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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.
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CEVA Holdings releases first 
quarter results

CeVA Holdings has reported results for the 
three months ending on 31 March 2015. 

CeVA’s strong performance in the first 
quarter against significant exchange rate 
fluctuations reflects the execution of the 
Company’s change programme that was 
developed and implemented during 2014.

first quarter revenue of $1,776m was 
up 4.6 per cent in constant currency and 
down 4.8 per cent as reported. Adjusted 
ebitDA was up 18.6 per cent year-over-
year, and up 23.3 per cent in constant 
currency. freight management revenue 
was up at incurred exchange rates and up 
6.1 per cent in constant currency. Volume 
trends showed sustained growth in the 
quarter. 

Toll Express Australian first sees 
safety and productivity gains

toll express, part of toll Group, is breaking 
new ground with an Australian first that 
is transforming deliveries of freight for its 
customers and staff.

toll express General Manager Mr larry 
o’regan said toll’s involvement in the 
development of Australia’s only Wingliner 
with motor-driven mezzanine floors has 
transformed the way it loads freight and 
delivers to customers, increasing safety 
and productivity.

“We purchased our first rigid truck 
Wingliner around 12 months ago. During 
this time we have seen multiple benefits 
for both toll express customers and staff 
who both gain from the Wingliner’s smart, 
safe and time-saving technology,” Mr 
o’regan said.

Dachser’s Asia Pacific network 
expansion fuels growth in air and 
ocean across the region

Dachser expanded its network in Asia 
during 2014 resulting in growth across all 
sectors in terms of volume and revenue.

in fiscal year 2014, Dachser’s Asia Pacific 
ocean cargo volumes increased by an 
exceptional 20 per cent when compared 
to the previous year and the total number 
of shipments grew by 7.8 per cent to 
355,600.

revenue totalled €336m, up 1.85 per 
cent on the previous year, while three 
new offices across were opened in Asia, 
expanding the network to 61 locations 
while the number of employees grew by 
four per cent to 1,508.

Agility releases financial results for 
first quarter

Agility has announced its financial results 
for the first quarter of 2015, reporting a 
net profit of KD11.8m, an increase of 5 per 
cent compared to the first quarter of 2014. 
earnings-per-share stand at 10.79 fils. 
revenues for the first quarterstand at 
KD318.1m, a one per cent increase 
compared to the same period last year. 
ebitDA stands at KD23.4m, a four per 
cent increase compared to Q1 of 2014.

revenue for Agility Global integrated 
logistics (Gil) for the first quarter of 
2015 was KD248.0m.  After adjusting for 
currency translation, this represents an 
increase of 2 per cent compared to Q1 of 
2014.

Next generation of automated 
container handling is inaugurated 
in Surabaya, Indonesia

on the morning of 22 May, the lamong 
bay terminal in Surabaya, east Java, 
indonesia, was inaugurated by the 
President of indonesia and a group of 
distinguished officials. it was an historic 
moment for indonesia, an important 
milestone in the country’s transport 
development programme that is improving 
the movement of goods through its 
vast waterways. lamong bay terminal’s 
automated container handling system was 
provided by Konecranes.

the newly inaugurated lamong bay 
terminal is the jewel in the crown of 
indonesian state-owned terminal operator 
Pt Pelabuhan indonesia iii (Persero), 
“Pelindo iii”. its automated container 

preSS 
reLeASeS
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and what it will take to mainstream the 
use of materials that can be regrown or 
refurbished naturally over time. it became 
clear that the adoption of renewable 
materials across industry sectors requires 
greater knowledge and appreciation 
of their economic return, as well their 
environmental benefits.

Global supply chains face 
heightened risks

the risk of disruption to corporate supply 
chains is running at an almost record 
high, according to an index created by the 
industry’s global trade body.

Just as it appeared that dangers for 
businesses were starting to recede, a drop 
in commodity prices and a slowdown in 
China heightened the risk to supply chains, 
according to the Chartered institute of 
Procurement and Supply (CiPS).

the CiPS’s new quarterly risk index, 
backdated to 1995, found that although 
supply chain risk fell in North America 
and western europe last year, it increased 
sharply in latin America, eastern europe, 
Asia and sub-Saharan Africa.

handling system, provided by Konecranes, 
consists of 20 Automated Stacking Cranes 
(ASCs), remote operating Stations 
(roSs), and associated container yard 
infrastructure. Konecranes also provided 
10 Ship-to-Shore (StS) cranes and five 
straddle carriers. Hand-over of the 
automated container blocks is proceeding 
smoothly. Konecranes is providing expert 
engineering support on-site.

“lamong bay terminal is the next 
generation container terminal. thanks to 
the reliability, productivity, predictability 
and safety provided by our Konecranes 
automated container handling system, we 
will provide our shipping line customers 
with uninterrupted, reliable container flow. 
this will be the key to build up business 
success in indonesia and Southeast Asia,” 
says Mr. Prasetyadi, Project Manager, 
Pelindo iii.  

Sri Lanka regarded as China 
alternative for Hong Kong 
manufacturers

one of Sri lanka’s largest knitted 
fabric manufacturers, ocean lanka is 
a joint venture between Hong Kong-
headquartered and listed fountain Set 
and Sri lankan apparel majors brandix 
and Hirdaramani. the company, based 
in biyagama export Processing Zone, 
20 km from Colombo, counts among 
its customers Victoria’s Secret, tommy 
Hilfiger, Marks & Spencer, Nike and Gap.

“Production lead time here is shorter 
because of the well-established supply 
chain, labour and safety standards are high 
and sailing time to europe is much shorter 
than in China. Sri lanka is great for niche 
segments,” said Mr Andrew Claughton, 
deputy general manager of ocean lanka.

Hong Kong firms scouting the 
neighbourhood to shift their production 
lines are looking for pointers from early 
movers like fountain Set. With the 
mainland encouraging wages to rise, Hong 
Kong companies with operations across 
the border are increasingly looking for new 
options.

Companies see ‘massive shift’ in 
search for supply chain talent

Companies are finding that the growing 
complexity of supply chains has a 
significant consequence: hiring the right 
people to build and manage the expansive 
operations is more difficult than ever.

industry experts say an understanding of 
technology and an ability to work in a global 
environment are increasingly important in 
the supply chain, forcing managers to look 
for people with a rare mix of specialised 
skills to manage this crucial aspect of their 
business.

With a wealth of data now available to help 
predict demand more quickly, for instance, 
companies can save large amounts of 
money by keeping less inventory on hand. 
but such savings require technological 
savvy and an ability to corral and analyse 
the large amount of data that comes in 
from growing markets around the world.

Supply chain perspectives to 
resource scarcity

using renewable resources instead of 
their conventional counterparts creates 
clear environmental benefits. for 
example, using paper from responsibly 
managed forests helps promote healthy 
ecosystems, while plant-based bioplastics 
minimise the need to dangerously extract 
more finite resources like petroleum and 
precious metals.

So why aren’t more businesses using 
these materials in their supply chains?

Wri’s Corporate Consultative Group 
recently facilitated an industry discussion 
among representatives of a variety of 
global brands to explore this question 
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FeAtureS

Rental GRowth 
SlowS FuRtheR 

in Logistics 
space

Asia Pacific logistics markets were 
divided in Q1 2015 with roughly half 
reporting strong demand and the 

remainder experiencing some weakness. 
Demand for logistics space was driven 
by 3Pls, e-Commerce, and automotive 
manufacturers.

the steady increase in new supply this 
quarter continued to dampen the strong 
regional rental growth witnessed over 
the past four years. the Cbre Asia Pacific 
logistics rental index increased by 1.1 per 
cent y-o-y in Q1 2015, the slowest annual 
growth recorded since Q1 2010.

Softer manufacturing conditions led to 
modest rental increases in factory rents 
across Asia this quarter. the Cbre Asia 
Manufacturing rental index increased by 
0.2 per cent q-o-q, the slowest rate of 
growth recorded since the start of 2013. 
the increase was driven by Guangzhou 
(up 0.6 per cent q-oq), Shanghai (0.6 per 
cent q-o-q), and Shenzhen (up 0.4 per cent 
q-o-q).

Logistics Demand Diverges 
Across Region

Asia Pacific logistics markets were 
divided in Q1 2015 with roughly half 
reporting strong demand and the 
remainder experiencing some weakness. 
Demand for logistics space was driven 
by 3Pls, e-Commerce, and automotive 
manufacturers.

the period saw 3Pls and e-commerce 
companies in China, Japan and South 
Korea continue to expand their networks 
in response to the growth of the online 
retail market. Automotive manufacturers 
were active in Shanghai, Guangzhou and 
Seoul. food-related logistics firms drove 
demand in Auckland and beijing.

by Jonathan Hsu and Jason fong, Cbre Asia Pacific
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Logistics Rental Growth (%,Y-0-Y)

Source: Cbre research, Q1 2015

the slowdown in the mining and 
commodity sectors continued to place a 
strain on local logistics and consumption 
demand in brisbane, Adelaide, and Perth. 
Singapore continued to suffer from a labour 
shortage and the weak manufacturing 
outlook, which affected demand for lower-
end warehouses. However, demand from 
the higher end energy, chemicals and 
pharmaceutical industries should remain 
stable due to supportive government 
policies and the city’s importance as a hub.

Demand in Hong Kong shifted towards 
more cost-effective cargo facilities this 
quarter due to the weak retail market and 
high cost of ramp-up facilities. recent 
quarters have seen some hesitation 
among retailers in leasing space in 
warehouse and logistics facilities.

New Supply led by Tokyo, 
Shanghai & Seoul

Cbre projects that 65.6 million sq. ft. 
of new logistics warehouse supply will 
be completed in 2015, with the majority 
coming from Seoul (20 per cent), Shanghai 
(20 per cent), and tokyo (17 per cent). the 
large supply pipeline in these markets may 
result in some supply risks in forthcoming 
quarters as landlords compete for tenants. 

in Singapore and Melbourne, new 
supply is still in the process of being 
absorbed following a record year of new 
completions. Guangzhou and Shenzhen 
continue to be undersupplied, with the 
small amount of new stock receiving 
multiple enquiries from 3Pl occupiers.

South China & Shanghai to 
Drive Rental Growth in 2015

Guangzhou, Shenzhen and Shanghai are 
forecasted to drive logistics rental growth 
in 2015. As the retail market slows in 
Hong Kong and occupiers become more 
cost-conscious, demand is likely to spill 
over to Shenzhen, boosting demand and 
lifting rents in this market. in Guangzhou, 
the strengthening automotive sector will 
spur rental growth. Shanghai is likely to 
see its first warehouse completion in the 
Shanghai free trade Zone, which should 
test demand levels in the area. in tokyo, 
strong demand and low vacancy are 
expected to ensure further rental growth 
in the short term.

Vietnam, India & Philippines 
show Robust Manufacturing 
Growth

March PMi figures all show expansion, 
with external demand remaining healthy. 
While there were reports of a slight fall 
in employment in Vietnam in March, the 
sector had recorded steady growth in the 
previous six months. india is still hesitant 
to increase capacity as employment levels 
have been flat for the past 14 months. 

the Philippines continues to be the fastest 
growing manufacturing country, with 
industrial production forecasted to increase 
by 10.8 per cent y-o-y in 2015. these South 
and Southeast Asian economies continue 
to offer lower input costs and cheaper 
labour and are attracting electronics and 
textile production to relocate from its 
traditional base in China.

Singapore & China Struggling 
with Weaker External Demand 

Singapore and China experienced 
weaker external demand this quarter. 
Manufacturing rents in Singapore were flat 
q-o-q in Q1 2015 but are expected to drop 
six per cent in 2015. the sector was also 
weaker in China this quarter, with March 
PMi released by HSbC falling below 50. 

A trend towards downsizing at many 
manufacturing firms points to a negative 
outlook for the general manufacturing 
sector. Despite the generally subdued 
picture, higher end manufacturing is 
performing more strongly in both markets. 
the precision engineering, chemical 
and bio-medical manufacturing sectors 
in Singapore remain resilient while 
automotive manufacturing continues to 
expand in China.

Subdued Demand Leads to 
Slight Increase in Manufacturing 
Rents 

Softer manufacturing conditions led to 
modest rental increases across Asia in Q1 
2015. the Cbre Asia Manufacturing rental 
index increased by 0.2 per cent q-o-q in Q1 
2015, the slowest rate of growth recorded 
since the start of 2013. the increase was 
driven by China, with Guangzhou (up 0.6 
per cent q-o-q), Shanghai (0.6 per cent 
q-o-q), and Shenzhen (up 0.4 per cent 
q-o-q) recording the strongest rental 
growth.

digiMag 12



Asia Pacific GDP Growth Forecast (real, %, Y-0-Y)

Source: oxford economics, April 2015
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RebootinG SupplY ChainS 
in THe asia paCiFiC Region

there is a good reason why overstretched supply chains in the Asia Pacific region keep 
executives up at night: Many companies expanded their footprint and product portfolios 
during Asia’s years of hypergrowth and now have unwieldy supply chains that do not provide 

a competitive edge.  

Many supply chains were designed for a now-eroded low-cost model and for a time when fewer 
new products were introduced at a much slower pace. they also came into being when technology 
options for forecasting and demand planning were less robust than they are today. for these 
reasons, many supply chains hold companies back from delivering on business strategy.

bain & Company interviewed 66 senior supply chain executives across a broad range of industries in 
the region. Seventy per cent said their supply chain is now a top management priority, but only half 
believe their organisation is ready to address the many issues facing them. their biggest worries 
involve dealing with rising costs and getting a handle on diversified products and increasing service 
levels. they are also concerned about customer satisfaction and making their supply chains more 
flexible and agile. Not only that, they also struggle with misaligned organisations and a shortage 
of talent.

However, even in such a thorny environment, some companies are getting it right—redefining their 
supply chains as a strategic asset for competitive advantage. these companies take the first big 
step of translating their company’s unique growth strategy into specific objectives for their supply 
chain, such as improved cost competitiveness; increased capital efficiency; and better ways to 
manage complexity, demand uncertainty and shortened time to market for new products. As they 
design the full network—spanning procurement, manufacturing and distribution—to deliver these 
new supply chain objectives, they are positioning themselves to grow revenues over the long term 
while improving margins and capital efficiency.

by raymond tsang and Pierre-Henri boutot, bain & Company
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Learning from the Best

Some companies clearly have emerged as 
leaders. for instance, based on benchmark 
data from SAP Value Management Center, 
top-quartile performers can reduce their 
order-to-shipment cycle by up to 10 days 
or boost forecast accuracy by up to 10 
percentage points compared with average 
performers. 

bain & Company asked executives to 
prioritise the areas that are most important 
to tackle first. their responses helped 
us focus on the four biggest questions 
companies must ask and answer if they 
want to pull ahead of the pack.

is your supply chain aligned with 
your strategy? 

the best companies are clear on how 
they will win today and in the future, and 
they translate that strategy into equally 
clear requirements for their supply chain. 
Consider the widely different approaches 
taken by China e-commerce leaders 
Alibaba and JD.com. Alibaba’s strategy to 
quickly expand across different businesses 
required a flexible model, so the company 
relied heavily on third parties from the 
start, joining forces with 14 strategic 
partners with more than 1,700 distribution 
centers and 100,000 delivery stations. 

JD.com maintained a different strategy: 
focus on customer service. because 
its strategy emphasised controlling the 
customer experience, JD.com opted to 
handle all logistics in-house, maintaining 
its own network of 118 warehouses 
and more than 2,000 delivery stations, 
providing same-day delivery to 130 cities 
and districts in China and three-hour 
delivery in six major cities.

is your supply chain designed 
to serve your most valued 
customers? 

Companies can gain an edge by tailoring 
their supply chains to prioritise high-
value customers. that is why Samsung 
electronics configured parts of its supply 
chain for b2b customers. 

the company uses shared resources for its 
b2b and b2C customers, but it prioritises 
critical b2b orders, providing those 
customers with products that are made 
to order and delivering industry-leading 
order-fill rates. this approach helped the 
company grow its b2b business to six 
per cent of revenues in 2013—it is on 
track to represent nearly a quarter of 2020 
revenues. 

As a key element of Samsung’s supply 
chain, the company invested in a demand-
planning process that is integrated 
with partners, giving Samsung forecast 
accuracy in the top-quartile of its industry. 
Also, the company’s it infrastructure 
provides real-time visibility across the 
supply chain to support fast decisions.
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is your organsation supporting 
your supply chain? 

Winners design supply chain organisations 
to ensure effective collaboration, with clear 
roles across functions. they also build a 
talent pipeline to support future growth. 
Haier excels at both. As the company 
grew from a single product line in home 
appliances, Haier evolved its supply chain 
organisation. 

it established a dedicated supply chain 
management department to coordinate 
all supply chain functions. this department 
helps deliver economies of scale through 
central sourcing and provides increased 
oversight. the company also established 
a solid system for acquiring talent. its 
emphasis on organisation and talent has 
contributed to Haier’s 25 per cent annual 
growth over the past 14 years.

is your supply chain winning or 
losing in the digital race? 

finally, the best companies capture their 
share of the booming e-channel growth 
while improving supply chain visibility and 
performance. 

in 2010, Chinese home appliance retailer 
Suning saw the opportunity to compensate 
for declining growth in its physical stores 
by investing in online capabilities. it laid 
out an omnichannel strategy, positioning 
its online platform as a multi-category 
e-commerce site to feature third-party 
offerings, and established a cross-border 
e-commerce business. it focused its 
offline efforts on growing in China’s 
lower-tier cities. the supply chain it built 
to support this two-pronged strategy 
included centralised sourcing for products 
offered both online and offline and 

shared distribution facilities. Suning gave 
supply chain priority to its online channel, 
including a separate sourcing process for 
online-only products. this approach helped 
Suning grow overall revenues by nearly 
six per cent from 2011 to 2013, despite 
declining sales in physical stores.

even with slowing growth, the Asia 
Pacific region abounds with opportunities. 
Companies’ first big step should be to 
translate their strategy into specific supply 
chain requirements and equally clear 
objectives, by customer segment and 
channel, and to use these objectives to 
design the supply chain footprint of the 
future. left unchanged, the supply chain 
capabilities that helped companies in the 
past will only hold them back in the years 
ahead.
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making THe Complex simple

one of the most frustrating aspects of enterprise software is poor 
usability. After all, most enterprise software was created years ago 

when there were minimal concerns for user experience. With existing 
software costing significantly lower than custom-built software, many 

companies continue to use poorly designed software.

this is why SAP created the SAP business Suite 4 SAP HANA (SAP 
S/4HANA) with the aim of simplifying the business landscape. in the words 

of Mr Darren Rushworth, Managing Director of SAP Singapore, it is 
“the most comprehensive and sophisticated business suite on the planet” 
with “more than four million lines of codes that have been re-written”. but 

is the Asia Pacific region ready to adopt such a high-end software? And 
with the SAP S/4HANA technology, how far ahead is SAP when compared 

with its competitors? Supply Chain Asia discusses these questions with Mr 
rushworth, who was just two weeks into his tenure as managing director 
of SAP Singapore at the moment of this interview after spearheading SAP 

Philippines operations.
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Making the World’s First Smart 
Nation

the infocomm Development Authority 
(iDA) of Singapore wants to make the 
country the world’s first true Smart Nation. 
this means using smart technologies to 
provide solutions to improve people’s 
lives, from providing greater access to 
real-time transport information so that 
citizens can better plan their journeys, to 
having sensors that help chronic disease 
patients to monitor their own conditions 
in the comfort of their homes and receive 
healthcare services only when necessary.

SAP aims to play a major role in this, 
and Mr rushworth is keen to make 
this his priority task in his first year as 
SAP’s managing director in Singapore. 
besides already providing its enterprise 
software services to the local government 
agencies, the company has also signed a 
memorandum of understanding (Mou) 
with iDA to increase its involvement. 
one of the key components of this Mou 
is the SAP Startup focus Acceleration 
Programme. With more than S$10m 
in funding announced, it was recently 
launched in Singapore to help technology-
based startups make an impact on smart 
cities through big data, predictive analytics 
or real-time data solutions.

“it is not just a cash investment project. 
We provide guidance, mentorship and 
coaching from our management team to 
help these start-ups. We want the world 
to run better and to improve people’s lives. 
by helping these start-ups, we fulfill both 
objectives at the same time. this is our 
vision,” said Mr rushworth, who is familiar 
with the Singapore business environment 
as he was stationed in Singapore for a few 
years before.

Staying Ahead of the Pack
 
built on SAP HANA, an advanced in-
memory platform, the SAP S/4HANA 
frees the company from being tied down 
to any legacy database.

“looking at some of our competitors, 
most of their businesses come from their 
current, and rather outdated, database. 
they are not as keen to revamp their 
entire database, which takes a lot of time 
and effort. SAP S/4HANA is 40 years in 
the making, and i believe that with the 
new SAP business suite, we are leaps 
and bounds ahead of others in terms of 
functionality,” explained Mr rushworth, 
who was responsible in developing SAP 
into one of the leading cloud companies in 
the Philippines.

Case Study on Pt Delami Garment 
industries

Pt Delami Garment industries, a leading 
garment producer in indonesia, is working 
with SAP to implement SAP S/4HANA in 
their organisation. the company’s current 
it system was not integrated, which led 
to multiple issues such as poor stock 
visibility, difficulty in data collection from 
their stores and outdated and inaccurate 
data, which limited intelligent decision-
making. 

With SAP S/4HANA, Pt Delami is 
expected to develop better planning 
capabilities, leading to improved stock 
visibility and the maintenance of healthy 
inventory levels, with minimised stock to 
sales ratio. SAP S/4HANA’s in-memory 
technology will enhance the company’s 
business processes as well as their 
finance processes, reducing the initial 
25-day cycle, down to only five days. 
SAP S/4HANA will also improve data 
accuracy and allow for better distribution 
efficiencies, including facilitating a more 
balanced demand and supply scenario.

Will Technology take over 
Southeast Asia?

“i think predictive supply chain is an 
important trend in the industry, and it 
is something that every company has 
to invest in to stay on top of the game. 
the only way to do this efficiently 
and successfully is through adopting 
technology,” shared the managing director, 
who has lived in Asia for 16 years and has 
extensive experience in sales, marketing, 
strategic alliances and management.

Mr rushworth believes that with 
Singapore’s developed market, there 
is a great opportunity to adopt new 
technology, such as SAP S/4HANA, 
and other technology dealing with 
predictive supply chain. for example, by 
using a software with a focus on route 
optimisation, companies can reduce fuel 
and carbon emission. 

but technology should not only be limited 
to mature markets. every business needs 
to simplify its tools to not only ensure 
good results but also to take away costs. 
According to a Global Simplicity index, a 
study from Henley business School, close 
to uS$237bn of profits are lost annually 
by the top 200 global companies, due to 
the hidden costs of complexity. With a 
simplified business landscape, companies 
can increase their annual profits by as 
much as 10 per cent.

While Mr rushworth understands that not 
every company has the financial capability 
to invest in technology, he believes that 
“if businesses only rely on labour for their 
daily operations, they can expect very little 
growth and success in the long run”.

“the global market is very competitive, 
and ultimately, i think that as long as 
you can show value in your products 
and solutions, your customers will buy 
them. for example, in logistics, fuel is the 
single biggest cost factor. if i tell you my 
intelligent route management can save 
you x per cent of your fuel bill because 
your truck drivers knows the fastest 
and shortest way to the destination, 
you will buy the solution,” described Mr 
rushworth, who has over 20 years of it 
experience. 

but such solutions require sophisticated 
computers and systems, such as SAP 
S/4HANA, to process a lot of information, 
crunch the numbers and display the 
solution. other countries in Southeast 
Asia, such as Vietnam and indonesia, 
are already moving to the next tier and 
dabbling in technology for their business 
needs. 
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Big Business, Family Focused

While every company claims to treat their 
employees as their best assets, everyone 
acts upon it. Mr rushworth attributed it to 
the company’s european heritage, but to 
him, all SAP employees are made to feel 
like they are “an extended family”. 

“We take employee feedback very 
seriously. oh, and we also have a lot of 
Nintendo Wii games and pool tables in our 
offices,” added Mr rushworth.

these were the few reasons why SAP 
Singapore was included as one of the top 
five coolest workplaces in the country. 
employees can also catch forty winks in 
a sleep pod – a reclining sofa fitted with 
a helmet-like dome for privacy – and 
rejuvenate tired feet with a foot-reflexology 
path.

but like all successful companies, it is not 
all about fun and games. When it comes to 
serious business, Mr rushworth looks for 
very specific qualities.

“Although i am a firm believer in employee 
development, they need to already adopt 
the right attitude. this means adopting 
the values that SAP admires, such as 
accountability, professionalism, success, 
teamwork, and integrity. these are the 
core values we look for in people,” he 
explained.

SAP Helps Customers Drive Their Digital Business Transformation in the 
Cloud

SAP Se has announced the cloud edition of SAP® business Suite 4 SAP HANA® 
(SAP S/4HANA) to help customers drive their digital business transformation with 
the simplicity of the cloud. SAP S/4HANA, cloud edition, brings the next wave 
of simplification and innovations across core business functions. in addition, it 
gives customers the opportunity to deploy real hybrid scenarios — combining on-
premise and cloud solutions — for unprecedented it flexibility and accelerated 
business innovation. 

on february 3, 2015, SAP launched SAP S/4HANA, the next-generation business 
suite to help enterprises run Simple in the digital economy. fully built on the 
advanced in-memory platform SAP HANA and designed with the SAP fiori® 
user experience (uX), SAP S/4HANA redefines how enterprise software creates 
value across industries. the launch has created tremendous market momentum, 
already resulting in more than 370 customers for SAP S/4HANA.

With the announcement of the SAP S/4HANA, cloud edition, SAP intends to 
significantly expand the business scope of its cloud offering built on SAP HANA. 
in addition to the available business scenarios for the marketing line of business 
and the professional services industry, customers will now also be able to 
run their entire enterprise in the cloud with a digital core comprising the most 
essential scenarios including finance, accounting, controlling, procurement, 
sales, manufacturing, plant maintenance, project system and product lifecycle 
management. 

“the global market is very 
competitive, and ultimately, 
i think that as long as you 
can show value in your 
products and solutions, 
your customers will buy 
them.”
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StrAtegy

THe omnipResenT 
ReTaileR
The changing landscapes of supply chain & logistics in 
a multichannel world

As e-commerce continues to grow 
rapidly, traditional retailers such 
as department stores have been 

striving to incorporate a digital channel into 
their operations.

yet, online players are also experimenting 
with physical outlets as they recognise 
the value of a brick-and-mortar presence 
to complete the shopping experience. 
Meanwhile, in certain niche segments, 
like luxury, the physical channel still holds 
sway.

“i do not see an online and offline war. What 
we are experiencing is a convergence that 
puts together the best of both worlds,” 
said Mr tito Costa, managing director of 
Singapore-based online fashion retailer 
Zalora.

“online players are trying showrooms 
and concept stores, while the physical 
incumbents are experimenting with online 
platforms.”

Zalora has experimented with temporary 
pop-up stores that allow their customers 
to try on their dresses, shoes and other 
accessories. Purchases, however, are still 
made through their store’s website. 

this convergence is fuelling the rise of 
omni or multichannel retailing, which 
involves the use of a variety of channels 
including, but not limited to, retail stores, 
online stores, mobile app stores, mobile or 
pop-up stores as well as telephone sales. 

As retailers and manufacturers adopt 
multichannel strategies to cater to the 
industry’s changing dynamics, it will 
require their logistics providers to adjust 
accordingly, and innovate the way they 
provide fulfilment and last mile delivery 
services. 

“the vast number of different channels 
being available before any form of purchase 
can be done has changed the way how 
logistics companies have and will be 

by Spring Professional 

working,” said Mr Kenneth Koo, Associate 
Director, Supply Chain & logistics, Spring 
Professional, Singapore.

He noted that most logistics companies 
have created new business units for 
e-commerce solutions, which aims to 
provide effective and efficient logistics 
solutions for such channels. 

indeed, in the uS we are already seeing 
specialist logistics players that focus 
on omni-channel retailers, such as 
warehousing companies that specialise in 
e-fulfilment. Shutl, for instance, provides 
a technology platform that links retailers 
and local courier companies. the company 
was bought by e-commerce giant ebay.

While multichannel retailing has opened 
up more opportunities for the logistics 
industry, it also comes with its own set 
of complex challenges. Among other 
factors, providers in this space need to 
be cognisant of factors such as on-time 
delivery, inventory stock levels and reverse 
logistics.

“this is to make sure that the goods 
purchased are not only delivered on time 
to maintain the customer experience 
but also to ensure an easy and smooth 
process on managing potential return 
goods,” said Mr Koo.

to manage the backend operations, 
there is a need for a robust warehouse 
management and inventory systems to 
deal with issues such as stock levels and 
distribution in small parcels or shipments.  
As such, logistics companies have to work 
closely and interface well with their clients 
to ensure the efficiency and effectiveness 
of the distribution and delivery process.  
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Investing in Technology

Many players are introducing more 
automated solutions to improve efficiency, 
and this investment in new technology is 
likely to continue. these advanced goods-
to-man systems employ autonomous 
mobile robots and sophisticated control 
software that enable faster cycle times 
with lower manpower requirements, from 
receiving to picking and shipping. Going 
forward, industry watchers predict that at 
some point processes may be automated 
entirely as robotic arm solutions 
technologies progress. 

on the software side of the equation, 
more powerful erP systems are also 
being introduced that can keep track 
of current inventory levels and forecast 
future demand. New user interfaces will 
also allow for advanced searches of all 
transactional data resident in the erP 
system. leading software makers are also 
working to integrate real-time analytics 
into a real-time decision making process.

“the need for good logistics management 
and fastest delivery of big data 
warehouse to support the needs and 
higher expectation of consumers is 
one trend affecting technology in the 
logistics space,” remarked Ms Suntaree 
limmanont, Country Director, thailand, 
Spring Professional.

New Game, New Skills

Multichannel strategies call for logistics 
professionals who are experienced in both 
supply chain and logistics operations as 
well as technology to provide efficient and 
effective logistics solutions. 

“logistics companies today should not be 
open to purely supply chain talent, but also 
those who are proficient in e-commerce 
and digital marketing. Having people who 
are familiar with these trends can benefit 
their employers in the area of online 
channel retailing,” said Ms limmanont.

on the softer side of things, companies 
are seeking professionals who have a 
knack for innovation to keep up with the 
changing times.

“logistics as a function and an industry 
has been around for a while in the Asia 
region, however, what is lacking now 
are individuals who can be dynamic and 
creative in regards to coming up with 
logistics solutions while still keeping costs 
low,” said Mr Koo. 

“We have an abundance of talents who 
are operationally well-versed and strong. 
However, there is a lack of talents who are 

creative solution providers and a lack of 
strong individuals that possesses strong 
project management skills.”

this creativity will help companies 
differentiate themselves in an industry 
where all the players are moving in the 
same direction in terms of channels and 
technology.

yet, as multi-strategy retailing is still a 
relatively new phenomenon, there are still 
no hard and fast rules on what constitutes 
the right set of skills for this space.
 
the best alternative would be to seek 
out individuals with strong raw talents, 
exhibiting a strong interest or motivation 
in the industry, and developing their talent 
from the ground level up.

However, as with many other industries 
lacking sufficient talent, retaining them 
would be the biggest issue. And of course, 
poaching talent from existing competitors 
would be another way to ensure having the 
right manpower to execute your strategy.

“once we have the right talent, it’s then 
all about how can we develop and keep 
them with us for the long term. Career 
development should be clear, new 
project assignments and training should 
be challenging, while compensation & 
benefits should be attractive,” said Ms 
limmanont.

About Spring Professional

Spring Professional is an international firm 
specialising in engineering, information 
technology, property & construction 
and supply chain & logistics across the 
Asia region. We bring talented people to 
great organisations, with our focus being 
exclusively on the recruitment of middle to 
senior level management. 

With an extensive regional office network 
across Asia in Hong Kong, Malaysia, 
Singapore, taiwan, Korea, thailand, China 
and Japan, Spring is the professional 
recruitment brand for the Adecco Group 
of companies in Asia - the world’s 
leading human resources and staffing 
organisation. springasia.com

While the rise of multichannel 
strategies is the biggest trend 
in the logistics and supply 
chain industry, these other 
trends are also altering the 
dynamics of the sector.

Cheaper Fuel

the dramatic fall in crude oil prices 
since last June is giving a boost 
to transport operators in terms 
of cheaper fuel. this will translate 
into less costly international freight 
movements and could curb the 
recent trend of “near-sourcing”.

More Natural Gas Fleets
While there are still obstacles 
for this happening on a big scale, 
ships running on natural gas is 
likely to be a reality sooner rather 
than later. there are cost savings 
to using gas, and of course 
companies will also get credit for 
using this cleaner fuel. Natural gas 
can also be sourced from far more 
places that oil and gas, where 
much of the resource is located in 
volatile regions.

Increased Risk

instability in countries such as 
the Middle east and Africa has 
increased the risks for logistics 
companies and reduce supply 
chain investment in these 
emerging markets.

The Uber Threat

After turning the taxi industry 
in many countries on its head, 
talk of the “uberisation” of the 
logistics world is starting to gain 
momentum. in the uS, New 
apps such as roadie.com allow 
customers to connect with a truck 
driver for the delivery of goods. 
logistics just entered the sharing 
economy.

Bigger Ships

Ships boasting 20,000 teus of 
capacity are now a reality, resulting 
in a lower unit cost of moving 
goods around the world. However, 
the small number of ports that can 
support these massive vessels 
will offset this benefit.
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there needs to be an operations 
strategy when designing a supply 
chain network. there are many things 

involved in designing a well-oiled, effective, 
and profitable supply chain. A business 
must understand what functionalities 
and performance is expected from the 
network design.

the customers’ expectations are changing 
as new sales outlets are being used. 
With the application of social media, 
omnichannel, and e-commerce customers 
now have more price options, available 
selections, delivery methods, and 
shopping experiences. the ability of a 
business to make the customer satisfied 
greatly depends on fulfilment capabilities. 
Progressive businesses have realised the 
critical nature the operations strategy has 
on designing a working supply chain.

What is Operations Strategy, 
Really?

At its basic level operations strategies are 
about:

What capabilities are needed to deliver 
products to all markets efficiently and 
effectively, so that the business objectives 
will be achieved?

the operation strategy is determining 
how a company will operate the supply 
chain and the customer service in order 
to achieve the business goals. this 
involves decisions about assets, locations, 
processes, people, technologies, and 
inventory policies.

it is important to separate the necessities 
from the differentiators. A company 
needs these basic capabilities to be able 
to compete within its industry. the mega 
processes of supply chains illustrate this 
point well. When a company deals with 
products it must have a PlAN – buy – 
MAKe – MoVe – DiStribute – Sell 
strategy. other forms of basic capabilities 
are needed for support including, 

CReatinG a SuCCeSSFul 
netwoRk deSiGn

sTaRTs wiTH opeRaTions sTRaTegY
by tompkins international

information technology, back-office 
functions, human resources, sales, and 
marketing.

When the company seeks differentiating 
capabilities in order to outperform 
competitors the operations strategy 
becomes even more important. 
Determining how best to operate is a 
matter of strategic choice. Developing the 
right operations strategy for a business is a 
challenge that must address the following 
points with respect to network design:

Focus on total value and 
profit maximisation, not cost 
optimisation

An increasing number of businesses 
are asking the question, how can my 
supply chain be used to create a strategic 
advantage that will provide profitable 
growth and maximise business value? 
Maximising profit and value is a totally 
different objective than traditional network 
optimisation projects, which defines 
the objectives as optimising costs while 
maintaining customer service levels. 
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today with a focus on profit maximisation, 
cost optimisation is not the dominant 
driver for many network design projects. 
How a company meets its customer 
service expectations has changed and 
will continually change. in addition to 
great prices customers now require 
best-in-class convenience, better product 
selection, and personalised experience. 

Cost optimisation is important. Creating 
capabilities that will drive profitable growth 
and maximise profits are more important 
and require a totally different approach to 
network design. Currently combinations of 
operating scenarios are required to drive 
alternative network models. Sensitivity 
analysis is performed to evaluate impacts 
on how a company is working to improve 
the parameters it uses to drive shareholder 
value, examples include: ebiDtA, capital 
employed, working capital, operating 
expenses, tax effectiveness, margins, and 
cash-to-cash conversion.

Network structure and capabilities 
impact demand

More than ever companies are realising 
that the network structure effects 
customer service. A good network design 
drives demand growth. the traditional way 
of network design considered demand as 
independent of the network structure and 
its capabilities to provide service. this is an 
obsolete why of thinking. 

if a retailer can provide products to 
customers faster for the same or lower 
costs customers will buy more. the 
ability of fulfilment capabilities to increase 
customer demand is a game changer for 
network design. Predictive analysis is 
needed to determine and evaluate the 
trade-offs of demand levels associated 
with different network configurations and 
service levels.

A robust analysis of DC, FC or 
warehouse operations is needed

Conventional network design focuses 
primarily on transportation, number of 
facilities, and their locations. this does not 
address material handling equipment and 
systems within the four walls of the DC, 
fC, or warehouse. 

A key consideration for network design is 
the ability of the warehouse to fulfil orders 
in a quick and cost effective manner. the 
ability to determine the viable options 
will enable the most accurate analysis of 
capital and operating costs and the service 
levels that can be achieved. An in-depth 
analysis of all aspects of material handling 
equipment and systems within the 

facilities provides a view of the solutions 
not usually included in network designs.

Global does matter

the scope of network projects begins 
with the suppliers. When the starting 
scope of a network project is the port of 
entry it may limit very viable options such 
as consolidation centres / DCs in China 
(or other sourcing countries) or different 
ports of entry. it also does not capture the 
complete supply chain delivered costs.

Omnichannel and e-commerce has 
changed everything

it is no secret that the surge of 
e-commerce, omnichannel, multichannel, 
and social media along with the offerings 
of Amazon, ebay, Wal-Mart, other large 
online retailers and manufacturers who 
are selling online have significantly raised 
customer expectations. the customer 
demands rapid delivery, free shipping, 
and free returns. through social media, 
increased customisation, and faster 
delivery customers are clearly signaling 
that a company’s success and failure rest 
on high expectations of price, selection, 
convenience, and experience. Customers 
expect good value for their money and 
have a strong awareness of the total price 
(item price + shipping cost + sales tax) of 
the item they want to buy.

Customers will currently accept three 
to four day delivery. Going forward 
more rapid delivery will be the norm for 
most items sold online. Certainly retail 
has been the industry most effected 
but the rising customer demands are 
spilling over to all industries. Many non-
retailers are finding themselves being 
forced into offering online ordering and 
fulfilment of e-commerce orders. As a 
consequence, companies are struggling 
to define their new role. Are they are 
retailer? A wholesaler? An e-retailer? A 
manufacturer?

the omnichannel and e-commerce world 
makes network design much more 
difficult. it is no longer a straightforward 
computer-based exercise of modeling DCs, 
fCs, and transportation used to minimise 
total costs. A huge challenge that must 
be addressed is how this network should 
best meet customers’ expectations –
rapid delivery, free shipping, and free 
returns. rapid delivery can be achieved via 
expedited freight or by placing inventory 
in the local markets. Certainly the 
additional high cost of expedited freight 
is not a viable long-term solution. instead 
companies need to analyse the best way 
to place inventory in local markets.
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it is very evident that our shopping habits 
are changing. to ensure prolonged 
customer loyalty, shoppers expect to 

be waited on hand and foot. increased 
competition amongst pure play online 
retailers and multi-channel retailers   – 
both local and international – means 
retailers must, more than ever, strive to 
provide a seamless shopping experience 
for customers. 

this might seem like an obvious statement 
to make, however the real key to success 
is being able to deliver this regardless of 
the channel customers decide to purchase 
through, whether online, via catalogue, on 
a mobile device or in a physical store.

Putting Customers First

the long-standing saying, ‘the customer 
knows best’ has never been so apt. As 
such, retailers are quickly realising they 
need to up their game in order to remain 
relevant in the purchasing life-cycle and 
stay present in the minds of the consumer.
While retailers often spend big to ensure 
they are able to sell through multiple 
channels, being able to fulfil these orders 
across channels in an efficient and 
seamless way is crucial for securing long 
term customer loyalty, and ultimately, 
business success. After all, selling through 
multiple channels is pointless if you are 
unable to deliver the products customers 
want, when they want them, in the way 
they want them.

SatiSFYinG YouR CuStomeR 
loYaltY CRaVinGS 

wHile Remaining pRoFiTable
by William Chaylis, Manhattan Associates’ regional Sales Manager, Southeast Asia

The Power of Fulfilment

Speed of fulfilment is important, however 
it is not the only factor. Having multiple 
fulfilment options is also key to meeting 
the needs of today’s consumers. retailers 
must now fit in with people’s busy 
routines - an outing planned around a trip 
to the shops is simply a thing of the past.
Shoppers now want the option of having 
goods delivered to their home, their 
office, or even picked up in-store. this 
means that completing orders can be 
more complicated and costly for retailers. 
Subsequently, today’s successful retailers 
are those who continually increase the 
ease of interaction at every stage of the 
buying process from browsing, right 
through to delivery. importantly, this may 
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require a complete overhaul of the supply 
chain - the backbone of retail fulfilment - 
to arm companies with the physical and 
technical infrastructure required to deliver 
an integrated omnichannel buying, selling 
and delivery capability.

Customers are also more sophisticated 
than ever before – they do not just 
compare price, but also the value add-
ons that a retailer is offering. Seasoned 
shoppers can get frustrated by a number 
of common retailer inadequacies; whether 
it be shop assistants who are unable to 
check another store for the right product 
or lengthy trips to the stockroom to know 
whether an item is available in other 
sizes or colours. in today’s shopping 
environment this type of customer service 
simply is not tolerated. it is all too easy 
for customers to take their business 
elsewhere or publicly share their gripes 
– no matter how minor - on social media.

Lacking Understanding

So why are retailers continuing to treat 
customer service as they did 10 or 20 
years ago – and risk losing customers 
in the process? often this issue stems 
from retailers continuing to view their 
channels separately, rather than as 
a cohesive commerce network that 
leverages inventory across all channels 
and locations. A 360-degree insight into 
multichannel customer transactions and 
inventory availability is key to success.

While this may sound like a big ask, 
retailers need to ensure they are fulfilling 
customer orders profitably. if they do not, 
they risk being left behind. 

With greater competition and continually 
decreasing loyalty levels, retailers have 
to do everything possible to improve the 
retail experience and keep customers 
buying from them. the ‘customer knows 
best’ now translates beyond customer 
service, all the way through the supply 
chain, to ensure their every whim is 
catered for. Such dedication is key to 
sustained profitability and longevity in the 
retail landscape of the future.

About the Author

William Chaylis joined Manhattan 
Associates in September 2014 as regional 
sales manager, Southeast Asia. Prior to 
joining Manhattan Associates, Mr. Chaylis 
worked in a number of key sales and 
business leadership roles having served 
as business Solution Manager for linfox 
logistics, General Manager for Clapper 
technology and Design engineer and 
Project Manager for Dexion. 
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What happens when half of Asia’s 
executives believe their supply 
chains cannot support their 

future growth? Something has to evolve in 
order to overcome supply chain challenges 
currently being faced by the Asia Pacific 
markets. ever since the financial crisis of 
2008, Asia has been the leading region for 
global economic growth. Manufacturers, 
distributors, and sales of a wide variety 
of services and goods fuel this type of 
economic growth. 

Getting these types of goods to market 
requires an efficient supply chain, with 
stable commercial relationships, and 
transactions. Many companies throughout 
Asia are connected via a complex looking 
supply chain to produce and deliver these 
goods to market. 

Many companies are experiencing great 
growth which is no match for Asia’s low-
cost supply chains, leaving the customers 
terribly unsuited and inadequately cared 
for. in a survey by bain & Company, found 
that 70 per cent of businesses agree 
their supply chain is highly prioritised, 

yet only half believe their organisation 
is equipped to address the supply chain 
challenges which are preventing them 
from embracing big time growth. 

the survey also identified the largest areas 
of concern for supply chain executives 
including: increasingly complex networks 
of distribution, digitalisation, and growth 
limitations as result of organisation 
effectiveness. in this article we are 
going to discuss primarily the impact of 
digitalisation on the b2b supply chain and 
how organisations can transform to stay 
ahead of the times and bring in innate 
success. 

To What Extent is the Process 
Digitalised? 

in today’s day in age with the internet 
and erP systems becoming more and 
more essential to all b2b workplaces, 
businesses are relying more heavily 
on technology to transfer information 
between the back office, customers, and 
suppliers. While this process has been 
very transformative and enabled sales 

wHaT’s 
TRansFoRming 
the b2b SupplY 

Chain?

by oren ezra, Vice President of Marketing, Pepperi

and commercial transactions between 
buyers and suppliers to be much more 
streamlined, there is a long road ahead 
before the b2b supply chain can be 
more productive, efficient, and provide 
substantial support for the expected 
growth in Asia. 

few companies today are utilising the 
digital payment capabilities available to 
them in order to automate payments and 
provide a more efficient supply chain. 
According to a research by Celent, by 
2015 China’s b2b e-commerce will be 
worth uS1.4tr. As e-commerce continues 
to grow at an increasing rate, electronic 
payments are expected to rise linearly. 

the primary reasons for businesses in 
Asia not moving to digitised automatic 
payment systems is because of the 
complex process of switching all of the 
supplier relationships from paper onto an 
electronic system.   
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Going Omnichannel 

in the digital age, if companies do not adapt quickly and facilitate digitisation, not only 
are they losing the digital race but they are likely to drop out of the game altogether. the 
omnichannel environment in Asia, where e-commerce satisfaction is the lowest amongst 
the entire world, makes it crucial for b2b businesses to provide fully integrated great 
customer experiences. in fact, only 38 per cent of Hong Kong shoppers said they were 
satisfied with their b2b e-commerce experience, compared to 83 per cent in the uS and 
78 per cent in europe. 

Problems begin to arise in the supply chain when companies cannot keep up with the 
increasingly demanding needs of their customers. Many companies are switching to an 
omnichannel strategy and a supply chain management software to keep up with inventory, 
purchases, just to name a few. omnichannel commerce is impacting the supply chain in 
three major ways:

Customer Order Processing 

omnichannel strategies greatly synthesise the traditional supply chain 
process. instead of moving foods from the factory to the customer via factory 

warehouses, international warehouses, distribution centres, and stores; 
orders can be processed from anywhere and fulfiled from anywhere. Meaning 
customers can order from their iPhone mobiles, tablets, PCs or in the stores, 

and the order can be fulfilled via e-commerce, a kiosk, 
as well as brick-and-mortar shop. 

by investing money into your company’s 
digital and omnichannel strategies you 
can one up the competition and move in 
on the explosion of e-commerce growth 
and simultaneously improve your supply 
chain. for example, Suning (Chinese 
home appliance retailer) was experiencing 
declination in their physical stores so they 
opted to try new online capabilities. they 
came up with an omnichannel strategy, 
establishing themselves as an online 
platform with multicategory e-commerce 
that features third-party offerings. they 
then focused the offline efforts to growing 
in China’s lower class cities. 

Suning gave supply chain priority to the 
online channel in their two-part strategy. 
Despite the sales declining in physical 
stores, Suning was able to grow overall 
revenues by nearly 8 per cent from 2011 
to 2013. 

the Asian region is one that is constantly 
changing and growing, many companies 
agree that now is the best time to 
leave their footprint on the Asian supply 
chain. this transformation toward digital 
technology will propel the supply chain 
into the future. those who are left to resist 
the change will be found years behind.

Better Customer Engagement

one of the largest impacts would affect the sheer number of orders being 
processed. omnichannel systems increase the number of deliveries while 
decreasing the number of line items. online ordering requires businesses 

to increase the items they hold in stock to ensure customers have the exact 
product they want and quickest delivery possible. 

Delivery 

the distribution centre is oftentimes the most plausible place to ship goods 
directly to the customers. this makes delivery from the store to the customer 

easier depending on transporting, and manpower. A great example is with 
Amazon’s click to ship fulfilment process.

About the Author

oren ezra is the VP of Marketing for 
Pepperi, the fastest-growing provider of 
sales apps for manufacturers, wholesalers 
and retailers. With an abundance of 
experience in enterprise software 
consulting, product strategy, product 
management and product marketing, 
oren has paved the way for small start-ups 
and global software vendors.
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Global e-commerce sales are 
expected to hit uS$1.5tr by the 
end of this year. for the first 

time ever, Asia Pacific will become 
the largest market, surpassing North 
America, with sales expected to reach 
$525.2bn, compared to $482.6bn in the 
uS. Southeast Asia is one of the fastest-
growing markets for e-commerce and, 
with the highest disposable income in the 
region, Singapore is perceived as the most 
established e-commerce marketplace.

the total revenues from b2C e-commerce 
in the six largest Southeast Asian countries 
(indonesia, Malaysia, Philippines, 
Singapore, thailand and Vietnam) reached 
$7bn in 2013. this is expected to grow to 
reach $34.5bn by 2018.

Understanding e-Commerce in Asia

but such a high growth in e-commerce 
inevitably brings some challenges to 
industry players in the region in terms 
of staying profitable, managing trade 
regulations and meeting consumer 
demands. At the recent Supply Chain 
Asia Retail & e-Commerce 2015 event 
hosted at Suntec City Convention Centre, 
we explored these challenges over two 
panel discussions with some of the 
region’s top experts in their respective 
fields. With over 150 attendees at the 
event, this session aims to bring the 
thought-leaders together to discuss fresh 
ways to tackle these issues and suggest 
possible solutions to move the industry 
forward.

in the first panel called Connecting 
the Digital Consumer, we discussed 
the different trends in the e-commerce 
industry with panelists Mr roland Chong, 
Senior Director, Supply Chain initiatives, 
estee lauder; Mr Koh Jin Kiat, regional 
Director, Sales & operations, Harley 
Davidson; Ms lynn Huang freeman, Head 
of Marketing & Strategy, APAC, Honeywell 
Scanning & Mobility;  and Mr Mirek 
Dabrowski, Ceo, opentransManagement 
System.

for the second panel called The 
Uberisation of e-Commerce Last Mile 
Logistics Management, the panel of 
speakers consisted of Mr bruce Stubbs, 
Director, industry Marketing, Honeywell 
Scanning & Mobility; Mr Steven lam, 
Ceo, GoGoVan; Mr Noam berda, founder/
Ceo, rocketuncle; Ms lim Ann Nee, 
Senior Vice President, logistics business, 
SingPost; Mr roland Martin, Vice 
President, Swisslog; and Mr richard Chua, 
Managing Director, yamato Asia.

exploRing THe nexT 
sTep in e-CommeRCe
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Tackling Profitability

Cost of delivery for last mile fulfilment is 
typically higher when it takes into account 
low parcel volume, low density geography 
and fuel costs. in an article by Wall Street 
Journal, Amazon reported $1.8bn in first-
quarter shipping costs for 2014, up 31 per 
cent from a year earlier. Shipping accounts 
for the company’s largest expenses.

“Profitability is a problem. if Amazon is 
facing these challenges, then the rest 
of retailers also facing the problem,” 
mentioned Ms freeman, who has an 
intensive technology background.

in addition, simply packing the items 
before delivery incurs a relatively high 
cost.

“Cost is the top reason for estee lauder’s 
resistance to e-commerce. Packing one 
lipstick costs 10 per cent of its price, while 
conventional store fulfilment is about two 
per cent. the industry is killing ourselves. 
How do we overcome that?” asked Mr 
Chong, who believes that there needs to 
be a better e-commerce back-end system 
to ensure sustainability. 

Retail Stores Still Important

While it is imperative for retailers to meet 
the demand for consumers to buy their 
products online, having physical stores still 
remain an important strategy, especially 
for products that involves emotional 
purchases.

“for Harley Davidson products, we 
believe our target market still need to 
feel our merchandise, hear the roar of 
our engines and to admire the beauty of 
our motorcycles before purchasing them. 
Having physical stores is important for 
us,” said Mr Koh, who has been deeply 
involved in automotive industry for many 
years.

“from estee lauder’s point of view, 
shopping for cosmetics requires emotional 
buying. for example, when one buys 
perfume, the person needs to be at a store 
to smell the scent,” shared Mr Chong.

Thriving in Urban Logistics

the growth in business-to-consumer 
e-commerce channels has placed a huge 
strain on current infrastructure and the 
environment.

“this is why it is important to implement 
new incentives to minimise traffic 
congestion and pollution. for example, 
SingPost’s PoPStation introduces a 
centralised self pick-up option, ensuring a 
100 per cent delivery rate. this means our 
drivers drive to a limited number of places 
to deliver the parcels. in addition, we also 
collaborate with other companies and 
share the distance with other couriers,” 
shared Ms lim, who is heading SingPost’s 
e-commerce operations.

Mr berda echoed his sentiments when it 
comes to collaboration, as he believes in 
“companies connecting existing networks 
and working towards partnerships to share 
resources”. Mr lam added that he believes 
in maximising resources by letting drivers 
own the flexibility of their schedules. for 
example, they can deliver newspapers and 
groceries in the morning before delivering 
pizza in the evening. 

in the end, it is important to explore radical 
ideas to maintain sustainability of urban 
logistics.

“i actually envision a delivery-free 
orchard road. the shopping street should 
simply be a showroom paradise, and if 
consumers wish to make their purchases, 
they can either do so at other branches 
or opt for delivery. imagine the positive 
impact on the traffic situation in the city in 
that scenario,” said Mr Chua.

Regulations: Yay or Nay?

At the moment, the parcel industry in 
Singapore remains unregulated, but 
it is possible for standardisation to be 
implemented in the future to ensure fair 
competition.

“it is a very competitive industry here. 
We have local and regional players in 
the market, fighting for a very thin profit 
margin. this is why the industry players 
need to differentiate their value offerings,” 
said Ms lim.

While regulation may not be overly 
surprising in the future, Mr lam feels that 
it is not necessary.

“if our methods and solutions continue to 
benefit our consumers, i do not think the 
government should limit us. Give us room 
to push the envelope, and we will set the 
industry standard to ensure our success,” 
said Mr lam.
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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.
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