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about us
Supply Chain Asia is a not-for-profit professional 

body dedicated to bringing supply chain and logistics 
professionals in Asia together. our vision is to create 

platforms whereby members of the community can come 
together to network, share and learn from one another. 
our focus is to enable the development of collaborative 
relationships and partnerships. our mission is to make 

Supply Chain Asia your community of choice.

Vision
Connect. Communicate. Collaborate.

By empowering members with platforms to apply these 
three crucial Cs, Supply Chain Asia intends to be the 
Community of Choice for Logistics and Supply Chain 

professionals living and working in Asia.

Join Us in oUr QUest to 
Raise the PRofile of the 

suPPly Chain & logistiCs indUstry 
be a part of Supply Chain Asia Corporate endorser Programme (CeP) and support our work to raise the profile 

and professionalism of the supply chain and logistics industry. As a not-for-profit entity, SCA relies on the goodwill 
of many organisations to build up a community that shares knowledge, improves networking and enhances the 

image and career development of professionals in the most dynamic industry. As a member of CeP, you can 
expect SCA’s unequivocal support in various areas, such as advertisements in our widely read SCA magazine, 
co-hosting of events as well as participation in various major events and activities. If you are keen to find out 

more about our CeP, you can reach out to us at admin@supplychainasia.org. together, we can make the industry 
an even more exciting and passion-driven sector in the region.

corporAte eNdorSer 

ScA

progrAmme

plaTInUm GOlD SIlVER

contact Us

for more detAIlS

AdmIN@SupplychAINASIA.org

3 digiMag



Copyright © 2014, Oracle and/or its affiliates. All rights reserved. Oracle and Java are registered trademarks of Oracle and/or its affiliates.

oracle.com/goto/LSP
or call 1.800.ORACLE.1

20 of the 20
Top Logistics
Service Providers
Get Better Results

Fonts: Univers LT Std. 75 Black, 65 Bold, 55 Roman, 45 Light, 
67 Bold Condensed, 57 Condensed

PRODUCTION NOTES

PUB NOTE: Please use center marks to align page.

Please examine these publication materials carefully.  
Any questions regarding the materials, please  
contact Darci Terlizzi (650) 506-9775

READER

01
LASER% RELEASED

11/05
2014

Resize

210 x 270 mm
Job #:
Ref #:

Headline:
Live:
Trim: 

Bleed:

215M_IND00157_20TpLogSvcPrv_TRA
M_414M_IND00244_20TpLogSvcPrv_TRA
20 of the 20 Top LSPs Get Better Results
180mm x 240mm
210mm x 270mm
216mm x 276mm



Inaugural members
Chairperson: Jaya Moorthi Sinniah pillai 
 (Hewlett packard)

tan Boon Hao (3M)
travis Wong (Baker Hughes)
Durairaj Veeraiyah (BASF)
Jimmy  Khoo (Becton Dickinson)
Jeffrey Chua (Ciba Vision)
nicholas Lam (Converse)
Allen Wan (Diageo)
Chong Wai Yin (eDB)
Bjorn Jensen (electrolux)
Leow Yeou Yi (eMC2)
Roland Chong (estee Lauder)
Steve parry (gSK)
Michael tyler (gSK)
Koh Jin Kiat (Harley Davidson)
peter Chiong (Harley Davidson)
Munenori (Jake) Shinojima (Hitachi Asia)
Roxane Desmicht (Infineon)
Inge Veelenturf (Kellogg)
Jorgen preben Bager (Lego)
Kevin Cheong (Molex)
Victor Soh (MSD)
philippe Ruffier (Mundipharma)
Kalaisaran (norvatis)
grace tang (oracle)
Hameed Ibrahim (Rolls Royce)
Christine Lee (Verifone)

Chartered Institute of Logistics and transport
(CILt)
global Logistics Council of taiwan (gLCt)
International enterprises Singapore 
(Ie Singapore)
nanyang polytechnic (nYp)
national University of Singapore (nUS)
ngee Ann polytechnic (np)
philippines Institute of Supply Management 
(pISM)
Singapore economic Development Board 
(eDB) 
the Singapore Aircargo Agents Association 
(SAAA)
Singapore Logistics Association (SLA)
temasek polytechnic (tp)
Vietnam Supply Chain Community (VSSC)

Dr Robert Yap 
executive Chairman, YCH group (Chairman of the Board)

mr paul Bradley 
Chairman & Ceo, Caprica International 

(Vice Chairman of the Board) 

mr Wayne hunt
Director, Asia pacific executive Insights

mr Onno Boots
Ceo, Çelebi Aviation Holding 

mr Sundi aiyer
Management Consultant, Supply Chain Management, 

Aiyer group LLC 

mr peter l. O’Brien
Managing Director, Russell Reynolds Associates

professor mark Goh
Director, Industry Research, 

the Logistics Institute Asia pacific

mr Vijay anand
Senior Director, Industries Business Unit, global Lead - 

travel, transportation & Logistics Industries, oracle

mr Jeff Baum
Asia pacific Managing Director, AirWatch

mr Tony lugg
Director of Logistics, Lear

ms Joy Rice
Supply Chain Director, global travel and Middle east, 

Diageo 

mr paul Graham
Ceo, Mainland europe, Middle east & Africa, DHL

mr Turloch mooney
Chief editor, tACt, International Air transport

Association

mr peter Woon
Managing Director, KoRU greentech

ms Ingeborg Veelenturf
Regional Supply Chain network & Logistics Director,
Asia pacific & Africa, Kellogg Company

Board of advisors

ABoUt US

paul lim
Founder/president
paul.lim@scasia.org

Editorial Team
elliyani Mohd Ali
Manager/Lead editor
elliyani@supplychainasia.org

production & Design
Selynn Chew
Creative Designer
Selynn@supplychainasia.org

advertising Sales
general enquiry
editor@supplychainasia.org

administration & Finance
Jane Lim
Administrator
Jane.lim@supplychainasia.org
Carol Chong
HR/Career Services
Carol.chong@supplychainasia.org

printing Company
Allegro print pte Ltd 
Merlyntay@allegro-print.com

general enquiry
Admin@supplychainasia.org

Supply Chain Asia Magazine (MICA (P)025/05/2015) 
is published by Supply Chain Asia Community Ltd. 
All rights reserved. No part of the publication may be 
reproduced without prior permission from the publisher. 
For subscription and other enquiries, please visit www.
supplychainasia.org.

The Shippers Council

Supporting Organisations

Supply Chain asia Team

www.supplychainasia.org

5 digiMag



digiMag 6



YCH 60th anniversary charity golf 
raised more than S$400K for ITE 
endowment fund

YCH Group held a Charity Golf tournament 
at the Sentosa Golf Club on tuesday, the 
7th July 2015, as part of their diamond 
Jubilee - 60th Anniversary celebrations 
this year. 

the Charity Golf tournament raised 
S$168,000 from both corporate and 
individual donors, amounting to a grand 
total of approximately S$420,000 with 
government matching. the fundraising 
event was graced by Minister for 
Manpower, Mr lim Swee Say. 

YCH’s corporate social responsibility (CSr) 
framework is focused on 3es, namely 
education, environment and engagement. 
With “teaching a man to fish” as YCH’s 
philosophy for supporting education, the 
Ite endowment fund was chosen as the 
beneficiary for the fundraising campaign 
as part of the Group’s commitment to 
groom more local youth and talents in the 
highly skills-driven logistics industry. 

SingPost & Alibaba Group to 
expand e-commerce logistics 
cooperation

Singapore Post limited and Alibaba Group 
Holding limited have announced a series 
of new initiatives for collaboration and 
growth following the signing of a joint 
venture agreement. 

the three initiatives signal the deepening 
of a business relationship that started 
last year and a commitment from both 
parties to increase e-commerce logistics 
collaboration in the future to build a 
leading e-commerce logistics platform to 
service the rapidly growing e-commerce 
businesses across Asia Pacific and 
beyond.

for the first initiative, with Alibaba 
investing up to approximately S$92m in 
QSI for a 34 per cent stake in Quantium 
Solutions International, SingPost will hold 
the remaining 66 per cent of the equity 
of QSI. QSI is currently a wholly owned 
subsidiary of SingPost providing leading 
end-to-end e-commerce logistics and 
fulfilment services across the Asia Pacific 
region. 

SATO appoints Hayato Shindo as 
Head of Asia

SAto, a global provider of Auto-Id 
solutions that empower workforces and 
streamline operations, today announced 
the appointment of Hayato Shindo as its 
new Head of Asia. Shindo, who currently 
serves as the Managing director of SAto 
Auto-Id thailand, will take on the role 
effective immediately. 

Shindo has spent 15 years with 
SAto, holding positions of increasing 
responsibility in sales and management 
of overseas subsidiaries. He has worked 
across Japan, China and South east 
Asia. In his new role as Head of Asia, he 
will continue to manage operations at 
SAto Auto-Id thailand, while working 
to oversee SAto’s expansion across the 
region, covering Singapore, China, India, 
Indonesia, Malaysia, thailand, Vietnam, 
the Philippines and South Korea.

Shindo will improve communication and 
collaboration in SAto’s Asian subsidiaries 
to better serve global and regional 
accounts, and focus on expanding the local 
customer base on a country to country 
basis, promoting SAto’s integrated 
solutions.

pReSS 
ReLeASeS
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UPS bolsters Asia capabilities

uPS has announced that it has sped up 
the transit times for a majority of intra-Asia 
lanes as part of a series of service and 
network enhancements in anticipation of 
growth in regional trade.

As a market leader, uPS currently offers 
the industry’s fastest transit time of 24 
hours for deliveries from Hong Kong 
to europe. the company has bolstered 
geographical reach, transit speed and 
industry expertise through a range of 
enhancements, including:

• Accelerated intra-Asia transit times by 
up to one full day across 29 trade lanes 
connecting 41 markets; allowing most 
intra-Asia and Asia-uS to reach their 
destinations within 24 hours, and Asia-eu 
shipments to arrive within 48 hours

• Deepening and expanding the 
geographical reach of uPS’s network in 
four markets covering 27 cities; with plans 
to cover almost 40 cities by end of 2018

Agility appoints Detlev Janik as 
CEO for South Asia

Agility has appointed detlev Janik as Ceo 
for its South Asia Area. In this role, Janik 
will be responsible for leading Agility’s 
Global Integrated logistics business in 
Afghanistan, bangladesh, India, Pakistan 
and Sri lanka.

Janik joins Agility with more than 35 years 
of experience in the logistics industry, 
including over 30 years based in India and 
South east Asia.

Prior to joining Agility, Janik was the 
regional director of dachser in Singapore, 
where he was responsible for its South 
Asia and South east Asia operations. He 
was previously Ceo of dachser India Pvt. 
ltd.
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Local SME seeking disruptive 
innovations in billion dollar last 
mile fulfilment industry

local logistics SMe, Courex, has 
developed various technologies to add 
value to the logistics industry. these 
new offerings will increase manpower 
productivity and significantly lower costs 
for last mile logistics.

At a media showcase attended by 
government officials, academia and 
Courex’s partners, Courex’s team of 
engineers unveiled a precise Kinect 
dimensioning System (KdS), a machine 
learning route optimisation algorithm and 
a cloud inventory management system.

the necessity for such innovation is due to 
Courex witnessing various inefficiencies 
that have become industry norms. Since 
2009, Courex has seen it all through 
servicing a wide variety of customers 
ranging from government agencies, MnCs 
to individuals.

Cummins launches global logistics 
hub in Singapore

Cummins Inc. opened its Global logistics 
Hub in Singapore, one of the company’s 
eight master distribution centres for parts 
and filters globally. 

the Singapore Global logistics Hub 
boasts a total investment of uS$5.4m and 
is part of Cummins’ efforts to enhance 
its aftermarket product delivery globally. 
the Singapore Global logistics Hub will 
serve markets including the united States, 
europe, China, India as well as customers 
across the northeast and Southeast Asia 
regions.

teo Ser luck, Minister of State for trade 
and Industry, graced the opening event 
at the CWt Pandan logistics Centre, 
where the Singapore Global logistics Hub 
occupies two floors with a total surface 
area of 275,000 square feet. the Singapore 
Global logistics Hub is a consolidation of 
operations from three distribution centres 
in Singapore. With the new facility, 
Cummins will see a 20 per cent boost in 
productivity, faster order fulfilment time 
and operation cost savings.

Integration Point expands Asia-
Pacific presence with Malaysia 
office

Integration Point, a Global trade 
Management (GtM) software provider, 
has further expanded its presence in the 
Asia-Pacific region with the establishment 
of an office in Kuala lumpur, Malaysia.  

the Malaysia team, which has experienced 
members in global trade and logistics, 
provides services to clients and supports 
various languages including but not limited 
to Malay, Mandarin, Vietnamese, Korean 
and thai.  this expansion is in response 
to the growth of the Asia Pacific region 
in imports and exports as well as the 
increased usage of new trade lanes by 
Integration Point customers. 

the Malaysia office marks the fifth Asia 
Pacific country in which Integration Point 
has experienced team members to provide 
customers with access to resources that 
are knowledgeable of customs compliance 
processes and regulations in the region. 
other Asia Pacific countries include China, 
Singapore, India and Australia. 

Mazda Australia makes CEVA its 
sole Australian transport provider

CeVA logistics has been awarded two 
new contracts by Mazda in Australia that 
will make CeVA Mazda Australia’s sole 
national provider of transport services.

under the two new contracts, CeVA will 
manage the transportation of Mazda 
vehicles from their arrival at the wharf to 
delivery at dealerships in Victoria, South 
Australia and tasmania, and also manage 
the storage and processing of vehicles for 
transportation to dealerships in Western 
Australia. 

these contracts build on similar services 
CeVA already provides in new South 
Wales and Queensland, to create a 
nationwide relationship. 
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FeAtUReS

movINg logIStIcS INto A 
knOWlEDGE InDUSTRY

the most critical skillset for logistics workers is their ability to solve problems, such as ensuring shipments arrive on schedule. trends 
such as rising customer expectations, a more networked economy and sustainability pressures have made logistics increasingly 
complex. As such, the industry must invest in developing its employees’ competencies in areas like technology, customer service, 

and business process optimisation – all of which have historically been more closely associated with “knowledge industries” such as 
finance or It.

In other words, logistics professionals must become “specialised generalists” if they are to perform to their fullest potential. they 
must have an open mind and adopt a multi-disciplinary approach while holding true to their principal discipline. In order to keep up with 
significant growth in global trade, this shift in skillset has to take place at all levels of the logistics industry, from corporate headquarters 
to on-ground courier operations. 

by Herbert Vongpusanachai, Senior Vice President and Managing director, dHl express Singapore
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Uplifting Specialist Skills

Global trade is forecasted by Ie Singapore 
to increase by seven per cent each year for 
the next five years; Asia alone is expected 
to account for 60 per cent of this growth. 
new trade networks like the ASeAn 
economic Community, set to be formally 
established this year, are expected to 
further lower barriers to entry and drive 
faster, higher-frequency flows of goods 
and services. this is particularly significant 
since less than 27 per cent of ASeAn’s 
current total trade goes between ASeAn 
countries. 

traditionally, logistics workers are 
specialists in functional roles like delivery, 
procurement and warehousing. However, 
as businesses around the region continue 
to grow, they will increasingly look to their 
logistics providers for tailored solutions 
that will directly support their goals 
and resolve their pain points. logistics 
professionals have to understand the 
bigger picture of their work in order to 
provide those solutions and facilitate 
faster, more seamless trade for their 
customers.

this is not necessarily an easy or a quick 
process to undertake. nor does it involve 
the death of specialisation; in fact, logistics 
firms will increasingly require a broader 
range of specialists in previously untapped 
areas, particularly those relating to 
technology. the logistics industry will have 
to invest in cultivating a new generation of 
“specialised generalists” who are world-
class experts at one or two skills, but also 
have a big picture mindset to correlate 
their expertise to all other functions of the 
business.

Three Paths to Transform Logistics 
Skills

Any logistics firm looking to transform 
its workers into specialised generalists 
should first focus on technology. the role of 
technology in driving greater productivity 
cannot be understated, whether in the 
automation of low-level tasks or the use 
of data to optimise operations on both 
micro and macro levels. fully automated 
sorting systems, X-ray machines and 
enhanced surveillance for instant track- 
and-find are just some examples of such 
technology. All logistics professionals can 
benefit from a greater understanding of 
how logistics and technology intersect. 
Senior executives can quantify efficiency 
dividends with the use of big data; routes 
can be optimised for couriers to ensure 
minimised distance and time to perform 
deliveries. tomorrow’s logistics leaders will 

need a far broader range of skills at their 
command and technological proficiency is 
a good place to start.

the logistics industry must also work 
more closely with the government to 
up-skill its workforce. Singapore’s latest 
budget, for example, has consistently 
acknowledged the economic importance 
of giving businesses the tools and skills to 
“go global”, providing a range of initiatives 
and incentives around training and access 
to technology. logistics is a crucial enabler 
for businesses to gain a global footprint. 
Collaborating on knowledge-transfer and 
mentoring initiatives would expose them 
to new perspectives and problem-solving 
methods from other industries. 

finally, all organisations, including logistics 
firms, must invest in organisation-wide 
systems for knowledge share between 
all divisions and departments. this should 
not just be a superficial process. logistics 
professionals at every level of the business 
should have the opportunity to collaborate 
meaningfully and sharing feedback with 
their counterparts. Management, in 
particular, must acquaint themselves with 
the front-line processes and people who 
drive the logistics business. dHl seeks 
to do this through our “GeMbA walks” 
where our managers spend time working 
with our couriers and other front-of-
house staff to discuss issues and identify 
potential optimisation opportunities. this 
is especially important for organisations 
with a large percentage of operations 
employees, as is often the case with 
logistics companies. 

As logistics transforms into a knowledge 
industry, firms will succeed according to 
their talent’s ability to solve problems with 
cross-disciplinary knowledge and training. 
Asia’s logistics industry can cultivate this 
next generation of specialised generalists 
by focusing on technology, collaborating 
with government, and connecting different 
specialists to one another within the 
organisation. doing so will give logistics 
its own platform for rapid and sustained 
growth alongside the other industries it 
supports.

About the Author

Herbert Vongpusanachai is the Senior Vice 
President & Managing director of dHl 
express Singapore, and member of the 
dHl express Asia Pacific Management 
board. As Managing director of dHl 
express Singapore, Herbert  is responsible 
for the profitable management of dHl 
express’ operations in Singapore which 
services over 20,000 active customers.

Heading dHl express Singapore since 
2008, Herbert  led the company to achieve 
strong business growth, with positive 
revenue turnover year-on-year for the 
past five years. under his leadership, the 
company also received several external 
awards and recognitions in various areas 
that include customer service excellence, 
trusted brand, corporate responsibility and 
sustainability.
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FUTURE OF 
FOOD SECURITY 

IN ASIA

by 2020 — just five years from now —
ASeAn will have a uS$3tr economy 
and a population of close to 600 

million people. Consumer spending is 
also expected to double to $2.3tr a year, 
with over $770bn of new money coming 
from the nearly 100 million people joining 
the consuming class for the first time 
or moving into more affluent consumer 
segments. 

In addition, the region is home to four of 
the 20 countries with the highest levels 
of malnutrition (burma, Indonesia, the 
Philippines, and Vietnam) with a rapidly 
growing middle class likely to demand 
more resource-intensive foods, such as 
meat and vegetable oils, and smallholder-
based agriculture that is complex, 
inefficient and vulnerable to climate 
change.

the Committee on World food Security 
defines food security as existing “when 
all people, at all times, have physical, 
social and economic access to sufficient 
safe and nutritious food that meets their 
dietary needs and food preferences for 
an active and healthy life.” to achieve this, 
particularly in APAC, requires multiple 
actions from all sections of society – 
governments, international organisations, 
the private sector, farmers and consumers. 
It requires decision-makers to widen their 
scope in order to take in the full picture of 
our food system and identify where action 
is most needed and most possible.  

frieslandCampina and forum for the 
future came together to better diagnose 
these challenges in order to bring about 
meaningful and credible contributions to 
strengthen and advance food and nutrition 
security outcomes in Asia. to that end, 
they brought together a group of like-
minded individuals and organisations with 
common goals to dive deeper into the 
solutions that can accelerate the progress 
achieving food and nutrition security.

by frieslandCampina & forum for the future

In May this year, a roundtable was 
conducted for individuals and organisations 
with expertise across the food and 
nutrition security value chain, including 
fMCG industry leaders, retailers, farming 
representatives, policymakers, nGos, 
as well as nutritionists and logistics, to 
diagnose the challenges and identify 
the opportunities to innovate, and in the 
process create impact.

based on the roundtable discussion, forum 
for the future developed the Challenge/
Solutions Map, which illustrates the multi-
dimensional challenges and opportunities 
across the industry.  for those who are less 
familiar with food and nutrition security 
– particularly businesses, it hints at 
potential roles for non-typical actors, such 
as providing enabling functions like digital 
technology and logistics solutions. for the 
more expert and experienced, it offers a 
chance to take that long, systematic view, 
test and share their assumptions and add 
to them in a dynamic way.
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The Trends & Challenges

trends and challenges range from the 
inefficiencies of Southeast Asia’s farming 
system to the changing consumer 
preferences of its growing middle class. 

Supply side challenges focus around 
inefficient smallholder farming and a 
decline in the ecosystems that underpin 
that farming. Southeast Asia’s smallholder 
farmers often lack information on prices, 
farming techniques and post-harvest 
storage methods that would enable 
them to optimise production, reduce 
cost, energy and waste. As a result, 
smallholders farming on less than two 
hectares of land can end up overusing 
land and water resources, often degrading 
these resources in the long run. 

down the food supply chain, much 
food is wasted due to post-harvest 
losses, inadequate handing, transport 
and distribution systems, poor use of 
technology, lack of an effective cold chain 
infrastructure, and poor access to markets.

this fragile supply base is challenged by 
the inter-related environmental trends 
of climate change, water stress and 
ecosystem decline. the region faces more 
water stress in the face of 25 per cent 
population growth and rapid urbanisation. 
It also suffers from the incalculable loss 
of major ecosystems, such as tropical 
rainforests and mangroves, that underpin 
secure and resilient food systems and 
ensure long-term food security outcomes, 
via services such as pollination, climate 
regulation, soil loss reduction and 
improvements to soil health.

Climate change impacts will increasingly 
influence local climate patterns, 
temperature, rainfall intensity, and this will 
in turn shift production cycles, increase 
food prices and threaten the livelihood of 
many farmers in the region. the impact 
this can have on the entire supply chain 
is huge, with the lower Mekong river 
basin alone projected to suffer around 
$18bn worth of infrastructure damage and 
by 2050, a $16bn annual loss in economic 
productivity due to climate change. 

farmers are also getting older and it is 
getting harder to retain young farmers 
who are moving to the cities – increasing 
rural depopulation. In Indonesia, almost 
80 per cent of the 140 million farmers 
are now aged 45 or older, compared to 
an average age of 40 three years ago. 
urbanisation is likely to exacerbate this 
without considerable political will to 
reverse this trend.

on the consumer end, the region suffers 
the double burden of malnutrition   diets 
are changing throughout Asia as more 
people in the region enter the middle 
class. With increased purchasing power, 
more people are eating meat and fast 
foods than before, leading to higher 
levels of obesity. A 2013 study highlighted 
serious obesity issues in Malaysia where 
nearly 45 per cent of the country’s men 
and almost half of women are overweight 
or obese. Increased meat demand also 
has environmental consequences - it 
requires 15,500 litres of water to produce 
one kilogram of beef, as compared to only 
1,300 litres for cereals. Increasingly meat-
based diets further constrain resources.

As food industry firms respond to changing 
consumer food preferences, malnutrition 
persists.  Cheaply produced and distributed 
processed or “junk” foods may compete 
with more nutritious, locally-produced raw 
foods. Without successful measures to 
improve smallholder yields, reduce waste 
and time in supply chains and educate 
consumers, access to nutritious food 
will be a persistent challenge. by 2030, 
available worldwide food calories will need 
to increase by 50 per cent if everyone is to 
be sufficiently fed.

The Solutions 

this set of complex inter-related challenges 
requires a multiplicity of solutions. these 
range from reducing protectionism and 
changing global trade agreements, to 
localising supply chains and educating the 
public on nutritious eating choices.

forum for the future led a roundtable 
discussion on food security which 
captured a  range of interventions based 
on a holistic look at our food system, 
specifically highlighting four key areas 
where business is best placed to act:

a) increasing on-farm sustainability,
b) improving supply chain efficiencies,
c) improving nutritional outcomes through 
product innovation and
d) educating consumers.

the roundtable participants emphasised 
a relative increase in trust in the private 
sector, compared to governments, as 
an opportunity for businesses to create 
food security solutions. Participants 
representing food packaging and logistics 
highlighted the possibilities for new 
technologies, such as mobile-based 
applications that enable traceability and 
provenance of food produced, to affordably 
build sustainability into food systems. 

However, the group also highlighted the 
significant role that business can play 
in influencing the bigger political issues 
around global trade and co-operation. this 
enabling political infrastructure is critical 
for the market to function effectively. 

frieslandCampina and forum for the 
future recognise that this is a mere start 
of the conversation, and the solutions 
and recommendations warrant further 
investigation. they would like to invite 
any business or stakeholders who are 
interested in working with them to 
see business accelerate scale in better 
food and nutrition security outcomes in 
Southeast Asia. 

About the Authors

every day royal frieslandCampina 
provides millions of consumers all over 
the world with food that is rich in valuable 
nutrients. With annual revenue of 11.3 
billion euros, frieslandCampina is one of 
the world’s five largest dairy companies, 
supplying consumer and professional 
products, as well as ingredients and half-
finished products to manufacturers of 
infant & toddler nutrition, the food industry 
and the pharmaceutical sector around the 
world.

forum for the future is a sustainability 
non-profit that works globally with 
business, government and others to solve 
complex challenges. We aim to transform 
the critical systems that we all depend on, 
such as food and energy, to make them fit 
for the challenges of the 21st century. We 
have 18 years’ experience inspiring new 
thinking, building creative partnerships 
and developing practical innovations to 
change our world. We share what we learn 
from our work so that others can become 
more sustainable.
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www.swisslog.com/wds_sea

CLICK&PICK: RELIABLE, FAST, ACCURATE & SCALABLE.
                                                                                                                                                                                                                                                                                                            
As a full service partner of automated e-fulfilment solutions, Swisslog presents future-oriented, automated warehouse and picking solutions. 
Our efficient storage and order picking systems AutoStore and our new product solution CarryPick are in the spotlight of Click&Pick solution. 
Both systems stand out due to their high speed, error-free picking and optimized costs. Swisslog‘s modular solution concept consists of 
different components that can be assembled to fit individual customer needs. 

Please come and visit Swisslog at SCA Forum 2015.

SWISSLOG AT SCA FORUM 2015

VISIT US AND EXPERIENCE THE DIGITAL WORLD OF                          
WAREHOUSE AUTOMATION

     wds.sea@swisslog.com

Booth #H2, Level 4, 
Grand Copthorne Waterfront, Singapore    



ThE RETaIl OmnI-ChannEl – 
aRE YOU paRT OF ThE 19 pER CEnT?
A SINgle vIew of both Stock ANd the cuStomer 

holdS the ANSwer!

over the last 20 years omni-channel retailing has taken over the retail industry to the point where e-commerce companies, like 
Zappos.com, have entered the brick-and-mortar business while grocery chains, like Safeway, have e-commerce offerings.  Along 
the way, the shift toward omni-channel retailing has also forced the hand of many retailers to adopt new innovations, like mobile 

commerce and click-and-collect in order to remain competitive.

despite the innovations taking place in omni-channel retailing, relatively few are investing in an omni-channel view of their business.  
Consider the infographic below from the retail 2015 report recently released by retail Week & Kurt Salmon. It indicates that only 19 per 
cent of retailers they surveyed have a single view of their stock and their customer.  What is even more curious is that in the very same 
survey, investment in different selling channels was voted the most important business priority for 2015.

by Scott Jennings, director of Market development, retail & Services, Qlik

Source: retail-Week
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It takes the perfect union of technology and talent 
to achieve breakthrough results. Come meet the 
leaders that have transformed their supply chains and 
discover how you can plan for profit.
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While some may consider the proportion of retailers invested in an omni-channel view 
of the business as alarming, this is the kind of opportunity to leapfrog the competition 
that rarely presents itself.  Consider the following three recommendations to begin your 
journey to an omni-channel view of your business:

1. Connect the Supply Chain 

Supply Chain data is fragmented and rarely lives in one place or exclusively behind the 
corporate firewall. Modern techniques exist to connect more than twenty supply chain 
data sources to create a line of sight on global inventory.  If you get this right, you are well 
on your way to becoming part of the 19 per cent.

2. Empower the Business User

Allow the business user to ask questions of their data that no one has thought of before 
in order to get ahead of changes in the marketplace. retail Week reported 67 per cent 
of retailers they surveyed are prioritising the mobile channel, which did not exist several 
years ago.

3. Enable IT

It is a scarce resource within a retailer.  If It spends all day everyday working on a 
reporting backlog that is a mile long, you can bet the innovative work behind connecting 
the customer with the supply chain is not going to happen. 

the good news is the opportunity exists to join the 19 percent of retailers that have an 
omni-channel view of their business.  Many of the world’s leading retailers and wholesale 
distributors are driving omni-channel visibility, including lush Cosmetics, design Within 
reach, flipKart, ted baker, Purity life, the Warehouse Group and more. 

these organisations have realised firsthand the tight link between the customer and stock 
for an omni-channel view of the business. each are leveraging new solutions to discover 
and make connections in their data and using those insights to improve supply chain 
visibility and omni-channel performance.

About the Author

Scott Jennings joined Qlik in 2012 as 
director for retail & Services Industries 
Market development for the Americas.  
Scott has over 15 years of software 
solutions, sales and consulting experience 
with a focus on retail.  

In his role at Qlik, Scott oversees all retail & 
Services Industries go-to-market initiatives 
spanning sales, marketing, solutions and 
partners. Scott often works directly with 
customers and prospects to convey retail 
& Services Industry capabilities, solutions 
and experience. He leads the retail & 
Services Industries marketing activities 
such as special events, industry marketing 
and strategy.  
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Software, consultancy and services for global trade and supply chain management
www.aeb.com.sg  |  info@aeb.com.sg  |  or call +65 63379300

 Start your smart freight 
cost management now!
Striving for successful freight cost management? Contact our experts to discover 
how to realize potential savings and how to streamline your freight management 
processes effi ciently. AEB – more than “just” software…processes effi ciently. AEB – more than “just” software…

Download our free white paper 
series at aeb.com.sg/freight

Phone: +65 63379300

Need more information? 
Contact us directly!

Lewis Goh
Senior Business Development Manager



how to kNow If 
FREE TRaDE aGREEmEnTS 

Are rIght for your 
orgANISAtIoN

those in the trade often discuss the benefits of free trade agreements (ftA)—from 
the duty savings to preferential market access.  However, actually securing the 
promised benefits of ftAs is not always straightforward. Many companies do not 

know where to start, and as the number of agreements keeps increasing, many do not 
know which ftAs are the right ones for their business. Getting started might seem like a 
daunting prospect; but if you take a step back and simplify your approach, you can put the 
right building blocks in place for a manageable ftA programme.

by Zoe Martinez, director of Client Services & ftA Product Manager, Integration Point
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Is There an Opportunity? 

the first step is to understand at a high 
level if an ftA opportunity exists.  to do this, 
review current trading arrangements—
where do you import from today, 
where do you export to, and are these 
countries members of the same ftAs. 
understanding this relationship between 
trading activities and ftAs will also help 
you define the right buying strategy for the 
future.  the next step is to start a detailed 
opportunity analysis based on the trading 
directions – Import and export. 

Importing & FTAs – Savings Do Exist 

Whether importing finished goods for 
local distribution or raw materials and 
parts to manufacture your own products, 
an ftA can entitle your organisation to 
duty savings.   find out if duties are paid 
on imports where an ftA opportunity 
exists.  look for quick wins that can 
build momentum behind ftA utilisation 
by targeting high value or high volume 
imports where preferential duty could 
provide the most significant duty savings 
first and confirm whether the agreement 
includes a rule of origin that would apply 
to these imported goods. 

Here is an example.  An automotive 
company imports bolts from thailand.  
the tariff number for the bolts is 
7326.90.10.40, and the duty rate is five per 
cent.  However, Australia and thailand have 
entered into an ftA, and if the bolts satisfy 
the rule of origin, they can be imported at a 
zero per cent duty rate. If the import value 
of 1,000 bolts is $5, and the organisation is 
importing 50,000,000 bolts each quarter, 
they are currently paying $12,500 in duties 
for each shipment.  If the organisation 
qualified under the Australia-thailand 
(tAftA) agreement, the duties would be 
reduced to $0, and the organisation would 
save $50,000 in just one year.

Realising Bottom Line Savings

How then can this opportunity be 
translated into bottom line savings?  Work 
with your suppliers and confirm if they 
can qualify the goods under the trade 
agreements and provide the necessary 
documentation to support preferential 
origin claims.  Include this as part of your 
supply selection criteria to ensure that 
you continue maximising savings into 
the future. once you have the necessary 
evidence to support a preferential claim, 
you can start to enjoy the savings and 
where permitted apply for refunds on 
historical shipments.

Creating Customer Value by Adding 
FTAs to Export

unlike imports, there are no duty savings 
for the exporter shipping goods out 
under an ftA.  the beneficiaries of the 
preferential duty rates are the customers 
in the destination countries, and this can 
give the impression that qualifying goods 
under an ftA has no benefit for exporters.  
this is not the case.  Customers can be 
related companies looking for new savings 
or third-party customers that your sales 
team is competing to secure or retain.  
the ability to deliver duty savings to all 
your customers can be a critical part to 
ongoing success. the demand of your 
customers, along with the desire to enter 
new markets, will drive utilisation of ftAs 
as an exporter.

Passing the Savings Along
 
to provide preferential duty saving 
opportunities to customers, you will need 
to analyse your bills of material (boM) 
to see which products qualify for the 
available trade agreements.  this will likely 
involve collecting tariff, value and origin 
information for all boM components and 
comparing these to the applicable rule of 
origin for the available agreements. this 
can be complex and time consuming 
depending on the rules of origin and 
number of boMs, and should be 
completed by knowledgeable resources 
or ftA analysis systems. once eligibility 
has been determined, you will need to 
provide the required proof or origin to your 
customer, such as a preferential certificate 
of origin or an invoice declaration, so that 
they may claim preference.

As an example, a Malaysian manufacturer 
of bicycles of tariff classification 
8712.00.110 currently exports 2,000 units 
at $450 per unit to a third-party customer 
in Australia annually.  It is determined that 
the bicycles satisfy the rules of origin 
under the ASeAn-Australia-new Zealand 
ftA, and by providing the appropriate 
certification documents, the manufacturer 
can deliver a $45,000 saving to their 
customer without lowering their selling 
price.

the same manufacturer also exports 
1,000 bicycles to a related party in the 
Philippines with a transfer price of $325 
per unit.  the manufacturer chooses the 
ASeAn ftA and determines that they 
qualify. despite selling fewer bicycles and 
having a lower price than the bicycles sold 
to the Australia customer, the related party 
in the Philippines will save $48,750 as the 
Mfn rate in the Philippines is 15 per cent.  

Moving Forward with FTAs

like so many other cost driving factors, 
you need an ongoing strategy to ensure 
you continue to maximise the savings 
and other benefits into the future. once 
you understand how current trading flows 
interact with ftAs and the steps needed 
to take advantage of the ftA benefits, 
consider how changes to your trading 
flows could influence  ftA outcomes 
and what safeguards can be added to 
processes to protect existing benefits. 

this could include: 
• building FTA provisions into new 

sourcing tenders or contracts
• ensuring that total landed cost modelling 

includes preferential duty rates
• re-evaluating existing product sourcing 

to deliver higher duty savings
• sourcing products from origins that will 

enable your own manufactured goods 
to qualify for agreements when they 
need to be exported

• evaluating new or alternate agreements 
that may deliver a higher level of return 

If it sounds like ftAs could present a 
real opportunity for your organisation, 
then take the time to review your trading 
flows and talk to all the parties who may 
need to be involved. that way, when you 
start requesting preferential certificates 
of origin from your suppliers or begin to 
qualify your own manufactured materials, 
the support you need is in place. 

About the Author

Zoe Martinez is director - Global Solutions 
and free trade Agreement Software 
Product Manager at Integration Point.  
With a decade of experience in the 
trade compliance field, Zoe has a strong 
international trade logistics background 
that focuses on working with multinational 
fortune 500 companies on cross border 
compliance and supply chain processes 
across the Asia Pacific region. In her 
role at Integration Point, Zoe  acts as the 
key client services contact in Australia, 
and manages the implementations of 
import/export compliance solutions with 
a specific focus on free trade agreement 
management for the Asia Pacific region.
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heAd of ASIA pAcIfIc, SeNIor vIce preSIdeNt, SwISSlog Ag

DIALogUe

25 digiMag



geArINg for 
full AutomAtIoN

Can a distribution centre be entirely controlled by automation and robots in 
the future? Mr Francis Meier, Head of Asia Pacific, Senior Vice President, 
Swisslog AG, thinks this is definitely technically possible. In fact, today’s hi-

tech industry already provides the market with the necessary technology and tools 
to make this happen, although he advises against having zero human workers.

“We already have the capability to set up a fully automated warehouse today. but 
we still need human workers to maintain and support the system. It is not possible 
to switch a robot on and expect it to work perfectly forever. We still need people in 
the control room supervising and monitoring the work being done, and providing 
maintenance,” says Mr Meier, who was just appointed in his new role early 2015.

With over 20 years of experience and dedication working in Swisslog AG, Mr Meier 
shares his views with Supply Chain Asia on technology adoption in Asia Pacific, and 

the company’s goals for the region.
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Starting from bottoms up

Although Mr Meier has relocated from 
Switzerland, he is familiar with the region, 
especially Southeast Asia. In fact, he was 
placed in charge of expanding into the 
region and setting up an office in Malaysia 
from scratch.

“When I was heading the Malaysian 
office, I was very involved in every part of 
the operations. even when I was the head 
of our technology sector, I have always 
been aware about the requirements and 
demands of this market to ensure that 
we produce the right technology to meet 
the industry’s needs,” explains Mr Meier, 
although he conceded that no one could 
be 100 per cent knowledgeable about any 
region.

Growing any new business is a challenging 
experience. for Mr Meier, it was the 
difficulty in hiring the needed talent as 
industry automation technology was a 
relatively new business in the 1990s in 
Asia Pacific.

“eventually, I had to transfer the knowledge 
myself to the employees, as well as invite 
my colleagues from the headquarters to 
train them. thankfully, we had ambitious, 
young people joining us even though we 
were an unknown Swiss company then. A 
short while after our launch in the region, 
we secured some major projects with 
multinational companies, such as Compaq 
Asia. once projects were secured, we 
could not run from our responsibilities or 
delay our work; we had to learn quickly 
and deliver the promised results,” says 
the former Managing director technology 
Centre.

Banking on the region’s growth

Swisslog AG is focused on the growth of 
the region, particularly with China being 
the fastest growing market. However, 
Southeast Asia, as well as Australia and 
new Zealand, also play a significant role in 
the company’s bid to double its businesses 
in the region within five years. 

“KuKA robotics has joined forces with 
Swisslog AG to ultimately become a global 
powerhouse for integrated automation 
and logistics solutions. this means there is 
a high level of expectation on us to grow, 
especially in Asia Pacific. for the Southeast 
Asia region, while we are currently strong 
in Singapore and Malaysia, we plan to 
expand into thailand and Indonesia to 
establish a stronger presence in the 
market,” says Mr Meier, who is based in 
Australia, and will travel often within the 
region.

once that has been established, the 
company will look to expand to other 
countries in the region, such as the 
Philippines. When that happens, it is 
possible for Southeast Asia market 
to expand and even eclipse China’s 
importance, depending on the size of the 
projects in each respective country.

“A short while after our 
launch in the region, we 
secured some major 
projects with multinational 
companies, such as 
Compaq Asia. once 
projects were secured, 
we could not run from our 
responsibilities or delay 
our work; we had to learn 
quickly and deliver the 
promised results.”
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Swisslog Malaysia Celebrated its 20th Anniversary 

Swisslog started its journey in 1995 when francis Meier, Sr. Vice President and 
Head of Asia Pacific, opened its first Southeast Asia regional office in Malaysia. 
Since its opening, the company pioneered the development of automated 
warehousing solution and generate lasting financial and operational benefits 
for customers in these region. over the last two decades, Swisslog Southeast 
Asia witnessed growth and expansion in business and clients and made its 
presence across Asia including China. the company responded to every 
challenge with zeal and remained focused and committed to our visions and 
missions - to be the leading supplier which actively drive change on the market 
due to innovation and developments of best-In-Class automation solutions for 
warehouses and distribution centers

today, Swisslog Southeast Asia remains strong in the industry, under the 
leadership of Koh Seng teck as the Head of WdS Southeast Asia.  With its full 
organisational strength in Kuala lumpur and Singapore, including competency 
in design, software, realisation and customer services, the company had 
successfully delivered many complex and innovative material handling system 
projects in these region. 

Swisslog Southeast Asia has won industry recognition as a trendsetting and 
innovative organisation in delivering integrated warehousing solution across a 
wide range of industries. the company’s track record of results and success is 
due to its investment in people, processes, and technology.

It is all about the technology

“I wish I knew for sure the upcoming 
technology trends to impact the industry; 
that would definitely make my life much 
easier. there are so many technology-
based systems going on now and I think 
they will only grow in importance in the 
future. the industry will be more robotics-
driven, more focused on automation 
systems, and there will be more human-
machine interactions, which means robots 
and humans working side-by-side with no 
fences separating them,” envisions Mr 
Meier.

ultimately, these new innovations will 
form the basis for Industry 4.0, which is 
currently strongly advocated by Germany. 
this fourth industrial revolution consists 
of “smart factories using information and 
communications technologies to digitise 
their processes and reap huge benefits in 
the form of improved quality, lower costs, 
and increased efficiency”, according to an 
article on Zdnet. 

“this refers to independent subsystems 
communicating with one another to solve 
problems instead of having one centralised 
system controlling everything. Singapore 
is extremely prepared to embrace this 
technology and is often at the forefront of 
new technologies, especially for its Smart 
nation initiative,” says the Swiss/Canadian 
national.

He is also confident that having new 
robots will not result in the increase of 
work accidents. It is a widely known 
fact that a majority of work accidents 
involving robots are due to human errors. 
It is extremely difficult for robots to cause 
accidents by themselves.

“Standard robots, such as material handling 
equipment, are usually separated by large 
fences. once it detects someone entering 
the fenced area, it will automatically 
shut down. even with human-machine 
interactions, there are so many gears and 
censors involved to prevent accidents that 
I do not believe robots can accidentally 
kill people without human interventions,” 
explains Mr Meier. 

Returning to the Far East

Mr Meier had a nostalgic return to Asia 
Pacific when he and his team celebrated 
the 20-year anniversary of the Kuala 
lumpur office in July.

“being in Malaysia and starting the 
Swisslog office from scratch was an 
amazing experience. We just had our 20-
year anniversary for the Kuala lumpur 
office. It was quite an emotional return 
to see some of the employees who are 
still here when I hired them years ago. 
In fact, my first two employees, whom 
I recruited, are still in Swisslog after 20 
years. for me, this has been one of my 
favourite experiences, especially since my 
daughter was born in Malaysia. I have a lot 
of good memories and emotions tied to 
this country,” says Mr Meier, who is proud 
of how much the Kuala lumpur office has 
grown over time. 

According to him, a good size for a growing 
team would be about 20 people, and the 
Swisslog Kuala lumpur office reached the 
target within two years. It rapidly grew to 
40 employees one year later. but Mr Meier 
was quick to acknowledge that he owes 
his success to the support of his family, 
particularly his wife. 

“It is not easy for every family to accept 
that they have to move every few years 
because the husband or father has a 
different posting. I am very thankful that 
my wife is very flexible and actually enjoys 
moving to new places. In fact, she is the 
one handling the moving arrangements. 
Without her support, I do not think I would 
be able to achieve what I have achieved. I 
am very grateful to have her by my side,” 
says Mr Meier.
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StRAtegY

AftermArket Supply 
chAIN: key drIver for 

pROFITaBIlITY, CUSTOmER 
SaTISFaCTIOn anD lOYalTY

Aftermarket services – once regarded 
as a cost centre and an unwelcome 
necessity - were ignored as the 

executives were only concerned about 
the forward supply chain and getting their 
goods to the market. However, the fact that 
organisations optimised their production 
supply chain was only the first part of the 
equation. they are starting to recognise 
that in fact two supply chains exist – one 
that “delivers” and one that “services”. 
firms are now harnessing aftermarket 
services for increasing revenue, through 
better customer satisfaction and enhanced 
brand loyalty, and profitability, through 
higher profit margins.

Aftermarket services and parts contribute 
20-30 per cent of revenues and up to 40 
per cent of profits for most manufacturers 
today. Profit margins can go up to 10 times 
those of initial product sales. It is hence no 
surprise that oeMs want a piece of the pie 
too – a Canaccord Genuity survey in 2014 
indicated that 63 per cent of aviation Mro 
providers felt that oeM competition was 
increasing. for instance, boeing 737MAX 
and 777X are being developed with an 
eye on boosting the in-house aftermarket 
offerings. upon success of such strategy, 
the aftermarket should eventually catch up 
with the overall growth rate of the boeing 
commercial programme (10-15 per cent 
annually).

A strong approach towards meeting 
and exceeding customer expectations 
regarding service has shown to drive 
higher satisfaction and customer retention 
rates – which ultimately translates into 
more revenue. the report from Aberdeen 
Group, “State of Service Management: 
outlook for 2013” shows that best in class 
companies are rewarded in their efforts 
to improve customer service efforts, 
experiencing far better service margins 
supported by high levels of customer 
satisfaction and retention.

Trends

•  Focus on Customer Fulfilment – 
Increasing competition today has 
amplified the need for customer 
retention more than ever before. With 
this in mind, organisations are focusing 
on improving overall service levels as 
customer fulfilment emerges to be 
the guiding principle for success in 
the aftermarket segment. According 
to the IdC Manufacturing Insights 
survey (2013), improving customer 
fulfilment was the most important 
business initiative equipment firms 
would take in the next three years. In 
order to do so, firms need to engage 
with customers more closely in order 
to understand their requirements which 
in turn will help specify the attributes of 
new products and services. Most firms 
are now undertaking a strategy which 
does not merely focus on introducing 
new products to the market, but more 
focused on implementing value-added 
services around them. 

 

by Shikhar Saxena, Consultant, b2G Consulting Singapore

•  Investment in new IT systems and 
solutions – realising the difference in 
needs of traditional and aftermarket 
supply chains, best-in-class companies 
have started to invest in pertinent 
information technologies, such as field 
service management, warehousing and 
inventory management, warranty and 
claims processing, and procurement 
and parts logistics. CrM is also 
being re-thought, with there being 
a need for using conditions-based 
recommendations and consolidating 
customer touch points into a single 
customer-centric view. organisations 
are also evaluating the significance of 
emerging technologies, such as smart 
mobile devices, machine-to-machine 
(M2M) communication, and cloud-
based delivery solutions which can help 
facilitate easy access to information, 
harness additional value from the data 
and shorten the lag time for critical 
decisions in order to further enhance 
their service operations.
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  At the same time, best-in-class 
erP/WMS providers are expanding 
their suite of services to include 
specific functionalities that meet the 
requirement of the services business. 
Component based solutions are offered 
to extend the value of in-place business 
process platforms, which also help to 
leverage the innovation and flexibility 
that such systems offer.

•  Strategic Outsourcing – Companies 
are increasingly looking to outsource 
various key functions to re-engineer 
their aftermarket services to best-in-
class levels without the accompanying 
high investments. they are determining 
which business processes are core 
competencies and which can be 
outsourced. Parts logistics, product 
repair & remarketing, and reverse 
logistics are the best-in-class 
outsourced functions and are usually 
outsourced to 3Pls in order to leverage 
their infrastructure. Global coverage and 
integrated transportation & warehouse 
network help achieve economies of 
scale. Customer services, including 
procurement, shipping, order 
processing, invoicing, and managing 
day-to-day and policy planning are also 
some functions which companies are 
looking to outsource today. 

Innovative Solutions

• Value-added customer interactions 
– With increasing channels of 
communication (email, phone, web, 
SMS), organisations are getting smarter 
at interacting with customers and 
understanding how customers wish to 
interact with the service organisation. 
the traditional strategy of using the most 
cost effective means of communication 
to ensure operational efficiency through 
reduced costs cannot work anymore, 
keeping in mind the customer always 
comes first. With a myriad of options 
available for customers, organisations 
are realising the value of interacting 
with the customers on their customers’ 
terms, not their own. It is hence not 
surprising that organisations rate 
creating a communications strategy 
based on the customers preferred 
channel of communications as the most 
important factor in improving customer 
engagement, ahead of offering value 
added services such as product training, 
installation and consultative services.

• Demand Modelling – traditional 
forecasting methods do not work well 
for spare parts demand forecasting – 
underlying demand variability is very high 
and demand probability distributions are 
highly skewed. Spare parts call for more 
non-deterministic, stochastic planning 
methods based on probability methods. 
Also referred to as demand modelling, 
these planning methods help to forecast 
intermittent demand and optimise 
multi-tier inventory. the forecast and 
replenishment plan hence derived is 
more adaptive to demand change, lead 
time variations and customer service 
level requirements. they can also 
improve downstream demand visibility 
from a distribution or service network. 
by connecting to the dealer network or 
service providers, they can identify sell-
through demand down to the daily level.

• Emergence of new service models – 
Increasing customer demand for cost-
effective service contracts coupled 
with the service organisations’ aim to 
cash in on the financial and strategic 
opportunities in service excellence 
are giving rise to new strategies and 
business models. the traditional spare 
parts sales contracts include the no-
fee warranty service with the hope that 
the consumer will extend it under an 
extended service contract or on a pay-
per-call basis. this is often a low margin, 
resource-intensive and disruptive 
activity for the service provider, while 
the service level is often unsatisfactory 
for consumer. 

by using new contracting mechanisms, 
providers take over what used to be the 
responsibility of their customers. this 
allows for higher profits but also increases 
risk exposure.

What’s next?

leading companies have shifted their 
thinking about aftermarket services in 
recent years from being a cost centre 
to being a strategic function of their 
organisation. Aftermarket is no longer 
limited to cutting costs and honouring 
warranty obligations; rather it is an 
opportunity to provide additional services 
that offer value to customers, enhance 
customer relationships and strengthen 
the brand, and, of course, provide revenue 
and help manage market uncertainty. 
by recognising the difference between 
forward and aftermarket supply chains and 
building ways to optimise service, they 
have turned their service supply chains 
into powerful competitive differentiators.

the ultimate motive here is to connect all 
the end-to-end supply chain partners, from 
suppliers to customers of customers. the 
resulting end-to-end visibility would result 
in better business integration and provide 
agility for real-time responses to the 
pressures of variable customer demands. 
Steps taken today for optimising service 
delivery will go a long way in shaping 
customer service as a profitable way to 
create product differentiation and enhance 
customer loyalty.

About the Author

Shikhar Saxena is a supply chain 
consultant at b2G Consulting Singapore. 
b2G Consulting is an international 
firm focusing on supporting industrial 
organisations facing growth challenges in 
emerging markets, helping its clients to 
build profitable supply chains in challenging 
context for better cost savings and service 
levels. Shikhar is in charge of supply chain 
data mining, performance benchmarking, 
and market analysis. He conducts in-depth 
feasibility and market studies of various 
industrial sectors including automotive, 
manufacturing, steel, mining and 
semiconductors, for clients across Middle 
east and Southeast Asia.
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teCHnoLogY

wheN SOCIal mEDIa 
meetS 

SUpplY ChaIn

the pace and scale that change operates in today’s business environment is 
unprecedented – never before has demand been driven by so many with such a 
singular voice. the power of the Internet to instantly change demand for a particular 

product have been driving the way products are introduced and consumed. Pinterest, 
Instagram, facebook and twitter, have enabled almost real-time sharing of social media 
trends which have the potential to make or break a demand trend in minutes, making 
it difficult for manufacturers and merchandise planners to plan and forecast for an 
unpredictable and variable market.

While capturing the vagaries of demand could be a challenge, streamlining internal process 
systems with the right erP system and supply chain management tactics could help 
manufacturers to keep up with change. be it fashion or food and beverage, companies 
need to build value chain partnerships with suppliers and integrate their processes so they 
can replenish just in time and minimise inventory and work in process risk in the supply 
chain. 

by Helen Masters, Vice President, ASeAn & India, Infor

About the Author

Helen Masters is the Vice President, 
ASeAn and India at Infor where she is 
responsible for the development and 
promotion of global corporate products 
and seamless customer experience to 
establish a market presence in the ASeAn 
region, including thailand, Malaysia, and 
Singapore.

In her position, Helen maintains new 
product lines with a focus on customer 
and partnership management and strategy 
setting to grow business in Infor’s key 
micro-verticals in the region.

Prior to Infor, Helen was the Vice 
President, Commercial and emerging 
Markets of SAP and Head of emerging and 
transformational Alliances Group at Cisco 
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Helen is a graduate of Macquarie 
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Tomorrow Comes Today 

few brands seem to look forward when 
predicting consumer behavior, as they 
base models on historic data – what has 
worked in the past rather than what is 
working at this moment in time. Predictive 
methods have to give way to prescriptive 
responses as traditional sequential 
waterfall planning type model with a long-
term high level forecast lack the flexibility 
needed to make both sequential and non-
sequential decisions at the same time, 
along with long term and short term 
commitments. 

beyond social media, the increasing 
use of online channels is forcing supply 
chain managers to reduce their response 
times and fill smaller, more personalised 
customer orders. As a result, maximising 
supply chain flexibility and managing 
multiple supply chain configurations is 
becoming paramount. Moving forward, 
companies who sell goods directly to 
consumers will need to learn how to keep 
up and stay on top of these trends. they 
will need to build value chain partnerships 
with suppliers and better integrate their 
value chain processes, so that turnaround 
time is reduced from weeks to a matter 
of days.

three primary areas manufacturers should 
differentiate their practices to deal with 
market and demand volatility are - 

Collaborating with key customers on 
planning 

•  Wholesaler or retail supplier, companies 
should monitor the consumer rather 
than your immediate customer else you 
will be following a distorted demand 
signal. this can be better managed with 
new social tools and techniques that 
help to track the consumer.

•  Forecasts should be done with built-
in flexibility at the style level and then 
passed on to consumers to lead and 
drive demand. 

end-to-end supply chain planning and 
visibility

•  A centralized inventory management 
pool is a key foundation for success 
in today’s omni-channel environment 
as it eliminates all inventory silos and 
does not allow separate inventory 
management by channel. 

•  As a standard procedure, warehoused 
material stocks should not be pre-
allocated as they can be easily 
influenced by market volatility wither 
due to fickle consumers, the impact of 
social media and other factors. As such, 
pre-allocation would only make sense 
if the contract is with customers for 
direct-to-store shipping or in fulfilment 
of standing orders for pre-set quantities.

Vendor-managed-inventory direct-
replenishment Model

•  Building a strong value chain 
partnerships and sharing product 
lifecycle management data with supply 
chain partners can shorten lead time. 
Mobile apps for quality control and 
warehousing can also aid in integrating 
processes.

•  Instead of going with the lowest cost 
supplier, source components where 
they are the highest quality at the 
lowest cost and lead time is flexible 
and reliable. even consider bringing 
components together for assembly in 
a place close to market as suppliers 
relying on full capacity utilisation to 
compensate for low margins can make 
replenishment unreliable and sluggish.

While consistency is essential to brand 
management, too many brands have 
turned into iron maidens because of 
this management principle. flexibility is 
extremely important, especially when 
dealing with an extended network. the 
goal is to get from a traditional supply chain 
to a collaborative value chain relationship 
by sharing information and risk in order to 
align more responsively with consumer 
demand.

More than ever before, consumers 
control the economics of the industry 
and organisations need to harness this 
information appropriately and adapt their 
processes in order to respond to volatile 
demand, manage inventory risk and 
rapidly take market leadership.

As lean manufacturing becomes necessity 
and as the global market becomes 
increasingly competitive manufacturers 
are always looking for ways to streamline 
their production, logistics and marketing. 
both erP and PlM have the capacity to 
make this happen by creating transparency 
over the lifecycle of their products.
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why SmaRT hanDS ANd 
SmaRT maChInES wIll power 

the Next INduStrIAl Age

Advances in technology, automation, interconnectedness, user experience, process 
analytics and machine intelligence have finally aligned to redefine and reshape the 
very nature of work. this increasing digital intensity of work has brought us to a 

profound inflection point, changing the way a company operates. the way critical business 
services are sourced and, more importantly, delivered will no longer be like before. over 
the next decade, disruptive changes are forthcoming and are akin to the magnitude of a 
second Industrial revolution. 

digitally-fueled automation is likely to engender industry-wide change everywhere, and the 
impact of seemingly magical advances in connectivity, robotics, biology, and processing 
power will absolutely re-shape how we work and live. this is already happening, just as it 
has in the past. However, humans would not be rendered as redundant in the equation. 
Instead, envision a near future where functions become intelligent through technology, 
allowing humans and digital processes to put their heads together to create a more 
intuitive, more responsive enterprise. through such collaboration, enhanced business 
results will be delivered via new digitally encoded processes.

Future Movement of People, Goods and Information

business entered the Industrial Age for good in the mid-19th century. the first 
transcontinental railroad heralded the shift from the Agricultural Age to the Industrial Age, 
creating new, unforeseen functions, jobs and economic possibilities. People could get 
other people, goods, services, things and most importantly, information, from point A to 
point b in a radically more efficient and effective manner.

History repeats itself and we are at a similar crossroads once again. robots, machine 
learning, artificial intelligence, the Internet of things (Iot): many buzzwords are used 
about automation. effectively, they point to the same theme: processes are becoming 
digital, instrumented, analysed, and increasingly operated by smart machines and code 
instead of humans. this is comparable to the 21st century version of rails, steel, telegraph 
poles and locomotive engines. In Asia Pacific, including Japan, business intelligence/
analytics, cloud and mobile are ranked the top three technology priorities in 2015. Seventy-
five per cent of Chief Information officers (CIos) in the region recognise the need to 
refashion from “control” to “visionary” leadership style in the next three years in order 
to succeed in digital business. the conscientious move towards digital entails multiyear 
changes in information, technology, business processes, business models and talents—
including embracing SMAC technologies (social, mobile, analytics, cloud) and evaluating 
technologies such as thinking machines and Iot. 

by robert H brown, Assistant Vice President, Center for the future of Work, Cognizant

About the Author
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Cognizant’s Center for the future of 
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for business Process Services. He is 
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thought leadership, brand development, 
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collaboration with Cognizant’s senior 
executive clients and prospects. Prior 
to joining Cognizant, rob served as 
Managing Vice President of the Gartner 
business and Applications research team.  
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Metaphorically, we see signs of the digital 
track being laid and tunnels being blasted 
all around us, as sensors and wearables 
instrument processes, and mobility and 
social media apps integrate the digital 
and physical worlds with application 
programming interfaces (APIs). Just like 
the railroad, the impact will be at a scale 
not previously seen before in the history 
of business. And just like trains on a 
railroad, they need a destination, business 
processes—digital or otherwise—to 
support a business strategy; they are 
helping smart people make smarter 
decisions in support of differentiating 
activities.

Maximising Digital Processes by 
Connecting Industry Value Chains

on the road to 2020, there are already 
signs evident of a powerful interplay of 
knowledge workers and digital processes. 
this is especially true when you look at 
middle- and front-office processes within 
industry value chains.
 
Healthcare institutions are rapidly 
engaging patients beyond the doctor’s 
office to drive value-based care models—
for example, combining wearables and 
interactions from daily smartphone app 
reminders and tips or weekly calls from a 
remote nurse or even real-time alerts from 
a virtual coach about maintaining blood 
sugar levels. Many of these interactions 
initially will be with healthcare consumers 
who are already activated and generating 
patient Code Halos, that is, the digital data 
that surrounds people, devices, processes 
and organisations. 

by embracing these models, consumers 
and healthcare organisations can begin 
proactively transforming their patient 
care through monitoring, predicting, 
preventing and counteracting disease, 
while improving quality and cost models. 
this approach will not only enable the 
healthcare industry to enhance ongoing 
cost containment measures, but it also 
represents an opportunity for payers 
to step forward and match individuals’ 
efforts to manage and be accountable 
for their health. this closes the circuit for 
empowered healthcare consumers.

furthermore, digitisation, automation 
and Code Halos help improve results of 
clinical trials, increase accuracy of clinical 
trial yields as well as improve judgment 
and decision-making of physicians, such 
as avoiding inappropriate combinations 
of pills when prescribing medications 
to patients. All of these advances help 
accelerate and improve the precision of 
regulatory approval for new and powerful 
drugs, as well as enhance patient care 
delivery.

Digital Value Chains can Reform 
Processes that are Smart, Data-Rich

Sometimes, “doing analytics” or merely 
automating an existing process falls short. 
Prompted by innovative competitors, a 
full digital re-think for making money and 
meaning may be crucial to transform core 
processes in the future of work. truly 
digital processes can use Code Halos to 
automate processes right from the outset, 
but the real prize is the data produced as a 
result. Information and meta-data in digital 
process value chains are inherently “born 
as digits”. As physical value chains digitise, 
process feedback and analytics become 
instant; open process loops are closed 
faster and insights come faster, whereby 
traceability, tracking and auditability are 
enhanced.

today, delivery models such as business 
process-as-a-service (bPaaS) probably 
come closest to making the promise of 
making digital processes a reality. While 
many bPaaS offerings are almost entirely 
automated, their outputs are leveraged 
to help process and knowledge workers 
make quicker, more informed business 
decisions, using a model that is typically 
less costly than traditional sourcing 
options.

by automating systems to better sense, 
predict and deduce the data they 
consume, employees can work heads 
up, not down, with intelligence from 
digital processes supporting their own 
knowledge and experience. the ability to 
capture information about the movements 
of people, goods, information and services 
through space and time is allowing leading-
edge businesses to re-imagine processes 
as digital from the outset. 

Consider the Internet of things, in which 
sensors are beginning to totally digitise 
and automate processes in a straight-
through data flow. those companies 
that harness these types of digital 
technologies to recombine and drive 
innovation in their business processes 
will out-compete those who cannot—or 
do not—for years. for example, a biotech 
firm searching for cancer cures can use 
robotic mass-spectrometers that work 
round the clock to generate volumes of 
data analysing blood and tissue. Skilled 
biochemists use the math the machines 
produce as a powerful tool that generates 
a hypothesis, allowing them to investigate 
its true viability.

Steps Towards the Future of Process

business process leaders can take 
practical action now to get their digital 
process train on the right track:
 
1.  Analyse your company at the process 

level: review in detail your processes as 
they exist today (new product/service 
development, sales and customer 
relationship management, operations, 
etc.). Infuse a digital process plan, 
including the applicability of Code Halos, 
by re-imagining moments of customer 
engagement or constituent journeys. 
target tangible process metrics: cost-
per-claim, clinical trial yield, healthcare 
unit cost, fraud prevention rates, etc.

2.  Perform an automation readiness 
assessment: Map processes to a level 
of detail that includes inputs, process 
and outputs. Scan the market for tested 
and ready-to-implement technologies 
that have established tangible proof 
of success. Apply intelligent process 
automation technologies that are 
minimally invasive to operating 
environments today, but keep your eye 
on the prize for where digital process 
transformation makes most sense 
tomorrow.

3.  Help humans evolve toward the 
work of tomorrow: Start by giving 
employees access to digital processes 
and machines that help them do their 
jobs better, smarter and with more 
meaningful impact to the business. 
It is not about the number of people 
tied to “doing the process”; it is about 
outcomes and making smart people 
even smarter.

Whether your organisation completely 
digitises its business processes or 
takes a one-off approach, advances in 
foundational information technology, 
process automation and analytics, as 
well as machine intelligence, will unleash 
the potential for more productive and 
innovative ways of working. do not wait 
to get to the future of process. Start today, 
by imagining how the future of work will 
look tomorrow when digital machines, 
information and processes help humans 
do their jobs better, faster and with 
greater impact.
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FUll-VISIBIlITY ANd REal-TImE DaTa 
ANAlySIS Not juSt A dreAm

Whether being part of a global 
or regional operation, supply 
chains in Asia has changed 

tremendously. In the region where 
organisations are facing dynamic 
challenges to cope with risk, avoid 
disruptons or forecast demand, supply 
chains are required to evaluate the cost 
value of proposition of labour cost versus 
automation cost.

While labour costs are continually 
increasing, they are perceived to be lower 
costs than automation costs. However, 
to have a competitive advantage, supply 
chains providers need to expand the use 
of automation to have operational agility 
in mitigating risk in a lengthy supply chain. 

the challenge will be expanding the 
analysis beyond pure labour versus 
automation and digitisation costs.  
Quality and responsiveness are typically 
not as easy to quantify as the labour 
– automation cost comparison and 
companies may stop their evaluations at 
simply the initial hard costs.  to overcome 
this challenge, manufacturers in Asia need 
to examine the gap between how they are 
conducting business now and how they 
want to conduct business in five years.  
that will reveal why digitising and Asian 
manufacturing is so important.

Quality, Agility and Costs 

Successful organisations need to 
constantly monitor and improve their 
operations as a stagnant business is 
unlikely to survive in a fast-paced, ever-
adapting  business climate. A recent 
global survey of 750 decision makers 
across the globe during the period of 
June and July 2014 by the Vanson bourne 
commissioned by Software AG, finds that 
organisations recognise the importance 
of greater visibilty over internal processes 
and quickly making operational decisions 
based on real-time data analysis. In fact, 
75 per cent of respondents agree that 
more visibility over internal processes 
could lead to operational improvements 
and that it will decrease the chances of 
the organisation from falling behind their 
competitors (67 per cent). 

real-time analytics is going to become 
increasingly important to Asia’s 
manufacturing industry as automation 
replaces large labour forces.  this shift  will 
allow a full-visibilty of internal processes 
paired up with real time analytics to ensure 
quality, agility and low costs. 

the single key factor to investing in a 
digital supply chain is efficiently meeting 
customer requirements. Manufacturing 
customers are becoming more demanding 
with their lead time, product specifications 
and cost requirements because of the 
direct pressure being placed on them 
from consumers.  If manufacturers do 
not digitise their supply chains, long term 
growth prospects may be at risk. this may 
be exacerbated with many organisations in 
the uS and europe to go on “re-shoring” 
and are actively searching for methods to 
become automated to anticipate the rise 
of labour costs. 

The Dream of the Speed of Data

However, in harnessing this capability 
companies still lack of the support and 
solutions needed to make it a reality. 
for the majority, real-time analysis is a 
distant dream as most of the survey’s 
respondents (74 per cent) report that 
their organisations are still using manual 
processes to collect and analyse data. 
thus, nine in ten producing businesses 
state that their operational processes take 
too long, six hours too long on average. 
this indicates that business leaders still 
struggle to link up the agility of supply 
chains with the piles of data that need to 
be analysed and made sense of.

Another challenge faced by supply chain  
providers to have a robust automation is 
the requirement of viable data collection 
networks, improve security and focus 
on building better collaboration and trust 
amongst multiple trading partners.  to 
have a functional digital supply chain, 
data has to be shared and partners have 
to be trusted with both information and 
actions.  both of which are difficult to 
obtain and relatively easy to lose.  this is 
not necessarily an innovative step, but it is 

by Stanimira Koleva, Asia Pacific & Japan Chief Customer officer, Software AG
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a fundamental step that has to be focused 
on.  there are far too many times when an 
associate from a manufacturer departs for 
a competitive company and takes valuable 
information that may further erode trust 
between manufacturers.  

The Pulse of a Digital Enterprise

to overcome this challenge, manufacturers 
in Asia need to examine the gap between 
how they are conducting business now 
and how they want to conduct business 
in five years. that will reveal why digitising 
and Asian manufacturing is so important.

the digitisation of supply chains ensures 
that data is effectively used by ensuring 
that sensors, trading partners, applications 
and customers can interact with an 
enterprise in an automated fashion, at 
incredible speeds and with an almost 
unlimited connectivity methods.  A 
continuous analysis allow organisations to 
take immediate, structured action.

this is the core methodology of a 
digital enterprise. every component is 
connected to deliver on this vision to 
ensure every business process, whether 
it is an electronic message, a production 
operation, a transportation movement 
or a connected customer experience, 
executes correctly every time and with 
minimal manual intervention. the results 
are better outcomes for stakeholders, 
customers and shareholders, as well as 
more satisfied customers.

Automation is Inevitable

real time analytics enables new production 
solutions through continuous condition 
monitoring, such as predicting equipment 
maintenance requirements and continual 
product quality monitoring for discrete 
and process manufacturers. It will not 
only serve internal operationally-focused 
initiatives but will also extend outside of 
plants to include smart logistics systems 
that enables just in-time component and 
material delivery based upon the actual 
consumption of the components in the 
manufacturing process.

the rise of automation and the enablers 
will continue to be the biggest trand in 
supply chain industry. big data, integration 
and business process technologies allow 
customers to drive operational efficiency, 
modernise supply chain providers’ 
systems and optimise processes for 
smarter decisions and better service. 

respondents strongly believe that 
the It department is supporting the 
organisation’s need for real-time analysis 
of data

Source: Vanson bourne: How effective use of big data improves operational processes, 
April 2015

respondents report that it is important to 
make operational decisions quickly

manufactoring companies have a 
programme of optimising and improving 
processes over time

respondents from the manufacturing 
and production sector report that their 
organisation monitors most of their 
operational processes

agree that more visibility over internal 
processes could lead to operational 
improvements

and that it will decrease the chances of 
the organisation from falling behind their 
competitors 

respondents are finding challenges with 
the data that they already have access to

state that their operational processes take 
too long

manufactoring companies report that their 
organisation’s current capability to mine, 
analyse and use data could be improved 
less than half say that their organisation 
can act on (48%), mine (43%) or use 
(38%) real-time data 

91%

79%

89%

75%

67%

98%

90%

75%

31%

How the effective use of data improves operational success
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eVent
mAkINg 

a COmmITmEnT TO 
phaRma

Global biopharma sales have been on the increase since 2012, resulting in cold chain 
logistics being one of the main drivers in developing markets. this trend in sales is 
expected to continue upwards at an average growth rate of about six per cent per 

year, about the same as the six per cent uptrend in the 2011 to 2017 forecast last year.

According to International Air transport Association (IAtA) reports, by 2018, world sales of 
cold chain drugs and of biologics, such as vaccines and blood plasma products, will likely 
top uS$300bn, in a global biopharma market exceeding $1.2tr. Most of the growth in sales 
will be outside north America and europe, with Asia expecting to account for the largest 
regional share with more than $1bn of cold chain growth through 2018.

With air cargo being a critical component in delivering vaccines in time to their destination 
to be effective, IAtA has set up a system to implement standardised processes to ensure 
compliance and quality services through its Center of excellence for Independent Validators 
(CeIV) for the pharma industry. on 2 July 2015, Supply Chain Asia, in collaboration with 
Changi Airport Group, held its first programme to introduce CeIV by IAtA to the industry. 
this programme is the first in a series of dialogues aimed to touch on the challenges 
impacting the pharma logistics and supply chain operations.
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Certification Timeline (general approach)

Losing to Sea Freight

While cold chain logistics spending is 
expected to be about $8.4bn worldwide in 
$64bn pharma logistics market, this does 
not lead to an increase in air cargo’s share 
of global pharma products transport. In 
fact, air cargo’s share in this industry may 
even have dropped, with increasing shift in 
pharmaceuticals transported by sea due to 
air cargo challenges.

“one of the main challenges faced 
by the air transport industry is the 
lack of compliance, standardisation, 
accountability and transparency across 
the air transport supply chain,” shared 
Mr roland Schaefer, Project lead, CeIV 
Pharma.

More than 50 per cent of all temperature 
excursions occur while the package is in 
the hands of airline and airport handlers. 
temperature deviation denatures the 
product, rendering it worthless and 
harmful to the health of the patients. As a 
result, it is estimated that annual product 
losses range between $2.5-12.5bn. While 
there are many reasons behind this, 
temperature excursions during transport 
and shipping play a major role to account 
for the losses.

In addition, the air cargo industry is a heavily 
regulated industry with a lack of global 
standards and certifications for handling 
of pharma products. With an increasing 
number of regulations and multiple audits 
that the airlines, ground handling agents 
and forwarders are subjected to, it is no 
wonder that pharma companies are more 
inclined to choose sea freight.

Time to be Certified

this is why IAtA rolled out its CeIV Pharma 
initiative. this certification aims to ensure 
product integrity throughout the supply 
chain.

to obtain this certification, participants will 
have to deliver assessments and progress 
reports. 

 

Win-win Situation for the Industry

While one of the goals of CeIV Pharma 
is to raise the standards of the air cargo 
industry for pharmaceutical logistics, it 
also ensure that the sector can continue 
to practise self-regulation.

this was brought up for a panel discussion 
during the event, with Mr Schaefer, Mr 
ruud van der Geer, Senior Specialist, 
Supply Chain Coe, Merck & Co., Mr 
nathan de Valck, Cargo Account Manager, 
Brussels Airport Company, and Ms 
Winnie Pang, Head of SATS Coolport 
called to the stage. 

While Mr Schaefer advocates for “self-
regulation to avoid active regulators taking 
over and possibly imposing restrictions 
that make our work more difficult”, Mr 
van der Geer cautioned that ultimately 
costs and revenues will be the deciding 
factor. However, Ms Pang believes that 
the benefits of CeIV Pharma will cover the 
costs while Mr de Valck added that the 
customers must decide if they wish to pay 
more.

“If you are taking air freight, then you 
must understand that this is a premium 
transport system that offers better 
services and protection of goods,” said the 
brussels Airport representative.

Source: IAtA

Source: IAtA
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9-10 September 2015, 
Grand Copthorne Waterfront hotel

To RegisTeR
email: admin@supplychainasia.org
free sign-up for trade visitors: http://www.eventnook.com/event supplychainasiaforum2015tradevisitors/

to purchase for full-access to conferences & technical tracks: 
http://www.eventnook.com/event/supplychainasiaforum2015/ 

SUpplY ChaIn aSIa

FORUm20
15

RISE OF ThE ROBOTS

how to be a part of SCaF 2015?

Two-Day Conference pass

Trade Vistor pass

1

2

for: Serious participants who are looking for full access to the main 
conference, technical tracks and lunch area.

price: S$495 (aft gSt S$529.65)
*comes with complimentary Individual lite membership worth S$187.25

for: Attendees who only want access to exhibition area. Admission to conference/track 
session based on seats available. lunch is not provided.

price: Free
pre-registration is compulsory.
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SCaF 2015 Itinerary
9 September 2015 (Wednesday)

0800 registration opens

0915 welcome Address – guest of honour (tbc) & 
 certificate presentation for earn & learn program

0940 keynote 1 – Robotics: the Future of the Internet of Things (IoT)

even though roboticists are nowhere near achieving a true level 
of artificial intelligence, they are making progress in replicating 
some specific elements of intellectual ability by using the Iot as 
the foundation of all “knowledge.” As Iot matures, the industry 
is expected to add more robotic and AI functions to traditional 
industrial and consumer robots.

 by mr peter ho, ceo, hope Technik

1015  conversations with keynote Speakers

1030 tea break

1100 panel 1 – Robotics and its applications in logistics

robots are mostly used in factories to perform repetitive tasks that 
required speed, precision and force. today, the level of robotic 
capabilities is rising. Now, these robots move around. they are 
starting to imitate and look like humans. they are starting to 
perform tasks like humans do as well. what can we expect the 
typical factory to look like in 20 years?

 panelists
 professor chelsea c. white, Georgia Institute of Technology
 ms lynn huang freeman, head of marketing Strategy, ApAc,   
 honeywell Scanning & mobility
 professor Shantanu bhattacharya, Singapore management   
 University 
 mr xavier pairada, regional general manager, SSI Schaefer asia

1230 lunch

1330 ap-SCmC
 Technical Track 1: understanding ftAs in Asia by 
  mr Neil johnson, managing director, TnETS
 Technical Track 2:  hosted by honeywell
 The Shippers’ Council meeting

1430 ap-SCmC
 Technical Track 3:  changing role of your Supply chain In driving  
  profitability Across South east Asia by daniel  
  osbourne and william chaylis,
  manhattan associates 
 Technical Track 4:  Next generation logistics by Alan erera, 
  Shardul phadnis, tomas harrington, lim teng 
  joon, lee loo hay and chew ek peng, nUS-GT
 The Shippers’ Council meeting

1530 ap-SCmC
 Technical Track 5:  the march of the robots in warehousing by 
  roland martin, Swisslog
 Technical Track 6:  hosted by Workforce Development authority 
  of Singapore

1630 ap-SCmC
 Technical Track 7: robotics and its Applications in a distribution
  centre (case Study) by franck paduch &   
  carsten Spiegelberg,  SSI Schaefer 
 Technical Track 8:  hosted by Workforce Development authority 
  of Singapore
1730 event ends

10 September 2015 (Thursday)

0900 welcome opening – Supply chain Asia

0910 prize-giving for Ap-Scmc

0930 panel 2 – The Digital Divide: The power of Data in a 
 Connected Supply Chain World

the key to big data is real-time analytics. this complements the 
end-to-end visibility of the supply chain and enables companies 
to act quickly enough to prevent revenue and profit loss that can 
occur at various points in the supply chain. 

 panelists
 mr frans kok, general manager, aEB (asia pacific) pte ltd  
 professor chew ek peng, national University of Singapore
 mr vijay Anand, Senior director, Industries business unit, 
 global lead - travel, transportation & logistics Industries, 
 Oracle Corp
 mr jigar bhansali, head of presales, Software aG
 mr robert mc yap, deputy chairman & executive director, 
 Y3 Technologies

1030 tea break

1100 panel 3 – augmented Reality and its application in 
 Supply Chain

Is augmented reality the future of supply chain? the technology 
is already used in some warehouses, but how necessary is this 
innovation in supply chain? can the industry do without it and stay 
competitive at the same time?

 panelists
 mr larry Sweeney, business development Senior director, 
 honeywell Scanning & mobility
 mr james meares, director, Asia pacific, Integration point
 prof lee loo hay, national University of Singapore
 mr carsten Spiegelberg, general manager, Systems & Automation, 
 SSI Schaefer asia
 mr roland martin, Industry Segment leader e-commerce Asia 
 pacific, Swisslog

1200 lunch

1400 panel 4 – Robotics and the Displacement of Work 

Are humans becoming obsolete in the workforce? many signs are 
pointing to “yes”. but some experts also believe that the growth 
of robots automating elements of supply chain and improving 
efficiencies will not be at the expense of humans. 

 panelists
 mr paul bradley, chairman & ceo, Caprica International  
 mr radu palamariu, director, Asia pacific, morgan philips 
 Executive Search
 professor mark goh, national University of Singapore
 mr euan kenworthy, consultant, Russell Reynolds associates
 professor lim yun fong, Singapore management University

1500 closing remarks – mr paul bradley, vice chairman, 
 Supply chain Asia

1530 event ends

Information is updated as of 1st Aug 2015.
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In today’s global economy, shippers may contact third-party logistics providers or freight forwarders to procure and manage
their freight shipments. In order to stay competitive, shippers need to balance the risks associated from the transport of
their goods with the willingness to pay for the protection of the freight and consequences of any service failures.

this is where Supply Chain Asia (SCA) comes in. SCA hosts the Shippers Council (tSC) as a platform for senior professionals, 
involved in managing procuring and operating their companies’ logistics and supply chain operations in Asia Pacific, to 
discuss, explore and share issues and challenges affecting their operations, with the intention of finding and achieving 
best practices.

through our membership programme, we invite industry professionals to join us as we strive to better develop the 
industry, and succeed through collaboration.

FOr COrpOrate ShipperS

 tSC MeMberShipS

JOiN the Shipper COUNCil bY SCa tOdaY!

S$1750/yr (aft GST: S$1872.50)

Premier - 5 representatives

FEATURES

Membership
Monthly digiMag Pdf

• 1 Copy Free Special edition Magazine (Print)

Events & Networking
• 5 Free Passes to Supply Chain Asia forum

• Priority Seating for Awards
• 5 Free Passes to other events

• Member + Exco of TSC

Advertisements Slot
• 1 Month Free banner Ad in SCA Portal –

Subsequent Months at 30% off
• Feature Ad in digiMag Portal – 30% Off

• digiMag PDF – 30% Off
• Special Edition Magazine – 30% Off

Academy
• 1 Free Seat for a training Programme 
(depending on availability and suitability) 

- Subsequent Seats at 50% off
• Discounted Training Seats**

• Priority Seating

S$700/yr (aft GST: S$749)

lite - 5 representatives

FEATURES

Membership
• Monthly digiMag PDF

• 1 Copy Free Special edition Magazine (Print)

Events & Networking
• Discounts to Supply Chain Asia Forum

• Priority Seating for Awards
• Discounts to Other Events

• Member + Exco of TSC

Advertisements Slot
• Banner Ad in SCA Portal – 30% Off

• Feature Ad in digiMag Portal – 30% Off
• digiMag PDF – 30% Off

• Special Edition Magazine (Print) – 30% Off

Academy
• Discounted Training Seats**

• Priority Seating

for more of our membership packages, visit our website at www.supplychainasia.org. 
for enquiries, drop us an email at admin@supplychainasia.org.

Supply Chain Asia reserves the right to change the information without prior notice.
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aWaRDs
SUpplY ChaIn aSIa

2015
19 november 2015

Swissotel The Stamford, Singapore

Online voting for Corporate awards is open! 
Check out supplychainasia.org.
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OVERVIEW SCA AWARDS 2015

Supply Chain Asia Awards 2015 will be held on 19 november, with 26 awards to be presented. expect a twist in the 
nomination structure of the upcoming awards with a designated nomination committee each given the power and 
responsibility to select the very best of this competitive industry in the respective awards segment. 

• Special Corporate Recognition Awards 
 Most enterprising 3Pl SMe of the Year (Singapore only)
 Most Innovative Solutions Partner of the Year
 Supply Chain Software Partner of the Year 
 overall Supply Chain Partner of the Year

• Individuals Awards
 Supply Chain Professional of the Year in the various industries 
 (limit to 7 sectors each year) 

• Corporate Awards 
 Sea freight Partner of the Year
 Air freight Partner of the Year
 Sea Port operator of the Year
 Air Cargo operator of the Year
 last Mile Partner of the Year
 Asian 3Pl of the Year
 Global 3Pl of the Year

• Special Individuals Awards 
 Supply Chain educator of the Year
 Young Professional of the Year 
 Woman Supply Chain Professional of the Year 
 Most Inspiring Supply Chain Professional of the Year
 overall Supply Chain Professional of the Year 
 Supply Chain Ceo of the Year 
 Visionary of the Year 
 Hall of fame

AWARDS NIGHT ITINERARY 

19 november 2015
Swissotel the Stamford, Singapore
Attire: black tie/tuxedo

5.45pm:  registration & networking cocktail

7.00pm:  Guests to be seated

7.15pm:  event commences  

7.30pm:  Welcome speech by Chairman 

7.35pm:  dinner and Awards Ceremony
 • 1st sequence – Individuals & 10th year Council Members Awards
 • 2nd sequence – Corporate & Special Corporate
 • 3rd sequence – Special Individual

10.00pm: Closing note by founder/president of SCA
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for more details, you can contact:

mr paul lim (founder/ president)
email: paul.lim@supplychainasia.org
mobile: +65-9691 4633

general enquiry
email: admin@supplychainasia.org
tel: +65-6898 1581

TICKET PRICING

Types

awards Seat

awards Dinner Table (10 seats)

members  non-members

bef gSt aft gSt bef gSt aft gSt

S$350 S$374.50 S$395 S$422.65

S$3,250 S$3,477.50 S$3,750 S$4,012.50

BE SCA AWARDS CORPORATE SPONSOR
take the opportunity to host a table of invited guests or co-workers to celebrate the success of your company and the 
supply chain industry.

Option a: 

Option B:

 Option C:

platinum Sponsor: S$30,000 (aft. GST S$32,100)
• Include Corporate Endorsement for 2016
• 5 x corporate tables (own guests/SCA specially invited guests)
• Logo placement in Awards videos, collateral and promotional materials

Gold Sponsor: S$15,000 (aft. GST S$16,050)
• Include Premier Corporate Membership for 2016
• 2 x corporate tables (own guests/SCA specially invited guests)
• Logo placement in Awards videos, collateral and promotional materials

Silver Sponsor: S$7,500 (aft. GST S$8,025)
• Include Corporate Membership for 2016
• 1 x corporate tables (own guests/SCA specially invited guests)
• Logo placement in Awards videos, collateral and promotional materials
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Schaefer Systems International Pte Ltd
P: 65/6863 0168 · info.sg@ssi-schaefer.com · www.ssi-schaefer.com

LogiMat® - your ideal storage and picking solution for 
small parts

The vertical lift LogiMat® is a well-rounded complete solution for 
high-performance storage and order picking. It can be used as a 
stand-alone solution or integrated with other warehouse areas, 
conveying systems or workstations to help optimise internal 
processes. Thanks to its scalable concept, the functionality of the 
LogiMat® can be customised specifically to individual customer 
requirements. Contact us today for more information. 

Intelligent Warehouse

26 – 28 August

IMPACT Arena 

Hall 2 Muang Thong Thani · Booth D2, C2, B2

Bangkok, Thailand
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