards. 
This will enable you to hold your 
suppliers accountable and shift 
the entire industry’s approach to 
sustainability.

Using Technology to Create a More 
Sustainable Future

As we move towards more 
sustainable supply chains, 
technology will play an essential 
role. To make your supply chain more 
sustainable, consider adopting:

Internet of Things Technology: Using 
Internet of Things (IoT) technology 
will let you collect, share and 
analyze accurate data from across 
your supply chain in real-time. 
Thanks to IoT technology, you can 
more easily identify and eliminate 
redundancies in your workflows and 
reduce energy consumption across 
your supply chain. Examples of this 
technology includes GPS sensors 
that give you the exact location of 
containers moving through the 
supply chain and devices attached 
to refrigerated cargo that monitor 
internal temperature.

Artificial Intelligence and Machine 
Learning: Artificial Intelligence (AI) 
and Machine Learning are paving 
the way for a more efficient and 
sustainable supply chain industry. AI 
can more accurately forecast future 
demand, analyze and optimize 
warehouses processes, power 
robotic vehicles, and more, so it’s not 
surprising that AI is expected to help 
reduce greenhouse gas emissions by 
4% in 2030 and decrease operational 
costs. Plus, since 68% of product 
disruptions are due to poor demand 
signaling, using AI can also help 
you ensure your operations run 
smoothly.

SUMMARY

Digitizing your supply chain and 
adopting new technologies will 
enable you to streamline operations, 
remain agile, gain end-to-end 
visibility, and have a significant impact 
when it comes to sustainability. You’ll 
have a clearer understanding of your 
supply chain and where there’s room 
for improvement, allowing you to 
make more meaningful changes 
to your supply chain and keep up 
with consumer demand for more 
sustainable practices. Additionally, 
a digital supply chain will help you 
quickly share accurate data with your 
partner organizations and receive 
information from them, so you can 
ensure they’re adhering to your 
sustainability guidelines.

Blume Global is the only technology 
provider of true end-to-end supply 
chain orchestration solutions, 
empowering manufacturers, 
shippers and other logistics 
companies with visibility and 
execution agility all the way from 
sourcing and manufacturing to final 
delivery, making their businesses 
truly resilient. To learn how these 
resilient technology solutions 
gives customers greater control of 
supply chain sustainability metrics, 
talk to us about how we can work 
together to help reduce your freight 
transportation carbon footprint.



NEW ZEALAND AND SINGAPORE 
SIGN PARTNERSHIPS TO ENHANCE 

FOOD AND TECH INNOVATIONS

Enterprise Singapore managing director Jeffrey Siow, New Zealand Prime Minister Jacinda Ardern and New 
Zealand Trade and Enterprise CEO Peter Chrisp at the signing of the Enhanced Partnership for Growth 

Arrangement at Shaw Centre on April 20, 2022

Singapore and New Zealand have 
strengthened their bilateral col-
laboration by signing two partner-
ships to accelerate innovation in 
trade, food and technology.

New Zealand Prime Minister Rt 
Hon Jacinda Ardern and New 
Zealand’s Minister for Trade and 
Export Growth, Hon Damien 
O’Connor, attended the part-
nership signings as part of the 
trade mission they are leading to 
Singapore and Japan this week.

One key agreement that was signed 
was the Enhanced Partnership for 
Growth Arrangement between 
New Zealand Trade and Enterprise 
(NZTE) and Enterprise Singapore 
(Enterprise SG), which reaffirms 
the commitment by both coun-
tries to strengthen bilateral trade 
and investment.

The agreement seeks to further 
advance collaboration between 
both countries, encouraging 
business leaders to share exper-
tise and knowledge in order to 
develop networks in both mar-
kets. It will focus on deepening 
business alliances in areas of 
common interest, including trade 
and connectivity, and emerging 
technology.

Additionally, Singapore Institute of 
Technology signed a collaboration 
agreement with The FoodBowl, a 
New Zealand government-sup-
ported food innovation network, 
to develop sustainable food inno-
vations that benefit people and 
the planet. 

New Zealand Trade Commissioner 
to Singapore, Maggie Christie, said 
both agreements cemented the 
strategic importance of Singapore 
and New Zealand’s business net-
works, as well as the shared values 
of both countries.

“It’s been wonderful for New 
Zealand and Singapore companies 
to be able to reconnect in person 
and reaffirm our partnerships 
over the course of the mission. 
We are both small island nations 
that are focused on sustainability, 
food security and future-proofing 
our trade, and both countries have 
incredibly passionate and talented 
people who are working together 
to make that happen,” Ms Christie 
said.

This first trade mission is an 
important milestone for the New 
Zealand Government’s Trade 
Recovery Strategy as it looks to 
accelerate the country’s strong 

economic recovery by reconnect-
ing to the world, with Singapore 
recognised as one of its closest 
and most important strategic eco-
nomic partners.

Business leaders joining the trade 
mission span dairy, food and bev-
erage, healthcare, aviation, tour-
ism, supply chain and energy, and 
represent New Zealand’s commit-
ment to sustainable growth and 
innovation in South-east Asia.

Te Taurapa Tūhono | New Zealand 
Trade and Enterprise (NZTE) is 
the New Zealand government's 
international business development 
agency. Our job is to support 
exporters in order to grow a 
productive, sustainable and inclusive 
economy.
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by Tim Foote, Founder of Susymbio

From Grey to Green –
Possible Answers For Our Ocean 

Plastics Conundrum

THE GREEN CORRIDOR

Plato once said: Necessity is the 
mother of invention. This is no 
better demonstrated than by the 
work done by Ocean Purpose 
Project (OPP).

A few weekends ago, I participat-
ed in a beach cleanup organized 
by my local Democrats Abroad 
chapter at Pasir Ris Beach in 
the northeastern corner of Sin-
gapore. For those who are not 
familiar with beach cleanups, 
we basically had to pick up rub-
bish strewn along the coast on 
the beach and in the mangrove 
forest. Rubbish found included 
Styrofoam, food packaging, face 
masks, plastic bottles, cigarette 
butts, and many other items that 
should never have gone into the 
ocean to begin with. It was a 
sweaty, dirty, yet oddly cathartic 
experience — it made me feel 
better for having done some-
thing good for our planet.

But relying on people to hand-
pick ocean trash on weekends 
is an exercise in futility. Current 
projections by researchers say, 
in 20 years, there will be three 
times the volume of garbage for 
me to pick up on one Saturday 
morning. In fact, if we don’t do 

anything to reverse the trend, 
the world’s oceans are on track 
to becoming home to more plas-
tic than fish by 2050. This is grim 
news for our aquatic environ-
ments and marine life, and ulti-
mately our future generations as 
well.

While there are efforts to reduce 
plastic use in all aspects of out 
lives, we are still left with a plas-
tics industry that is producing an 
ever-growing sea of plastic for a 
society that has no real end-of-
product solutions. If ever there 
was a time to tackle the plastics 
waste problem, it is now.

Enter OPP, a startup with a three-

prong approach to solving the 
plastics problem — plastics-to-fu-
el technology, bioplastics/biore-
mediation, and changing soci-
ety’s behavior. OPP was founded 
by Mathilda D’Silva, who grew up 
next to the ocean and fell in love 
with it. In 2020, following a suc-
cessful career in entertainment, 
she decided to become a full-
time advocate for change and 
started OPP.

WHY HYDROGEN?

Hydrogen is considered by many 
as one of the fuels that will usher 
in a carbon-free energy future 
that we desperately need. When 
it’s converted to power, the only 
emission produced by hydrogen 
is water. It is for this reason that 
the trucking and shipping indus-
tries have seen development 
projects for hydrogen engines. 

While hydrogen can be produced 
by electrolysis (see my last col-
umn, which describes my visit 
to Energy Observer and how she 
uses sea water to produce the 
energy to power herself), there is 
also hydrogen locked in plastics 
that can be released by a cata-
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Tim Foote runs Susymbio, a 
boutique consulting firm advising 
on e-commerce logistics solutions 
and sustainability program 
management services. Tim has 
held various positions with MNCs, 
gaining a wide knowledge and 
expertise in logistics operations. 
He crafted delivery solutions 
for e-commerce clients and 
managed supply chains for several 
chemical and freight forwarding 
companies. At DHL eCommerce’s 
first Asia Pacific Head of Go Green, 
he put in place  carbon footprint 
management, sustainability 
training, illegal wildlife smuggling 
monitoring training, and employee 
engagement. Tim volunteers 
his free-time with the Singapore 
Wildcat Action Group, a not-for-
profit organization that raises 
awareness and funds for wildlife 
conservation.

Timothy Foote 
Founder of Susymbio

lyst. OPP works with scientists 
at Nanyang Technological Uni-
versity Singapore and Bluefield 
Renewable Energy to build cost-
effective solutions to take ocean 
plastic waste and turn it into low-
carbon fuels.

Mathilda describes it best when 
she calls it a “grey to green” hy-
drogen solution. “Grey” because 
the raw material plastic has al-
ready emitted green house gas-
es during its production. “Green” 
because this plastic is being con-
verted to a clean non-emitting 
fuel.

Plastics that have been floating in 
the ocean contain organic pollut-

ants and cannot be cleaned well 
enough to be recycled, which 
means incineration or burial in 
landfills is the only way to dis-
pose of the trash collected. Thus, 
the conversion to hydrogen fuel 
seems a great choice if the oper-
ation can be scaled up. The real-
ity today is that we have already 
accumulated piles and piles of 
plastic trash and those piles are 
located exactly where the clean 
hydrogen fuels are needed for 
thirsty transportation engines. I 
applaud Mathilda and her OPP 
team for their ingenious efforts 
in trying to solve the plastic pol-
lution crisis!
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