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recovery processes, make our infrastructure more 
robust, deploy excursion alerts and introduce more 
procedures on Do’s & Don’ts – but is this resilience?

Systems and technology deliver what they have been 
configured to do. Usually based on the users’ thinking 
and understanding of business needs. Technology 
on it’s own cannot deliver complete resilience, if the 
organisation’s culture is not resilient, even with the 
inclusion of AI and ML.

A Corporate resilient culture is made up of its parts, 
where individuals collectively embrace a “resiliency 
culture” that enables them to shape the way they do 
things using technology as an enabler.

This resilience shows up in their behaviour, whilst 
living the purpose of their organisations. It is the 
degree of agility in their mindset, the readiness of 
their capabilities and the resiliency in their culture, 
that will enable organisations to achieve success 
despite the rough waters they have to navigate in.

Understanding these fundamentals, developing a 
collective resiliency culture and practicing them, we 
will find our true resilient capabilities and discover 
our agility is significantly enhanced.

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 and stay safe!

Joe Lombardo 
Editor-in-Chief LogiSYM Magazine

Dear Readers,

No sooner did we overcome the pandemic and the 
consequences it left in its wake, that we need to  take 
stock of the new landscape ahead of us. The turmoil 
in financial markets pleases some, as it is where 
fortunes can be made but also lost – but is considered 
somewhat speculative by others.

But for industry, speculation is the last thing that we 
can afford to meddle with. Indeed, taking risks is a 
very delicate balance and rightly so. However, being 
over cautious can limit opportunities. And this is 
where Corporate culture differs between successful 
companies. Understanding resilience is crucial. 

Often we think that resilience is about automation, 
technology and becoming more digitialised in the 
way we run our businesses. This in part is correct, but 
not complete. Systems, technology and digitalisation 
alone do not achieve resilience. No doubt that 
adopting new technologies will deliver a degree level 
of resilience but is not enough to claim Corporate 
resilience.

Resilience is sometimes confused with crisis 
management. But the two are very different. Having 
robust infrastructure will certainly aid the recovery 
from an unexpected crisis and the manner in 
which the organisation responds  will demonstrate 
resilience in restoring a level of normalisation. 
However, this is a reactive mode and not necessarily 
the test of resilience in the organisation.

The question is, what happens after a crisis ?  
Organisations reflect on the causes, the learnings and 
what needs to be done better. We improve disaster 

.......Our Resilience is Being Tested 
Again.... !



Consumers trust recommendations from third parties more than 
they trust a brand itself. 70% of people will trust a review from a 
complete stranger as opinions and recommendations are by and 
large more influential when they do not come from the source 
itself. Additionally, most marketers include company logos and 
testimonials as proof on materials pages to strengthen trust and 
influence visitor behaviour.

The combined magazine platforms of LogiSYM and CargoNOW offer one of 
the largest circulations globally and are the biggest in the Asia Pacific region. 
Coupled with this, LogiSYM and CargoNOW hold world-class symposiums in 
various parts of Asia and the Middle East and have been doing so for more  
than 8 years.
 
The online presence of the brands is second to none and this is further strengthened by our high visibility 
on social media such as Facebook and LinkedIn.
 
In this Influencer or Platform Partnership, LogiSYM will provide significant influencer reach across the 
supply chain industry which include the following platforms:

When working on the Influencer / Platform Partnership, partners have the opportunity to choose which 
options they feel will give them maximum reach and success and planning and pricing will be structured 
along the desired activities. Contact Harjeet@logisym.org for more information.

LogiSYM offers marketers a range of promotional 
options to reach your target audience, generate 
quality leads and increase conversion rates.

Articles in two of the largest circulation 
supply chain publications globally

Press-releases

Webinar sponsorships

Online advertising

Industry led symposiums across the 
region

Surveys & survey analysis

Advertisements in two of the largest 
circulation supply chain publications

Online articles

Content syndication

White label reports and thought 
leadership articles

eDMs 

Social media – LinkedIn, Facebook, 
YouTube

Grow Your Brand Through
Platform Partnership
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If you are not travelling, and for the most part even if you are, COVID is now seen as 
more of an inconvenience and for some it is even fading from memory. Yes, you have 
the constant news emerging from China about a 'spike' and mass testing and possible 
shut downs but as we navigate this bumpy road to a better normal, the full blown 
COVID crisis seems but a distant memory.

For Logisticians to contend with now, we have the war in Ukraine, talks of a slowdown 
for many economies, fluctuating fuel prices, weather extremes and other challenges to 
keep us occupied but as any Logistician worth his salt will tell you, albeit the frequency 
and scale, dealing with disruptions are not new and pretty much par for the course for 
most of us. 

As we enter into 2023, at the Logistics Society, we hold out hope that sanity will prevail 
and that countries, organisations and individuals will act in the common interest and 
global good and avoid escalating or exacerbating issues as they continue to unfold and 
develop.  COVID has for many been a forced reset of how we think and what we do so 
rather than resort to the 'old ways' of doing things, we can emerge stronger and better. 
We all have a part to play.

We hope you find this issue of LogiSYM useful and informative and as always we 
welcome the feedback and comment from our readers.

Raymon Krishnan, FALA, FCILT, CLP 
President  
The Logistics & Supply Chain  
Management Society

Here We Go Again...
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Global supply chain disruption 
has become commonplace, 
forcing the industry to see 
beyond the traditional means 
of working. Especially the 
COVID-19 pandemic has 
changed the way the industry 
operates. The reasons for such 
shifts have been to eliminate 
bottlenecks, enhance 
productivity, eliminate waste, 
remove duplication, and drive 
cost improvements. However, 
while the changes have 
been phenomenal and much 

needed, decarbonisation is 
one important aspect that 
demands serious attention by 
all stakeholders to mitigate the 
ongoing disruption caused by 
climate change which enforced 
the introduction of global and 
local carbon neutralisation 
goals and measures. As a result, 
organisations are consciously 
moving towards reducing 
carbon footprints while also 
managing costs, profitability, 
employee retention, and 
growth. 

INCREASING THE PRESSURE 
OF NET ZERO CARBON 
FUTURE CHALLENGES SUPPLY 
CHAINS

Decarbonisation is inevitable 
and a fact that many 
industries are now focusing 
on. Government agendas 
create clear pathways for 
industries to relook at their 
carbon emissions and commit 
to the net-zero agendas. COP 
26, held in 2021, successfully 
showcased renewed vigor 
for countries to accelerate 
action towards the goals of 
the Paris Agreement and the 
UN Framework Convention 
on Climate Change. The UAE 
has launched UAE Net Zero 
by 2050, which aligns with 
the Paris Agreement. The 
Ministry of Climate Change 
and Environment (MOCCAE) 
will lead and coordinate efforts 
to execute the UAE Net Zero 
by 2050 strategic initiative 
and ensure collaboration 
at a national level to fulfill 
this objective. Stakeholders 
in key sectors, such as 
energy, economy, industry, 
infrastructure, transport, 
waste, agriculture, and the 
environment, will update 
relevant strategies, plans 

Resilience for Supply Chain 
Decarbonisation

Opinion Editorial by Dr. Shereen Nassar, Global Director of Logistics Studies and Director of MSc Logistics 
and Supply Chain Management Suite at Heriot-Watt University Dubai



and policies and implement 
initiatives and projects to 
achieve net zero by 2050 in line 
with their needs and growth 
requirements. 

Logistics and supply chain 
operations are common 
activities across different 
businesses that directly 
impact their environmental 
performance and response to 
the net-zero growing pressure. 
However, it is far more 
challenging when considering 
the network and stakeholders 
perspectives in the discussion of 
decarbonisation and net-zero 
goals. This is because supply 
chains can be exceptionally 
intricate; they are multitiered, 
sometimes spanning multiple 
geographies. Due to the 
ever-increasing complexities 
of supply chains, they 
are susceptible to lack of 
transparency and a weakened 
level of control. Across the 

supply chain, organisations 
struggle to foresee and 
control risks, such as varying 
regulatory environments, 
political landscapes, national 
cultures and behavior patterns, 
and societal expectations. 
Putting added pressure on 
the industry to create better 
pathways into decarbonisation 
and sustainability. 

According to a 2021 report by 
World Economic Forum and 
BCG, eight global supply chains 
account for more than 50 per 
cent of annual greenhouse 
gas emissions. These includes 
Food, construction, fashion, 
fast-moving consumer goods, 
electronics, automotive, 
professional services and 
freight The reports say that 
only a small proportion of 
these emissions are produced 
during final manufacturing 
and that most are embedded in 
the supply chain. For example, 

base materials, agriculture, 
and freight transport are 
needed to move goods around 
the world.

There are many ways in which 
the industry can implement 
changes. For example, as 
transportation contributes 
heavily to greenhouse 
gas emissions, adopting 
sustainable fuels—could be key 
to reaching net-zero targets. 
Sustainable fuels include 
biofuels such as hydrotreated 
vegetable oil (HVO) or 
bioethanol and synthetic fuels 
(synfuels) such as ammonia 
or methanol. Additionally, the 
use of electric vehicles can also 
significantly contribute to the 
industry's sustainability. These 
activities will allow for faster 
decarbonisation of fleets in 
the short term. However, the 
industry has been slow in 
adopting alternative fuels due 
to the high costs of sustainable 
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fuels, which are not yet 
feasible and is augmented by 
the complex nature of logistics 
and supply chain activities. 
However, the long-term net-
zero goals are phenomenal.

SUPPLY CHAIN RESILIENCE 
PRINCIPLES ARE THE 
FOUNDATION OF CARBON 
NEUTRALISATION

While the supply chain industry 
has a long road toward 
achieving carbon neutrality, 
readiness and preparedness 
must be developed faster 
before it is too late from the 
environmental and regulatory 
perspectives. The maturity 
level of a supply chain is a 
key indicator for the carbon 
neutrality adoption plan and 
performance. Early adopters 
of decarbonisation practices 
are from supply chains with 
high maturity levels, such as 
Apple and DHL, which apply 
best practices in managing 
their supply chains considering 
the network design and 
stakeholders approach and 
they are equipped with the 
technical, economic and 
managerial capabilities to 
make the required change at 
high success rate. This was 
easily evident in the business 
response to COVID-19 
disruption. Well-established 
global supply chains were 
able to recover faster and to 
maintain sustainable growth. 
That was not the case for 
many other supply chains. The 
recent large disruption taught 
us that resilience is core for 
mitigating risks. It needs to 
be not only the main supply 
chain and business strategy 
but an integral part of the 

business culture and values. 
Decarbonisation is a different 
source of risk for businesses 
and requires a proactive 
response. A resilient supply 
chain is core to achieving 
carbon neutrality; the same 
principles apply here.

A resilient supply chain is agile, 
flexible, and responsive. Supply 
chain agility, flexibility and 
responsiveness can positively 
impact the sector. For example, 
an agile supply chain support 
responsiveness, flexibility, and 
swiftness to manage how well 
a supply chain entity operates 
daily. Flexibility and agility 
will help the supply chain 
to respond to changes and 
unforeseen circumstances 
within short notice. Agility 
and responsiveness will 
significantly impact and 
continue to impact net-zero 
goals by recognising risks that 
can be managed before they 
negatively impact sustainability 
goals in the long term. To 
this end, a resilient supply 
chain requires a collaborative 
approach among its partners 
to achieve decarbonisation 

goals, rethinking supply chain 
network design in a way that 
can  reduce carbon emissions  
and a culture that nurtures risk 
management.

MAP THE SUPPLY 
CHAIN TO GUIDE YOUR 
DECARBONISATION JOURNEY

Moreover, the companies must 
have clear pathways to their 
decarbonisation ambitions 
and actively map the journey. 
Most businesses focus on 
Scope 1 & 2 emissions of 
the Greenhouse gas (GHG) 
protocol which are mainly 
related to the direct emissions 
produced by the company 
and the indirect emissions 
via the purchase of energy; 
here the focus is individual 
company perspective. 
However, businesses need 
to clearly understand their 
supply chains and the sources 
of high carbon footprint as 
bottlenecks towards net-zero 
value chain. This should cover 
Scope 3 emissions of the 
GHG’s protocol which is the 
toughest carbon emissions 
to capture. This is because 



Dr Shereen Nassar is the Global 
Director of Logistics Studies and 
the Director of the MSc Logistics 
and Supply Chain Management 
programmes at Heriot-Watt Uni-
versity Dubai.

Dr Nassar’s main research inter-
est is sustainability and supply 
chain resilience. She has pub-
lished a number of research pa-
pers and book chapters in areas 
such as automotive recall risk 
and social sustainable supply 
chain performance, sustainable 
maritime logistics, supply chain 
information security, contempo-
rary disruptive business applica-
tions of blockchain technology, 
smart cities and implementation 
challenges.

Dr. Shereen Nassar 
Global Director of Logistics 
Studies and Director of MSc 
Logistics and Supply Chain 

Management Suite at Heriot-
Watt University Dubai

it covers emissions from 
activities related to upstream 
and downstream supply chain, 
i.e., those not under direct 
control. According to McKinsey 
& Company June 2021, Scope 
3 emissions represent the 
majority of carbon footprint 
for most companies that could 
be as high as 80 -90 per cent 
in some cases. The aim is to 
achieve an end-to-end carbon 
emissions transparency that is 
challenging to attain due to the 
lack of mature carbon capture 
and transparency mechanisms 
in the upstream supply chain.

Closer collaboration and 
increased transparency among 
those involved in the supply 
chain operations including 
customers, suppliers and other 
stakeholders are required to 
build a more tight-knit outlook 
toward sustainability. The way 
to achieve such goals is never 
single-handedly managed. It 
requires the entire group of 
contributors to buy in on the 
concept and to be engaged to 
make headways into achieving 
those ambitions. Although 
tracking carbon emissions 
under Scope 3 is challenging, 
advanced technology could 
be an enabler and can help 

organisations to capture 
and track their carbon 
emissions throughout the 
supply chain with the help 
of artificial intelligence and 
internet of things powered 
tools that are now available. 
These tools allow those 
involved in the supply chain, 
including logistics companies, 
manufacturers, transportation 
organisations, exporters, and 
importers, to have a clear view 
of their environmental impact, 
providing them the chance to 
course correct. The utilisation 
of advanced technologies need 
to be scaffolded by supply 
chain governance mechanisms 
that nurture carbon emissions 
transparency through supplier 
engagement in these initiatives 
as core for carbon emission 
reductions.

Supply chain carbon emissions 
optimisation requires 
designing/redesigning for 
sustainability that covers 
products, value chain and 
sourcing strategy. In addition, 
a wider engagement in the 
industry and sector initiatives 
should support higher 
commitments, sharing best 
practices and certification. 
The industry no doubt needs 

a full-fledged plan to support 
its net-zero pathway and 
ambitions. While it cannot 
be achieved alone, global 
governments and the industry 
are continuously looking for 
ways to improve sustainability 
while also building efficiency 
and positively contributing to 
the country's economy. This 
instigates the urgent call for 
developing carbon capturing 
and tracking mechanisms, 
accounting and regulatory 
foundations that should guide 
implementation plans.
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Etihad Doubles Cool Storage Capacity 
at Abu Dhabi Airport’s Cargo Village 

to Satisfy Pharma Business

Abu Dhabi, United Arab 
Emirates – Etihad Cargo, 
the cargo and logistics arm 
of Etihad Aviation Group, in 
partnership with Etihad Air-
port Services and Abu Dhabi 
Airports, are preparing to 
launch a new state-of-the-art 
pharmaceutical cool chain 
facility. Due to go into opera-
tion soon, the facility will sig-
nificantly expand Abu Dhabi 
International Airport’s (AUH) 
pharmaceutical handling and 
storage. 

Etihad Cargo's customers 
will benefit from the carrier's 
expanded International Air 
Transport Association (IATA) 
Center of Excellence for In-
dependent Validators (CEIV) 
Pharma certification for 
pharmaceutical and life sci-
ence logistics and provision 
of world-class, end-to-end 
temperature-controlled solu-
tions for the transportation 
of pharmaceuticals across 
the carrier's global network. 

Prior to the opening of the 
new pharmaceutical facil-
ity at the carrier's Abu Dhabi 
hub, Etihad Cargo transport-
ed over 50,000 tonnes of cool 
chain products, including 
pharmaceutical and health-
care products via its PharmaL-
ife product and fresh produce 
via its IATA CEIV Fresh-certi-
fied FreshForward product, 
in the past twelve months. 
The launch of the expanded, 
dedicated pharmaceutical 
hub will double Abu Dhabi 
Airport’s cool chain storage 
capacity and enhance the air-
port’s capabilities for the stor-
age, handling and transpor-
tation of cool chain products.

"Etihad Cargo is proud to have 
collaborated closely with Eti-
had Airport Services and Abu 
Dhabi Airports to launch the 
new pharmaceutical storage 
and handling facility. The ex-
panded infrastructure will of-
fer best-in-class pharmaceu-
tical shipment solutions to 

Etihad Cargo’s customers and 
is the latest step in support-
ing Abu Dhabi's vision to ce-
ment its position as a global 
pharmaceuticals and life sci-
ences hub," said Martin Drew, 
Senior Vice President Global 
Sales & Cargo at Etihad Avia-
tion Group. "This joint venture 
located at Etihad Cargo’s hub 
at Abu Dhabi International 
Airport provides the perfect 
location to link the Middle 
East to not only Asia and Eu-
rope, but also the US and Af-
rica, so life-saving medicines 
and the latest treatments can 
be transported seamlessly 
around the world to those 
that need them the most. 
Investment into the carrier's 
infrastructure and Abu Dhabi 
hub will enable Etihad Cargo 
to meet the future challenges 
of the pharma supply chain 
and will play a significant role 
in co-creating a robust and 
future-proof healthcare eco-
system here in the UAE and 
around the world." 

• Etihad Cargo, Etihad Airport Services and Abu Dhabi Airports are preparing to launch a new 
state-of-the-art pharmaceutical cool chain facility at the Abu Dhabi hub.

• The facility will double the cool chain capacity at the airport and support the logistics require-
ments for the latest in specialised medication and life science.

• The 3,000-square-metre facility is equipped with the latest technology and is in full alignment 
with Abu Dhabi's vision of becoming a life science and pharmaceutical hub.
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The additional 3,000 square-
metre facility comprises the 
latest technology and fea-
tures, including bulk loading 
docks with levellers, high-
speed roll-up shutters, insu-
lation and a real-time tem-
perature monitoring system, 
which will enable faster and 
more efficient loading with 
stricter temperature controls, 
increased storage space, ad-
ditional build-up and break-
down zones for improved 
production workflows and 
upgraded cool chain facilities 
for Etihad Cargo's PharmaL-
ife handling and storage op-
erations. The new facility will 
also feature new x-ray screen-
ing for customs inspections 
within a fully temperature-
controlled environment and 
new dedicated thermal cov-
ers.

Steven Polmans, Vice Presi-
dent of Business Develop-
ment & Regulatory Affairs at 
Abu Dhabi Airports Free Zone 
(ADAFZ) said, "The upcom-
ing launch of this dedicated 
pharmaceuticals storage and 
handling facility will enhance 
AUH’s capabilities as a car-
go hub and aligns with Abu 
Dhabi's vision of becoming a 
global business, pharmaceu-
tical and life science hub. The 
strong collaboration between 
Etihad Cargo, Etihad Air-
port Services and Abu Dhabi 
Airports will continue to in-
crease pharmaceutical cargo 
volumes and further position 
Abu Dhabi as a major solu-
tions provider in the logistics 
supply chain." 

The new cool chain facility 
will enable the safe storage 

and handling of a vast range 
of pharmaceutical products 
requiring different tempera-
tures and conditions. To meet 
the requirements for trans-
porting dangerous goods in 
frozen and deep-frozen con-
ditions, PharmaLife provides 
premium tailored solutions 
to handle temperature-con-
trolled conditions from -80 
to 25 degrees Celsius via the 
carrier's portfolio of leased 
active and hybrid containers. 
Etihad Cargo also utilises tra-
ditional containers that meet 
standard temperature re-
quirements, from 2 to 8 and 
15 to 25 degrees Celsius.

Jubran Al Breiki, General 
Manager at Etihad Airport 
Services – Ground & Cargo, 
said, "This state-of-the-art 
pharmaceutical facility has 
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Etihad Cargo is the cargo 
and logistics arm of the Eti-
had Aviation Group. Since 
its establishment in 2004, 
Etihad Cargo has grown 
rapidly to become one of 
the leading air cargo car-
riers in the world, offering 
customers a range of cargo 
products and services to 
five major continents. Its 
hub in Abu Dhabi is strate-
gically located at the centre 
of the world's busiest trade 
lanes, providing an integral 
link between Asia, Europe, 
North America, Australia 
and Africa.

In addition to general 
cargo, Etihad Cargo offers 
a wide range of specialty 
products including live ani-
mals, dangerous goods, 
valuables and vulnerables, 
personal effects, as well 
as its market leading cold 
chain products (the latter 
holding IATA's stringent 
Centre of Excellence for In-
dependent Validators certi-
fications for both Pharma-
ceutical and Perishables 
Logistics, as well as Live 
Animals Logistics).  

About Etihad Cargo

been made possible through 
the partnership between Eti-
had Airport Services, Etihad 
Cargo and Abu Dhabi Air-
ports and the expertise each 
brings to a project of this 
scale. In addition to offering 
a fully equipped pharmaceu-
ticals centre, temperature-
controlled rooms and 24/7 
end-to-end cargo support, 
the innovative systems with-
in the facility enable phar-
maceuticals to be effectively 
tracked and traced. This ben-
efits Etihad Cargo's custom-
ers and all other stakeholders 
with greater transparency, 
real-time status updates and 
makes the transportation of 
cargo quicker and more effi-
cient." 

From the newly established 
pharmaceuticals hub, Eti-
had Cargo will continue to 
work closely with customers 
and partners to ensure the 
smooth, efficient, safe and 
on-time delivery of pharma-
ceuticals and life sciences 
products. To meet the re-
quirements of personalised 
medication and treatment, 
including cell and gene thera-
pies, Etihad Cargo is explor-

ing the utilisation of artificial 
intelligence to improve fore-
casting and automation to 
enhance the carrier's current 
capacity and capabilities. 

Via the expanded cool chain 
facility, Etihad Cargo will also 
be further investing in sus-
tainable solutions to make 
the transportation of phar-
maceuticals more environ-
mentally friendly, in line with 
Etihad Aviation Group's sus-
tainability plans and pledge 
to achieve net-zero carbon 
emissions by 2050. The carri-
er has already replaced 3,000 
containers from its original 
aluminium unit load device 
(ULD) fleet with a more en-
vironmentally friendly, light-
weight version. More recent-
ly, Etihad Cargo entered into 
a memorandum of under-
standing (MOU) with B Medi-
cal Systems to develop and 
launch the world's first air-
line-specific passive temper-
ature-controlled container. In 
the coming months, Etihad 
Cargo will be participating in 
Pharma. Aero's green phar-
ma lane project, expanding 
on the successful launch of 
Pharma Corridor 2.0.
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Man is the only animal that 
laughs and weeps, for he is 
the only animal that is struck 
with the difference between 
what things are and what they 
ought to be. - William Hazlitt 
(1778-1830)

A Ferrari has a steering wheel. 
A fire truck also has a steering 
wheel.

A Ferrari has a clutch, brake 
and accelerator. A fire truck 
also has a clutch, brake and 
accelerator.

Most Ferraris are red. Most fire 
trucks are also red.

A new Ferrari costs several 
hundred thousand dollars. A 
new fire truck also costs several 
hundred thousand dollars.
Ergo, Ferrari = Fire Truck.

That was an absurd leap 
to make, I know, but no 
more absurd than using the 
terms "sales plan" and "sales 
forecast" interchangeably in 
a retail setting. Yes, they are 
each intended to represent 
a consensus view of future 
sales, but that's pretty much 
where the similarity ends. They 
differ significantly with regard 
to purpose, level of detail and 
frequency of update.

PURPOSE

The purpose of the sales plan 
is to set future goals for the 
business that are grounded 
in strategy and (hopefully) 
realism. Its job is to quantify 
and articulate the "Why" and 
with a bit of a light touch on 
the "What" and the "How". It's 
about predicting what we're 
trying to make happen.

The purpose of the operational 
sales forecast is to objectively 
predict future customer 
behaviour based on observed 

customer demand to date, 
augmented with information 
about known upcoming 
occurrences - such as near 
term weather events, planned 
promotions and assortment 
changes - that may make 
customers behave differently. 
It's all about the "What" and 
the "How" and its purpose is 
to foresee what we think is 
going to happen based on all 
available information at any 
one time. 

Your Sales Plan is NOT
a Forecast!

Feature Article by Jeff Harrop - Supply Chain Educator and Consultant
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LEVEL OF DETAIL

The sales plan is an aggregate 
weekly or monthly view of 
expected sales for a category 
of goods in dollars. Factored 
into the plan are category 
strategies and assumptions 
("we'll promote this category 
very heavily in the back 
half" or "we will expand the 
assortment by 20% to become 
more dominant"), but usually 
lacking in the specific details 
which will be worked out as the 
year unfolds.

The operational sales forecast 
is a detailed projection by 
item/location/week in units, 
which is how customers 
actually demand product. It 
incorporates all of the specific 
details that flow out of the sales 
plan whenever they become 
available.

FREQUENCY OF UPDATE

The sales plan is generally 
drafted once toward the end 
of a fiscal year so as to get 
approval for the strategies 
that will be employed to 
drive toward the plan for the 
upcoming year.

The operational sales forecast 
is updated and rolled forward 
at least weekly so as to drive 
the supply chain to respond 
to what's expected to happen 
based on everything that has 
happened to date up to and 
including yesterday. "

"RECONCILING" THE PLAN 
AND THE FORECAST

Being more elemental, the 
operational forecast can be 
easily converted to dollars and 
rolled up to the same level 
at which the sales plan was 
drafted for easy comparison.

Whenever this is done, it's not 
uncommon to see that the 
rolled up operational forecast 
does not match the sales plan 
for any future time period. 
Nor should it. And based on 
the differences between them 
discussed above, how could it?

This should not be panic 
inducing, rather a call to action:

"According to the sales plan 
that was drafted months ago, 
Category X should be booking 
$10 million in sales over the 
next 13 weeks."

"According to the sales 
forecast that was most recently 
updated yesterday to include 
all of the details that are driving 
customer behaviour for the 
items in Category X, that ain't 
gonna happen."

Valuable information to have, 
is it not? Especially since the 
next 13 weeks are still out 
there in a future that has yet to 
transpire.

Clearly assumptions were 
made when the sales plan was 
drafted that are not coming to 
pass. Which assumptions were 
they and what can we do about 
them?

While a retailer can't directly 
control customer behaviour 
(wouldn't that be grand?), 
they have many weapons 
in their arsenal to influence 
it significantly: advertising, 
pricing, promotions, 
assortment, cross-selling - the 
list goes on. 

The predicted gap between the 
plan and the forecast drives 
tactical action to close the gap: 
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Maybe it turns out that the 
tactics you employ will not close 
the gap completely. Maybe 
you're okay with it because 
the category is expected to 
track ahead later in the year. 
Maybe another category will 
pick up the slack, making the 
overall plan whole. Or maybe 
you still don't like what you're 
seeing and need to sharpen 
your pencil again on your 
assumptions and tactics.

Good thing your sales plan 
is separate and distinct from 
your sales forecast so that you 
can know about those gaps 
in advance and actually do 
something about them.



Piecing Together the
SIOP Process

Feature Article by Madeline Smith - Supply Chain Management Consultant at Clarkston Consulting
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Sales, Inventory, Operations 
Plan (SIOP) is a process within 
many successful supply chain 
organisations that recognizes 
the integral relationship 
between all departments 
in the company, but how do 
you piece together an SIOP 
process? Read below for a 
guide to solving the SIOP 
puzzle for your organisation. 

WHAT IS A SIOP PROCESS?

Almost everyone loves a good 
puzzle; putting the pieces 
together one by one allowing 
them to create a perfectly built 
masterpiece is oddly satisfying! 
Building a puzzle takes time, 
patience and regardless of 
its size, takes a great deal of 
perseverance.  As we know, a 
puzzle never comes fully built; 
it starts off as individual pieces 
that work together to connect 
a pathway to a final result. 
Without the support from each 
individual piece, you would be 
left with an incomplete puzzle. 
The SIOP process is much like 
a puzzle. There are pieces of 
the process that fit perfectly 
together, working together 
to connect a pathway not 
only to a final result, but to a 
sustainable, successful process 

that allows organisations the 
ability to operate as a perfectly 
built masterpiece. 

There are many important 
functions that make up a supply 
chain but one in particular 
which also drives many 
executive decisions, defines the 
needs of future business is the 
SIOP process.  SIOP stands for 
“Sales, Inventory, Operations 
Plan”, not to be confused with 
“S&OP”. One might wonder if 
there is a difference between 
the two acronyms or if its 
personal preference on which 
acronym your organisation 
uses? The answer is yes, there 
is a difference between the two 

although trivial in comparison. 
Both share the same objective 
of getting the right inventory to 
the right place at the right time; 
but in a SIOP process there is 
a greater focus on reaching 
higher levels of Inventory 
optimisation requiring more 
leading-edge planning 
capabilities, thus benefiting the 
business more effectively.  By 
adding emphasis on inventory 
optimisation companies 
can benefit from having the 
capacity for planned service 
levels, demand volatility, and 
lead time variation for each 
of their SKU’s. Traditional 
S&OP planning often deals 
with product families or wide-
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ranging product categories 
and though providing valuable 
data, this process delivers 
results at an aggregate or 
macro level. With the addition 
of inventory optimisation 
capabilities in the SIOP 
process, demand plans can 
be understood further, or at a 
micro economic level which in 
most cases is the SKU level. 

While driving more 
effectiveness in an organisation 
is a key component to its 
success, a greater form of 
effectiveness is knowing and 
fully executing on those key 
components. As stated earlier, 
much like a puzzle the SIOP 
Process consists of specific 
“pieces” or departments that 
work together to connect more 
meaningful purpose to the 
process, better known as cross 
functional collaboration. The 
core departments included 
in SIOP are sales, demand 
planning, supply planning, 
purchasing, marketing, 
finance and lastly and most 
importantly, executive 
leadership. I won’t get into the 
specifics of each department, 
but it’s important to know 
and recognize that each of 
them plays a very critical role 
in the process. Without the 
support from each of these 
departments, again, much like 
a puzzle, you would be left with 
an incomplete process. 

SIOP PROCESS: STEPS TO 
BUILDING THE PUZZLE

It seems like a straightforward 
process … buy the puzzle, open 
the box, take out the pieces, and 
begin putting them together. 
Conversely, there’s quite a bit 
more to it than just that! Any 

skilled puzzle person knows the 
best and most effective way to 
begin your puzzle is to always 
take the time to follow certain 
steps. Time spent upfront will 
result in faster, satisfying and 
productive results. Leaders 
across the globe who execute 
on a SIOP process know this to 
be true as well. Executing with 
a proper SIOP process does not 
happen overnight; much like 
the old saying “Rome wasn’t 
built in a Day”, neither is SIOP. 
There are many strategies 
organisations use prior to 
implementing the process and 
as a working, educated leader 
in SIOP who has assisted in 
pioneering the process in an 
organisation, I have found 
the best methods, or steps to 
take is to ensure the following: 
Have a clear vision and focus, 
accepting adaptability and 
shared accountability. 

CLEAR VISION AND FOCUS 

The development and 
deployment of successful 
teams and/or processes 
cannot take place without 

clear leadership and a game 
plan that is understood. A 
clear vision and focus builds 
direction which then allows 
for realistic objectives and 
expectation setting.  The vision 
should be clearly understood 
with a compelling call to action; 
a prophetic image of what’s 
to come. The focus is then 
turning this vision into a reality. 
In a SIOP process, the vision is 
fairly straightforward; the right 
inventory at the right place at 
the right time. The focus aspect 
then comes from identifying 
things like standardized 
works or standard operating 
procedures associated with 
each cross functional team’s 
aim at compliance. The vision 
of the process begins to be built 
on the reality with sustainable 
firmness to it. The vision 
will not change however the 
focus points may shift given 
unforeseen circumstances, 
i.e. a worldwide pandemic! As 
long as your organisation does 
not lose sight of the vision, 
sustainability can always be 
managed.
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ACCEPTING ADAPTABILITY
 
It’s common knowledge that 
the one thing in life that appears 
to be constant is change. 
When change is introduced 
in an organisation having the 
ability to adapt to the change 
and accept the change will be 
a critical component to the 
success of the organisation. 
Speaking from experience, 
introducing a SIOP process 
will quickly reveal the ability 
to adapt (or not!) from those 
involved in the process to 
surface. The SIOP process is 
a clearly defined method that 
requires steps to be taken and 
not ignored, overlooked or 
worked around. This requires 
a great deal of resilience and 
accountability (which we will 
soon get to) from all cross 
functional teams. Leaders 
in supply chain, specifically 
those driving the SIOP process 
have soon realized that 
adaptability and behaviors 
go hand in hand. In order to 
overcome bad behaviors, a 
sense of urgency on accepting 
adaptability needs to come 
from the top leaders down 
the chain. In a SIOP process, 
one missing piece to the 
puzzle could have an effect on 

the final outcome; with that, 
recognizing these behaviors 
and lack of adaptability will 
need to be dealt with swiftly in 
order to not set up the process 
to fail.

SHARED ACCOUNTABILITY 

This brings us to the last 
method, and that is shared 
accountability. Accountability 
is the action of being held 
responsible for the results 
obtained after performing a 
given activity and the obligation 
of an individual or team to 
perform, adhere to and engage 
in a task as expected. In SIOP, 
accountability is a huge part of 
achieving desired outcomes, 
improving monthly metrics 
and satisfying the customer 
needs. The implication behind 
accountability must be entirely 
aligned among all executives 
and/or leaders of the teams 
and individuals who contribute 
to the SIOP process. Without a 
shared level of accountability 
challenges will present 
themselves and compliance 
will become an ongoing 
concern. So what does shared 
accountability look like? In 
SIOP, as mentioned, there are 
several cross functional teams 

that collaborate to ensure the 
effectiveness of the inputs that 
drive decisions, operations, and 
business projections. If there 
is not shared accountability 
where each team or individual 
attends meetings regularly, 
presents valuable data 
or direction, adheres to 
expectations and objectives, 
and follows thru the end- to 
-end process, then this results 
in a missing piece of the puzzle. 
In order for SIOP to operate 
as it is intended, all pieces of 
the puzzle must fit in their 
place. Not only does shared 
accountability drive positive 
results it also acknowledges 
a healthy, behaving function 
within supply chain that 
supports the vision and 
focus of the organisation; it 
mitigates risks; it harvests 
better accuracies and monthly 
metrics; and lastly it reinforces 
a team mentality. When shared 
accountability is viewed in the 
highest regard from executive 
leadership to leaders of 
departments to individuals in 
these departments, the SIOP 
process can and will yield 
booming results enabling your 
organisation to flourish. 
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THE MASTERPIECE OF THE 
SIOP PROCESS 

The SIOP process is a cyclical 
process that typically operates 
month over month, although 
quarter to quarter can be 
an option dependent upon 
the organisation. By tracking 
monthly metrics such as 
forecast accuracy, inventory 
level & cost for both finished 
goods and raw materials 
and AOP targets, the SIOP 
process helps an organisation 
to not only plan business 
projections to come, it too 
provides detailed visibility on 
areas where the process may 
need improvement and where 
sustaining strategies have 
been efficient. This all acts as 
guidance in annual operating 
plans for year over year 
business goals.   

So, there you have it: a 
comprehensive understanding 
of what the SIOP process is. 
There are, of course, many 
more details we could get 
into especially as it relates to 

the performing functions of 
each department that assists 
in driving the process, but for 
now a general understanding 
of these basic fundamentals 
relays the message quite 
clearly. You now know why the 
SIOP process is much like a 
puzzle as well as, what pieces 
work and connect together 
to make up the process and 
lastly, the exclusive steps that 
can be taken to implement 
the SIOP process.  A suitably 
functioning SIOP process 
offers invaluable measures 
to an organisation where 
continuous improvements 
and efforts to not only meet 
but exceed Financial goals is 
attainable; notably, a SIOP 
process develops ongoing 
efforts to meet customer 
demand, connecting the final 
piece of the puzzle, creating a 
perfectly built masterpiece.
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New Global Report 
Demonstrates FedEx 

Economic Impact

tories and invested in a global 
network enabling businesses 
of all sizes to access and grow 
the global economy.

The report found that Fed-
Ex played an integral role in 
helping businesses recover 
from the pandemic while 
overcoming strained supply 
chains and economic chal-
lenges. With nearly 550,000 
employees worldwide, Fe-
dEx moved an average of 16 
million shipments each day 
through its 5,000 facilities in 
FY 2022. The company’s net-
work optimisation and invest-
ments improved efficiency 
and capacity for FedEx cus-
tomers. 
“All around the world, FedEx 

Singapore, November 3, 
2022 – FedEx Corp. (NYSE: 
FDX) today released the 
findings from its 2022 re-
port that analyzed the com-
pany’s impact on the global 
economy with key regional 
and market-specific analyses 
from around the world at the 
conclusion of its 2022 fiscal 
year (FY 2022). The report, 
produced in consultation 
with Dun & Bradstreet (NYSE: 
DNB), a leading global pro-
vider of business decisioning 
data and analytics, for the 
first time analyzed the im-
pact FedEx has on economies 
around the world. Over the 
past 49 years, FedEx has ex-
panded its services to more 
than 220 countries and terri-

helped individuals, business-
es, and communities emerge 
from the pandemic by moving 
goods and providing services 
that connect us and power 
the global economy,” said Raj 
Subramaniam, President and 
CEO, FedEx Corporation.

“The report illustrates the 
ongoing and important work 
we do every day, including 
supporting small- and medi-
um-sized businesses which 
are the backbone of our local 
communities. We call this, the 
‘FedEx Effect.’” 

Measuring the FedEx Effect:

The shipping and logistics 
company plays a role in 
fueling innovation, creating, 
and supporting local jobs, as 
well as helping lift individu-
als and their communities re-
gionally and in major markets 
around the world.

• FedEx worked with 
360,000 suppliers glob-
ally who employed more 
than 16.5 million individ-
uals. These businesses, 
many of which are small 
businesses, created sig-
nificant economic activity 
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In Asia Pacific, Middle East and Africa (AMEA), FedEx indirectly contributed to net economic output 
worth US$3.8 billion across the AMEA region’s economy in FY22 – a 12% increase over FY21



within their local or re-
gional markets and had a 
combined annual revenue 
of $700 billion.

• Small businesses made 
up 88% of the FedEx sup-
ply chain, and more than 
half of the FedEx supply 
chain spend in each re-
gion went to small busi-
nesses—which collec-
tively supported roughly 
810,000 small business 
jobs around the world.

• In FY 2022, FedEx invest-
ed $6.8 billion—a 15% in-
crease over FY 2021—in 
facility improvements, 
network optimisation and 
infrastructure improve-
ments, which correlated 
to direct economic growth 
in the respective markets. 

Impact Across Asia Pacif-
ic, Middle East and Africa 
(AMEA)

The company’s presence in 
Asia, the Pacific, the Middle 
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East, Indian Subcontinent and 
Africa serves more than 100 
countries and territories in a 
highly inter-connected region 
that is playing an increasingly 
prominent role as a driver 
of global trade. To support 
the region’s economic recov-
ery from the COVID-19 pan-
demic, FedEx made strategic 
investments, as outlined in 
the report, that contributed 
to a 13% increase in employ-
ment, supporting more than 
58,000 jobs beyond its 37,000 
team members in the AMEA 
region.

“Through our continuous 
commitment to the region 
we have helped support hun-
dreds of thousands of busi-
nesses and communities still 
recovering from the pandem-
ic,” said Kawal Preet, regional 
president, Asia Pacific, Middle 
East, and Africa (AMEA), Fed-
Ex Express. “Our investments 
in our hubs in Guangzhou, 
Osaka and Dubai enable us to 
meet demand and optimize 

routes for our customers as 
supply chains fluctuate. Our 
new and improved facilities 
like the Clark gateway facility 
in the Philippines, as well as 
the consolidation at our Delhi 
hub creates greater access 
to emerging markets and in-
creases efficiency.” 
FedEx economic footprint in 
the region continues to grow.

• The company recently 
established a direct com-
mercial presence in Cam-
bodia as well as in Saudi 
Arabia, Egypt and Jordan.

• FedEx announced plans to 
expand its gateway facility 
in Guangzhou, China by 
establishing a new South 
China Operations Center.

• In India, FedEx set up a 
new US$2 million interna-
tional clearance gateway 
at Bangalore airport and 
consolidated and expand-
ed its multi-million-dollar 
hub at Delhi International 
airport.

• In Japan, FedEx spent $511 
million with businesses in 
Japan in FY2022. FedEx 
Express shipment volume 
from Japan to several key 
international regions in-
creased substantially be-
tween calendar year 2021 
and 2022: 54.8% towards 
United States, 47.5% to-
wards Europe, 37.4% 
towards Americas, and 
18.5% towards MEISA.

• FedEx broke ground on a 
new hub at Dubai South’s 
Logistics District to en-



FedEx Corp. (NYSE: FDX) pro-
vides customers and businesses 
worldwide with a broad portfolio 
of transportation, e-commerce 
and business services. With an-
nual revenue of $95 billion, the 
company offers integrated busi-
ness solutions through operating 
companies competing collective-
ly, operating collaboratively and 
innovating digitally under the 
respected FedEx brand. Consist-
ently ranked among the world's 
most admired and trusted em-
ployers, FedEx inspires its nearly 
550,000 employees to remain fo-
cused on safety, the highest ethi-
cal and professional standards 
and the needs of their customers 
and communities. FedEx is com-
mitted to connecting people and 
possibilities around the world re-
sponsibly and resourcefully, with 
a goal to achieve carbon-neutral 
operations by 2040.

FedEx Express is one of the world's 
largest express transportation com-
panies, providing fast and reliable 
delivery to more than 220 countries 
and territories. FedEx Express uses 
a global air-and-ground network to 
speed the delivery of time-sensitive 
shipments by a definite time and 
date.

About FedEx

About FedEx Express

hance regional and global 
operational efficiencies, 
The new regional hub, 
located in proximity to 
Dubai World Central Air-
port, will incorporate 
state-of-the-art technolo-
gies and will be developed 
with sustainable opera-
tions and energy use.

FedEx is committed to diver-
sity, equity, and inclusion in 
the workplace, an important 
contributor to recent acco-
lades including ranking on 
the World’s Best Workplaces 
list compiled by Fortune mag-
azine in 21st place and being 
named as one of the best 
places to work in markets in 
AMEA including Indonesia, 
the Philippines and Thailand. 
In October 2021, Kawal Preet 
signed the CEO statement 
of support for the Women’s 
Empowerment Principles es-
tablished by the United Na-
tions Entity for Gender Equal-
ity and the Empowerment of 
Women and the United Na-
tions Global Compact. 

Giving Impact

The report shows that in FY 
2022, FedEx donated over 
$86 million globally to chari-
ties and local non-profits 
in the communities where 
its team members live and 
work. In the AMEA region 
this includes environmental 
programs, childhood educa-
tion, entrepreneurship, and 
healthcare initiatives to help 
improve lives. The company 
also served as a critical con-
duit for food aid deliveries to 
residents in Shanghai, China 
during COVID-19 lockdowns 
in the city and delivered vac-
cines and critical medical sup-
plies to India, Korea, and Viet-
nam among others.

FedEx is committed to con-
necting the world responsi-
bly, through its stated goal 
of carbon-neutral operations 
by 2040 and pursuit of invest-
ments in renewable energy 
to power its operations.
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by Timothy Foote, Founder of Susymbio

To Realise the Circular Economy 
Dream – Reach Out to Your 

Community

Buy, use, and toss. That is the 
experience a consumer has 
when they are well ...  consum-
ing! When we dispose of some-
thing though, is that really the 
end? 

In the case of fruit and vegeta-
ble peelings for instance, I ac-
tually use them as material for 
composting, for my garden. 
This is a case where I can say 
I am creating a “circular” expe-
rience. I bought some apples, 
which require nutrients in soil 
to grow. After enjoying my ap-
ple, which gives me energy to 
keep my personal engine run-
ning, I am left with the peels. 

Instead of throwing them away, 
I use the peels to make com-
post, which when added to the 
ground, can enrich the soil with 
nutrients that in turn nourish 
new plants to grow. The pro-
cess goes on and on and hence 
it’s circular!

So what if I live in a place with no 
garden or soil to enrich? What 
do I do with my apple peelings 
then? This is the challenge that 
industries face all around the 
world. Ideally one man’s trash 
is another man’s treasure, but 
that takes coordination of peo-
ple in different industries.

In one example, Crust Group 
in  Singapore provides a South-
east Asian example of a cross 
industry “circular economy” 
partnership. Everyday there is 
stale bread thrown out by bak-
eries all over Singapore. But 
even stale bread contains the 
basic building blocks needed 
to make beer: wheat, water 
and yeast. Travin Singh (crea-
tor behind Crust Brewing) real-
ized that if he could find bak-
ery partners, he basically had 
access to a cheap local source 
of beer making raw materials. 
Where usually all beer manu-
factured in Singapore is made 
using imported raw materials, 
this model of brewing would 
completely eliminate that need 
for beer making imports. The 
benefits to society are several. 
Local food wastage is reduced, 
importing raw materials for 
beer from overseas is eliminat-
ed and emissions all around are 
done away with. 

The circular economic model 
is a green one. It provides for 
a sustainable future because 
the raw materials are not taken 
from finite natural resources. It 
is instead a byproduct of other 
industrial activity. The circular 
economy is a cost saver and 
generally has less carbon emis-
sions, because raw materials 
are sourced locally and there-
fore with less transportation. 
In my compost example, I save 
on buying fertilizer (along with 

THE GREEN CORRIDOR
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all the processing, packaging 
and transportation associated 
with it). In the example of Crust 
Group, they do not  have to buy 
raw materials from overseas. 

So how does one get connect-
ed with different industries and 
get some new perspectives and 
possibly sustainable raw mate-
rials locally?

SAY HELLO TO YOUR 
NEIGHBOR

Linking manufacturers and 
other industries together into 
a circular economy ecosystem 
is still a struggle in this digitally 
connected time. Community 
organisations can help though.

Metropolitan areas still provide 
a perfect setting for building 
connections. If you google “cir-

cular economy examples” then 
you will quickly see case studies 
centered on cities like Amster-
dam, Berlin, Toronto, Glasgow. 
The metropolitan area does 
not need to be large either. For 
many reasons small communi-
ties are even better than large 
cities for building diverse in-
dustry connections. 

Engaging with the LogiSYM 
community affords one way 
to get connected. Traditional 
community organisations like 
the Lions’ club or even religious 
communities and social clubs 
provides opportunities to build 
links as well. 

Is there room for technology 
to improve networking capa-
bilities? Sure there is. Crowd 
sourced transportation plat-
forms currently connect many 

real time transportation net-
works into ecosystems which 
reduces down time and increas-
es overall vehicle utilisation. So 
the potential to combine the 
services of scrap waste man-
agement and raw material pro-
curement could be something 
that marketplace designers can 
work on. 

That said, the human touch is 
still very much needed and vi-
tal for making the goals of the 
circular economy come true. 
So don’t be shy. Enrich your life 
with new connections to peo-
ple. 
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