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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 active participation in various major events and activities. If you are keen to find 
out more about our CEP, you can reach out to us at admin@supplychainasia.org. Together, we can make the 

industry an even more exciting and passion-driven sector in the region.

coRPoRAte enDoRSeR 

ScA

PRogRAmme

PlaTinUM GOlD silVer

contact Us

foR moRe DetAilS

ADmin@SUPPlychAinASiA.oRg
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Indonesia will be Asia’s next 
biggest e-commerce market

Indonesia presents much opportunity 
for e-commerce among other emerging 
Asian economies, with current projections 
putting this archipelago nation’s e-market 
at US$130bn by 2020, coming third behind 
China and India. With an estimated annual 
growth rate of 50 per cent and strong 
mobile-first initiatives, retailers have a 
unique opportunity in Indonesia to focus 
on developing truly mobile platforms to 
help facilitate e-market growth, particularly 
in the consumer packaged goods sector.

Indonesia’s current e-commerce market 
is similar to China’s online marketplace 
beginnings, with a large pool of 
entrepreneurial sellers providing goods 
purchased based largely on social media 
recommendations. Similarly, e-commerce 
in Indonesia also mimics the early US 
e-market, which was flooded with 
customers wary to trust online payments 
and retailers. 

Indonesia is truly unique in that it has the 
potential to create a hybrid of the widest 
opportunities from America and China’s 
e-commerce economies, propelling the 
Indonesian online marketplace onto the 
global stage

Laos-China’s gateway to Southeast Asia

Boten, once a remote village on the China-Laos border, has gone from boom to bust 
within a few short years and is now preparing for another boom.

The village’s development began in 2003 when a casino was built there by Hong Kong 
developers. This attracted thousands of visitors who poured across the border from 
Yunnan province. The village was renamed Boten Golden City as business boomed. 
However, in 2011 the casino was shut down by the Chinese Ministry of Foreign Affairs. 
Most businesses closed and Boten became a virtual ghost town. But now Boten’s star is 
rising again, as it is being developed into the Mohan-Boten Economic Cooperation Zone 
and become once more a bustling centre of activity.

The agreement to establish the Mohan-Boten Economic Cooperation Zone was signed by 
the Chinese and Laotian governments. The development will cover 1,640 hectares and is 
being developed by two Chinese companies — Yunnan Hai Cheng Industrial Group Stock 
Co, Ltd. and Hong Kong Fuk Hing Travel Entertainment Group Ltd. The developers plan four 
mega-projects in the zone including a duty-free centre, bus station complex, warehousing 
and a resort. 

A Trump presidency would hurt 
Asia’s GDP growth: Nomura

If Republican nominee Donald Trump 
wins the US presidency come November, 
Asian economies would be in for a shock, 
Japanese research house Nomura warned.

“A Trump presidency would no doubt 
hurt Asia’s gross domestic product 

(GDP) growth and could ultimately drive 
cost-push inflation, impart smaller trade 
surpluses and looser macroeconomic 
policies,” analysts said in a recent note.

Elaborating on the report in a media call 
on 28 July, Nomura singled out South 
Korea, the Philippines and Taiwan as the 
most vulnerable, both economically and 
geopolitically.

news 
snippets

7 SCA



Singapore’s manufacturing and 
services sectors mostly see no 
change in business conditions

The rather gloomy outlook for firms in 
the manufacturing and services sectors 
continues, according to the latest business 
expectations survey by the Economic 
Development Board (EDB).

The survey, released on 29 July, found 
that a majority of manufacturing firms (a 
weighted 77 per cent) expect no change 
in lacklustre business conditions for the 
second half of 2016. Just 11 per cent of 
manufacturers expect things to improve 
while a 12 per cent are bracing for 
conditions to get worse.

As for the services sector, a weighted 64 
per cent of firms surveyed expect business 
conditions to remain the same, 21 per 
cent think they will get worse and 15 per 
cent say things are looking up, a separate 
survey by the Singapore Department of 
Statistics showed.

India urges Tesla to set up Asia 
manufacturing hub

India’s transport minister Nitin Gadkari 
has proposed supporting joint ventures 
between Tesla and Indian car companies 
at a meeting with Tesla senior executives.

In discussions at Tesla’s factory near 
San Francisco, Gadkari also called on 
the electric vehicle and energy storage 
specialist Tesla to set up an Asian 
manufacturing hub within India and even 
offered land near major Indian ports to 
facilitate export of vehicles to South and 
Southeast Asian countries.

In perhaps one of the most visible attempts 
to bolster prime minister Narendra 
Modi’s ‘Make in India’ campaign, which 
seeks to establish India as major global 

manufacturing centre, Gadkari explained to 
Tesla executives that India wants to bring 
in pollution-free road transport, particularly 
in commercial and public motor vehicles.

 
When your cargo absolutely has to be there – anywhere in the world 
– you need insurance from a leading transport and logistics provider. 
TT Club is there with a global network of experience and expertise, 
and because we know the risks you take, we can tailor the cover for 
every stage of the journey. From land to sea and air, international 
transport and logistics insurance is what we do. We have a simple 
focus: to keep your business running smoothly.  www.ttclub.com

THERE.
Across the entire journey...

...or for a bit of it
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research and development is an important 
part of its business. New areas, such 
as smart urban solutions are also being 
developed, including energy-efficient 
lighting in places like carparks. 

Other innovations include a vertical 
farming platform which could help urban 
farmers in land-scarce Singapore.  The 
company has been operating in Singapore 
for 50 years. Beyond its highly-visible 
footprint in the city-state, 3M has invested 
more than S$1bn in the Republic to-date. 

Zebra Technologies’ total wearable 
solutions deliver double-digit 
productivity gains

Zebra Technologies Corporation, a 
global leader in solutions and services 
that provide real-time visibility into 
organisations’ assets, people and 
transactions, has released the Asia 
Pacific results of its latest Warehouse 
Vision Study. The global survey compares 
input from over 1,000 IT and operations 
warehouse professionals from retail, 
manufacturing, logistics, transportation, 

and wholesale distribution sectors across 
countries – including Australia, China, and 
India – on expectations for 2015 through 
to 2020.

The study shows that enterprises are 
expected to increase the number of 
warehouses as global online sales 
continue to grow. Warehouse executives 
surveyed say they plan on equipping staff 
with new technologies to meet the needs 
of increasing shipment volumes.

In response to the industry’s need to 
increase operational visibility to ramp 
up efficiency and productivity, Zebra 
is introducing a collection of products 
designed for warehousing tasks. The Total 
Wearable Solutions - the world’s only 
dedicated family of wearable devices built 
on the Android™ operating system (OS) 
- is backed by Zebra Mobility DNA, with 
hands-free and speech-directed picking 
that increases user mobility, comfort 
and accuracy. Compared with traditional 
speech-only wearable devices, the new 
multi-modal solution delivers 15 per cent 
productivity improvements, with a 39 per 
cent reduction in errors. 

3M to invest S$135m in Singapore 
as part of expansion plans

Multinational manufacturer 3M is investing 
S$135m over the next two and a half years 
as part of its plans to expand its Tuas 
manufacturing plant. 

The 100,000-square-metre plant is 
expected to be completed by end-
2018, and will add to the company’s 
manufacturing capabilities. 

The company, famous for products like 
scotch tape and N95 masks, also said 
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Thailand’s Department of International Trade Promotion 
Honours LEO Global Logistics Company Limited with ELMA 2016

Excellent Logistics Management Award is organized annually in promoting Thailand’s Logistics Service Provider in four categories: Warehousing Services,
Transportation Services, International Freight Forwarding & Customs Brokerage Services, and Third Party Logistics Services (3PL).

Learn more about ELMA from www.tradelogistics.go.th

Mr Kettivit Sittisoontornwong
LEO Global Logistics President /CEO

T

With better understanding of our clients, we can quickly respond to their every need – both basic requirements and special requests.”

Mr Sittisoontornwong added: “By applying for the award, the company immediately benefits from the comments and advices offered by the assessment 
committee comprising logistics experts from both the government and private sectors. Above all, ELMA is trusted as a certification mark for high quality 
standards with effective, efficient, and reliable delivery of goods and services, and ELMA 2016 will definitely help boost public confidence in our 
company. It will enhance our image and competitiveness in the global arena.”

For more info on LEO Global Logistics Company Limited, go to www.leogloballogistics.com

 he Department of International Trade Promotion (DITP), Thailand’s Ministry of Commerce, is today honouring LEO 
 Global Logistics Company Limited with the Excellent Logistics Management Award 2016 (ELMA 2016) in the Third 
Party Logistics Provider (3PL) Category. The award is organized by DITP annually to recognize the excellence in 
management and services among Thai logistics service providers.

LEO Global Logistics Company Limited has been well regarded as one of Thailand's top total logistics services 
providers. Throughout its 26 years’ of operation, the company has complied and has been certified with internationally 
acclaimed ISO 9001:2015. It offers one-stop international logistics service fully supported by its Global Logistics 
Network covering 786 cities in 190 countries around the world. 

Speaking with deep pride upon receiving the award of excellence, LEO Global Logistics President/CEO, Mr Kettivit 
Sittisoontornwong, said: “I strongly believe that Thai logistics companies can get on an equal footing with all the 
multinational companies. In fact, local firms may offer even better services to clients in term of customization.
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SSI Schaefer Weasel® masters 
practically every transport task

The automated guided vehicle (AGV) 
Weasel® from SSI Schaefer has been 
designed for internal goods transport. 
Its high flexibility and scalability allow for 
easy integration into warehouse transport 
processes. From containers and cartons to 
miscellaneous products of various sizes, 
the Weasel masters practically every 
transport task.

Increasingly short product life cycles and 
constantly changing market requirements 
call for a high level of flexibility. In some 
cases, tried and tested continuous 
conveyors are only able to satisfy this 
requirement to a limited extent. With the 
Weasel AGV, SSI Schaefer now offers an 
innovative solution that is highly impressive 
in terms of flexibility and scalability. 
Changing customer requirements and 
fluctuations in demand can be managed at 
any time, both cost-effectively and at short 
notice.

Numerous advantages all add to the 
appeal of the Weasel. There are no access 
restrictions in the warehouse, creating 
room for personnel and material flow. The 
vehicles navigate along an optical track 
that can be installed quickly, easily and in 
a flexible manner. Thanks to its compact 
design, this AGV can even be used in 
inaccessible areas.

From containers and cartons to trays 
or miscellaneous products of various 
sizes (up to 35 kg) the Weasel handles 
practically every transport task. The goods 
are transported gently and securely to the 
intended destination. Another advantage 
is the easy integration into existing 
systems. The Weasel is flexible in terms 
of system customisations and extensions. 
It can be integrated on a fixed or needs-
related basis for handling peaks in output. 
Both manual and automated connections 
can be quickly established to internal 
goods flows.
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brexiT beCOMes realiTY

The United Kingdom (UK) voted to leave European Union (EU), following its Brexit referendum on 23 June 2016. Unless agreed 
otherwise, the UK will remain a EU member for a transitionary period of two years, which will allow businesses to adapt.

This triggered concerns in the business sector. Once the UK leaves, the EU will lose around 17 per cent of its economic firepower, which 
means there are strong implications on both sides. This will lead to either a weaker pound currency, thus hurting households via higher 
inflation, or higher interest rates, which will hurt corporate investment and housing. 

Either way, there is a risk of the UK entering recession. Consumer confidence will likely suffer and retail sales are expected to contract in 
the UK as insecurity about Brexit consequences will translate into job worries. Almost overnight, the UK has appeared to have become 
European retail‘s new problem child.

by Planet Retail (in partnership with World Retail Congress)
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What happens next?

Immediate implications of the Brexit 
vote will, and already do, involve the free 
movement of services – mainly visible in 
Britain‘s vital financial sector. 

While the stock markets took a heavy hit, 
the pound fell to a 30-year low on the day 
the poll results were published. Over time, 
there is an outlook of sustainable pound 
weakness, which will hit imports and drive 
inflation.

When it comes to medium term 
consequence, import and export activity 
relating to the free movement of goods 
is likely to be reduced over time. Possible 
trade barriers, as well as diverging product 
standards, will negatively hit retailers and 
fast-moving consumer goods (FMCG) as 
they – more than most other industries – 
rely on open borders in the 21st century.

In the medium to longer term, the free 
movement of people should be felt in the 
British economy, partly in the shape of a 
lack of workforce in agriculture (potential 
drop in saisonal workforce immigration), 
but mainly in the shape of fewer EU 
talents entering the UK retail and FMCG 
job markets.

Implications for retailers

The Brexit will have implications for 
retailers in both Europe and the UK. 
Generally, the more reliant a retailer is on 
UK-European trade, the more affected it 
will be by Brexit. While the soft landing 
scenario might see the UK remain 
associated to the EU‘s free trade area, 
retailers cannot afford to rely on this. They 
must prepare for alternative scenarios.

Going forward, supply chains will 
feature a sharper focus on predictable 
economic areas providing reliable political 
frameworks and currencies. This will see 
European retailers buy less from the UK 
– not overnight, but as part of a gradual 
process stretching over the next two 
years.

With UK retailers aiming to avoid upward 
inflationary pressures, they will cut down 
on imports. In grocery retail, fruit and 
vegetables, as well as dairy, often sourced 
from the EU, are high-risk categories for 
price increases. Nearly 40 per cent of 
food sold in the UK is imported. After the 
costly reorganisation of supply chains, 
consumers should be left with reduced 
product choice at both ends of the 
Eurotunnel.

Implications for FMCG

Again, in a gradual process over the next 
two years, continental European retailers 
will sharpen their buying focus and buy 
less from the UK. Some of the loss of 
export volumes should be mitigated by 
the weak pound, making British products 
more competitive on the continent.

At the end of the day, however, expect job 
losses in UK manufacturing, with export-
dependent FMCG businesses likely to 
undertake rationalistaion and restructuring 
programmes in an attempt to adapt to new 
client bases and streamline supply chains.

While the world‘s leading FMCG 
manufacturers appear committed to the 
UK, new foreign direct investments (FDI) 
from the EU can be expected to drop 
sharply.

Long-term risks

For most British and European retail and 
FMCG businesses, Brexit should be 
manageable — not least thanks to the 
generous transition period. 

The biggest risk, however, lies in Brexit 
heralding the advent of accelerated 
European disintegration. Populist parties 
in France, The Netherlands and Denmark, 
among others, are promoting their own 
Brexit referendums with a real chance of 
this happening. In addition, there is the risk 
of refugee crisis flaring up again, leading to 
excessive truck waiting times at borders of 
Austria, Italy, Greece, and Hungary.

Experts believe retailers and FMCGs must 
open borders and ensure predictable 
currencies to operate efficiently. 
Unfortunately, there is a risk Europe might 
lose some of these advantages on a scale 
far beyond the Brexit over the next few 
years. 

About the Author

Planet Retail is a leading provider of global 
retail intelligence. The company partners 
with over 30,000 retail professionals 
around the world to drive dynamic 
strategies through an intuitive online 
platform and bespoke consultancy service.
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Supply chains in Asia are facing ever-
changing challenges. While the 
fast-growing economy of the region 

has led to more business opportunities, 
supply chains will become increasingly 
over-stretched, in terms of capacity and 
agility. Supporting the expanding markets 
in Asia Pacific is among the top concerns 
for senior supply chain executives. 
Changing consumer expectations, sales 
channels and order fulfilment models are 
also driving a shift towards omni-channel 
logistics. 

Labour and operational issues will continue 
to pose significant obstacles for supply 
chains. In 2015, 40 per cent of employers 
in Singapore reported talent shortage, and 
several companies also had to contend 
with land scarcity and rising real estate 
costs. For example, Singapore recently 
saw a six per cent rise in commercial real 
estate prices. All these factors indicate 
that companies today must quickly learn 
to do more with less when it comes to 
supply chain and logistics operations. 

HOW AUTOMATION CAN 
TransFOrM asia’s sUPPlY CHains 

by Andrew Pilkington, Head of Automation, DHL Supply Chain Asia Pacific

A wide automation spectrum for 
diverse supply chain needs

Automation can offer organisations a 
transformative solution. Developments in 
the field have progressed rapidly, and they 
can add value to supply chains in terms 
of removing physical limitations, reducing 
processing time, increasing fulfilment 
accuracy and ultimately lowering costs. 

Automation might sound daunting to many 
companies. But far from the common 
misperception of robots replacing humans, 
automation is truly about integrating 
technologies with existing manpower to 
deliver enhanced value to supply chains. 
However, in order for automation to be 
successfully adopted, there has to be a 
collaborative mindset, full understanding 
of the options available, and most 
importantly, knowledgeable people who 
can make it happen seamlessly without 
the supply chain missing a beat.  

The following stages show how diverse 
the spectrum of technologies is and 
the merits they bring to advancing 
warehousing operations to the next level.

Simple automation hacks for improved 
flexibility

The simplest form of automation is to 
implement technology for repetitive 
processes within the warehouse. This 
fundamental approach mechanises 
workflows, requiring minimal levels of 
investment and training while creating 
sufficient gains in productivity and quality 
to deliver substantial returns. 

A good instance of a simple transformation 
will be automating co-packing lines. With 
constantly changing product promotions 
and seasonal packaging, demands on the 
supply chain are escalating and causing co-
packing operations to move further down 
the supply chain to provide increased 
flexibility. 

15 SCA
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With the right inspiration and tehnology, there’s no limit to where your intralogistics operation can 

take you. Swisslog offers the widest spectrum of automation solutions; from tote to pallet based, 

from goods to person technologies to advanced robotics.

However you grow, grow smart with Swisslog. 

Discover more at Booth #B13, Grand Copthorne Waterfront Hotel Singapore 
     
    wds.sg@swisslog.com 

ROBOT OF THE YEAR 
IS COMING TO SINGAPORE
VISIT US AND EXPERIENCE THE AUTOMATION POWERHOUSE 
AT SCA FORUM 2016



A leading confectionary company made 
improvements to the packing process 
by utilising equipment to weigh and 
place products in seasonal packets. The 
equipment improved packing productivity 
by 12 per cent, enhancing product quality 
and minimising human handling. For 
customers and businesses, this means 
increased flexibility, which will ultimately 
drive higher service satisfaction, brand 
trust and profits. 

Dedicated automation for efficient 
warehousing

Companies that have the required supply 
chain profiles and are ready to make a bigger 
leap can select a far more advanced and 
intelligent system. A popular solution is an 
automated storage and retrieval system, 
which consists of a variety of computer-
controlled shuttles for automatically 
placing and retrieving loads from defined 
storage locations. Warehousing operations 
can benefit tremendously from this 
approach. Automation of this magnitude 
can reduce required space, optimise 
utilisation of manpower resources, keep 
track of inventories effectively and boost 
efficiency.

Integrating this advanced automation is far 
more complex and requires very specific 
expertise and increased investment – in 
addition to the heightened risk. Making 
the step is a bold move and requires 
detailed data and an understanding that 
the returns will be realised over a far longer 
period. Companies that wish to embark 
on this venture should partner with an 
experienced logistics vendor, in order to 
understand the costs involved and gain 
more accurate forecasts to understand 
the payback period.  

To deliver more value to its customers, a 
leading semiconductor company turned 
to such a dedicated solution for its 
distribution centre in Singapore. With the 
solution, the company was able to store 
four times more products in the same 
floor space, raise productivity by 40 per 
cent and achieve better visibility into its 
inventory. The system drastically reduced 
the need for aisles, and leverages 36 
robots to store and retrieve products. In 
addition, items are electronically tagged 
and arranged in grids for easier tracking. 
While the initial capital investment for a 
dedicated solution can be heavier than the 
other options, they are forecast to yield 
more significant results in the long term. 

Maximising productivity for more 
customers

There is now another option for 
businesses looking to benefit from 
advanced automation without the need for 
heavy capital investment – multi-customer 
automation. By bringing together similar 
product and supply chain profiles, an 
efficient, cost-saving solution can be 
found. However, finding a like-minded 
business to collaborate with is not a 
simple task and that is where logistics 
service providers can act as a catalyst to 
make these visions a reality.

DHL Supply Chain launched a multi-user 
automation solution earlier this year in 
Singapore to provide a common platform 
for two leading technology companies 
to store and retrieve spare parts for 
distribution across the Asia Pacific region. 
After analysing the profiles of both 
companies, it became apparent that a 
single system for both would help them 
achieve 20 per cent efficiency gains and 
reduce space requirements by 40 per cent, 
in comparison to traditional operations. 

Automation is a reality for Asia’s supply 
chains

With a myriad of automation options 
available, the barriers to entry to this 
technology have been greatly lowered 
– especially with the availability of 
collaborative approaches. Today, 
organisations looking for a competitive 
advantage should consider automating 
their supply chains in order to stay agile 
in the face of changing market conditions. 
This will also allow them to practise better 
resource and time utilisation. In addition, 
it will open up new opportunities for 
employees by repurposing their skills for 
more value-added roles. 

Automation technologies are increasing 
and vary greatly in their complexity, 
investment and returns. To ease the 
decision-making process, partnerships 
and collaborations will be fundamental to 
successful integration and delivery. The 
steps to automation can appear to be 
daunting given the fear of the unknown 
but automation maximises the use of 
resources and drives higher service, 
which will bring sustained success to 
organisations. Now is the time to start 
thinking differently.  

About the Author

Andrew Pilkington is the Head of 
Automation for DHL Supply Chain, Asia 
Pacific. Based in Singapore, he drives 
the adoption of automation across 12 
countries in the region to deliver world-
class supply chain solutions for customers 
from a multitude of sectors.

He is also part of the Regional Solutions 
Design team, responsible for the design 
and re-engineering of high quality, 
innovative and cost efficient supply chain 
solutions. Andrew and his team play a 
key role in solutions development and 
implementation for new and existing 
businesses.
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You might be familiar or even heard of the term “smart city” in recent years.  There 
might be various definitions of smart city but in a nutshell, a “smart city” is a 
new urbanisation concept seeking to use information from various sources and 

information and communication technology (ICT) solutions to better manage a city’s 
assets and boost the efficiency of resident services to improve the overall quality of live, 
work and play for residents.
 

Smart city planning and implementation 
can be carried out at the city level, a 
designated brownfield site or a zoned 
greenfield site covering various key 
aspects. These include, but not limited to, 
government and citizen, energy and waste, 
building and infrastructure, mobility/
transportation, healthcare, education and 
tourism. In People’s Republic of China 
(PRC), the Chinese central government 
and officials are betting on “smart city” 
implementations at provincial and city 
level to address issues, such as traffic 
congestion, pollution, and population 
growth. It is estimated that the global 
market for smart cities implementation 
will hit US$1.5tr by 2020.

Similar to “smart city”, the term “smart 
port” is also getting a lot of attention 
recently. So what exactly is “smart port”? 
Before we even start to define what a 
“smart port” really is, let’s take a look at 
how ports around the world are embracing 
the arrival of “smart port”.
 

DeMYsTiFYinG sMarT POrT 
– THE NExT GENERATION PORT 

by Jeffrey Tan, Senior Product Manager, Global eTrade Services (GeTs)
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The ideal Smart Port

What are the contributing factors that 
makes a port “smart”? Is it a fully 
automated port deployed with Automated 
Guided Vehicle (AGV), Automated Rubber 
Tired Gantry (ARTG) Crane or Remote 
Yard Crane a “smart port” in the case of 
XOCT? Does having smart grid or smart 
logistics make a port smart in the case 
of HPA? Or it is through the innovative 
use of mobile technology coupled with 
wireless connectivity, data analytics, and 
IoT truly makes a port smarter in the case 
of Singapore?

“Smart port”can be broadly defined as a 
brand new port development concept that 
aims to use the revolution in ICT, including, 
but not limited to, data analytics, sensors, 
smart devices, networks to improve the 
port’s overall operations and increase 
recurring revenue; while at the same time, 
lowering cost of operation and reducing 
impact to the environment.

 
The ideal smart port is when the 
it is operating in a predictive state 
(predictability) that is well connected 
with its users, including stakeholders 
of the whole value chain (connectivity) 
and continuing to use technology and 
data to improve the running of the port 
(sustainability). Developing a port into a 
“smart port” does not happen overnight. 
It is a step-by-step approach where a port 
transforms its mode of operation from 
reactive (automated port) to proactive 
(intelligent port) and finally to a predictive 
port (“smart port”). 
 
The whole transformation process 
involves:
•	Carefully	building	the	right	infrastructure
•	Deploying	the	correct	technology
•	Equipping	 the	 port	 workers	 with	 the	

right skillsets
•	Interconnecting	 devices,	 machineries,	

systems and processes
•	Ensuring	 port	 users	 are	 connected	 to	

the port

•	Connecting	 the	 ports	 to	 other	 ports	
globally, including linking to global trade 
and supply chain

•	Using	 data	 analytics	 to	 help	 the	 port	
improve over time based on the data 
collected

Smart Port is the way forward

As growth in trade continues to remain 
sluggish due to uncertainties in global 
demand, coupled with declining freight 
rates, the “smart port” concept is the 
way to go.  While ports in developed 
and developing countries continue to 
invest and transform themselves into a 
“smart port”, ports in underdeveloped 
countries should look at tapping on 
aids from international organisations, 
international/regional development banks 
and even solutions providers to transform 
themselves into a “smart port”.

The improvement in service level and 
cost reduction as a result of “smart port” 
implementation for the port operator 
will directly, and indirectly translate 
into benefits to the users of the port. 
Stakeholders in the global logistics and 
supply chain, such as shippers, freight 
forwarders, truckers, logistics service 
providers and carriers, will need to keep a 
close watch on the “smart port” effect and 
start thinking how they can leverage on 
the benefits to enhance their businesses 
and operations.

Europe: World’s second largest 
economy

In Europe, Hamburg, a major port city in 
northern Germany started an initiative, 
“smartPORT”, aimed at developing the 
Port of Hamburg (HPA) to become a “smart 
port” over the next years. For the Port of 
Hamburg, “smart” means the sharing of 
information to improve the quality and 
efficiency of the port as a key node in the 
whole supply chain.  By focusing on two 
main areas – smartPORT logistics and 
smartPORT energy, HPA aims to deploy 
solutions to improve traffic and trade flow; 
and reduce energy consumption in the 
port to enjoy cost savings.

Singapore: World’s busiest 
transhipment hub

One of the world business transhipment 
ports is located in Singapore. The Maritime 
Port Authority (MPA) unveiled its smart 
port initiatives in early 2015. The new 
initiatives look at using mobile technology 
coupled with wireless connectivity to 
enhance the overall communications, 
productivity and maritime crew welfare in 
the Port of Singapore.

Leveraging on the revolution in ICT, such 
as smart devices, sensors and Internet of 
Things (IoT), MPA envisions the Port of 
Singapore to be a more interconnected 
port with high-speed network, innovative 
use of data analytics and mobile solutions 
to enhance its overall competitiveness 
that will benefit all users and customers.

China: World’s largest economy and a 
manufacturing powerhouse

In PRC, together with the rise in popularity 
of “smart city”, the term “smart port” 
has also garnered a lot of attention in 
the last few years with Chinese officials 
and port cities. “Smart city” and “smart 
port” consultancy and master planning 
for various Chinese cities and China’s One 
Belt, One Road (OBOR) initiative launched 
in 2013 has highlighted the importance of 
smart port and logistics for the country in 
the next few years.

In 2014, Xiamen (a city on China’s 
southeast coast) announced that the first 
fully automated container terminal – the 
YuanHai Container Terminal (also known 
as Xiamen Ocean Gate Terminal - XOCT) in 
the Haicang Free Trade area to go on trial at 
the end of 2014. In 2015, XOCT announced 
that its first automated berth is ready for 
commercial operation and has began trial 
operations with a fully automated yard 
system.
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A SHIFT IN THE RIGHT DIRECTION

Many things can happen to a man within forty years. Mr Brian Miles, now the 
Regional Managing Director of SSI Schaefer Asia Pacific, Middle East and 
Africa, used to be a simple salesman for a major material handling company in 

the United Kingdom. When SSI Schaefer started in Singapore in 1984, Mr Miles only had 
a team of seven staff to manage. Now, he is responsible for managing 19 SSI Schaefer 
offices in Asia Pacific and the Middle East in 16 countries and two wholly-owned 
factories in Malaysia and China, employing more than 1,000 people. 

Looking back when he first started working in the industry, Mr Miles reminisced about 
buying his first calculator.

“When I first started working in 1969, I was given a ready reckoner to assist in 
preparation of quotations. In 1971, I decided to invest in a Sinclair calculator, it cost £25, 
which was equivalent to a month’s salary. Within a couple of years, the cost dipped to 
£5. That’s what happens to prices of technology over time. The development cost is 
rapidly recovered and market cost will quickly reduce, I see the same with the use of 
robotics within the warehouse” says the Managing Director.

In this issue of Supply Chain Asia magazine, with over 40 years of industry experience 
under his belt, Mr Miles shares his views on the future of SSI Schaefer, the strengths of 
the Asia Pacific region and the challenges of the supply chain sector.
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A change in the winds

It is hard to imagine one person managing 
three of the world’s biggest markets, 
but that will change for Mr Miles. SSI 
Schaefer has developed four global hubs 
– Asia, Middle East, China and Australia – 
that operate independently with its own 
respective profit and loss reports.

“Our growth in this region has been 
tremendous for the past 30 years. It has 
come to a stage now that one person 
cannot control a third of the world. 
This is why we have established hubs 
to become competency centres. This 
means that each hub will be expanded 
to develop and promote automation 
systems and will be equipped with its own 
application engineering capabilities, which 
includes the ability to analyse, design, 
conceptualise, working closely with our 
respective European factories to create an 
automated solution, then commissioning 
and providing a customer service and 
support programme. Everything should 
be done by the respective local team,” 
explains Mr Miles, who joined SSI Schaefer 
in 1980 to run their Gulf operations from 
Dubai, having previously spent four years 
working in the Eastern Province of Saudi 
Arabia.

The ability to produce and manage 
solutions in-house is the key purpose 
as this means customers can expect 
shorter response time to their enquiry. The 
objective being that, customers in the Asia 
Pacific will not need to wait weeks for SSI 
Schaefer’s team in Germany to provide 
them with solutions. 

“While there are some changes to our 
setup, we continue to be a financially 
strong family-owned company. There 
will be no change to that. Although 
mergers and acquisitions are becoming 
more commonplace now in the industry, 
we do not subscribe to that strategy. 
Regardless of what people say, mergers 
and acquisitions are disruptive. People 
get nervous about their jobs. Some 
employees, whose company is being 
acquired, have approached us because 
they do not trust that they will still have a 
job the next morning. SSI Schaefer is 77 
years old this year, and I trust that we will 
continue to be a family-owned company 
for decades more to come,” says Mr Miles 
of the German company.

Having faith & changing mindsets

While the industry veteran feels that the 
region has made plenty of progress over 
the past decades, it is still relatively slow 
when it comes to technology adoption.

“I think it boils down to the current 
Asian corporate mindset. Companies 
do not have the confidence to invest in 
an automated system and focus on a 
particular sector. Contracts with third-
party logistics operators are generally 
only two to three years, which translates 
to choosing a very simple storage system 
to keep within budget cost,” mentions Mr 
Miles, who is urging a change in mindset 
in the industry. 

But the trend has changed for business 
verticals. In the more developed markets, 
companies are focusing on specific 
market sectors, such as fashion goods, 
healthcare and pharmaceutical, to create 
a “distribution hub” for multi-users 
and investing in automation to suit that 
particular range of products. They will then 
use these benefits to win customers and 
ensure that the investment is depreciated 
over a longer period.

25 SCA



There is a shining light for certain markets. 
Mr Miles feels Singapore is succeeding 
in logistics due to valiant efforts by the 
Economic Development Board. Despite 
competition from Malaysia, and South 
Korea, he believes that Singapore will 
continue to be one of the world’s top 
logistics hubs. He also commented that 
unless Hong Kong finds new ways to 
boost its level of competitiveness, the city 
will continue on its dangerous downward 
spiral.
 
“Hong Kong’s competitive level has 
stagnated in my opinion. The city has 
a severe labour and space shortage. 
Although they were the first to develop 
multi-level ramp up warehouses some 30 
years ago, they do not have the number of 
ramp up warehouses as we have now in 
Singapore. Singapore has at least 20 ramp 
up warehouses when they did not have 
any ten years ago, while I think Hong Kong 
has plateaued with four or five for the past 
decade,” explains Mr Miles.

Even when it comes to the total container 
throughput, PSA Singapore Terminals 
handled 30.62 million TEUs in 2015, while 
Hong Kong port only handled 20.1 million 
TEUs. However, there is a danger of pallet 
space oversupply in Singapore if it is not 
properly managed.

“There are so many pallet storage 
locations available, but there is a serious 
lack of simple picking systems installed. 
Check out most of the warehouses and 
chances are, there are only using pallet 
racks. What these guys need to do is pick 
a market sector and invest in it,” reiterates 
Mr Miles.

People will continue to drive supply 
chain

With the right software and IT, the 
warehouse of the future will look vastly 
different from the current typical setting. 
There will be no floor operators, manual 
pickers or forklift drivers. Instead, the only 
human workers in a futuristic warehouse 
are technicians.

“Actually, the future is already here. We 
have a warehouse in Australia where 
cases are stored within a racking system, 
then retrieved by robots, sequenced in 
stacking order on conveyors before being 
stacked on a pallet by another robot, shrink 
wrapped and transferred to dispatch 
loading docks. There are no workers in 
the warehouse, only technicians. Australia 
is the ideal market to test this out. The 
country’s logistics infrastructure is very 
advanced, and labour cost is high. This 
makes it easy for companies to achieve the 
return on investment for a fully-automated 
warehouse,” describes Mr Miles.

But this does not mean workers will 
be redundant in the industry but will 
be retrained with higher skill levels. Mr 
Miles, like many other senior executives, 
mentions the difficulty of finding the 
right talent. However, once the talent is 
secured, he believes that SSI Schaefer is 
an ideal place for anyone looking to stay 
for a long-term period. Having been with 
the company for over 30 years, he can 
testify to that.

“Some say that the reason people stay 
for years at a company is because they 
are either paid too much or the job is too 
easy. I do not know how true that is but I 
am still here because I am excited by the 
daily challenges the job brings,” shares Mr 
Miles.

It is a testament of his love for his job and 
SSI Schaefer’s leadership strategy that Mr 
Miles does not feel ready to retire.

“My role at the moment is to handover to 
the new management team. However, I 
am not planning to retire. We have a CEO 
who has a habit of assigning hobbies to 
others, so I am looking forward to know 
what my next hobby is,” says Mr Miles, 
who currently counts golf as his hobby, 
which he continues to try to master.
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ALTRUISM: THE HEART OF 
LOGISTICS

DHL has plenty going for the company. It has one of the strongest global networks 
that spans over 220 countries and territories worldwide, four solid core divisions 
that have been steadily developing over the years, and a relatively strong corporate 

image. 

Despite its current successes however, the megacorporation is not resting on its laurels. 
DHL continues to work on further expanding its global footprint as well as investing in 
technology and innovation. While DHL (like any other company) is naturally doing what is 
best to stay relevant and profitable in this unpredictable economy, being in the logistics 
industry means the company’s drive to do more has a positive spillover on the masses. 
After all, the success of a logistics industry has a direct correlation with people’s quality 
of life.

“Logistics is about building a better world. It may sound a bit sappy, but if a doctor does 
not get an implant on time for an emergency operation, or a child’s gift is not delivered 
in time for Christmas, the consequences can range from something as drastic as lost 
lives to a child’s moment being negatively impacted. People’s quality of life is on the line. 
I always thought that it is an interesting business because of that reason,” says Mr Bill 
Meahl, Chief Commercial Officer of DHL.

In this issue of Supply Chain Asia, Mr Meahl discusses what it means to be the chief 
commercial officer, the importance of innovation in the industry, and his experience of 
working at DHL for the past 34 years.
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The man to raise DHL’s international 
platform

“My main responsibilities include building 
the next generation of customers for 
DHL. Currently, many of our large Fortune 
500 clients are either of an American or 
European origin. We want to expand our 
services to emerging markets, such as 
China, India, Brazil and Mexico. While they 
are not our traditional customers, we want 
to reach out to them. We want to grow 
these markets,” explains the former chief 
operating officer of DHL Supply Chain.

With the company’s aim to boost its 
revenue in emerging markets to 30 per 
cent of total revenue as reported in its 
Strategy 2020 plan, a substantial portion 
of that dream boils down to DHL’s 
performance in these markets. Being 
one of the leaders behind this movement 
means Mr Meahl has plenty on his 
shoulders to drive towards this major goal.

In addition, he is in charge of providing 
solutions to five focused market verticals, 
which are automotive, life sciences & 
healthcare, technology, energy, as well as 
engineering & manufacturing, ensuring 
that the company offers solutions that 
are beyond just logistics. As the chief 
commercial officer, he also spearheads 
the Customer Solutions and Innovation 
team.

“We provide our customers, who 
frequently engage our services across our 
four business units, with one main point of 
contact. It is all about ensuring seamless 
communication and transparent work 
processes. I also look after our innovation 
centres and keep an eye on supply chain 
trends and challenges,” says Mr Meahl, 
who lives in Boston and works out of DHL 
headquarters in Bonn.  

Innovation driven by customers

While Asia generally lags behind its 
Western counterparts in terms of 
technology adoption, the company notes a 
steady increase in interest in recent years, 
which is one of the main reasons DHL has 
set up its Advanced Regional Centre as 
well as Asia Pacific Innovation Centre in 
Singapore. 

“I think more companies are adopting 
our innovative solutions because they are 
already relevant today. Companies do not 
need to wait years into the future before 
they can see the results. This is why we 
work together with our customers and 
technology partners to ensure that the 
latest technology can be adapted and 
adopted now to logistics applications,” 
explains Mr Meahl. 

But technology should not be focused on 
just improving the company’s bottomline. 
There should also be an effort to improve 
the lives of workers.

“We need to respect the guys who are 
driving the forklift and picking the orders. 
It is a very physically demanding industry. 
Until you have driven a truck or picked 
parts for 10 hours, it is difficult to imagine 
the physicality of the job. We have to make 
some of these logistics jobs less physically 
demanding and more interesting. I think 
this is already being achieved through 
augmented reality, robotics, self-driving 
vehicles, and vision picking. Whatever 
we can do to improve employees’ work 
experience will be helpful to everyone,” 
says Mr Meahl, who feels an affinity with 
truck drivers when he was the manager of 
a truck fleet in his younger days.

These innovative solutions may not be 
ubiquitous anytime soon, but Mr Meahl 
believes that some technologies, such 
as the self-driving vehicles, should play 
a major role in logistics within the next 
five years. With some parts of the world 
facing an ageing workforce and shortage 
of logistics workers, autonomous vehicles 
should take centre stage sooner rather 
than later.

A wild ride

“I did not get into the industry because 
of a well thought-out plan. It just sort of 
happened,” reminisces Mr Meahl, who 
holds a Bachelor’s degree in political 
science from Colgate University and an 
MBA in finance from Babson College.

But ever since he entered the industry 
over three decades ago, he always thinks 
of himself as a trucker, which is where he 
started and has never looked back.

“It has been an absolute wild ride. I 
started by working for a company that 
had a revenue of US$5m, and today, I 
am part of this €59bn company. That is 
mind-blowing. I remember once I was 
driving in Sao Paolo, Brazil. I was on the 
phone talking to someone in China about 
a problem we were having in Europe. It 
was an amazing feeling,” says Mr Meahl, 
who believes that the industry will be 
even more transformed in 10 years than 
the past 34 years. 

The industry continues to move towards 
the perfect logistics. With predictive 
logistics being the next step for the 
industry, Mr Meahl feels that soon “we 
will not talk about next-day, same-day or 
next-hour delivery. It will be about getting 
the products before the consumers even 
know they need them.” Amazon is already 
working on a strategy to ship products to 
customers before they even shopped for 
them, calling it anticipatory shipping.

While these amazing innovative solutions 
represent a sophisticated future logistics, 
the American-born senior executive 
believes in the important of keeping it 
simple.

“Logistics has one simple objective, which 
is to move things from Point A to Point B. 
How do we do that with all these nifty 
gadgets? Keeping the processes simple 
is what makes the business intellectually 
stimulating,” says Mr Meahl.
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THE COMEBACK OF 
COMMODITISATION

Perhaps one cannot teach an old dog new tricks, but what about its puppy? That is 
exactly CrimsonLogic’s intention when it established Global eTrade Services (GeTS). 
Based on a Software-as-a-Service (SaaS) model, GeTS is centred on a single 

window that facilitates global trade with compliance connectivity, e-advisory, business 
process outsourcing, and data analytics suite of services.

“This will be CrimsonLogic’s 28th year. It is an old company in that sense, especially in 
the IT industry. However, two years ago, we started to see the industry leaning towards 
new strategies, such as commoditisation. In addition, the rise in cloud computing and 
other types of disruptive business models mean there is a need for the company to 
adopt a new direction. This is how GeTS came about,” explains Mr Chong Kok Keong, 
Chief Executive Officer (CEO) of GeTS.

In this issue of Supply Chain Asia magazine, Mr Chong discusses the importance of 
adopting best practices, the possibility of global paper-less trade and his leadership style.
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From customising to commoditising

According to Mr Chong, who is responsible 
for all business operations, including 
setting the direction and strategy of the 
company, the market is becoming less 
keen on customised business solutions.

“We started seeing business becoming 
more commoditised on a global scale. 
This means that what used to be the 
trend for customised solutions has now 
turned into businesses wanting to adopt 
the best practices. When it comes to 
earnings, the trend has also changed from 
acquiring few accounts with big revenues 
to many accounts with low but recurring 
revenues. This means the major focus is 
on mass market and volume gain, which is 
exactly the foundation of GeTS’ business 
practices,” states Mr Chong, who first 
joined CrimsonLogic in 2000.

While GeTS functions like a new entity 
however, it is actually made up of 
CrimsonLogic’s existing subsidiaries.

“This group of entities functions like 
a start-up. What we have done is we 
adopted an open concept design and 
encouraged a different kind of working 
atmosphere. For example, we only have a 
couple of landline phones here. Everyone 
has learnt to go mobile,” says Mr Chong, 
who stresses the importance of ‘walking 
the talk’ when it comes to embracing the 
start-up culture. 

With a majority of GeTS’ team members 
coming from existing CrimsonLogic’s 
subsidiaries, a change in company culture 
and environment ensures that it will lead 
to a change in mentality. While the change 
has been gradual, the results are still clear.

“Why is it important for us to adopt the 
start-up mentality? We feel that this 
trend reflects the right business model 
to manage the vibrancy and agility of the 
technology industry. We need to work 
faster and be more nimble to meet the 
changing market demands. As an entity of 
CrimsonLogic, we still have the weight of a 
huge corporate engine positioning without 
compromising on our working culture. It 
is a win-win situation,” clarifies the CEO, 
who also double-hats as CrimsonLogic 
Assistant CEO.

Managing complex challenges 

When discussing the challenges that the 
industry faces, Mr Chong reckons that 
while a global paperless trade may be the 
ultimate aim for many businesses, this 
utopia may not be possible anytime soon.

He lists the following reasons:

- Firstly, different countries have different 
customs and regulation procedures. 
This makes trading rules and 
processes complex and complicated to 
understand. This is even more evident 
in the establishment of free trade 
agreements. Although the objective is to 
simplify trade customs, understanding 
them can be very difficult, which is 
ironic. As a facilitator of global trades, 
while this presents an opportunity for 
us as we help our clients to manage 
this challenge, this also means the trade 
industry will always be faced with this 
problem. 

- Secondly, the pace of digitisation from 
country to country is extremely uneven. 
This makes the ability to establish 
connectivity a bit less straightforward 
and we cannot simply duplicate 
the same services across different 
countries.

While GeTS cannot directly encourage 
countries to improve on their level 
of digitisation, Mr Chong enjoys the 
challenge in ensuring GeTS’ services and 
platform are accessible to every country 
regardless of their level of technological 
advancement.

33 SCA



“The positive takeaway from this is that 
all countries are already digitising its 
trade sector. Some may be slower than 
others, but every country is going at the 
right direction. The future is definitely 
optimistic,” adds the Singaporean boss, 
who is keen to increase the company’s 
market share in the Southeast Asia region. 

Citing the importance of being a success 
in the region, Mr Chong also shares his 
projection for the company for the year 
2016.

“In terms of transactional growth, we 
grew close to 100 per cent in terms of 
transactions and volume from 2014 to 
2015. For our first year, we were focused 
on jumpstarting customer acquisitions. 
But 2016 represents a development 
year for us. We are targeting a more 
modest growth of 60 per cent as we are 
channelling most of our resources on 
rolling out new services and platforms 
smoothly,” explains Mr Chong, who also 
names China and North America as the 
company’s other key markets.

Speaking volumes through leadership

Adopting an open door concept is not only 
limited to the employees but the boss as 
well. At GeTS, the only closed room is the 
conference room, which is rarely in use.

“Open communication is very important 
to me. I encourage my team to talk to 
one another openly because I believe this 
instills trust in one another. I try to be a role 
model in this and talk openly to everyone. 
Sometimes, I even raise my voice to talk 
to the whole team because I realised this 
is the best and fastest way to get them 
energised and excited. Of course, certain 
sensitive issues should still be discussed 
privately, but overall, I like to think there 
is no secrets among us when it comes to 
work-related matters,” explains the CEO.

While some bosses may feel that talent 
can be scarce in the sector, Mr Chong 
prefers to see it as an opportunity 
for companies to take more effort to 
understand their employees. 

“While I find it hard to generalise 
employee’s level of competency in the 
industry, I do feel that we have the talent 
at GeTS. The question is how we channel 
each individual’s competency or passion 
to areas that make sense to them. Simply 
saying that there is not enough talent 
feels like pushing the responsibility back 
to the society. I believe that organisations 
should leverage and optimise to bring out 
the best in whatever resources we have,” 
says Mr Chong, who himself finds passion 
and immense satisfaction in this current 
job role.

Prior to joining CrimsonLogic, Mr Chong 
held various key positions in Singapore 
Trade Development Board (TDB) and 
Ministry of Foreign Affairs. Between 1997 
and 1999, he was TDB’s director for the 
Hanoi Centre in Vietnam. Concurrently, 
he was appointed as the First Secretary 
(Commercial) for the Singapore Embassy 
in Vietnam. In these two roles, he was 
responsible for strengthening Singapore-
Vietnam’s economic relations and 
promoting business alliances between 
the two countries. During this period, 
Singapore was Vietnam’s top investor and 
trading partner.

When asked if he is keen to return to the 
government sector, Mr Chong replied that 
it has not crossed his mind. 

“At this point in time, I have enough 
challenges in GeTS to keep me interested 
to wake up each day and charged up 
to bring success to the company. I am 
eyebrow deep into GeTS, and it is definitely 
enough for me in the near future,” adds Mr 
Chong.
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A WORLD IN TRANSITION

While Reuters recently reported that power companies in India and Southeast 
Asia continue to tap on abundant and cheap domestic coal resources to 
generate electricity, the outlook for renewable energy continues to be 

modestly optimistic. Experts estimate that by 2050 the global population will increase 
from seven billion to nine billion, with the majority living in cities. As cities grow, this 
will put additional strain on overstretched energy resources, and the industry cannot 
continue to only rely on coal in the long run.

This is why more energy companies are moving towards natural gas, which is one of 
the cleanest-burning fossil fuel. Shell, for example, is one of the firsts in the industry to 
create a technology that converts natural gas to liquid products. 

“Natural gas is the cleanest-burning hydrocarbon. It is abundant and versatile, helping 
meet growing demand for energy globally, and able to partner with renewable energy 
sources. Additionally, when converted to liquid products, such as base oils for lubricants, 
it positively influences fuel economy, wear and tear, longevity, cleanliness and 
performance in vehicles and machinery,” says Mr Kin-Seng Cheong, Supply Chain Asia 
Pacific General Manager for Shell Lubricants.

In this issue of Supply Chain Asia magazine, Mr Cheong shares with us his thoughts 
on clean energy solutions, the importance of Asia Pacific for Shell Lubricants, and the 
company’s efforts in building talent of the future.
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Working towards the new energy 

Through its Shell PurePlus™ Technology, a first-of-its kind process that converts natural gas into unique, pure and crystal-clear synthetic 
base oil, Shell Lubricants caters to growing demand for efficient and high-quality products for energy-conscious consumers.
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Shell as a group continues to “power 
progress together by providing more 
and cleaner energy solutions,” and this 
is evident in its new business, New 
Energies, which was recently created to 
look at low carbon options for the future.

Cashing in on Asia Pacific

Demand for lubricants in Asia is expected 
to grow by 18 per cent, hitting 20 million 
tons by 2025, almost half of the global 
demand. 

“Within the Asia Pacific region (which 
comprises of Northeast Asia, Southeast 
Asia and India), I think Shell is clearly a 
market leader. Shell Lubricants companies 
lead the global lubricants industry for the 
ninth consecutive year, supplying 12 per 
cent of global lubricants volume, and its 
dominance in the Asia Pacific market 
reflects it overall market share. Even 
within Shell Lubricants, Asia Pacific easily 
makes up one-third of our businesses. 
This means we will continue to invest in 
this region, even though we already have 
14 lubricant blending plants, seven grease 
manufacturing plants and three base oil 
plants,” says the Malaysian-born General 
Manager.

This was reflected in Shell Lubricants 
setting up its first Asian R&D centre in 
Shanghai in 2014. The research work in 
this 8,600–square-metre, nine-storey 
building will cover a wide range of product 
applications, including passenger car 
motor oils, motorcycle oils, heavy duty 
engine oils, transmission fluids, as well as 
industrial and specialty oils and greases. 
It will also provide hands-on technical 
services to customers. In addition, its 
laboratory facilities will enable the running 
of field trials, performance demonstrations 
and bench-testing.

“The centre is unique in the sense that 
it has collaborations with local academic 
institutions, such as Tsinghua University. 
Talent is abundant there, and most of 
our R&D workers are PhD holders. But it 
does not mean our focus is only on China. 
We will ensure that the centre’s product 
development and application will benefit 
the wider Asia region covering countries, 
such as India, Indonesia, South Korea, 
Thailand, Vietnam, Malaysia, Philippines 
and Singapore,” states Mr Cheong.

Even the global economic slowdown does 
not hinder the consumption in Asia Pacific. 
While there is a slight decline in lubricants 
consumption in commercial vehicles and 
industrial machinery, positives in other 
sectors mean consumption growth in the 
region continues to be in the green zone.

“There is a major growth in passenger cars 
and motorcycles. Customers are becoming 
more demanding and discerning. They 
are appreciative of good lubricants, 
and this means there is a shift towards 
synthetic-based lubricants, which helps 
extend engine life, reduce maintenance 
costs, reduce oil consumption, enhance 
fuel economy and enable better engine 
cleanliness,” says the former chemist, 
who once worked at a pharmaceutical 
laboratory.

As part of its continued growth strategy in 
Asia, Shell has recently opened its latest 
lubricant blending plant in Indonesia, 
which is also the largest operated 
lubricant plant among the international 
oil companies in the country. This plant 
brings the company’s world-class lubricant 
production capability to Indonesia, and 
strengthens its supply chain. It also 
ensures that Shell meets the lubricant 
needs of its Indonesian customers, 
providing a variety of customer services 
as well. 

But Shell is not the only company that is 
closely monitoring the region. National 
oil companies are also trying to expand 
their operations beyond their respective 
countries. Sinopec Group, a major state-
owned petroleum energy and chemicals 
company in China, has been in operation 
in Tuas since 2013, and has been playing 
a significant role in its business expansion 
in Asia Pacific.

“Shell believes in the benefits of open 
competition. While we are not concerned 
about our competitors, naturally, we are 
watchful and vigilant. Market conditions 
can change suddenly, and we cannot be 
complacent. But at the end of the day, the 
reality is that it is difficult to beat a brand 
as strong as Shell, which has been in the 
business for many years. We are confident 
that we will continue to be a strong force 
in the industry,” explains Mr Cheong.

Building talent

Beyond just building state-of-the-art 
infrastructure and working on new 
energy solutions, Shell is also committed 
to building future talent. The company 
invests in global graduate programmes, 
including in Singapore.

“Singapore government is well-known 
for its forward-thinking mentality, and we 
take advice from them when it comes 
to our quest to boost talent, specifically 
in supply chain sector. We have a supply 
chain graduate programme where we 
accept graduates and expose them 
to multiple different sectors, such as 
supply chain and manufacturing. We 
work with local universities, such as 
Nanyang Technological University, National 
University of Singapore and Singapore 
Management University. It is quite a 
stringent programme as it is typically not 
easy for new graduates to start at Shell,” 
says Mr Cheong, who is optimistic that the 
gap in supply chain talent can be bridged in 
the near future.

But the career of a supply chain professional 
is not necessarily straightforward. Before 
joining Shell in 1991, Mr Cheong worked in 
the surface coating technical development 
and pharmaceutical manufacturing 
industry. His start in the laboratory was 
what helped him step foot in Shell.

“I have very good memories of working 
in the laboratory. Unfortunately, I have 
passed that stage in my career of being 
a chemist. It was a good starting place 
though. If it were not for my initial job 
position in a laboratory, I would not have 
gotten this job offer from Shell. It is an 
interesting link,” reminisces Mr Cheong.
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In today’s technology landscape, consumers expect products to be faster, smarter, more 
durable, of highest quality and less expensive. To meet these expectations, companies 
turn to innovative quality systems and continuous improvement programmes to gain a 

competitive advantage. By embracing quality as a strategic asset, they are able to be more 
adaptable and meet customer demands.

According to a new “Global State of Quality 2 Research” study and compared to a similar 
study in 2013 which examined quality improvement in organisations worldwide, fewer 
organisations in 2016 view quality as simply a compliance activity or a check-the-box 
opportunity. Both the 2016 and 2013 studies were conducted by ASQ, a global network of 
quality improvement professionals and APQC, an industry leader in quality and continuous 
improvement benchmarking research, with 1,655 respondents in 20 countries.

The latest data shows that more organisations now see quality as an opportunity to gain 
a competitive edge, and as a strategic asset. In fact, the research shows 36 per cent of 
all respondents say their company views quality as such, up from 22 per cent from 2013.
Jabil, an electronic product solutions company operating over 100 facilities in 28 
countries, is an example of a manufacturing company leveraging their global Lean and 
Quality systems to improve manufacturing processes and exceed customer expectations. 
Jabil’s Manufacturing Process Optimization Program at Jabil Shanghai showcases how a 
company can streamline their processes, cut costs and save time. 

The project improved the supply chain velocity of the order response time with a 
customised “e-pull” system for higher customer satisfaction. Selected by Jabil’s Lean 
Six Sigma council to reduce internal order response time, reduce work in process (WIP) 
and improve attrition rate, the project contributed to the improvement of the company’s 
performance and was shared as a best practice internally at Jabil as well as externally 
through ASQ.

Implementing the “e-Pull” system

To address the challenge in delivering products with flexible lead times, the team identified 
the root causes as a push planning system, a manual pull system and materials attrition. 
In order to improve the process, a pull system was implemented to automatically send 
a signal from shipping to the previous stations. The new “e-pull” system helped Jabil 
respond to customers rapidly by simplifying and streamlining the manufacturing order 
process and improving cross-functional communication. 

strategy

FrOM PUsH TO e-PUll: 
ACCELERATING RESPONSIVENESS 
AND CUSTOMER SATISFACTION

by William Toh, Global Quality Director, Jabil Circuit

Fig. 1: ASQ Research on how organisations 
view quality
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Result validation through Six Sigma 
methodology & quality tools 

Six Sigma methodology tools and statistical 
tools were implemented throughout this 
project and the DMAIC (define, measure, 
analyse, improve, control) approach was 
used for project execution. Team alignment 
and expectations were established by 
determining deadlines and deliverables 
for each phase in a Gantt chart before 
the project started. The SIPOC (suppliers, 
inputs, process, outputs, and customers) 
tool allowed the team to define the 
boundary of project scope and identify the 
opportunity for improvement in a macro 
view. In addition to using problem-solving 
tools for finding possible improvement 
opportunities, the following tools were 
also incorporated:

•	 Process	 flow	 chart	 to	 help	 with	 the	
understanding of process sequence;

•	 Value	stream	mapping	(VSM)	to	identify	
the current stage of material flow as 
well as the cycle time of each stage. 
This tool greatly helped the team to 
measure baseline performance and 
provided insights into waste reduction 
opportunities. 

•	 Failure	 Mode	 and	 Effects	 Analysis	
(FMEA) and statistical tools based on 
the characteristic of each set of data, 
were used for validation purpose before 
implementing the possible solutions. 

The solutions were validated through the 
pilot run and were deployed across the 
Jabil Shanghai site, and consequently 
provided a significant annual cost saving 
for the site.  

Project results, sustainability, 
culture transformation, replication & 
recognition

The stakeholders’ group is continuously 
monitoring the sustainability of the project 
results. The organisation has moved from 
the traditional push system to a pull, and 
the results have showed an accelerated 
responsiveness and flexibility that came 
with this new system.

The “e-pull” system has been widely used 
in all production lines in the Shanghai plant 
and this project has also been successfully 
replicated in other Jabil sites.

About the Author

William Toh is Jabil’s Global Quality 
Director specialising in New Product 
Introductions that supported the Jabil 
Shanghai team in preparations for the 
2016 ASQ Competition, which led to 
the team winning the prestigious Silver 
Award. The Shanghai team includes 
Morning Cao, Planning Manager; Melvin 
Wong, Assistant Quality Assurance 
Manager; Johnson Jia, Senior Lean Coach; 
and Hanson Zhang, Subject Matter Expert.

The new “e-pull” system is the centric 
system of this project. Its functions 
embrace material transaction processes 
from planning, warehouse, and 
manufacturing to shipping. In the past, 
the production planning’s push-system 
required the planner to release a work 
order to production. The plan was 
manually released, station by station, 
from warehouse to shipping. This resulted 
in high WIP, long response times, high 
attrition rates, more material handlers 
and other defects. With the new “e-pull” 
system, the planning department issued 
a plan order to the shipping station. From 
here, the information from the plan order 
was automatically sent to each station in 
the process, starting with the backend 
station and moving up the chain to the 
front end station. This process change 
helped achieve the goal of reducing WIP 
and order response time.

Achievements & benefits

Post implementation, the project 
accomplished its goals by reducing order 
response time by 200 per cent. WIP 
decreased by more than 74 per cent, and 
the attrition rate was reduced by 100 per 
cent.  All of the results met or exceeded 
the targets, which show the feasibility 
and effectiveness of this project. This 
allowed Jabil Shanghai to improve order 
response time increasing their Customer 
Satisfaction Index score by more than 14 
per cent. 

While the customer was the key drivers 
for this project, Jabil Shanghai realised 
many additional benefits from the project 
including many back office process 
improvements, such as improved material 
kitting space, material handling, paper 
usage, internal customer satisfaction, data 
integrity and on-time delivery. 
 

Fig. 3: ASQ Research on Role of the Qustomer®
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Finding the right talent for the right job 
role has been a challenge for almost 
every industry and recruitment for the 

supply chain realm of operations stands 
no exception. The talent pipeline for the 
supply chain and logistic industry in Asia 
is undergoing a major trend shift with 
globalisation of resources and expanse 
of technology reach has, however, still 
not been able to bridge the talent-skills 
mismatch gap.

Hiring managers today are on lookout for 
talent with a right mix of hard skills and 
soft skills on job, technology savvy and 
ability to analyse large amount of data to 
meet demand considerations of markets 
across the globe. 

Supply chain talent is arguably the most 
difficult and unique of all the business 
requirements. The skills required to be 
successful in a supply chain organisation 
are diverse, complex, and broad. The 
shortages are across the board in 
every supply chain skillset and include 
extreme shortages in drivers, technicians, 
mechanics, and first/mid-level managers.

At a recent conference for supply 
chain executives in Phoenix, Mr John 
Kern, Senior Vice President of Supply 
Chain Operations, Cisco Systems told 
Wall Street Journal, “The supply chain 
industry is undergoing one of the most 
massive talent shifts we have ever seen. 
Companies that do not invest in hiring or 
cultivating talent now will get caught flat-
footed two to three years down the road.”

Hire riGHT! 
TRANSFORMING RECRUITMENT FOR SUPPLY CHAIN

by Ben Chew, Business Director, TBC HR Consulting (S) Pte Ltd

Substantiating the claims of talent crisis in 
Supply Chain, a recent survey by Deloitte 
Consulting LLP found that 71 per cent of 
the surveyed respondents have difficulty 
recruiting senior leadership for their 
companies’ supply chains; 74 per cent said 
they would need strategic thinking and 
problem-solving skills in their supply chain 
managers, but less than half said their 
companies are good at it now.

According to a study by the logistics 
trade group MHI, 1.4 million jobs need 
to be filled in supply chain between 2014 
and 2018. This roughly approximates to 
270,000 jobs per year. However, talent 
shortage is one of the critical barriers 
preventing innovation in the supply chain, 
Industry Week observed. This shortage 
of talent in Supply Chain Management is 
owing to the common misunderstandings 
and misconceptions about the profession 
strongly held in minds of the fresh 
graduates.

Most students or new recruits in the 
supply chain industry fail to understand the 
importance of relationships between the 
customers and suppliers to be successful 
in this space. 

Today’s professionals aspiring for a 
career in supply chain should possess 
procurement expertise, an understanding 
of how technology works to manage SCM 
operations, adaptability to work in a global 
environment, know-how of international 
trade trends, agreements and industry 
growth trends, along with good customer 
relationship management skills.

Building supply chain talent pool

According to a report released by the 
Supply Chain Management Faculty at the 
University of Tennessee, it emphasises on 
the aspects of developing a talent strategy 
to meet the global talent crunch. “The goal 
of a successful talent strategy should be 
to harness the collective human resources 
of a company towards an integrated effort 
to deliver on organisational goals.”

A report by McKinsey clearly states, 
“Collaboration and a sense of 
entrepreneurial pace characterise these 
regional teams in Asia Pacific. Top 
executives and specialists hop around 
markets, encouraging product designers 
in China, for example, to learn from 
innovations in Japan or a supply chain 
leader in India or to investigate techniques 
that simplified operations and lowered 
costs in Malaysia. According to many 
executives, getting managers throughout 
the region to speak a common language 
is essential for spreading such best 
practices.”

Talent should be the foundation upon which 
a business strategy is built and completely 
integrated with it. How can a supply chain 
team operate in global markets if they 
have inadequate experience?

“Unfortunately, there is a disconnect 
that prevents the collaboration of supply 
chain and HR managers from growing 
much stronger. Roughly half of them rate 
the performance of the HR function as 
excellent or very good in working with the 
supply chain organisation to meet its talent 
needs. It is very difficult for supply chain 
leaders to get more mindshare from HR 
without a greater sense of urgency that a 
problem exists. Certainly, talent practices 
can be improved with a greater sense of 
joint ownership and greater agility on HR’s 
part to keep pace with the supply chain’s 
changing needs.”
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Key strategies to hire right in supply 
chain

How do you attract and retain supply chain 
talent within organisations is one of the 
main issues countered by HR professionals 
in the logistics and procurement industry. 
Some of the key strategies to recruiting 
right, and looking for talent at the right 
places could include harnessing potentials 
of the vast reach of social media and 
mobile-friendly technologies to target 
fresh graduates with lucrative offers.

•	Start by clearly defining who you are 
and maximising on the potentials 
of what you have: It is important for 
companies on a recruitment spree to 
be primarily clear about their business 
mission, vision and objectives to 
achieve. The new recruit should be 
briefed with a clear understanding of 
the operations and workings. In light of 
the global talent crisis, it is important for 
organisations to step up to the change 
and groom future leaders internally 
through mentoring programmes. 

• Hiring managers should understand 
the talent implications of the 
evolving supply chain and ask 
the right questions to candidates 
about their experience in supply chain 
management functions. Thereafter, 
strategically align those experiences 
with the business imperatives, before 
making hiring decisions. Trade-offs 
should be clearly defined with insights 
before forming a recruitment strategy. 

•	Create sustainable business models 
to leverage talent in the Asian 
context: This means leveraging talent 
locally to meet regional considerations, 
overcome language and cultural barriers 
to set clear priorities as well as mobilise 
resources to drive supply chain and 
cost-cutting initiatives.

•	“Supply Chain Leaders now 
recognise the imperative to fuel 
growth through innovation and are 
putting it at the top of their agenda. 
Innovation should not be confused 
with invention. A leader today, can be a 
follower tomorrow, without a disciplined 
strategy and approach to building 
sustainable innovation capabilities,” 
according to report by Deloitte. 

•	Recruit talent that will be required 
to be successful in the future. 
Qualitative skills like problem solving, 
logical structuring, communication, 
and persuasion will be more critical for 
supply chain. Outline cross-functional 
career paths and create targeted job 
rotations to develop broad functional 
and business acumen.

The changing face of supply chain 
recruitment in Asia

The Asia Pacific edition of a global series 
of PwC thought leadership focused on 
key human capital trends indicates at the 
significantly changing workforce dynamics 
in the region. “Asia Pacific companies 
continue to recruit external talent 
aggressively. Hiring levels in the region 
are twice as high as the West. However, 
only half the recruitment activity is growth 
driven. The other half is to replace leavers 
in existing roles.”

The predominance of supply chains in the 
economies of many countries calls for 
a careful consideration of where we are 
headed as a global community. According 
to a report by the International Labour 
Organisation, “Global Supply Chains 
(GSCs) developed at a fast rate over the 
last two decades and the number of jobs 
associated with them grew rapidly from 
the late 1990s until the financial crisis, 
reaching almost 500 million by 2007. But 
after a sharp drop in 2009, GSC-related 
jobs have only recovered modestly 
and their share of total employment in 
emerging economies has continued to 
decline, according to the ILO’s World 
Employment and Social Outlook 2015.”

Mr Raymond Torres, Director of the ILO 
Research Department and lead author of 
the report said, “We do not know if the 
decline in global supply chain jobs is a 
short-term phenomenon or the beginning 
of a longer term trend, due to shrinking 
differences in wages between countries 
and lesser potential for outsourcing and 
offshoring to create savings on production 
costs. Trade growth is expected to 
stagnate in coming years, so the number 
of GSC-related jobs is not likely to rebound 
quickly.”

To ensure efficacy of talent performance 
in Asia, leaders should train new recruits 
with practical workings of supply chain 
processes, which is way far different from 
the old school theoretical learning of the 
discipline. 

Focus on retaining talent in supply chain 
by bringing in a sense of loyalty within 
employees as a part of the workplace 
culture and do not make the mistake of 
taking “mid-management” workings for 
granted. They play a critical role in ensuring 
smooth functioning of the supply chain 
processes, so help upgrade their skills 
through necessary training as required 
for the job role, and provide them with 
opportunities for career progression.

About the Author

Ben Chew is a serial entrepreneur with 15 
years of experience in the HR/Recruitment 
space. He currently has several HR tech 
projects, including a successful boutique 
recruitment business – TBC HR Consulting 
which is based in Singapore. He is also the 
Managing Director of Strategia Ventures. 
Ben is also involved in many community 
initiatives in the local startup ecosystem, 
including Startup Jobs Asia.
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As the world’s population continues to grow, the accompanying increase in global 
economic activity has led to rising consumption, as well as escalating depletion 
of resources and damage to the environment. Today, sustainability is an important 

task, and there is increasing pressure especially on governments and companies to 
address them. 

In particular, large international companies create economic, environmental and social 
impact both in their home countries and abroad, and there is growing interest in how 
they conduct their businesses. And supply chain, with its far-reaching influence across 
purchasing, production and logistics, is an area that comes under scrutiny from customers, 
shareholders, regulators, non-governmental organisations (NGOs) and the public. 

In Singapore, for example, listed companies are required to disclose their implementation 
and compliance of anti-corruption policies and procedures locally and overseas in relation 
to their supply chain — as part of the mandatory sustainability reporting to the Singapore 
Exchange that will come into effect in 2018. This move towards greater accountability will 
create a shift to more sustainable business models. For some, it could require changes in 
corporate culture and business practices. For others, it could mean additional investment in 
research and development. Almost certainly, the new rule will pave the way for companies 
to take a holistic approach that results in a strong integration throughout the value chain.

DRIVING A 
sUsTainable sUPPlY CHain

by Thomas Holenia, Corporate Vice President of Global Purchasing, President, Henkel Singapore 
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Shanghai as the Corporate Vice President 
of Global Purchasing Raw Materials and 
Head of Purchasing for Asia Pacific. Today, 
he continues to hold both positions.  

Since joining Henkel in 1996 in his native 
Vienna, Thomas has been instrumental 
in directing Henkel’s global sourcing and 
purchasing business. With a Business 
Administration background, he brings with 
him 20 years of international experience, 
having lived and worked in Western and 
Eastern Europe, as well as in Asia.

Global supply chain model

The global supply chain model has been a 
positive initiative within Henkel to simplify 
and, therefore, optimise supply chain 
management. The objectives of the global 
supply chain organisation are to align the 
company’s purchasing, production and 
logistics processes across all business 
units and functions. This harmonisation 
across the entire company will lead to 
higher process standardisation, improved 
customer service levels, enhanced 
efficiency as well as greater sustainability.

Responsible supply chain process

Suppliers are important partners that 
help companies improve the efficiency 
of the processes and the sustainability 
profile of the products. It is important to 
emphasise the same exacting demands 
on suppliers and business partners 
worldwide, regardless of whether they 
are based in developed or emerging 
markets. This means applying the same 
comprehensive evaluation process that 
covers sustainability performance and 
risks, as well as their performance in 
regards to safety, health, environment, 
social standards and fair business 
practices.

To do so, Henkel applies a five-step 
Responsible Supply Chain Process that 
focuses on two main challenges. The 
first is ensuring that all suppliers comply 
with the company’s defined sustainability 
standards. The second is working with 
their strategic suppliers to continuously 
improve sustainability standards along the 
value chain, through knowledge transfer 
and continued education about process 
optimisation, resource efficiency, and 
environmental and social standards.

Additionally, Henkel strives for close 
collaboration with its partners and 
suppliers. This includes partnering 
with peer companies to set industry 
benchmarks and collaborating with 
strategic suppliers to continuously improve 
sustainability standards throughout the 
supply chain.

Together for sustainability

To enhance sustainability within the supply 
chain, in 2012, Henkel and other leading 
companies in the chemical industry 
established an initiative entitled “Together 
for Sustainability – The Chemical Initiative 
for Sustainable Supply Chains” (TfS). As of 
today, the number of members has more 
than tripled from the original six to 19. 
The initiative is being expanded to involve 
suppliers from the emerging markets, 
such as China and Brazil.

Based on the concept of “An audit for one 
is an audit for all”, suppliers only have to 
undergo one assessment or one audit. 
These are conducted by independent 
experts. An internet platform is then 
used to make the results available to 
all members of the initiative. Therefore, 
TfS aims at harmonising the increasingly 
complex supply management processes of 
industry players and their shared suppliers 
with regards to sustainability, resulting in 
more efficient use of resources.

Since 2014, through partnering with 
the Brussels-based European Chemical 
Industry Council, the TfS initiative now 
has the status of an independent, non-
profit organisation. This collaboration will 
generate even more synergies across 
the chemical industry. In addition, the TfS 
initiative was “highly commended” in the 
category “Best Supplier Engagement” by 
the Ethical Corporation. In May 2016, the 
initiative was also awarded the Sustainable 
Purchasing Leadership Council (SPLC) 
Public Market Transformation Award.

Sustainability is a common challenge and, 
therefore, a shared task for stakeholders 
to address together. This requires a 
new spirit of collaboration that involves 
working intensively with suppliers to 
improve sustainability standards and 
initiating changes through joint projects, 
for example. Ultimately, if the industry 
can develop a common understanding 
of sustainability challenges and a shared 
vision for the future with suppliers, 
business partners and other stakeholders, 
the industry can create more value along 
the value chain together and, at the same 
time, make a positive sustainability impact. 
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reaDY FOr THe neW realiTY
by La Spezia Container Terminal

Sometimes, it helps to adopt a 
different point of view — and this 
is not just a matter of perspective. 

This certainly applies to the transforming 
ports and logistics landscape in Europe. In 
the past, the route via a northern gateway 
on the continent was the most preferable 
way for many to get cargo from Asia/
India to Europe. The conditions in the 
Mediterranean did not live up to those of 
the bigger players up north. However, there 
are many paths that lead to Italy, especially 
Rome, which is increasingly geared up to 
establish itself as an alternative gateway 
for shipping goods to the continent.
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The big three

The major ports of Rotterdam, Antwerp 
and Hamburg still lead the way in terms 
of container throughput by far. But at 
the same time, more and more shippers 
realise that sending their goods via Italy 
makes very good sense for a number of 
reasons: end-to-end cost effectiveness, 
and time-saving with lower transit times 
by avoiding peaks in demands resulting 
from over-challenged gateways that both 
natural elements of Mother Nature and 
container liner shipping inevitably create. 

One company that has been a key driver 
for this development is Contship Italia 
Group. The company dates back to 1969 
and has been a pioneer in Italy’s maritime 
landscape ever since. It offers a broad 
range of  integrated intermodal logistic 
solutions and a network of maritime 
container terminals in Italy and Morocco. 

The Group is part of the German Eurokai 
Group, one of the largest independent 
container terminal operators in Europe. 
This enables the player to draw upon a 
broad expertise of running terminals on 
a private basis and equips the Group’s 
business units with some distinctive 
advantages: less bureaucracy, virtually no 
issues with unions and thus smooth and 
effective terminal procedures.

The terminal with a difference

Its flagship terminal, performing the key 
role of a gateway and providing access 
to Italian markets, Southern Europe and 
beyond, is located at the Liguria port of 
La Spezia. The natural harbour connects 
to 42 Asían ports every week. Over 
3.5 km of port roads and 17 km of rail 
tracks lead directly to the national road 
and rail networks, facilitating an efficient 
transfer from ship to shore to shippers’ 
final markets and vice versa. La Spezia 
catchment area accounts for 45 per cent 
of total Italian gross domestic production 
(34.4 mio tons of import and 20.5 mio tons 
of export).

From La Spezia, many boxes make their 
way to Melzo, an increasingly important 
logistics locality as regional distribution 
centres have long since migrated 
easterly from the city that is a suburb 
of Milan itself, the Italian economical 
capital, which serves as the heart of the 
Contship intermodal network. The key 
component of the “Southern Gateway” 
option connects maritime and inland 
terminals with the main markets of Italy, 
Central and Southern Europe. This is 
powered by so called “RAILability”, which 
leads to approximately 200 weekly train 
connections for a total rail share of 30 per 
cent.

The Rhine-Alps corridor, for example, is 
one of the busiest and most important 

European trade routes for freight 
transport. By connecting the North Sea 
ports with Ligurian hubs, it covers some 
of the most densely populated areas on 
the entire continent and features around 
70 million inhabitants.

La Spezia is linked via Melzo to Switzerland, 
Germany and the Benelux serving some 
of the most important economic centres 
in western Europe. “This means that 
global shipping lines calling at La Spezia 
are able to serve multiple markets with a 
single call,” explains Mr Michael Cashman, 
Commercial Director Maritime Terminals 
at Contship.

Contship’s La Spezia Container Terminal 
has long since benefitted from the 
presence of ten out of fifteen global 
shipping lines using the gateway terminal 
processing containers in the Asia-Med 
supply chain and as recently announced, 
with ships and containers already en route 
from the region, are being joined by the 
remaining five, who will then provide a 
total of five calls per week offering Asian 
shippers a plethora of choices in terms 
of port pair combinations, transit times, 
days of the week and, more importantly, 
reliability in the supply chain. With the 
addition of the remaining major global 
shipping lines, the terminal now boasts 
all of the top 15 shipping lines in the Asia-
Med trade in one single facility in an Italian 
port.

Getting Italy into the game

There has been plenty of discussions 
amongst the Italian maritime community 
during the past years about how to increase 
its international competitiveness. The 
Italian government is focused on raising 
the profile of infrastructure improvements 
as a way to achieve this goal.

This is why at the beginning of August, 
the Cabinet approved a new ports reform 
aiming at cutting bureaucracy stemming 
from a system regulated by a 1994 law.

The two most significant impacts of 
the new ports reform are the decrease 
from 25 port authorities to 15 regional 
Port System Authorities together with 
the transformation of the former Port 
Committee into a lighter Management 
Committee. The number of members 
nationwide is to be reduced from more 
than 330 to around 70.

Furthermore, the new regulation will unite 
the entire administrative and customs 
port-related procedures in only two new 
single-window offices, further building on 
achievements already bearing fruit from 
the modernisation and full digitalisation of 
customs clearance processes (historically 
infamous for being inefficient), which 
have been recently upgraded to EU-wide 
standards. This latest implementation will 

further simplify and speed up procedures 
and thus facilitate trade. This applies 
to customs declarations, import/export 
applications, as well as other supporting 
documents, such as certificates of origin 
and trading invoices. As also reported by 
the latest Logistics Performance Index 
published by the World Bank, Italy is 
improving its logistics competitiveness 
when it comes to customs processes, 
ranking 26th in 2016 versus 29th in 2014 
following the full digitalisation of customs 
process and the recent introduction of pre-
clearing and fast customs corridors.

As the infrastructure in Italy is changing, the 
entire country becomes more competitive 
in an international environment. The 
majority of ports are just about entering 
into this new reality. However, Contship is 
already there.

Banking on opportunities

As of today, La Spezia and its users are 
realising substantial efficiency gains in 
the overall processing of containers, 
with many maximising the opportunities 
provided by pre-clearance procedures 
whilst still at sea. This one single change 
ensures time savings of between 48 and 
60 hours, leading to reduced dwell that 
ultimately feeds into the bottomline cost 
of any supply chain. 

Between January and June 2016 the 
amount of boxes that La Spezia seamlessly 
transferred from ship to rail in less than 
24 hours stood at 14 per cent, whilst it 
handled 46 per cent in less than three 
days including weekends. “This obviously 
increases the potential to enlarge market 
penetration for shippers around the world,“ 
Mr Cashman points out.

And this development offering some 
great opportunities is not just a matter of 
perspective.

About the Author

La Spezia Container Terminal (LSCT)
is Italy’s leading container terminal in 
terms of technology, efficiency, quality 
of services and innovation. Constant 
growth thanks to its geographical location, 
powerful intermodal links, operations 
know-how and management expertise 
makes LSCT the best gateway to Northern 
Italian and Central Europe markets.
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The burgeoning e-commerce industry 
in Asia is getting increasingly hard 
to ignore. According to eMarketer, 

by 2019, 20.4 per cent of all retail sales 
in Asia Pacific will be conducted through 
e-commerce – a significant increase from 
only 10.4 per cent today, and considerably 
higher than the projected worldwide share 
of 12.8 per cent by 2019. 

e-Commerce thus marks a revolutionary 
shift and unprecedented challenge in the 
logistics industry. While it is essential to 
the survival of retailers, the fulfilment of 
those orders is simply seen as an added 
cost to them, thus putting pressure 
on logistics providers to provide their 
services both faster and at an ever-lower 
cost. However, while providers can keep 
costs down with brick-and-mortar store 
deliveries by following a set schedule, with 
home deliveries, there is the extra step 
of having to deliver the goods straight to 
someone’s door. 

Accordingly, the supply chains and 
distribution systems the industry has 
come to know will have to evolve to meet 
the needs of e-commerce retailers and 
customers.

NAVIGATING LOGISTICS IN THE 
neW aGe OF e-COMMerCe 

by Colin Mewburn Mercer, Vice President, Global Integrated Supply Chain Solutions, Agility

technology
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Speed and perfection

e-Commerce calls for two things – speed 
and perfection. 

Logistics providers are essentially required 
to do exactly the same as what they did 
yesterday but at a greater speed. They 
are being continuously challenged to 
use planning and transport optimisation 
to improve the timelines on the end-to-
end process to fit within the client’s date 
expectation. 

Thus, retailers are looking for a number 
of things when it comes to their logistics 
provider. They are looking for end-to-
end visibility, vendor control, and more 
importantly, cost savings. This is especially 
vital in fast-moving retail industries – in 
these sectors, turnaround time can be so 
tight that logistics really makes a difference 
in whether or not a product can be sold. 

Secondly, it requires perfection. This 
means that goods must be received by 
the consumer quickly, efficiently, without 
damage – all while ensuring client 
satisfaction is achieved. This may sound 
straightforward but given the speed 
required, there are a lot of issues with how 
supply chains can be handled effectively.

To satisfy all the stakeholders involved, 
the logistics provider of today has to be 
dynamic and agile. To achieve this they 
must go further than simply revising their 
‘last-mile’ delivery services – they must 
entirely transform their organisations 
to reflect the new pace that the market 
demands, from warehouse to final 
fulfilment.  

The evolution of logistics providers
 
Logistics providers have evolved to meet 
these demands by developing systems 
and processes that offer greater flexibility 
in providing solutions and a higher level of 
personalised service.

This has been seen particularly in the 
warehouse. It used to be that the 
warehouse was just where things were 
stored – now, warehouses are looking at 
24 to 36-hour rotations of stock, between 
online orders and in-store returns and 
purchases. Warehouses of today have 
to be run with versatility and the ability 
to cope with quick turnaround times, to 
ensure that products are moving at the 
same pace that the market is. 

There is thus a greater focus on the role 
of technology in logistics. Data analytics 
are set to revolutionise the status quo 
within the industry as they begin playing 
an even bigger role across the supply 
chain. In order to meet rising consumer 
expectations, in terms of both speed and 
cost, retailers and logistics providers need 
to make greater use of data analytics. 

Effective use of analytics means that if, for 
example, a shipment misses its original 
schedule, companies can use the data 
captured to send the order on the next 
available route. It also means that logistics 
providers are able to forecast future 
demand patterns, consult customer order 
patterns, and develop smarter business 
strategies around all this information at 
hand. 

Impact on the industry 

Even as the logistics industry has innovated 
with solutions like these at an incredible 
pace, transforming the entire nature of 
the supply chain globally, retailers and 
end-consumers have not responded with 
thanks but with even greater demands.

For instance, to cope with increasingly 
price-sensitive markets, especially in 
Asia, retailers now often run very short-
term promotional events.  These require 
businesses to bypass some existing 
networks to ship items directly to the 
customer or a lockbox location, a process 
sometimes known as a distribution centre 
bypass, or DC bypass. Changes like these 
put huge pressure on the supply chain, 
calling for a radical reordering of the 
fulfilment process.  

On top of this, the logistics industry 
has become increasingly B2C, rather 
than B2B, orienting itself to the end 
customers of e-commerce retailers. 
This transformation demands a much 
more complex distribution system than 
the standard model of brick-and-mortar 
deliveries. Instead of delivering large 
quantities of products to a set list of 
retailers, logistics providers need to 
deliver smaller quantities of products 
to a single customer. The standard 
distribution system is not made for these 
little quantities – logistics providers are 
thus now adapting their entire distribution 
systems to the nature of e-commerce. 

Un-planning for the future

Because of all this, logistics providers are 
faced with a situation where long-term 
planning is almost impossible, since any 
rules that previously existed about the 
supply chain no longer exist. Their role is 
now to simply become agile enough so 
they can create capacity and availability 
for their customers, which can be turned 
on at will. In contrast to years gone by, 
logistics providers now need to ‘un-plan’ 
their operations, creating an always-on 
network, which can to connect to a client’s 
business at whichever point it is required.

e-Commerce is demanding things from 
logistics providers that require them to 
completely adjust their mindsets and the 
way business is done. It has spurred many 
new concepts and ideas within the supply 
chain, due the need to address logistical 
challenges resulting from its ever-changing 
demands. 

Yet, this is far from the end – with 
emerging technology like drone delivery, 
driverless vehicles and IoT systems 
becoming cheaper and more accessible, 
the industry is looking at a future in which 
it has to constantly evolve and innovate to 
stay relevant. 

About the Author

Colin Mewburn Mercer is Vice President, 
Global Integrated Supply Chain Solutions 
at Agility. An industry veteran, he focuses 
on Business Process Outsourcing (BPO) 
and reviews end-to-end integrated supply 
chain capabilities at a global level. Colin 
has been with Agility since 2004.
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The value of returns is staggering – in 
2015, research from the retail analyst firm 
IHL Group put the global cost of returns at 
US$598.6bn per annum (€541.63bn). IHL’s 
report suggests that Europe accounts for 
43.7 per cent of all returns globally, while 
in the US, the National Retail Federation 
expects that eight per cent of all sales this 
year – equating to roughly US$264.8bn 
(€239.6bn) - will be returned. 

It is estimated that roughly 30 per cent of 
multichannel women’s fashion purchases 
are currently returned, while up to 14 
per cent of consumer electronics goods 
are sent back. A German study in 2014 
saw wildly varying rates for returned 
goods, including five per cent of washing 
machines!

A global challenge 

In China, legislation has been passed on 
the Protection of Consumer Rights and 
Interests, which explicitly requires retailers 
who sell online to accept unconditional 
returns from customers within seven 
days of the sale. According to Dr Haozhe 
Chen, associate professor of marketing 
and supply chain management at East 
Carolina University, e-commerce giants, 
such as Alibaba, are still grappling with 
the implications. “During peak seasons, 
such as Singles’ Day, China’s logistics 
network is overburdened with packages 
resulted from online shopping. If forward 
logistics is already an issue, it can only be 
imagined how much more challenging it 
is for reverse logistics related to returns 
management.” 

For the UK’s Black Friday, 2015 revenues 
were predicted to soar to around £890m 
(€1.1bn); 15 per cent of which would then 
be caught up in returns. Christmas would 
add to this, with a possible 45 per cent of 
all online purchases expected to be sent 
back, according to independent retail 
analyst Mr Richard Hyman. 

Returns management requires 
considerable resources to be made 
available to process goods, credit the 
correct customer’s account and make 
items available for resale. Retailers also 
need to ensure that customers enjoy a 
seamless return and refund experience 
so they are encouraged to continue using 
their services; something that can act as a 
key differentiator within highly competitive 
markets. 

It may be tempting to make it harder to 
send things back, and indeed this was 
once the policy for many; but this presents 
its own challenge for retailers – the loss of 
customers. 

According to Harris Interactive, 85 per cent 
of customers say they will stop buying 
from a retailer if the returns process 
is a hassle; conversely, 95 per cent of 
customers will use the same retailer again 
if the process is convenient. 

THe DarK siDe 
OF E-COMMERCE

by Roland Martin, Industry Segment Leader, e-Commerce for WDS, Swisslog

Returning goods is not a new 
phenomenon, but the rise in 
e-commerce has seen a change in 

consumer buying habits. Having the option 
to buy a selection of items, especially 
when looking at clothing and footwear, 
trying them on in the comfort of your own 
home, and then sending back what you 
do not want has proven to be an attractive 
option for consumers. This has also spread 
into other sectors, such as electronics and 
homeware. 

Consumers want their goods quickly; 
equally, they want their money back 
fast for any returns. Any delay in getting 
their money back is a delay in being able 
to spend it again; and retailers want to 
ensure this money is re-spent with them.
Consumers certainly do not consider the 
impact additional returns have on the 
retailer – that they have to be factored into 
the item price, which ultimately means 
that everybody pays more. 
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The true challenge arises in the 
warehouse 

Of course, the challenge for business is not 
simply the idea of the customer “getting 
it right” or forcing customers to keep 
unwanted items. The true challenge arises 
in the warehouse, where logisticians are 
left to pick up the pieces. 

One area where the inventory manager 
and the consumer agree is on the need for 
speed. The consumer wants to be able to 
return goods easily and freely, and receive 
a refund as fast as possible. Retailers strive 
to resell the item, which may be subject 
to expiration dates or seasonal demands. 
Reintroducing the stock for repicking and 
repurposing items where necessary helps 
to maintain stock value and reduce overall 
supply chain costs. 

The consequences of handling returns may 
not be fully appreciated by newcomers 
to the e-commerce industry. Similarly, 
some have taken somewhat draconian 
measures to returns; one UK retailer 
even sent returned bicycles straight to a 
landfill. Even a sought-after retailer may 
experience returns of 20 to 30 per cent 
of shipped items, all pushing up inventory 
value and putting a strain on cash flow. 

Retailers are striving to reduce the 
returns rate to a manageable level from 
both a customer-facing point of view and 
from inside the warehouse, while others 
promote returns as a hook to increase 
revenue – particularly if consumers return 
items to the store (and therefore make 
additional purchases). A good and realistic 
returns solution enables the items to 
be returned to inventory at the earliest 
opportunity and lets the customer feel 
at ease with continuing to buy from the 
retailer.

Enhancing the customer experience 

The management of returns is a critical 
function for any retailer no matter what 
sector they operate in. Retailers need the 
returned items back into stock as soon 
as possible; any stock that can be resold 
that is not available for picking is taking 
up resources and costing the business 
money.

Fashion retailers, such as ASOS.com, are 
now trialing click-and-collect services with 
integrated changing rooms. Immediately 
after picking up their parcel at the collection 
point, customers can try on the items in a 
changing room. If it does not fit, or is not to 
their liking, it can be returned at the parcel 
collection point. This process ensures that 
returns are sent back much faster. 

This is crucial for the customer experience 
of the honest returner, who may find 
they can more accurately get what they 
wanted, and can discourage the over-
orderer from buying multiple versions of 
the same item.

Returns solutions offering speed, 
accuracy & agility 

Swisslog’s modular portfolio of automated 
Click&Pick solutions can address some 
of the issues within handling returns, 
especially in the areas of repicking from 
returned stock and random putaway. 

Systems, such as CarryPick and AutoStore, 
perfectly highlight the versatility of 
automated systems and how they can 
be leveraged to improve efficiency in 
returns management. By reducing costs 
and accelerating the returns process, 
both CarryPick and AutoStore show how 
the latest automation technologies can 
integrate handling returns into the ongoing 
processes of online, omni-channel or 
traditional retail.

With both technologies, returned items 
can be processed at picking stations 
in the warehouse so that only a few 
minutes pass between the time the item 
is returned to inventory and the time it is 
repicked and packed. 

About the Author
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With technology playing a huge role, 
businesses also need to be aware that 
the traditional single-channel supply chain 
no longer applies. Many retailers are not 
set up to handle increasing demands and 
expectations for speed and convenience, 
putting immense strain on traditional 
businesses. To add more pressure, today’s 
online shoppers expect to be able to 
purchase items not only from their own 
country but also regionally, throwing in 
various other issues to the mix, such as 
distance, delivery time, local taxes and 
preferred payment methods that may not 
be secure or up to date to meet consumer 
needs. 

Fixing today’s supply chains for 
tomorrow’s demands

Businesses need to recognise three key 
strategic drivers – customer, flexibility and 
visibility – that are critical components to 
successfully integrating online channels 
with physical supply chains anywhere.

The bigger challenge lies with making 
the flow of commerce faster and more 
responsive to meet growing customer 
demands. In order to do so, businesses 
need to have planning and forecasting 
capabilities, which are key factors to 
enable demand-driven pull planning with 
scheduling and rescheduling production 
and distribution on the fly. This gives them 
the visibility to reduce human errors in 
forecasting and more responsiveness to 
movements in actual demand. 

Conventional businesses tend to use 
supply chains that have clearly defined links 
and hand-overs between manufacturers, 
distributors, retailers and consumer. 
However, in today’s e-commerce space, 
dynamic multi-dimensional networks 
are required. This has required supply to 
be flexible enough to meet fluctuating 
demand, including allowing shipments to 
be diverted or expedited at short notice. 

Cloud solution as a key component for 
growth  

Businesses must be able to match 
the system capability of their larger 
counterparts by deploying modern 
systems that offer real-time visibility of 
stock and order status, robust and secure 
ordering and payment options, all partnered 
with reliable and cost-competitive 
delivery options. This requirement can 
be addressed by flexible cloud enterprise 
resource planning solutions that suit a 
company’s needs, complementing their 
strategy to thrive in the e-commerce field. 
Speed is of the essence and competitive 
advantage comes down to who can get 
the right product on the first delivery.

Effectively, both data accuracy – regionally 
and locally with key insights for distance, 
delivery time, local taxes and regulations – 

HOW CLOUD PAVES THE WAY FOR 
e-COMMerCe inTeGraTiOn 

by Zakir Ahmed, Vice President & General Manager - Asia, NetSuite

With an estimated worth of 
US$7bn, the online retail 
market in ASEAN 6 (Singapore, 

Vietnam, Thailand, Indonesia, Malaysia 
and the Philippines) is set to be the next 
big e-commerce gold mine with more 
businesses exploring new platforms to 
stay head in the market. Coupled with the 
kick-off of ASEAN Economic Community in 
2015, an increased purchasing power and 
wider Internet penetration, e-commerce 
growth in emerging ASEAN economies 
are expected to be substantial in the long 
run. 

But the boom of e-commerce comes 
with a slew of challenges. Businesses still 
face issues, such as the lack of a robust 
ecosystem, and will have to shape their 
supply chains to function well. Additionally, 
in today’s competitive landscape, 
customers have very little loyalty towards 
a specific brand, hence the need for 
online retailers to continuously evolve and 
improve their offerings. 
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and availability have become fundamental 
success factors and differentiators 
between competitors, making cloud 
solutions for e-commerce a game changer 
for many. Adopting a cloud-based solution 
not only enables supply chain managers to 
make faster business decisions, but also 
helps them save on lost products, as it 
can locate a shipment during any stage of 
transport. 

Cloud-based integrated logistics and 
warehouse management systems are 
becoming easier to use, implement 
and integrate, and the logistics industry 
has continued to mature and respond 
to today’s market changes. Increasing 
sophistication in 3PL, 4PL and e-freight 
marketplaces play an important role 
in helping to organise and streamline 
interaction between point-of-sale and 
freight providers. 

Rise to the cloud or fall behind

The e-commerce boom in Asia, including 
Singapore, has shown no sign of slowing 
down. With e-commerce being hailed as 
a possible new driver of growth, more 
players are flooding the market; but 
only those who are able to differentiate 
themselves will be able to survive. The 
customers of tomorrow are expected to 
continue to raise the bar of expectations 

with real-time accessibility on the device 
of their choice, and instant, accurate 
access to product specifications, price and 
availability along with flexible delivery and 
payment options. 

In addition, aside from having to ensure 
a seamless end-to-end supply chain for 
customers, today’s e-commerce players 
are also forced to compete against one 
another in an increasingly cluttered 
landscape. This underlines the fact that 
there has never been a more urgent time 
for them to evolve and transform in order 
to stay ahead. 

As supply chains continue to be challenged 
by changing disruptive forces, there is little 
doubt that by investing in the latest cloud-
based technologies, retailers will be in a 
far better position to compete and survive. 
From small regional or niche retailers to 
multi-million dollar global giants, cloud 
technology is revolutionising how the 
industry engages with trading partners and 
more importantly, identifies opportunities 
for business growth. 

About the Author

Zakir Ahmed is the vice president and 
general manager of NetSuite, Asia charged 
with building and leading the organisation 
across NetSuite’s offices in Singapore, 
the Philippines and Hong Kong. In this 
role, he will be guiding a number of high 
performing teams to bring complete 
solutions to NetSuite customers across 
the region. Zakir is based in our Singapore 
sales hub that services the Asia region.

Zakir has more than 20 years of experience 
in management, customer acquisition 
and retention as well as sales leadership 
across the globe, complemented by a 
strong understanding of the Asian market.
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All unproductive time, stolen goods, asset 
deterioration, and a plethora of other 
operational inefficiencies can be monitored 
and carefully managed through real-time 
visibility of the entire chain. Considering 
over a thousand counts of cargo theft 
and fraud are reported annually across 
Europe resulting in a loss of US$9bn for 
affected businesses, increasing integrity 
and proactively activating mitigating 
actions via IoT solutions is the next 
natural step for firms. To compound the 
issue and bring home the chain’s need for 
enhanced machine-to-machine (M2M) and 
machine-to-people (M2P) interactions, the 
industry’s core competency requires the 
handling of vast amounts of goods passing 
through a multitude of interconnected 
partnership networks spanning the 
entire world. Logistics’ convoluted nature 
demands a 360° vantage and coordination 
of processes to promote uninterrupted 
access to global markets.

“IoT integrated devices and its peripherals 
are constantly being developed to 
meet the increasing demands of all 
business sectors, combined with the 
magnified need for efficient logistical 
services. As Europe’s top logistics and 
distribution hub, the Netherlands prides 
itself as a global leader in innovative and 
emerging technologies, challenges in 
logistics, supply chain refinement and 
last-mile delivery,” remarks Mr Elmar 
Bouma, Executive Director, SEA of the 
Netherlands Foreign Investment Agency 
(NFIA), based in Singapore. The NFIA 
provides complimentary consultations to 
companies planning to open, expand and 
diversify their business operations in the 
Netherlands and Europe. Smart Logistics 
is one of the top sectors the agency 
covers.  

The country hosts over 19 million 
square meters of distribution centres. 
Amsterdam Airport Schiphol, located in 
the heart of the Randstad, is one of the 
largest conurbations on the continent and 
is a major European cargo and passenger 
hub. The Port of Rotterdam is Europe’s 
largest port by far and the world’s fourth 
largest. Both are supported by world-
class logistics service providers and an 
extensive network of road, rail, waterways 

and pipelines. From the nearby Port of 
Rotterdam, all the major economic centres 
of Europe can be reached within a day.

The Netherlands, Mr Bouma adds, makes 
extensive use of IT to deliver optimal 
supply chain solutions, especially in time-
critical areas like food and cut flowers. 
It is a pioneer in the development of 
environmentally sustainable and silent 
logistics.

Dawn of global IoT networks

Continual connectivity is dependent on 
universally compatible IoT networks at 
both the global and national level. In June, 
the Netherlands became the first country 
in the world to roll out its long-range 
(LoRa) network. Dutch telco giant KPN 
engaged in an eight-month deployment 
of its coverage to encapsulate all outdoor 
areas following the initial success at The 
Hague and Rotterdam last year.

By simply adding gateways and antennas 
to their existing mobile transmission 
towers, KPN managed to supplement 
existing cellular networks with additional 
IoT capabilities including location-based 
features and connecting sensors at 
significantly lower costs and energy 
requirements. Currently, they have 
contracted over 1.5 million devices to be 
connected to their network, ranging from 
depth sounders at the Port of Rotterdam 
to Utrecht Central’s rail switches.

Europe & Asia converge

With an estimated thirty-fold surge in 
Internet-connected devices by 2020, Asia 
Pacific expects to lucratively prosper from 
its ubiquity. Following KPN’s foray, South 
Korea’s SK Telecom launched its own 
LoRaWan network, catering to 99 per 
cent of its citizens. The mobile operator 
is discussing partnerships with Europe 
in hopes of advancing towards a globally 
blanketing IoT ecosystem, unhindered by 
national borders.

Following closely behind could be a number 
of Asian countries. Singapore’s ambition 
of becoming a smart nation includes the 
integration of smart technologies into 

KeY TO eFFiCienCY 
IN SUPPLY CHAIN LOGISTICS

by Adeline Tan, Country Manager, Netherlands Foreign Investment Agency

With less than one per cent of all 
current physical objects with 
Internet connecting abilities 

realised, DHL and Cisco estimate that 
by 2020, over 50 billion objects will be 
connected to the Internet, presenting 
an astonishing S$1.9tr opportunity for 
logistics.

Digitalisation of logistics has become 
an observable megatrend with big 
data, cloud analytics and the Internet of 
Things (IoT) enabling a higher degree of 
efficiency in processing and enhanced 
customer interaction. Through the process 
of increasing reliability and traceability, 
logistic operators are adapting to the 
demands of consumers and supply chain 
professionals, escalating the need for total 
transparency and control of their cargo. By 
connecting warehouses and employing 
intelligent transportation solutions, items 
down to the singular unit can now be 
assigned a code to begin transmitting its 
location, status, content, and all other 
ambient conditions from the moment it is 
received up until the last-mile of delivery. 

57 SCA



every aspect of life, including logistics 
where Asian cities occupy the majority 
of the market space, or China, which is 
projected to become the world’s biggest 
aviation market but is simultaneously 
plagued by rising fuel prices and road 
congestion due to the massive inflow of 
traffic. 

Reusable smart pallets

The pallet industry has remained stagnant 
for the past 50 years, revealing a crucial 
opportunity for IoT to improve such 
conventionally disconnected items. Smart 
tags and digital itemisation have elevated 
logistics identification with further 
granularity, resulting in increased horizons 
of authentication, fraud detection, and 
traceability.

German chemicals company BASF, in 
collaboration with Dutch startup, Ahrma 
Holdings, has created a new line of pallets. 
These robust hybrid pallets, made from 
plastic and medium-density fiberboard 
with BASF’s patented Elastocoat® C 
spray coating, eliminates the need for 
further primer coating, and is guaranteed 
to increase the resistance and durability of 
the pallets.  The MDF pallets are not just 
more stable but are 25 per cent lighter 
than traditional pallets, while boasting an 
innovative, comprehensive track and trace 
system. The life span of the pallets is 10 
years and individual components of the 
pallets can be dismantled and replaced.

More thematic, however, are the pallets’ 
IoT capabilities. Transponders and Ahrma’s 
corresponding software, the Supply 
Chain Big Data system, are integrated 
into the structure of the pallets, allowing 
the company to record all surrounding 
information including temperature, location 
and any impact the pallets encounter. This 
customised solution offers cost savings 
and benefits beyond what is provided by 
current systems as any disruptions in the 
cold chain can be detected and mitigated 
immediately.

The companies’ successful forage into 
reusable, smart pallets will, no doubt, lead 
to an evolution of all future manufactured 
pallets, and a massive reduction in overall 
costs for supply chains. 

Track & trace solutions

Not only are transportation devices eligible 
for connection to the IoT grid, but the 
technology aiding in cargo transfers has 
the potential as well. There are currently 
very limited means for monitoring non-
motorised objects not connected to the 
power grid, especially when dealing in 
vast quantities. KLM Royal Dutch Airlines, 
Amsterdam Airport Schiphol, Rabobank 
and the Delft University of Technology are 
jointly funding a smart network technology 
designed by Undagrid, another Dutch 
startup for track and trace solutions. 

Undagrid’s wireless technology with its 
GSETrack application allows an object with 
no access to energy to create a common 
network where ground equipment, such 
as dollies, carts, and staircases can 
communicate their positions with each 
other. An operator checks the location 
remotely via the cloud or a dashboard, 
which makes maintenance and equipment 
management more efficient and cost 
effective. Each device only needs one 
battery to keep the network operational 
for years at a time.  

Amsterdam’s Schiphol Airport is already 
using the technology for its luggage 
trolleys and aircraft stairs. While it is 
currently being used to drive down costs 
in logistics, going forward, Undagrid says 
there will also be applications for travellers.

Around 1.5 trillion items on Earth could 
benefit from gaining an IP address 
but less than one per cent is currently 
engaged. Isolated IoT implementation 
results in limited benefits if not mimicked 
or compatible throughout the entire 
ecosystem, and this can only lead to 
the inefficiency of the whole chain. 
Constructing a wide-reaching IoT network 

About the Author

Adeline Tan is Country Manager for the 
Netherlands Foreign Investment Agency 
(NFIA), assisting companies in South East 
Asia and Australia that are planning to 
expand, relocate or diversify their business 
in Europe via The Netherlands. 

Since 2007, she has been bringing value 
to companies here by jumpstarting their 
Dutch, European networks, bridging the 
business culture and supporting business 
development. Adeline holds a Masters in 
Applied Economics and brings with her to 
the table, Dutch perspectives with a local 
flavour.

is the first step to pervasive adoption that 
can only be sustained with investments in 
conducive accompanying technologies.

“The advent of IoT in the supply chain 
combines the two things the Dutch 
excel at most: logistics and technological 
innovations. The Netherlands has blazed 
a path towards total global connectivity 
by setting a case study and standardised 
practices for Asian nations to learn 
from. Not only are they revolutionising 
and adopting IoT, the Dutch also have a 
penchant for pushing the boundaries of 
IoT technology,” Mr Bouma says.
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Still at its infancy

While the origins of 3D printing can be 
traced to as far back as 1986, there is 
limited supply chain literature on this 
technology. With supply chain literature 
being dominated by the sciences 
(e.g. medical), technical/engineering 
research is still very much focused on its 
manufacturing implications and not how 
3D printing will impact broader supply 
chain processes.

While 3D printing technology has been 
in exploration and experimental stage 
for quite sometime, only recently the 
technology has received wider acceptance 
because of the maturity and affordability 
of the technology. This in part is due to 
the advancement in various technologies, 
like communication, internet, sensor, high 
definition camera, precision, nano, laser 
guided, and autonomous technology using 
artificial intelligence. 

But with the rapid adoption of the 3D 
printing technology outside the design 
engineering/manufacturing sector, the 
technology is being slowly adopted by 
other industries to explore the viability for 
various applications in these industries 
Due to this, we may now see more 
discussions on how the 3D printing 
technology (economy of one) challenges 
the more traditional approach on supply 
chain management, which has been 
focusing on economy of scale.

The evolution of 3D printers

One of the major drawbacks of 3D printing 
is that it can take a long time to produce 
one product, depending on the number of 
layers to be printed. However, there are 
signs showing that this challenge may 
be eliminated in the near future. In fact, 
experts believe that it may soon be used 
beyond simply rapid prototyping.

Incremental improvements on 3D printing 
are underway, which have the potential 
for an order of magnitude change that 
will help printers meet the demand for 
greater speed. For example, most of 
today’s printers use a single printhead to 
deposit material. Adding more printheads 
that print at the same time can increase 
speed by depositing materials faster 
while incorporating multiple materials or 
multiple colours of the same material.

In addition, today’s 3D printers are 
concentrated at two ends of a spectrum: 
high cost–high capability and low cost–low 
capability. High-end printers are generally 
targeted at enterprises and low-end 
printers are targeted at consumers and 
hobbyists.

THE FUTURE OF 
CreaTinG anYTHinG

by Dr Joshua Fan, PSB Academy visiting lecturer, Academic Director (Offshore Postgraduate), 
Sydney Business School, University of Wollongong 

3D printing has the potential to 
revolutionise how we make anything. 
The biggest impact of 3D printing is 

in our ability to manufacture items in small 
runs. This has implications in product 
development, customisation, and most 
importantly, for manufacturers, as it allows 
for faster time-to-market. 

In the healthcare industry, for example, it 
allows for the customisation of implants, 
hearing aids, medications, tissue and 
bone engineering, among others, and it is 
currently becoming more popular as the 
technology matures and awareness of its 
benefits grows.

Source: UPS
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During the past year, a new class of 
printers in the middle has emerged. 
These printers from new entrants and 
established vendors have many of the 
higher-end capabilities at lower prices. 
Gartner predicts that soon 3D printers with 
the value (capabilities and performance) 
that is demanded by businesses and other 
organisations will be available for less than 
US$1,000 by 2016.

It is fair to expect that printer 
improvements will accelerate in the next 
few years, although the degree and nature 
of these changes will vary considerably 
across printing technologies and vendors.

More than just a manufacturing tool

Experts believe that the mass scale 
adoption of 3D printing will create waves 
across the whole supply chain.

For example, 3D printing finds its value 
in the printing of low volume, customer-
specific items, which includes hollow 
structures like GE’s fuel nozzles that 
would normally be manufactured in pieces 
for later assembly. This at once eliminates 
the need for both high volume production 
facilities and low level assembly workers, 
thereby cutting out at least half of the 
supply chain in a single blow.

In Hong Kong, the fashion industry has 
started using 3D printing to design and print 
garments and shoes uniquely designed for 
fashion conscious customers. A number 
of shops are already using 3D printers 
to produce custom-made embroidered 
handbags. In other parts of the world, 
designers from the US, Europe and Asia 
showcased their 3D-printed fashion 
designs at the Platform Fashion show 
in Germany. In addition, China and Hong 
Kong textiles manufacturers are looking 
at 3D printed textiles as an alternative to 
knitting and fabrics weaving.

Our food may even be 3D printed in the 
future. NASA is exploring 3D printing of 
food in space, and recently, a 3D-printing 
pop-up restaurant, called “Food Ink”, has 
opened in London. This unique experience 
allows customers to choose from a 
selection of 3D-printed food items by the 
British tech company.

3D printing is an exciting move for the food 
and technology world. While the concept 
may be strange now, by 2030, there will 
be an increased acceptance of 3D printed 
food. Afterall, pharmaceutical companies, 
like Pfizer and Bayer, are already looking 
at 3D printers to produce drugs and 
medicines at local pharmacy rather than 
producing the drugs and medicines in 
their manufacturing facilities. This will 
reduce on shelf inventory and also reduce 
wastage due to expiration date. Experts 
believe that 3D printed pharmaceutical 
drugs will be mainstream within 10 years.

The future of 3D printing

The 3D printing industry will reach 
US$7.3bn. By 2020, it is expected to grow 
to US$21bn. Canalys, a global technology 
market analyst firm, anticipates changes 
ahead and predicts that the global market 
for 3D printers and services will grow from 
US$2.5bn in 2013 to US$16.2bn in 2018, at 
CAGR of 45.7 per cent.

The rest of the growth comes from the 
secondary market, including tooling, 
molding and castings. Western countries 
(North America and Europe) account for 
more than two-thirds (68 per cent) of the 
3D printing market revenue while Asia 
Pacific accounts for 27 per cent. 

About the Author

Prior to joining the University of 
Wollongong, Joshua worked as a 
consultant in the IT and logistics industries. 
His main international research links are 
with the Anderson Graduate School of 
Management, University of California. His 
teaching and research interests centre 
on operations research, strategic supply 
chain management, electronic business 
and workflow optimisation.

Source: UPS
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Programme is supported by

YOUNG 
LOGISTICS 
LEADERSHIP 
PROGRAMME 
(YL2P)

OVERVIEW

The role of the young logistics and supply chain 
executives is more important than ever given the 
impact of the disruption caused by new technologies 
and the importance that supply chain plays in driving 
the success of modern organisations today. 

Young logistics executives with leadership potential 
will play a critical role in ultimately taking key positions 
within their organisations—from internal capacities 
and capabilities to external supply chain operations.

We need to ensure we are developing the right supply 
chain leaders for the future—leaders who can deal 
with a high level of complexity, understand different 
markets (both developed and emerging) and can work 
efficiently and effectively across multiple cultures and 
with different nationalities.

The Young Logistics Leadership Programme (YL2P) is 
designed to accelerate the development of talented 
young logistics and supply chain professionals and 
turning them into future leaders capable of meeting 
the challenges facing the Operations, Supply Chain, 
Manufacturing, Distribution and Retail organisations.

COURSE FEES
Singaporeans & PRs: $1,500 ($1,605 with GST)
Non Singaporeans: $3,000 ($3,210 with GST)
*Course fees inclusive of meals and all training materials

TRAINING DATES
Executive Training: 
25-26 August 2016

SCM Online Simulation/Leadership Dialogue: 
5-7 October 2016 Email us at admin@supplychainasia.org

REGISTER 
TODAY!

www.supplychainasia.org



TRAINING FACILITATORS
Industry practitioners will be engaged to provide the face-to-face training and facilitation.

MENTORS
Trainees can expect to interact with the following mentors during their course of study:
• Dr Robert Yap, Founding Chairman & CEO, YCH Group
• Mr Paul Bradley, Vice Chairman & CEO, Caprica International
• Mr Wayne Hunt, Managing Director, AsiaPac Executive Insights
• Mr Sundi Aiyer, Principal Consultant, Accenture
• Ms Joy Rice, Supply Chain Director, Diageo
• Ms Ingeborg Veeleturf, Senior Director Logistics Asia, Coach
• Mr Paul Lim, Founder/President, Supply Chain Asia
• Mr Travis Wong, Director of Logistics, Baker Hughes
• Mr Roland Chong, Senior Director, Supply Chain Initiatives, Estee Lauder
• Mr Fausty David, Head, Global Demand Management, AFCI
• Mr Steve Parry, Customer Service and Logistics Director Asia ANZ, GlaxoSmithKline
• Mr Koh Jin Kiat, Regional Director, Supply Chain & Operations, Harley-Davidson
• Mr Vijay Anand, Vice President, Travel, Transportation & Logistics Industries, IBM
• Mr Navinchandra Salin, Global Transportation and Logistics, Sr. Manager, Microsoft
• Mr Stephan Bietz, Vice President Planning and Logistics Asia Pacific, Robert Bosch (SEA) Pte Ltd
• Mr Hameed Ibrahim, Operations Manager, Logistics, Rolls Royce
• Mr Lucas Tan, Director, Business Development, Zuellig Pharma Specialty Solutions Group Pte Ltd

PROFILE OF TRAINEES
We are looking for functional young logistics and supply chain executives with up to 5 years of working experience and 
identified with leadership potential. Executives selected for the programme should have engaged in various roles and 
responsibilities for supply chain management, manufacturing, operations, logistics, distribution, or procurement. 

Trainees are expected to hold a minimum of Diploma certification or equivalent qualification. 

THE PROGRAMME
YL2P runs for 2 months, consisting of 3 major interactions that will allow candidates to build leadership and functional skills through 
world-class training, intensive simulated game and coaching programme. 

It is supported by a mentorship programme, with guaranteed face-to-face interaction with senior industry professionals.

Part 1 – Executive Training (2 days)
Topics covered include:
• SCM Trends and developments
• Operations Management
• Robotics and Automation
• Technology and Applications
• Big Data
• IoTs
• Supply Chain Finance
• Trade Compliance
• Supply Chain Risk Management & Security

Part 2 – Online SCM Simulated Game/Dialogue with SC Leaders (3 days)
• Supply Chain Simulated Game – The Fresh Connection (1.5 days)
• Personal Profile and Leadership Traits Analysis using DiSC* (0.5 days)
• Presentation & Leadership Roundtable Dialogue with Senior Supply Chain Leaders and Mentors (1 day)

*DiSC - DiSC is the leading personal assessment tool used by over 1 million people every year to improve work productivity, teamwork and communication. DiSC 
is a personal assessment tool used to improve work productivity, teamwork and communication. DiSC is non-judgmental and helps people discuss their behavioral 
differences.
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