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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 
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programme
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for more details
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C.H. Robinson expands Asian 
operations to Vietnam

Expanding operations in one of the fastest 
growing global economies, C.H. robinson 
is now operating out of a fully owned 
global forwarding office in Ho Chi Minh 
City, the centre and gateway of southern 
Vietnam. As a key hub for transportation 
and logistics in southeast Asia, Ho Chi 
Minh City handles about 70 per cent of 
Vietnam’s total cargo volume.

C.H. robinson’s increasing involvement 
in the Vietnam market is part of the 
company’s aggressive plan to offer 
expertise on both a local and global scale 
in key markets across the world. As a 
country, Vietnam represents a growing 
economy with significant opportunity 
for experts in the field of transportation 
logistics.

In addition to offering traditional global 
forwarding services such as ocean, air, and 
consolidation, C.H. robinson will provide 
customers with domestic supply chain 
services including surface transportation, 
warehousing, and customs clearance 
from the new Vietnam office.

YCH to support logistics growth in 
rapidly urbanising Western China

YCH Group has signed a Memorandum of 
understanding (MOu) with the shuangliu 
County Municipal Government to develop 
a high-tech YCH DistriPark™ within the 
shuangliu Aviation Economic Zone to fulfil 
end-to-end logistics outsourcing needs of 
manufacturing  and distribution companies 
in this up-and-rising international aviation 
and logistics hub of Western China. 

the MOu was signed at the 16th sstIC 
(singapore-sichuan trade & Investment 
Committee) Council Meeting and sstIC 
Aviation Industry roundtable held at the 
singapore Expo, where it was witnessed 
by the sstIC Chairmen, sichuan Vice 
Governor Mr Gan Lin as well as singapore’s 
Minister for Culture, Community and 
Youth, Mr Lawrence Wong and other 
dignitaries.

shuangliu country, located southwest of 
Chengdu in the sichuan province, ranks 
as the top performing county by economic 
development for all Western counties. It 
is home to the fourth busiest airport in 
China, where its status as a crucial aviation 
and logistics hub is expected to form the 
impetus for the region’s economic growth. 

CEVA and BP Zhuhai expand 
relationship

CEVA Logistics has announced its 
expanded relationship and contract 
renewal with bP Zhuhai Chemical 
Company Limited (bPZ), the renowned 
leader in China’s purified terephthalic acid 
(PtA) industry. this marks more than a 
decade of partnership between the two 
companies in the warehouse management 
and operations of bPZ’s facility.

CEVA has been managing and operating 
the bP Zhuhai facility since 2002. the 
facility, totaling 10,000 sq m, is manned by 
approximately 200 CEVA staff equipped 
with the experience and knowledge of the 
specialised and highly regulated chemical 
industry which has very stringent safety 
requirements. CEVA’s ability to deliver 
quality service to bP Zhuhai is also a 
result of a strong collaboration the two 
organisations have forged over the years.

Over recent years, CEVA has rolled out 
site safety campaigns and set up the 
Emergency response unit to provide 
the site with emergency response, 
fire facilities inspection and chemical 
waste disposal services. In 2013, CEVA 
was awarded a 10-year safety Award 
by bP Zhuhai in recognition of CEVA’s 
commitment to the highest levels of 
health and safety requirements for the 
bPZ facility.

pReSS 
ReLeASeS
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Emirates SkyCargo supports 
Philippine global export growth

Emirates skyCargo continues to witness 
increased demand for freight capacity 
from the Philippines, having exported 
500,000 kg of tuna to Europe and the 
Middle East last year. 

the freight division of Emirates transported 
the fish from Manila to various cities 
including Geneva, Amsterdam, London, 
frankfurt, Milan, rome, Zurich, Oslo 
and Dubai. According to the Philippine 
statistics Authority (PsA), tuna exports 
recorded an annual growth of 24.7 per 
cent in 2014. the Philippines’ tuna industry 
has grown exponentially over the past 
two decades, with General santos City, 
the country’s southernmost city, hailed as 
the tuna capital of the world in 2014; and 
Mindoro,  an island located off the coast of 
Luzon, fast gaining popularity as a major 
tuna supplier in the country. 

because of this growth, demand for 
Philippine tuna has increased, and carriers 
like Emirates skyCargo, with its global 
network and capability, are able to support 
this demand.

Sabah looking to make Sepanggar 
port a transshipment hub

the sepanggar bay Container Port has 
been proposed to be upgraded to become 
the transhipment hub of the East by 2030, 
said sabah Deputy Chief Minister tan sri 
Joseph Pairin Kitingan.

He said sabah Port Authority (sPA), which 
made the proposal, wanted to balance the 
export and import activities at the port 
which currently has a high percentage of 
import activities at 80 per cent compared 
with export (20 per cent).

sPA and sabah Port sdn bhd had 
presented an application to the federal 
government for the project, worth 
rM1.5bn, to be included in the budget for 
the 11th Malaysia Plan.

Hong Kong-based OOCL orders six 
21,000+ TEUs ships

samsung Heavy Industries has set a new 
record for the world’s largest container 
ship order with the signing of a deal to 
build six 21,100-tEus container ships.

the order of six ultra-large container ships 
from Hong Kong-based shipping giant 
OOCL was finalised on 1 April and is 
valued at about us$950m.

samsung Heavy Industries received an 
order for four 20,100-tEus container ships 
from MOL in Japan on 2 March, 2015, 
which was an industry benchmark at the 
time. the shipyard is setting itself apart as 
an ultra-large container ship builder with 
ten of the 12 vessels of more than 20,000-
tEus ordered thus far globally being built 
by the yard.

We’re there, 
whenever you need us

From Singapore to Uzbekistan, if you’re involved in an 
incident, we’ll get someone on site and quickly. With 20 
claims offices in key locations, and a further network of 
local partners, we always have professionals on hand with 
knowledge of the key issues and the legal frameworks 
needed to manage a claim effectively.

Because we don’t do anything else, we lead  
the way in transport and logistics insurance.

www.ttclub.com
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Politics, conflict undermine supply 
chains

ukraine and thailand pose substantial 
supply chain exposures, while taiwan 
has improved its supply chain resiliency, 
according to fM Global’s 2015 Global 
resilience Index.

the index evaluates three primary factors 
— economic, risk quality and the supply 
chain itself — to arrive at its rankings, fM 
Global said in a statement.

ukraine saw the largest year-over-year 
drop in this year’s ranking, falling 31 places 
to 107th due to the nation’s conflict with 
russia.

thailand fell 20 places to 82nd due to 
poorer perceptions of the country’s 
infrastructure, and the quality of local 
suppliers as well as a decline in political 
stability and the quality of fire risk 
management.

Vietnam — Asia’s new 
manufacturing giant

If you thought Asia’s manufacturing giants 
are just China, south Korea and thailand, 
say hello to a new one: Vietnam. Its 
benchmark purchasing managers’ index 
for manufacturing has been expanding — 
a reading above 50 — every month since 
August 2013, according to HsbC and 
Markit Economics.

that feat is unmatched by any other Asian 
country that HsbC and Markit track. by 
contrast, China’s manufacturing PMI has 
contracted in eight months in that same 
period. thailand’s manufacturing, as 
measured by the government, contracted 
for 22 months through January.

Vietnam last year became the biggest 
exporter to the us among the 10 AsEAN 
nations. And with its strategic location, 
younger population and lower costs than 
China, it has drawn the likes of samsung 
Electronics, Intel and siemens, as well as 
apparel and shoe makers.

Emerging Asia’s manufacturing fell 
back in March

March PMIs for emerging Asia came in 
lackluster, underlining the fragility of the 
region’s manufacturing recovery.

In China, the official PMI rose from 49.9 
in february to 50.1 in March but the 
HsbC PMI, which focused on smaller 
enterprises, dropped from 50.7 to 49.6. 
A reading below 50 signals contraction. In 
Korea, manufacturing PMI fell from 51.1 
in february to 49.2. taiwan also appears 
to have stagnated, with the headline PMI 
falling to 51 from a five-month high of 52.1 
in february.

Vietnam, the new China, saw its PMI 
slow down from 51.7 to 50.7. A stronger 
currency is partly to blame. On a real 
effect exchange rate basis, the dong has 
appreciated about eight per cent against 
the dollar since the end of 2014, estimates 
HsbC. In terms of the outlook, global 
manufacturing PMI is a better indicator 
than the new exports orders components 
of Asian PMIs, according to Capital 
Economics‘s Krystal tan.

exHibiTors & sPonsors 
are welcoMe To 

Join us
oPening soon For booking

eMail us aT aDMin@suPPlycHainasia.org

9-10 september 2015, 
grand copthorne waterfront Hotel

suPPly cHain asia
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FeAtUReS
lee kuan yew’s 

legacy
AHeAD oF tHe CURVe

the passing of Mr Lee Kuan Yew, 
singapore’s first prime minister, has 
brought forth a reflection of just how 

far the former british colony has developed 
since its independence from Malaysia in 
1965. According to a Wall street Journal 
article, when he was first named prime 
minister in 1959, Mr Lee focused on 
creating a clean and efficient government, 
business friendly economic policies and 
social order. together, these focal points 
helped to attract high levels of investment, 
which resulted in the country leapfrogging 
from third-world to first-world status in a 
remarkable short amount of time.

the focus of developing a business 
friendly environment resulted in singapore 
becoming a competitive supply chain 
hub for the region. Heavily dependent on 
exports, singapore has invested in its port 
and airport to meet these demands. 

As part of a tribute to singapore’s founding 
father, this feature aims to show the rise 
of the country’s supply chain industry, in 
terms of its ports and trade development.

Highlights of Mr Lee’s actions for Supply Chain & Logistics Sector

1959 self-government attained with Mr Lee as prime minister.

1960 Enacted a law to wipe out corruption and establish a clean and 
 effective government.

1961 set up the Economic Development board to draw foreign  
 investments to an industrialising singapore.

1963 singapore joined the federation of Malaya, sabah (North 
 borneo), and sarawak in the federation of Malaysia.

1965  singapore pulled out of the federation of Malaysia 
 amid political and ethnic tensions. the territory became an 
 independent republic and joined the united Nations.

1970 After Mr Lee challenged the shipyards to make singapore the 
 biggest ship repair centre in the region, Keppel Harbour’s 
 turnover went from s$33m in 1969 to s$44m in 1970.

1975  Planned to move singapore’s international airport from Paya 
 Lebar to Changi at s$1.5bn.

1975  Graced the official opening of sembawang shipyard’s new 
 Premier Dock in May 1975.

1990 Prime Minister Lee Kuan Yew stood down after 31 years, 
 but continued to exert significant influence as senior minister. 
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Biggest Shipping Supporter

Mr Lee was instrumental in creating strong 
economic growth through industrialisation 
as well as steering the progress of the 
maritime sector, leading to singapore’s 
achievement as a global leader in rig 
building, conversion and repair. from 
the marine and offshore industry’s early 
beginnings in the 1960s, Mr Lee gave 
vision, purpose and inspiration to a whole 
generation in the industry and more.

Mr Lee was very much a part of the 
sembcorp Marine story and was a deeply 
valued mentor who took a personal interest 
in the shipyards’ development since the 
early years of their establishment. the 
Group’s beginning as Jurong shipyard –
singapore’s first commercial shipyard in 
a joint venture between the Economic 
Development board and Ishikawajima-
Harima Heavy Industries – in 1963 was 
a result of Mr Lee and the government’s 
relentless efforts to bolster economic 
growth for the nation. 

In addition, Mr Lee believed that the Port 
of singapore was crucial to singapore’s 
wider economy. As a young lawyer in 
the 1950s, he became the legal advisor 
to the singapore Harbour board staff 
Association, striving to improve the 
welfare, wages and working conditions of 
the port workers. In the 1955 elections, he 
chose to contest in tanjong Pagar because 
many port workers stayed there.

source: Ministry of transport
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The Father of Changi Airport

Many may not realise that the airport was the mastermind of Mr 
Lee. In a flight over boston’s Logan Airport, he saw the genius 
in developing an offshore airport for singapore. In mid-1975, he 
decided it was advantageous to build the new international airport 
in Changi, and was single-minded about pushing it from its Paya 
Lebar location to the new site.

Mr Lee believed that building it on the Changi coast would give 
singapore the flexibility to expand the aerodrome towards the sea 
to meet future expansion needs; and it was better that the high 
decibels from aviation be directed out to sea instead of affecting 
the population in the city.

Moreover, building out to sea would mean there would be no 
need to restrict the height of future nearby developments, hence 
liberating several hectares of much-needed land for development.

source: Ministry of transport
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singaPore:
THe ciTy-sTaTe builT 
on TraDe
singapore may be one of the world’s tinisest nations, but its small stature has 
not stopped it from becoming one of east asia’s most powerful trading hubs.

square kilometres, the equivalent of 6,746 football pitches, of extra land that 
singapore plans to reclaim from the sea by 2030 due to an ever expanding 
population and cityscape56

manufacturing 
transportation & storage 
finance & insurance 
retail 
Utilities  

other 
Business services
information & Communication 
accommodation & food 
property  
Construction

breakdown of economy (%)

world economies gdp per capita (World ranking)

17% 16% 7% 5% 3% 2%

19% 14% 11% 4% 2%

CHina
$9,100
(122nd)

Qatar
$102,800

(1st)

singapore
$60,900

(7th)

UK
$36,700

(36th)

Us
$49,800

(15th)
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Mr Lee’s emphasis on growth, the thrust on making singapore attractive as a destination 
for investment as well as the focus on drawing world class manpower; building state 
of the art infrastructure and excellent air and sea linkages; a low and transparent tax 
regime; clean and efficient bureaucracy; a strong regulatory and legal framework; a neutral 
diplomatic policy which has ensured its status as the ally of the us as well as China; and 
developing a clean and green city, have led to singapore’s stupendous economic success.

these factors have led to the emergence of singapore as a powerful and wealthy financial 
centre. the air hub and the aggressive defence of singapore as a sea freight transhipment 
hub – as well as the technocratic foundations of transparency and good governance – have 
led to singapore’s position as a natural hub for multinational businesses in Asia.

the port of singapore is the world’s second busiest container port behind shanghai.

singapore Changi airport was recently crowned the world’s best 

at the World airport awards. the giant facility catered for 51.1 
million passengers in 2012, that is 10 times singapore’s 
population.

singapore’s historical status as a trading 
hub is reflected in the ethnic diversity of 
the population and the number of official 
languages recognised within the city 
state.

While mandarin is the dominant language, 
english, malay, Hokkien and Cantonese 
are also common.

Port of singapore

changi airport

occupying an area of just 715.18 square 
kilometers, singapore is so small it 
could fit inside California 575 times.

size matters

cultural makeup

teU containers passed 
through its waters in 2011.

enough to fill the 
empire state Building 
1,100 times over.

29.94 million

x 1,100

singapore

Malaysia

indonesia

35% 
mandarin

14% 
malay

6% Cantonese

3% tamil

23% 
english

11% 
Hokkien

5% teochew

2% other Chinese dialects

1% other

51.1m passengers

total population passengers

either stopping off or passing through 
in 2012

source: CNN
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driving toWards a 
new worlD energy

While the road transport industry in Asia lacks 
maturity due to undeveloped infrastructure and 
complicated regulations, it still poses a slew of 

opportunities for many industry players.  

for example, Hong Kong-listed Kerry Logistics Network 
has recently introduced two new routes, bangkok-Yangon 
and shanghai-Kunming-Mandalay-Yangon, with analysts 
stating that this will give Kerry the potential to add 
significant volume in 2015. Other logistics providers offer 
cross-border road transport, with tNt Express operating a 
day-definite door-to-door express delivery service across 
125 cities. Its network connects singapore with Malaysia, 
thailand, Laos, Cambodia, Vietnam and China, covering 
3,000 miles, while also linking southeast Asia with India.

In addition, external factors, such as an increase in 
outsourcing trade and governmental influence, are further 
driving the road transport industry in the region. they 
have led to a combination of manufacturing business 
migrating from China to its southeast Asian neighbours 
and improving road infrastructure. Despite the import and 
export of containers taking up to three weeks in some 
countries, analysts still expect to see a boost in cross-
border trade in the Asia Pacific region, especially with the 
upcoming AsEAN Economic Community 2015.

However, growth in the number of commercial vehicles 
also translates to higher fuel demand and consumption. 
How then can the road transport industry control its 
operating costs while maintaining sustainability?

17 digiMag



Tackling Fuel Costs

According to shell, fuel can account for 
as much as 30 per cent of operating costs 
for road transport players. However, this 
figure is expected to increase by more 
than 5 per cent by 2030 because of 
rapid urbanisation and economic growth 
resulting in greater demand for mobility.

Although it is tough for road transport 
fleet operators to play a part in controlling 
fuel prices, there are many ways that the 
company can immediately cut its fuel 
consumption and subsequently lower its 
operating costs. shell has prepared a list 
of fuel saving tips, which can lead to fuel 
savings of up to three per cent according 
to its customer trials.

1.  Keep a constant speed on highways 
and use your cruise control.

2. Avoid driving in a low gear unless 
necessary.

3. Going nowhere? Turn off your engine 
when waiting to unload goods.

4. Go easy on brakes. Do not brake 
unnecessarily. Use the engine brake 
first where possible.

5. Avoid heavy traffic as it may increase 
fuel consumption.

6. Plan your journey by choosing routes 
where the road surfaces are good.

7. Moderate use of air-conditioning as 
they increase fuel consumption.

8. Avoid carrying unnecessary weight 
and ensure curtains are fully closed 
when carrying open loads.

9. Regularly check tyre pressures and 
fill tyres with nitrogen.

for many vehicle operators, smarter fuel 
technologies will be key to achieving 
greater efficiency, including economy 
products, like shell fuelsave and Caltex 
Diesel with techron D, that have been 
designed to offer more miles for less fuel, 
especially when combined with the latest 
generation of high performance motor 
oils.

Slow but Steady Innovation

According to shell scientist, Dr Emma 
Wyatt, innovation in the fuel industry is 
a lengthy process that can stretch up to 
years. the process usually comes in three 
stages.

1) Laboratory Tests 
 the newly designed fuels must meet 

international standards laid down by the 
industry

2) Engine Tests
 Engines must not be adversely affected, 

and should show improvement in 
engine performance

3) Vehicle Trials
 Must show increase in fuel efficiency 

“the most important factor to consider 
when creating a new fuel solution is to 
stay within the legal specifications as set 
by government regulations. secondly, the 
benefits of the proposed fuel solution 
have to meet market demand,” explained 
Dr Wyatt during one of shell’s sharing 
sessions held in conjunction with shell 
Eco-Marathon Asia 2015 in Manila, 
Philippines.

With Asia’s supply chains shifting 
towards improving fuel efficiency and 
environmental performance, introducing 
fuels that meet green standards while 
cutting fuel costs are the most sought-
after qualities in fuel preference.

digiMag 18



Moving Towards GTL

regardless of how safe and sustainable 
petrol can be, it is common knowledge 
that it can pose a significant impact on 
the government through oil spills and its 
volatile organic compounds. this is why 
many experts across the road transport 
industry are urging businesses to start 
planning now for alternatives like biofuels, 
hydrogen, electricity and liquefied natural 
gas (LNG).

According to the International Center for 
Natural Gas Information, LNG, which is 
one of the more popular fuel alternatives, 
will gain a significant market share in the 
transport sector by 2035.

Global demand for LNG in road transport is 
estimated at 45 million metric tons a year 
in 2025 and 96 million tons in 2035 from 
almost zero in 2010. Demand for LNG as a 

marine bunker fuel will rise to 35.7 million 
tons in 2025 and 77 million in 2035. use 
of the fuel in rail may expand from 0.9 
million tons in 2025 to 6.2 million in 2035, 
primarily in the us, China and India.

shell has also introduced its shell GtL 
fuel. As a gas-to-liquid fuel, it uses 
natural gas as a feedstock, yet can be 
packaged, transported and stored using 
the same equipment, materials and 
procedures as conventional diesel. Diesel 
vehicles can also be run on shell GtL 
fuel without engine or exhaust system 
modifications, which means that shell 
GtL fuel can be considered as a drop-
in replacement for conventional diesel. 
Other clean alternative fuels, such as 
LNG and compressed natural gas do not 
offer such flexibility. such interests in fuel 
alternatives ensure that the industry will 
stay relevant and dynamic.

Among the shell experts and media 
in attendance in Manila, there was an 
agreement that the challenges for vehicle 
operators will keep growing. from 
developing a fuels strategy that meets 
strict cost and environmental targets to 
improving driver behaviour and combating 
fraud, the job of fleet managers is ever 
more complex.

In short, the industry, and indeed the 
world, is changing. And it is down to major 
global players like shell, Caltex and bP to 
provide a range of solutions to match – 
now and in the years ahead.

source: shell GtL fuel Knowledge Guide
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sending orders for next-day delivery 
costs more than slower service, 
right? Maybe not. In fact, Chinese 

e-retailers that cut their shipping time in 
half can win customers at no additional 
cost.

China’s online retail market has seen 
tremendous growth, reaching $448.8bn 
sales in 2014 – nearly 11 per cent of China’s 
total retail sales. In fact, the country 
has become the world’s largest e-retail 
market, surpassing the us, where online 
sales in 2014 generated nearly $304.9bn 
or 6.5 per cent of total us retail sales. And 
China is just getting started. 

With underdeveloped infrastructure and 
support systems, the country’s e-retailers 
are on the lookout for competitive 
advantages based on systems they 
already have, especially as many e-retail 
offerings have become commoditised 
and leading e-retailers have yet to be 
profitable. One factor has the power to 
provide a competitive edge: the logistics 
service level – specifically, the speed of 
order fulfilment.

Keeping Your Eyes on the Prize

In China, e-retailers could cut express 
delivery time in half – from 48 to 24 
hours – without spending anything extra 
on distribution and delivery. this could be 
a vital move in the quest to attain three 
important retail goals:

Meet consumers’ expectations  
A significant portion of online shoppers 
are “convenience seekers”. they want 
to save time when shopping, receive an 
immediate response from e-retailers, and 
have their orders delivered to their doors 
– all of which requires fast and reliable 
logistics and delivery support.

New way to differentiate 
Online offerings have become 
commoditised in China. retailers have 
similar product assortments, equally 
matched geographic coverage, comparable 
prices, and promotional activities that look 
very much the same in their approach 
and timing. Logistics is where e-retailers 
can set themselves apart, even as the 
country’s logistics industry remains largely 
immature.

BreaKing a logistiCs golDen rule
by Jian Li, Principal, A.t. Kearney

Win the footrace to consumers’ doors
In Chinese e-retail, payment on delivery is 
common. this makes it easy for customers 
to reject goods when they arrive. some 
online shoppers place duplicate orders 
with different suppliers, pay for the order 
that arrives first, and then return the 
others, which drives up return rates. this 
is likely transient behaviour: customers 
are experimenting and will eventually 
develop loyalty for preferred e-retailers. 
In the meantime, it is a costly practice 
for e-retailers to absorb – and it makes 
delivery speed an essential way to capture 
customers.

beyond simply joining other e-retailers in 
offering me-too products at similar prices 
and equal geographic coverage, powerful 
opportunities for capturing a competitive 
advantage lie in challenging a commonly 
held delivery concept – the logistics 
golden rule. 
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The Real Cost of Speed

faster service – from the moment an 
order is placed until it is delivered – costs 
more than slower service, right? In other 
words, one-day delivery is more expensive 
than two-day. In most areas of logistics 
and operations, this speed-cost paradigm 
is true. for example, shipping packages 
from beijing to shanghai for next-day 
delivery requires air transportation. 
second-day delivery uses less expensive 
ground transportation: a scheduled truck 
that leaves beijing at a given time every 
day, regardless of whether it is full. 

but for e-retailers, this paradigm does not 
hold. faster delivery can actually cost less, 
thanks to features that are unique to the 
typical e-retail supply chain. 

to deliver orders quickly, stock needs to 
be held and the orders picked and packed 
in close proximity to where customers 
live. this process determines the number 
and locations of fulfilment centres (fCs). 
Having more fCs close to customers 
has several ramifications: there will be 
fewer detours and more direct shipping 
routes from distribution centres (DCs) to 
destination hubs and depots and therefore 
less distance traveled; in addition, faster 
service means less in-transit inventory; 
although having more fCs will negatively 
impact the inventory-pooling effect of 
safety stock at the fCs, this drawback does 
not outweigh the previously mentioned 
benefits. the end result is faster deliveries 
at a lower cost.

What Else Can be Done to Change 
Service Levels?

Another way to change service levels, 
especially to lower service level and cut 
costs, is to change the lastmile delivery 
pattern by alternating delivery every 
other day between zones while keeping 
the upstream service level unchanged. 
because delivery cost is the largest supply 
chain cost (excluding product acquisition 
costs), deferring lastmile services would 
significantly cut lastmile delivery capacity 
and cost.

However, it is worth noting that alternating 
delivery zones every other day often 
creates a few operational challenges. 
for example, if an e-retailer has different 
service levels for high-end customers, then 
it has to maintain daily delivery capacity for 
them. this cost can be overcome with the 
previously mentioned fC footprint model, 
by selecting a premium mode of transport, 
or by creating a more direct goods flow for 
premium customers. In addition, lastmile 
delivery drivers must be familiar with 
addresses in two zones instead of one, 
and pickup requests from both zones still 
have to be fulfiled on the same day, even 
though deliveries only occur every other 
day.

Service Reliability Ultimately Wins 
Over Speed

to win the race for customers, China’s 
most strategic e-retailers will challenge 
commonly accepted viewpoints about 
service and logistics. this requires a deep 
understanding of customer needs and the 
e-retailer’s own cost structure through 
data-driven analysis at the category and 
even the sKu level.

No matter how fast a retailer claims its 
customer service is, reliable service is 
ultimately what matters most. In the us, 
slow but reliable ground service (which 
can take five to seven days) accounts for 
about 70 per cent of the total express 
market and close to 100 per cent of the 
e-retail express market. 

All of the reasons that people shop online 
– cost, speed, and product assortment 
– are factors that go into designing 
responsive, reliable e-retail service levels. 
Only after those components are in place 
can e-retailers truly provide customers 
with winning value propositions. And that 
is the competitive advantage.
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the logistics industry is entering 
a new era of digitisation, now 
dubbed as Industry 4.0. research 

firm MarketsandMarkets estimates the 
global digital logistics market to be worth 
$12.96bn in 2019 from $8.78bn in 2014. 
With the rise of Asia as the new economic 
powerhouse, technological advancements 
in the past few decades have inevitably 
led to the growth of the logistics industry 
in the region. Modern warehousing 
and logistics in the Asia Pacific region 
is primarily driven by the development 
of retail and e-commerce growth, now 
representing over 35 per cent of the global 
b2C e-commerce market, valued at over 
us$1.5tr in 2015. this massive increase is 
driving exponential expansion in the need 
for comprehensive e-logistics networks, 
stretching Asia’s capabilities like never 
before.

the demand is surging because of the 
obvious benefits of costs, productivity and 
customer satisfaction of digital logistics. 

“Companies that recognise this changing 
landscape and invest prudently in process 
change and support digital logistics 
technologies will reap vast benefits. those 
that hesitate may find themselves, in the 
next two to three years, at a competitive 
disadvantage that may be difficult to 
overcome,” said Ms suzanne sweerman, 
Executive Director of the Netherlands 
foreign Investment Agency (NfIA) based 
in singapore. the NfIA, as a division of the 
Dutch Ministry of Economic Affairs, offers 
complimentary advice and consultation to 
foreign companies planning to establish, 
expand or diversify their business 
operations in the Netherlands and 
European markets. 

About NFIA

for foreign companies wishing to establish 
their business in the Netherlands and to 
take advantage of the Dutch business 
environment as a strategic base to 
cover Europe, the Netherlands foreign 
Investment Agency (NfIA) is the first 
port of call.  the NfIA was established 
for the specific purpose of helping and 
advising such companies by providing 
them with timely information and practical 
assistance, on a confidential basis, 
as well as providing them access to a 
broad network of  business partners and 
government institutions. 

by the Netherlands foreign Investment Agency (NfIA)

a QUantUm leap into tHe DigiTal era
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The e-Logistics Movement

the rise of the Asian middle class, with 
stronger purchasing power and rising 
income, is driving the demand for goods 
and services with improved quality. 
With this comes a greater need for 
logistics services and companies that are 
scrambling to reinvent their traditional 
logistics systems to keep up with this 
demand and drive down costs, prompting 
the need for more sophisticated logistics 
designs. 

Many Asian countries, including Korea, 
thailand, Vietnam, India and China are now 
swiftly creating and adopting e-logistics 
systems across industries to gain better 
competitive advantages in this emerging 
market.

In 2014, Korea’s Group Purchasing 
Organisation, EZmedicom, launched the 
‘Medical e-sCM system’ to improve the 
performance of hospital management by 
integrating the procurement, inventory 
management and logistics operations of 
hospitals, previously managed individually 
by each hospital. the system saves 
logistics and social expenses incurred 
between hospitals and suppliers by 
centralising the logistics centres outside 
of the hospitals.

With Asia slowly moving towards 
e-logistics systems, much can be learned 
from their European counterparts, the 
leader in the global digital logistics 
market. being the country of choice for 
European distribution centres (EDCs), 
the Netherlands, dubbed the ‘Gateway to 
Europe’, accounts for significant quantities 
of European road and water transport. 
fifty-seven per cent of all American and 
Asian EDCs on the European continent 
are located in the Netherlands. the Port 
of rotterdam is Europe’s largest port and 
fourth-largest worldwide, and Amsterdam 
Airport schiphol is a major European air 
freight and passenger hub.  

“the Netherlands plays a major role in 
the globalised economy, by connecting 
producers and consumers worldwide via 
sophisticated logistics with a combination 
of cutting-edge infrastructure and world-
class service providers,” Ms sweerman 
said. the country also makes extensive 
use of information technology to deliver 
optimised supply chain solutions in 
sectors where time is critical, such as food 
and flowers. 

Creating Seamless Connections

In september 2014, schiphol Group, 
Cargonaut, Air Cargo Netherlands, sADC 
and InHolland, piloted Airlink, as part of 
the seamless Connections innovation 
programme, that focuses on accelerating, 
associating and advancing logistics chains 
in the Amsterdam region. the eLink digital 
pre-registration system for the transfer 
of export cargo between shippers and 
handlers at Amsterdam Airport allows part 
of the logistics process, namely reporting 
to the handler’s office, to be skipped, 
allowing cargo to be delivered faster. 

“seamless Connections removes 
boundaries and obstacles between 
partners in the supply chain, enabling the 
Amsterdam Metropolitan region to excel 
in terms of speed, safety, reliability, low 
costs and sustainability for customers,” 
Ms sweerman assured.

The Transparent e-Sharing of 
Information

schiphol Cargo, Cargonaut, KLM Cargo 
and Air Cargo Netherlands developed the 
Neutral Logistics Information Platform 
(NLIP) to enable all supply chain partners 
to input information once, and then share 
it throughout the entire chain. this makes 
Dutch logistics efficient, predictable and 
competitive, thereby creating a more 
reliable product. It also leads to fewer 
waiting periods, more efficient planning, 
earlier completion, fewer inspections and 
a higher load factor. 

NLIP combines the knowledge and 
experience of the existing and successful 
information platforms of schiphol 
(Cargonaut), the ports of rotterdam 
and Amsterdam (Portbase) and the 
Government (Digipoort). Accessible to 
all parties, NLIP, in due course, will be 
expanded to include additional platforms, 
leading to a more efficient and integrated 
system.

Navigating Warehouse Complexity

Pcdata developed PickCart, an innovative 
multi-order picking solution that allows 
multiple orders to be simultaneously 
collected in a tour of the warehouse. 
the system is flexible and is designed to 
maximise efficiency during the picking 
process, and is mounted with the latest 
route optimisation software to ensure the 
lowest possible distance travelled by the 
operators. 

the software was recently adopted by 
Alpheios, one of the largest companies in 
the field of professional cleaning products, 

systems and strategies in the benelux. 
With the influx of online and offline 
orders, the implementation of PickCart 
will improve the quality, efficiency and 
productivity of order picking, allowing 
Alpheios to guarantee delivery within 48 
hours after placing the order. 

A Tectonic Shift towards Cloud-
based Systems

the onset of digital logistics is penetrating 
traditional systems and almost every 
industry thought possible, from the cargo, 
automotive and manufacturing sectors 
to postal services. firms are gradually 
adopting these solutions, while innovation 
and availability of new technologies 
are generating strong traction across 
emerging venues. Companies are now 
slowly shifting to cloud-based logistics 
solutions.

Earlier this year, Malaysian cargo carrier 
MAskargos replaced their legacy in-
house mainframe-based system with 
us-based unisys’ cloud-based logistics 
management system (LMs). the delivery 
model allows airlines to reduce costs 
compared to running in-house systems, 
drives community collaboration in 
software development among airline 
clients and enables airlines to respond 
quickly to constantly changing air cargo 
industry requirements. 

the adoption of digital technology is 
relatively slow due to security and privacy 
challenges.  However, these solutions are 
expected to grow steadily with improved 
customer experience on a real-time basis - 
the major ‘pull’ factor.

Asia is driving a global wave of demand 
for unprecedented logistics technology, 
with the possibility of transitioning to a 
one-hundred per cent digitally-operated 
logistics platform set to revolutionise 
the industry. No doubt e-logistics is a 
penetrating reality and a persistent move 
forward, influenced by interconnected 
global trends. 
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adopting an entrepreneUrial 
spirit in asia

Extraordinary teams do not just happen by themselves. A highly effective 
team knows how to manage crises, implement great ideas and stick 

together to stand the test of time. these teams are made up of perfectly 
fitted puzzle pieces that are often the result of strategic planning, thoughtful 

leadership and first-rate decision making skills. 

Judging by its immense importance, it is no surprise then that 
Mr Xavier Urbain, Chief Executive Officer of CEVA Logistics, made it his 

mission to tweak the company’s management team upon his appointment in 
2014. Placing great emphasis on shortening the decision cycle and increasing 

individual accountability, he restructured CEVA’s organisation model to boost the 
company’s level of efficiency and dynamism.

“this industry depends on the right people on the steering wheel. You cannot 
have a great strategy and expect success without first having the right team to 

execute it. this was why my first mission was to be absolutely sure that we have 
the best management team on board at CEVA Logistics,” explained Mr urbain.

In this issue, the supply Chain Asia team discussed with Mr urbain the reasoning 
behind CEVA’s new operating model and management team, as well as his 

opinions on the upcoming innovation trends in Asia.
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Centreing on Intra-Asia 

Intra-Asia is a highly dynamic market for 
CEVA. With its strong focus on air and 
ocean freight management, the company 
is ready to further develop and expand its 
presence in the region to cater to market 
demand. In addition, trends have shown 
that outsourcing services are growing 
in Asia and CEVA aims to be a part of 
this growth through its contract logistics 
services.

“What we are doing right now is 
implementing our best practices to the Asia 
Pacific market. We have already developed 
best practices when we strengthened our 
position in other markets, such as brazil, 
for example. thus, to be clear, we are not 
at an experimentation stage here in Asia 
Pacific. We are here prepared to adapt our 
best practices and succeed in this region,” 
he said.

With the upcoming AsEAN Economic 
Community (AEC) 2015 set to be 
implemented by the end of the year, CEVA 
is also developing its ground transportation 
services. Important ground routes, such 
as from singapore to thailand, and from 
Vietnam to mainland China, have to be 
made more accessible in order to help 
boost intra-Asia trade.

“this is one of the reason why we recently 
set up a branch in Hanoi, and are currently 
strengthening our presence throughout 
Asia. While others based in the us and 

Quicker Decisions, Higher Efficiency
 
CEVA has transformed its operating model 
to increase the velocity of the business by 
adopting a local rather than regional model. 
from four regions consisting of Europe, 
the Americas, Middle East & Africa, and 
Asia Pacific, the company now has 17 local 
geographical clusters – some are based on 
a single large country, others will contain 
several countries in close proximity.

“by embracing this cluster format, we have 
effectively shortened the decision-making 
process as the leader of each cluster can 
report straight to the management board 
without the need for middlemen. I believe 
this has created a strong sense of urgency 
and entrepreneurial spirit. this also means 
that we now have a better proximity 
between the top management team 
and what is happening on the ground,” 
emphasised the CEO.

With the implementation of this new 
operating model, CEVA also expects 
an increase in network efficiency and 
productivity by eliminating duplicate work 
and functions, as well as strengthening 
communication across the business.

but the change in operating model has also 
brought about a change in management 
team. After investing a substantial amount 
of time getting to know his people and 
learning about what needed to be done, 
he gradually rebuilt the team with people 
who are highly knowledgeable in the 
supply chain and logistics industry. 

“After getting to know the employees, 
I realised that we already have plenty 
of talented staff in CEVA. so half of the 
management team attained their current 
positions through internal promotions, 
while the other half was externally 
sourced. through this, I am sure we have 
assembled a team of people with the 
right skills to deliver what we need for our 
customers, employees and shareholders,” 
said Mr urbain, whom has been in several 
senior executive positions in Kuehne 
+ Nagel before receiving his current 
appointment. 

Europe may only be concerned with 
China when it comes to Asia, to CEVA, 
we understand deeply the importance 
of other markets such as Indonesia, 
singapore and Malaysia. by creating 
a strong network in these markets, I 
believe we can leverage on the upcoming 
AEC 2015 and subsequently boost our 
standing,” Mr urbain surmised.

Too Much Hype in Innovation?

While others in the industry may be 
investing in untested technology, such as 
drones delivery, Mr urbain has adopted a 
more practical approach when it comes to 
innovation.

“My take in this is that innovation 
has to deliver value and returns. Each 
equipment or technology has to improve 
our productivity and deliver better services 
and quality,” said the practical man.

In his checklist, Mr urbain cited that each 
technology invested by CEVA has to be 
“sustainable while providing adequate 
returns for CEVA’s customers and 
employees”. for example, CEVA designed 
and developed an innovative solution 
for a world renowned leader in the 
industrial sector to resolve a challenging 
work process in their production facility, 
resulting in huge reduced time for the 
movement of their products and achieved 
significant cost savings. this solution has 
also won the team awards for innovation 
in singapore.

“My take in this is that 
innovation has to deliver 
value and returns. Each 
equipment or technology 
has to improve our 
productivity and deliver 
better services and quality”. 
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The Rise of Collaboration

With the recent acquisitions of toll by 
Japan Post, and APL Logistics by Kintetsu 
World making headlines, Mr urbain 
believes that industry players will continue 
to look at mergers and acquisitions (M&A) 
to further strengthen their market share.

“I am sure that they have a good business 
plan behind this move and the public will 
find out more about it in the future. based 
on this trend though, it seems likely that 
collaborations will continue to take place 
in the region,” he said.

In fact, it is possible that the next major 
M&A news may come from China. After 
all, the powerhouse has yet to produce 
a truly global logistics company, and Mr 
urbain believes that it may only be a 
matter of time before a major player from 
China emerges.

Being a Successful CEO 101

With over 30 years of experience in the supply chain and logistics industry under his belt, 
Mr urbain listed his top three advice on being a successful industry player.

1) Have the right talent on board

2) be Adaptable and Change for the better Everyday

3) be Open-minded while also staying Close to Customers

for Mr urbain, customer proximity is important. In fact, his ultimate wish is for CEVA to 
achieve top-of-mind awareness for his customers.

“I want CEVA to be my customers’ first caller whenever something happens. We want to 
be the first name on our customers’ mind. If we achieve that, we have succeeded. that is 
my goal for the company.”

CEVA’s CEO, Xavier Urbain, opens new South East Asia headquarters at 
West Hub in Singapore

CEVA Logistics held the opening of its West Hub, CEVA’s largest facility in 
singapore and the new headquarters for south East Asia, attended by CEVA’s 
CEO, Xavier urbain. the West Hub occupies 48,000 sq m of warehouse and 
office space, with more than 300 personnel serving multi sector customers at 
the facility.

CEVA’s CEO, Xavier urbain, said: “I am very pleased our footprint is growing in 
south East Asia, and particularly in singapore, as a strategic hub in Asia and a 
conduit for world trade. this is an investment we are making in Asia to strengthen 
our presence and address the growth potential here. It is estimated that by 2020, 
more than 50 per cent of the world’s middle income will come from Asia. this 
presents both opportunities and supply chain challenges for businesses. CEVA is 
well placed in this part of the world to support our customers’ business growth.”

City of Energy, Singapore

At the same event, CEVA announced the launch of its City of Energy in singapore 
located at the West Hub. the City of Energy is a fully dedicated hub for the 
warehousing, cross docking, flow management and handling of Oil and Gas 
products and services for the Energy sector.

the energy hub, covering a total warehouse space of 26,000 sq m and over 5,000 
sq m open yard space for energy customers, is well located with easy access to 
Jurong port and major highways. the City of Energy, singapore will serve CEVA’s 
energy sector customers, many of whom use singapore as a regional base for 
their Oil and Gas operations in Asia.
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WalKing tHe road 
less ventUred

the popular American poet, robert frost, once said, “two roads diverged 
in a wood and I-I took the one less traveled by and that has made all 

the difference.” this quote could easily summarise the journey of every 
entrepreneur, including Mr Steven Lam’s, the co-founder & chief executive 

officer of GoGoVan. 

founded in 2013 in Hong Kong, GoGoVan is the first mobile app that connects 
users – individuals and companies who are in need of moving cargoes with 
a network of delivery service providers. to date, GoGoVan has established 
a regional network of over 50,000 drivers in over 10 cities in Greater China, 

southeast Asia and south Korea. Its current largest market is Hong Kong with a 
network of 24,000 drivers and 60 per cent of the urban logistics driver population.

While the company’s atmospheric rise is remarkable in itself, Mr Lam’s journey 
from a boy raised in a low-income household tinkering with a computer, to a 

university of California, berkeley (berkeley) graduate with a multi-million dollar 
company, is quite inspirational.

In this interview with supply Chain Asia, Mr Lam shared the story behind his road 
to entrepreneurship, and how the idea of GoGoVan was formed.
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by the time he was studying in berkeley 
at the age of 19, he was re-selling 
used bicycles and cars. When the first 
generation iPhone was introduced to the 
market, he cleared his bank account to buy 
his first smartphone. After learning how to 
unlock it through two days of sleepless 
nights, he sold it within 15 minutes on 
ebay and earned us$200. soon, he was 
re-selling iPhones in large quantities.

“that was how I made my money then, 
and it was enough to pay for my school 
tuition fees at berkeley. I did not need 
financial support from my parents or 
banks. I was even able to buy my own car 
and pay for my own vacation to Hawaii” 
enthused the young entrepreneur.

Learning how to Stick with it

but Mr Lam’s initial foray into 
entrepreneurship was child’s play 
compared to establishing a company. He 
first started a company selling advertising 
space on lunchboxes in Hong Kong. 

However, he was not able to control the 
delivery timing of the lunchboxes. All 
lunchboxes needed to be delivered to the 
restaurants before 10am, but although 
Mr Lam and his partners contacted the 
delivery call centre by six every morning, 
they were not able to secure a pick-up on 
time.

Turning a Childhood Hobby into a 
Money-making Joy
 
Mr Lam’s passion for entrepreneurship 
started when he was in primary school. 
As a boy from a low-income family living 
in the Hong Kong government housing 
system, he was naturally excited when 
his father brought home a computer one 
day, which became one of the few toys he 
owned.

“We hooked it up at home, and the screen 
only showed a black background with 
a flashing vertical line. but somehow, I 
managed to tinker around and find out 
how to install DOs-based games. from 
there, I realised that I love exploring and 
fixing things with my hands,” explained Mr 
Lam.

His love for creating and restoring things 
only grew from there. He started to learn 
how to fix computers with the help of 
spare parts on the streets, and eventually 
even succeeded in building computers on 
his own. His friends and family members 
were his first customers as he sold his 
services to earn money for himself. that 
was the beginning of the road for him.

“back then, it was not my dream to own 
or set up a company. I was just excited 
about making money by building and fixing 
something with my own two hands,” said 
Mr Lam, who would eventually be the 
co-founder of GoGoVan with four other 
friends.

“One day, I became so frustrated, that I 
just walked down the street, knocked on 
the door of one of the delivery vans, and 
paid them to deliver the lunchboxes for us. 
surprisingly, four out of five the drivers we 
asked would accept the job immediately. 
this is when we first realised that there 
is a need for a platform to connect both 
the customers and freelance drivers to 
execute a logistics role,” explained Mr 
Lam.

since that day, Mr Lam and his other 
GoGoVan co-founders made a pact to 
carry out intensive market research before 
planning a suitable mobile application and 
business strategy for their new business. 
In fact, they have spoken to so many 
delivery drivers that they were “often 
mistaken to be courier drivers themselves”.

While they started GoGoVan to initially 
fulfil their own needs, they did not expect 
the growth of their company to gradually 
obliterate an entire industry.

“before the launch of GoGoVan, there 
were over 50 call centres. Now, 20 
months later, there are only a total of 10 
call centres in Hong Kong. Our entry into 
this business was a serious disruption 
to the industry, but we are not the only 
players here. Airbnb is another platform 
that matches supply and demand, and 
has become quite a gamechanger in the 
recreation industry,” shared Mr Lam. 

“I am not a driver or programmer, 
yet I managed to build a software 
for drivers. this is due to us studying 
the markets for months. We talked 
to drivers on the street all day, then 
at night, we visited every parking lot 
in Hong Kong and pinned our flyer to 
their windshield van.”
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Different Cultures, Different 
Solutions

As a young businessman, Mr Lam has also 
encountered several culture quirks that 
took him by surprise.

“I initially hired a south Korean investment 
banker, whom I met in Hong Kong, 
to set up our operations in seoul. He 
understands what we are doing, and I 
trust that he can carry out our mission 
well. but I was baffled when he told me 
that he cannot be a manager because he 
is not old enough. It took me a long time 
to understand why. We are a start-up 
company, and our team is obviously going 
to be dominated by people in the 20s and 
30s. I did not understand why the team 
cannot be headed by a young group of 
people,” said Mr Lam.

Mr Lam then hired a country manager who 
is in his 40s. After spending time in Korea, 
he finally understood the importance of 
seniority and experience in the country. 
but hiring older words also posed a new 
challenge for the young entrepreneur.

“I frequently asked myself how to lead 
people who are older, wiser and more 
experienced than me. It is complicated, 
and new to me. but I realised talking to 
them as partners, rather than employees, 
helped them to understand what needs 
to be done and to take pride on the 
company’s success,” explained the co-
founder.

Hard Work Rules the Game
 
In the eyes of the young entrepreneur, 
plain, old-fashioned hard work is one of the 
key ingredients that lead to a successful 
business.

“I am not a driver or programmer, yet I 
managed to build a software for drivers. 
this is due to us studying the markets for 
months. We talked to drivers on the street 
all day, then at night, we visited every 
parking lot in Hong Kong and pinned our 
flyer to their windshield van. We worked 
until late night and woke up early in the 
morning. I enjoyed the process and I 
loved spending sweat and tears for my 
business,” said Mr Lam.

but ironically, perhaps it is the result of 
a lack of hard work that led Mr Lam to 
set up his own company. Although he 
was a graduate from berkeley, he did 
not receive the job offers he expected 
from investment banks and fortune 500 
companies in the us. 

“In addition to being an international 
student, it was also a really bad time 
due to the financial crisis. that was the 
excuse for not getting a job. but the real 
reason was that I was not prepared for the 
interviews. to me, the companies were 
sending me signals not to join them but 
to start my own company I prefer to also 
go on the route less followed anyway. that 
was what I told myself,” he mused.
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mireK daBroWsKi
foUnder, opentrans management sYstem (otms) 

35 digiMag



a JoUrneY of sUrprises to 
tHe east

If you are familiar with the Chinese transportation and freight industry, it is hard 
not to have heard of opentrans Management system, more widely known as 
otMs. but what is a little less unknown is the journey of one of its founders, 
Mr Mirek Dabrowski, a Polish native who spent the last 15 years in China.

upon graduating from the university in 1998, he initially planned to continue his 
studies and only applied for two jobs – one was a global multinational consumer 
goods company and another to Maersk, a company which he has not heard of 

before. the latter promised expatriation after a 2-year education and provided a job 
rotation programme, while the interviewer for the former acted “rather arrogant”. 

It was easy to see which option appealed to Mr Dabrowski, and it marked the 
beginning of the Polish’s journey in China.
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Learning the Twists & Turns of 
Logistics

Mr Dabrowski considered his five-year 
journey with DHL as even more exciting 
than his stint at Maersk, although his 
position has similar jobscopes. His role 
has evolved from setting up a team from 
scratch to going through various phases of
growth culminated with an acquisition of 
Exel, including two years of post-merger 
integration.

“At the end, I was the last member of 
the both original DHL and Exel teams in 
China who was still in the Vice President 
capacity. I would have loved to stay longer 
but I was jaded with working in a large 
organisation where bigger teams and 
higher titles actually mean lower ability to 
make a meaningful impact,” explained the 
40-year old founder.

that was when he took up a position at 
DsV, a Danish transport company offering 
road, air, sea and logistics transport 
services. Although he has not heard of 
the company before, a discussion with 
his then-future boss revealed the exact 
kind of opportunity he was looking for. He 
was given full autonomy, including P&L 
responsibility, to build up the company’s 
contract logistics team from a very small 
base. Although he “overestimated the 
difficulty to bring major clients early, or 
rather underestimated their aversion to 
risks of trying something new”, he still 
managed to triple the company’s revenue, 
which leaded to an increase in EbItA 
several times over, not considered a small 
feat especially in light of the 2008 financial 
crisis.

At the Starting Line

“My position with Maersk was something 
I did not actually plan, and it led me to 
China when the company sent me here 
upon graduation from their international 
management trainer programme (also 
known as M.I.s.E). I was actually unwilling 
to be here. A fellow Polish trainee was 
expatriated to sao Paolo, brazil, and at that 
time, I would have given anything to swap 
places with him,” explained the co-founder 
of otMs.

Mr Dabrowski arrived in beijing in 
september 2000, and was put on a 
5-month full-time Mandarin intensive study 
in a group of eight trainees. However, 
initially, he did not put much passion and 
interest into learning the language. 

“On hindsight, this moment, as well as a 
few others in my life, was a defining period 
in my life, although at the time I may have 
been frustrated by not having control over 
matters such as this. I thought I would 
just see out my three-year contract and 
leave China. but I soon found out that 
working in China was far more exciting 
than working in Poland, even though the 
latter was considered to be growing fast 
too. the working environment here is 
extremely vibrant and exhilarating,” said 
Mr Dabrowski.

for the first year, Mr Dabrowski worked 
at Maersk Line shipping office, before 
entering the warehousing & distribution 
unit of Maersk Logistics in his second 
year. In his three-year stint with Maersk 
Logistics China, he held six different 
positions before leaving the company for 
a position at DHL solutions.

“Looking back, I was lucky to work in 
each of these companies in this exact 
sequence. for my first job, Maersk 
really invested heavily in young people 
and provided excellent development 
platform. then I moved to DHL, which, 
as the largest contract logistics provider, 
is the perfect place for me to increase 
my professional level of expertise. DsV 
came at a momentous stage of my career 
where it provided me with a great platform 
for self-fulfilment with their excellent 
culture of no-nonsense financial results 
orientation,” said Mr Dabrowski.

regardless of the several job positions 
he has held, he has been in the contract 
logistics industry until his business 
venture with otMs in 2013. 

Moving on to oTMs

Mr Dabrowski and his co-founder started 
otMs to fulfil a major ambition – to 
transform the Chinese trucking industry 
and improve opportunities for both 
companies and indviduals by bringing 
common sense innovation there.

While all the necessary technology is 
already in place in China in 2013, the core 
process is fragmented and inefficient. 
As a result, both transport providers and 
transport users face serious challenges 
that will not go away unless common 
solutions are found. the idea is to connect 
shippers, third-party logistics providers, 
trucking companies, drivers and even 
consignees with one another and have a 
seamless ecosystem that allows mutual 
benefits and a shared workflow. 

“otMs was officially born in May 2011 
when we pivoted away from exchange 
concept towards addressing much more 
practical and acute need for improvement 
in execution, track & trace and billing 
of transport shipments. the coding 
began in November 2011 using software 
development house in Poland and in 
January 2013, we went live with our 
first two paying customers - DsV and 
bestseller (owner Jack & Jones, Only, Vero 
Moda and selected brands), who was also 
DsV customer at the time. We were lucky 
to have great customers, colleagues and 
investors in our early years, as this was 
essential for every start-up,” commented 
Mr Dabrowski.

the company’s goal is to make this 
ecosystem into an open, yet trustworthy 
community, so that it will lead to more 
business opportunities. otMs is not and 
never be a 4PL - just software platform - a 
utility that is available to everyone.

“I was actually unwilling 
to be here. A fellow 
Polish trainee was 
expatriated to sao Paolo, 
brazil, and at that time, 
I would have given 
anything to swap places 
with him.”
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StRAtegY

driving online & 
offline sales tHroUgH 
loCal innovation

Asia Pacific will take over the 
lead from North America in the 
business-to-consumer (b2C) online 

sales in 2015. the double-digit growth in 
Asia Pacific is mainly driven by China that 
accounts for more than 50 per cent of 
each dollar spent online. Alibaba’s tmall is 
leading the b2C market in China with over 
330 million active buyers representing 61 
per cent of the market share, followed 
by JD.com with 19 per cent, VIP with 3 
per cent and Yihaodian with 1 per cent 
(December 2014). China’s astonishing 
online sales growth is due to the following 
reasons:

•	 Historically	 underdeveloped	 retailing	
infrastructure 

•	 Unavailability	of	products	in	stores

•	 Expansion	 of	 internet	 population	 with	
raising middle-income class

•	 Fast	adaption	of	smart	devices	
•	 Local	innovation	meeting	local	taste

Mr Jack Ma, the founder of Alibaba Group, 
explained the Chinese phenomena: “While 
American consumers see e-commerce as 
dessert, China’s traditional commercial 
infrastructure is so poor that e-commerce 
becomes the main course”. However, the 
e-commerce business model made in 
China differs from the one in the Western 
world and is one of the reasons why ebay 
and Amazon are still unable to gain major 
market shares. In addition, the Chinese 
digital marketplace is becoming a source 
of inspiration as well for other Asian 
countries and potentially for the rest of the 
world. 

by roland Martin, Industry segment Leader, e-Commerce for WDs APAC, swisslog 

Entrepreneurs Fueling 
e-Commerce China with 
Innovative Idea

for decades, the economic growth of 
China has been centrally planned or top-
down. Infrastructure projects for new 
highways and railways have been reserved 
for state-owned enterprises. e-Commerce 
and technology has transformed China to 
a bottom-up economy whereby innovative 
entrepreneurs were empowered to 
contribute to the growth. 

One impressive example is Alibaba’s 
platform taobao or tmall that suddenly 
enabled thousands of merchants to plug 
themselves into the digital bazar reaching 
out to millions of online buyers. Chinese 
e-commerce firms successfully adapted 

Comparison of e-commerce players, 2013

Direct Sale

Marketplace

Categories

In-house 
Logistics

Third Party 
Logistics

Number of 
Warehouses

Active Users 
(million)

Gross Margin

Tmall

X

O

All

X

O

n/a

231

n/a

JD.com

O 70%

O 30%

All

O

O

86

47

9.99%

Suning

O

O

3C/home
appliance
and others

O

O

12

n/a

15.0%

VIPshop

O 94%

O 6%

Apparel 
and

others

X

O

5

9

23.5%

Gome

O

O

3C/home
appliance
and others

O

O

5

n/a

15.0%

Amazon
China

O

O

All

O

O

108

n/a

27.2%

Dang-
dang

O 73%

O 27%

Books 
and 

others

O

O

21

21

16.6%

Yihao-
dian

O

O

Grocery
and

others

O

O

5

n/a

n/a

Jumei

O 62%

O 38%

Cosmetics
and

others

O

O

2

11

41.3%

sources: Internet sources; compiled by fung business Intelligence Centre

39 digiMag



to local needs by introducing for instance 
secure payment systems without using 
credit cards (e.g. Alipay) and social media 
platforms (e.g. WeChat) to enable buyers 
and merchants to interact with each other. 
In addition, new innovative services are 
explored by Chinese e-commerce firms 
enabling a seamless shopping experience, 
whether online or offline.

The Convergence of Online & 
Offline Distribution Channels

brick-and-mortar retailers need to take 
e-commerce seriously to avoid someone 
cannibalising their businesses. for 
example, the proportion of the top 100 
retail chain operators to total retail sales 
in China dropped from its all-time high of 
11.2 per cent in 2007 to 8.6 per cent in 
2013. this fall in retail sales percentage is 
indeed due to the intensified competition 
from online retailers. Hence, going online 
for brick-and-mortar retailer has gained 
momentum to increase their overall 
share of wallet. In contrast, one can also 
recognise numerous online retailers 
going the opposite direction for example, 
by opening stores to increase brand 
awareness.

Brick-and-Mortar Retailers Going 
Online

In recent times, an increasingly number 
of retailers are exploring O2O (online 
and offline integration or omni-channel 
strategy). According to a survey from China 
Chain store and franchise Association & 
fung business Intelligence, 63 per cent of 
the surveyed retailers (56 samples) viewed 
that the performance of their online stores 
was just fair (modest contribution to the 
total sales of the enterprise). Even though 
the size of the online business appears 
small, retailers should not underestimate 
the “digital natives” generation. retailers 
need to begin transforming their 
organisations now; otherwise, they will 
have a rude awakening when outsiders 
like Amazon start entering their markets. 
retailers interviewed in China face 
various challenges in developing their own 
e-commerce channel with lack of talents 
at the forefront, followed by logistics 
facilities (warehouses) that do not support 
e-commerce business. 
 
e-Commerce Marketplaces Going 
Offline

O2O is especially interesting for 
e-commerce marketplaces to increase 
brand awareness to allow for more 
online sales. furthermore, various O2O 
strategies are tested to improve the 

customer experience and maximse the 
existing supply chain network. 

for instance, tmall (b2C platform of 
Alibaba) is testing a new O2O model in 
beijing. Online shoppers will get their 
purchase of Jack & Jones clothes directly 
delivered from store to door in three hours! 
Hence, the delivery time is shortened, the 
inventory level in warehouses is reduced 
and stores is connected with the buyer. If 
proven successful, Alibaba’s supply chain 
division called Cainiao will roll-out this O2O 
initiative to other major cities in China. 

Another innovative beijing-based 
e-commerce merchant called Vinux.com is 
setting up small shops in residential areas 
where customers can buy products online 
at kiosks and pick up their purchases the 
next day. the new approach taken by Vinux.
com and other companies aims to firstly 
acquaint Chinese consumers unfamiliar 
with the Internet with e-commerce and 
secondly, incentives online shopping by 
giving discounts. 

Other Chinese business implementing 
bricks-and-mortar e-commerce strategies 
include Yhd.com, which built several 
“experience stores” in shanghai last year 
where customers can also pick up online 
orders. sales from area residents doubled 
after the company opened the stores, and 
more are in the works for 2015.

Impact on Warehousing Serving 
Online & Offline Distribution 
Channels 

e-Commerce firms have an advantage 
in developing purpose-built facilities, 
according to a recent tI report for savills 
(2013), whereas existing retailers who 
are selling online need to adapt existing 
logistics systems and facilities to meet 
these new demands or create new ones 
to accommodate the move to omni-
channel retailing. there are significant 
challenges when designing and operating 
an e-fulfilment warehouse:

•	 Ensuring	 fast	 order-fulfilment	 for	 on-
time delivery

•	 Handling	of	high	order	volume	
•	 More	item	picking	
•	 Managing	seasonality	or	peaks
•	 Picking	 and	 packing	 of	 low-cost	 items	

that utilise same amount of labour and 
equipment

•	 Proliferation	of	product	lines	to	optimise		
warehousing space

•	 Handling	and	integrating	of	returns	

Depending on the abovementioned 
factors, there are three types of 
warehouses to manage offline and online 
orders:

•	 Integrated	 fulfilment,	 where	 online	
sales are carried out alongside existing 
retail operations

•	 Dedicated	 online	 fulfilment	 centres	
(purpose-built facilities)

•	 Store	fulfilment,	which	involves	picking	
online orders from existing retail shelves 
for separate delivery

Advances in technology fueled by Chinese 
innovation have changed consumer habits 
and preferences across all channels. While 
brick-and-mortar retailers as well as pure 
e-commerce firms will need to verify their 
distribution channel strategy to sustain 
their growth plans, warehousing becomes 
a key differentiating factor not only to avoid 
supply chain bottle necks but also to meet 
the evolving needs of online shoppers. 

About the Author

roland Martin joined swisslog in 2013 
spearheading the division strategy to 
increase profitability in the focus industries 
e-Commerce, Pharmaceuticals and 
temperature-controlled food. to develop 
e-Commerce specific technologies, he 
engaged with the leading online retailers 
and supply chain experts in Asia Pacific 
and globally to better understand their 
requirements in warehousing.

roland has several years of corporate and 
trade finance experience working with 
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from switzerland and the us doing 
business in Asia Pacific.
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red ocean is where many firms 
compete, and chase the same 
customers. these businesses 

struggle at operating and market 
differentiation from others. As a result, they 
can be viewed as commodity businesses 
where price is the key differentiation. 
they have margin issues, problems with 
customer retention, growth problems, and 
are basically stuck in a rut. basically, these 
companies cannot tell customers why 
they should do business with them.

sales promotions or similar efforts do 
little to generate volumes. building 
brand identity is difficult. finding new 
opportunities is a struggle. Improvements, 
if there are any, are more incremental to 
present business offerings.  

there are increasing business challenges, 
even disruptions, that they grapple with 
and usually do not stand out with their 
efforts:

•	 Globalisation
•	 Outsourcing
•	 Multichannel			
•	 Internet	of	Things
•	 Social	Media
•	 Sustainability

these companies often lack a successful 
strategy and execution. strategic 
competitive differentiation is weak. their 
strategies resemble an operating or capital 
plan more than a strategy. focusing, even 
obsessing, on competition drives change 
attempts, including attempts at a strategy.  
In too many cases, these firms are afraid to 
change. they validate Einstein’s definition 
of insanity of doing the same thing over 
and over and expecting a different result.

these enterprises are moving closer to 
competitive black holes. Whatever the 
reason, standing still, doing nothing – 
which too many essentially do – is not 
strategically sound. Nor is trying to copy 
what another company is doing. Imitation 
may be a form of flattery, but it is a poor 
substitute for supply chain management 
that drives change. 

these manufacturers, wholesalers, and 
retailers operate their supply chains with a 
similar lack of competitive differentiation.
they pull orders and ship to customers – 
just like everyone else. 

red oCean BUsinesses & tHeir red 
oCean sUpplY CHains
are YoU sWimming or sinKing?

by tom Craig, President, LtD Management
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You can identify these firms. they have 
much money tied up in inventory – and 
some of them are products which do not 
sell or are outdated. they rationalise about 
the low cost of capital to explain inventory 
levels. but they have the same problem 
when interest rates were higher. Yet, with 
all the inventory, they struggle to deliver 
orders, complete, and on-time.

there are opportunities, such as 
e-commerce and multichannel. However, 
red ocean businesses do not seem 
to understand what these mean and 
how what to do. Global e-commerce is 
currently estimated at us$1.5tr. And it is 
not just a b2C market. b2b online sales 
are forecasted to be us$6.7tr in 2020. 
Consumers in the uK are expected to do 
us$78bn by 2024.

According to A.T. Kearney, the 
top 15 countries for 2015 for 
e-commerce are:

1) us
2) China
3) uK
4) Japan
5) Germany
6) france
7) south Korea
8) russia
9) belgium
10) Australia
11) Canada
12) Hong Kong
13) Netherlands
14) singapore
15) Denmark

red ocean companies, if they do 
e-commerce, think of online retail as 
having a website and shipping orders. 
they do not understand that e-commerce 
has evolved into its immediacy. Customers 
want delivery of their orders within 48 
hours of order placement. red ocean firms 
with red ocean supply chains cannot seize 
the opportunity. they pretend immediacy 
does not exist and seem content with 
their piece of this large pie.

they also do not understand how to serve 
multichannel. the firms drag out their red 
ocean supply chains – and the company 
view that a supply chain is a supply chain. 
the end result is they do not manage and 
service the diverse channels.

Having a supply chain organisation does 
not, by itself, create opportunity. Everyone 
has a supply chain group. too many do 
not perform supply chain management 
as a way to develop new business 
opportunities and to create important 
competitive differentiation.

Red ocean supply chains: 

•	 Are monolithic. they provide a uniform, 
rigid, uniform, and undifferentiated 
service for different markets, 
customers, or other sales segments.

•	 Are defined by functions.  It is really not 
about supply chains. It is about shipping 
or distribution.

•	 Are measured by costs. the monthly  
costs for freight and warehousing are 
tallied. Customer service performance 
is not important – unless there is a 
problem with a customer’s shipment.

•	 focus on orders. the purpose is to ship 
and invoice them. the emphasis is not 
about customers.

•	 Are viewed as inbound and outbound. 
It is not about a supply chain that flows 
from suppliers to customers.   

•	 Have a singularity. there is no 
recognition of the two supply chains – 
product and information.

•	 Act as a series of steps. there is no 
integrated process.

•	 Carry more inventories than is required. 
they invest more working capital and 
have less liquidity that can be used to 
develop growth and opportunities.

•	 struggle to deliver orders complete, 
accurate and on-time.

•	 Do not adopt supply chain best 
practices.

•	 utilise technology primarily for functions, 
such as WMs for warehouses or “track 
and trace” for shipments. there is no 
interest in supply chain visibility.

Why are they more likely to change the 
colour of a box an as an attempt to grow 
business instead of changing how they 
use their supply chains to expand? Why do 
any strategies not recognise supply chain 
management as a competitive weapon?

the brick-and-mortar firms try dealing 
with the evolving role of e-commerce 
and omnicommerce. the results are 
similar to their regular-world actions as to 
differentiation, growth, and margins. they 
do not understand that one of the main 
issues is the same-old, red ocean supply 
chain. Even firms that are just e-commerce 
businesses do not understand the new 
e-commerce driven by a new supply chain 
that answers the immediacy requirement 
of customers.

but there is hope. Opportunities can be 
developed with the e-commerce and 
its immediacy, multichannel, global, and 
competitive differentiation. these are 
created with blue ocean strategy using 
new supply chain management. blue 
ocean is where there is uncontested 
market space. It is where customers want 
to do business with you. the impact will 
sweep across markets, across industries 
(both b2C and b2b), and the world.

Do you want to swim in the red ocean 
with everyone? Or do you have what it 
takes for blue ocean strategy using supply 
chain management? 

About the Author

tom Craig is the president of LtD 
Management, a cutting-edge, global 
consulting firm that provides strategic and 
tactical consulting in logistics and supply 
chain management. More information is 
available at www.ltdmgmt.com   
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eVentS

Asia offers the greatest economic 
opportunity of all time; it also 
presents the greatest challenge for 

global supply chains. What was once an 
emerging market is now a growth market, 
especially in China, India and AsEAN. 
Whether you seek to enter Asia, expand 
your presence in the region, or enhance 
your competitive position, a strong global 
supply chain is the essential driver for 
success and profit.

Asia has become a key global supply 
point and hub of global economic growth 
with quickly evolving supply chain 
infrastructures, capabilities and strengths. 
According to Gartner, Asia Pacific supply 
chain leaders have maintained momentum 
in the difficult economic environment by 
re-configuring their supply chains while 
staying focused on a demand-driven 
strategy.

Intra-trade in Asia has also been growing 
and this has, in turn, led to an expanded 
growth for the thriving regional sea, air 
and road transport. As trades grow, many 
countries struggle in ensuring compliance 
in terms of importation and exportation of 
goods, while at the same time, assisting in 
its own economic growth. 

At some point in time, there is often 
trade-offs between efficiency and 
sovereignty. As transportation and freight 
movement becomes complicated in 
serving multitudes of countries with 
different trade declaration requirements, 
companies in turn, have to manage piles 
of trade documents and bills. Ensuring 
proper accountability and responsibility 
becomes a greater challenge when such 
processes are time and labour-intensive.

to explore the implications of these 
challenges, supply Chain Asia hosted 
Transport & Freight: Compliance & 
Audit Challenges on 17 April 2015, 
in collaboration with AEb. the event 
was oversubscribed with more than 90 
industry professionals in attendance. 
the event kicked off a presentation by 
Ms roxane Desmicht, senior Director, 
Infineon technologies, as she shared a 
detailed overview of the challenges in 
transportation and freight from a shipper’s 
point of view.

tHe importanCe 
of estaBlisHing 
exCellenCe in 
ComplianCe
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A Dangerous Game

During the presentation, Ms Desmicht 
outlined the key elements in trade 
compliance as well as the intricacy of 
its role in supply chain. Its high level of 
complexity (especially for many countries 
in the Asia Pacific region) brings several 
major challenges to industry players. for 
example, it is not always easy to provide 
the relevant and accurate documentation 
to the respective authorities. Many 
countries have different requests and the 
region does not adopt a standard set of 
procedures. 

In addition, while there are more free 
trade agreements among countries in 
the region, the documentation required 
to reduce duty fees can be labour 
intensive and complex. the more manual 
documentation required, the higher the 
risks for human errors. this will easily lead 
to failure to meet the delivery deadline, 
and a domino effect for the multiple 
parties involved.

regardless of how tricky managing 
compliance issues can be, it is highly 
critical that companies do not try illegal 
means to bypass the law. Ms Desmicht 
brought up a case study on PPG Paint 
trading (shanghai). A wholly-owned 
subsidiary of us-based PPG Industries, 
the company conspired to export high-
performance coatings to a nuclear power 
plant in Pakistan without the license 
authorisation required for shipment to an 
entity list designee. 

After being denied the license, the 
company proceeded to sell and ship 
the paint through a distributor in China 
to evade export controls. the company 
concealed the actual end-user of the 
goods by claiming the paint was for 
projects in China.

In the end, PPG Paint trading had to pay 
a us$2m criminal fine and us$1 civil 
fine. Mdm Xun Wang, former managing 
director of the company, was sentenced 
to a year in prison as well as ordered to pay 
us$100,000 fine and serve 500 hours of 
community service. Whether intentionally 
or not, the authorities are strict to ensure 
that no company or individual can breach 
their compliance laws. 

Managing Strict Regulations

following the presentation, the event 
hosts a dialogue session featuring Mr 
Peter Chiong, regional supply Chain 
Director, Harley Davidson, Mr travis Wong, 
regional Logistics Director for Asia Pacific, 
baker Hughes, Mr frans Kok, General 
Manager for Asia Pacific, AEb, and Ms 
Desmicht. When asked regarding the most 
challenging set of compliance rules, Mr 
Chiong brought up examples of countries 
with large mass size, such as Australia 
and thailand. for Mr Wong, the oil & gas 
industry generally has a very strict set of 
compliance.

“Oil & gas industry moves explosives and 
radioactive products, just to name a few, 
and most of the materials involved require 
their own set of permits, even the pipes. 
since the term we call the pipe is a ‘gun 
body’, we need a weaponry permit in 
singapore to move the product. Perhaps 
if it were merely called a ‘pipe’, there 
would have been no need for a weaponry 
permit,” explained Mr Wong.

While the compliance laws in singapore 
are strict, all of the panellists agree that it 
is relatively straightforward to understand 
and process importation and exportation 
documentations in the country.

Finding the Perfect Partner

While not everyone may have found 
their perfect business partner, it is highly 
important to work with people that you 
trust and can deliver what you need.

“for Infineon, we leverage on a few 
partners to manage our transport. We are 
working very well with them, and because 
of our current success, we are not looking 
to work with new vendors,” said Ms 
Desmicht.

for Mr Wong, it is more than just working 
with partners that one can afford, but 
also to have “similar working culture and 
passion”. unfortunately, he has also noted 
that we may have different experiences 
working with different individuals, although 
they are from the same vendor company.

While finding the perfect partner in a 
vendor capacity may be near impossible, 
Mr Chiong believes there is such a thing 
as the perfect partner.

“the perfect freight partner is yourself. I 
believe that the only one who knows your 
expectations and what your customers 
want is yourself, no one else. However, 
while we have not found the one perfect 
partner to work with globally, we are 
thankful to have found the best fit to help 
grow our business,” explained the Harley 
Davidson representative. 

digiMag 44



29 digiMag

JoIn US AS An InDIVIDUAL / CoRpoRAte MeMBeR

IntRoDUCIng

tHe SHIppeRS CoUnCIL

2015

Membership



digiMag 46

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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