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FROM THE EDITOR

Peter D G Raven

Full Steam Ahead…

Pardon the pun but after the situation in the Suez recently 
and the fact that LogiSYM Asia Pacific and CargoNOW 2021 
is on the anvil, I thought it was fairly appropriate. Given all 
the uncertainties, disruptions and challenges Logisticans 
globally face on a daily basis I think we can all do well to 
maintain our sense of humour.

If you have not done so, please click on the QR code on this 
page to sign up to attend the world’s largest supply chain 
conference and get to meet, network, learn and share with 
your peers in the industry. 

In the meantime, be safe, happy and well,

Peter D G Raven
Editor-In-Chief (Interim) 
peter@cargonow.world

Asia Pacific’s 
Largest Supply 
Chain & Logistics 
Conference
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BluJay Solutions, a leading pro-
vider of global supply chain soft-
ware and services, announced 
this month its partnership with 
FourPL, a leading Australian IT 
consulting company special-
ising in supply chain and pro-
curement.

“FourPL is well recognised 
within ANZ for its expertise in 
the logistics and supply chain 
industry, as well as being 
known for its consulting arm. It 
has an in-depth understanding 
of the local market and allows 
us to expand our reach among 
logistics and supply chain cus-
tomers in ANZ,” said Katie Kin-
raid, General Manager, APAC at 
BluJay Solutions.

“Given FourPL’s extensive reach 
in the region and robust adviso-
ry services across spend man-
agement, logistics execution, 
and supply chain visibility, it 
was a natural choice to partner 
with FourPL in the region. We’re 
thrilled to be joining forces with 

the FourPL team and look for-
ward to a very fruitful partner-
ship,” Kinraid concluded.

BluJay’s digital platforms in-
cluding Transportation Man-
agement for Shippers, LSP Plat-
form (TMS for Logistics Service 
Providers), and MobileSTAR 
help customers to improve ef-
ficiency and visibility in their 
supply chains.

Technology benefits have gained 
importance throughout the pan-
demic, which has accelerated a 
focus on supply chain resiliency 
and innovation to help compa-
nies better navigate economic 
and geopolitical factors that can 
disrupt their supply chains.

The partnership expands Blu-
Jay’s scope in ANZ across the 
transport management, freight 
forwarding, and logistics ser-
vice providers markets. The 
news comes on the back of local 
customer wins for BluJay, which 
include Aramex and Flyjac. To-

day a robust network of ship-
pers, suppliers, carriers, digital 
freight networks, and visibility 
platforms transact more than 
US$18 billion in freight annu-
ally in BluJay’s transportation 
network.

Commenting on the partner-
ship, Brett Findlay, CEO at Four-
PL, said: “As a global specialist 
in the supply chain and logistics 
space, the BluJay brand further 
enhances our existing portfo-
lio of global partner and lead-
ing-edge technology solution 
providers we offer our custom-
ers. Together with BluJay, we’re 
looking forward to helping our 
customers across the region 
gain greater value through tech-
nology to help ensure the best 
possible outcome.”

FourPL customers include many 
blue-chip Australian companies 
across multiple industries and 
six major logistics service pro-
viders.

NEWS

BluJay and FourPL Partner 
to Accelerate Digital 
Transformation in Supply 
Chain
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In a further expansion of its 
global aerospace customer base, 
CEVA Logistics has been awarded 
a contract to manage in-factory 
logistics support for Collins Aero-
space in Singapore. The two-year 
contract is based on solutions 
designed by CEVA that will be 
implemented at the customer’s 
Changi North site.

Collins Aerospace – a subsidiary 
of Raytheon Technologies – is one 
of the world’s largest suppliers of 
aerospace and defense products. 
It provides maintenance, repair, 
overhaul engineering, sales and 
support for its commercial and 
military customers across the 
Asia Pacific region.

At the Changi North site, CEVA 

Logistics will provide a wide 
range of Contract Logistics servic-
es including inbound receiving 
to inventory, pick and kit, as well 
as outbound dispatch of overhaul 
aerospace parts. Picking and kit-
ting will focus on three main ar-
eas: power and control, mechani-
cal and interiors. These areas are 
responsible for electrical systems, 
engine control, air management 
systems, cargo and hoist systems, 
actuation and flight control, evac-
uation, portable water systems 
and lighting.

All services will be provided by 
CEVA’s experienced aerospace 
employees who have diverse 
skills and extensive knowledge 
of in-factory logistics within the 
aerospace industry.

Said Elaine Low, regional man-
aging director for Southeast Asia 
and Pacific, CEVA Logistics: “Our 
experienced team will drive 
service standards and greater 
efficiency to improve the Col-
lins Aerospace’s operations. Our 
transparent working methods 
and wide-ranging experience 
across the aerospace sector have 
proven to be a winning solution 
for Collins Aerospace in Singa-
pore.

“Continuous improvement is es-
sential to the successful operation 
of any contract and that, along-
side safety, is embedded in the 
CEVA Logistics culture. We look 
forward to a long and productive 
working relationship with Col-
lins Aerospace.”

CEVA Logistics Awarded Collins 
Aerospace Logistics Support 
Contract in South East Asia

Munich Airport and the 
consortium “SOF Connect”—
consisting of the French 
investor Meridiam, the Austrian 
developer Strabag—have taken 
over the full responsibilities and 
business activities related to the 
operation of Bulgaria’s capital 
airport as of this month.

SOF Connect is committed to 
investing at least €624 million 
over the life of the concession 
and build a brand new Terminal 

3 for the airport within the first 
10 years of the concession.

“Our mission is to transform Sofia 
Airport into a top modern and 
competitive European airport 
and to make Sofia Airport an 
engine and impetus for social, 
economic, environmental and 
inclusive growth for Sofia, its 
region and Bulgaria”, resumes Dr. 
Ralf Gaffal, Managing Director 
Munich Airport International.

“We have a clear vision for the 
commercial development of 
Sofia Airport. Our team will 
be introducing best-in-class 
shopping and dining concepts 
and is excited to work with local 
partners to bring the best of 
Bulgaria and downtown Sofia 
to the airport”, added Marcus 
Spahn, Chief Commercial Officer 
SOF Connect, who joins the SOF 
Connect management team on 
behalf of Munich Airport.

Munich Airport and partners 
start operations of Sofia Airport

NEWS
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Pelican BioThermal, a leader in 
temperature controlled packag-
ing, announced expanded dry 
ice shipper options to support 
the exponential growth in cell 
and gene therapy shipments 
worldwide, as well as contin-
ued need to transport pandem-
ic payloads. The new available 
parcel sizes range from 1.1 liters 
to 179 liters and cover tempera-
ture ranges of -65°C to -20°C.

“Cell and gene therapies are 
highly individualized and pa-
tient-centric, which creates a 
drastically different supply 

chain than we see for mass-pro-
duced pharmaceutical prod-
ucts,” said Greg Wheatley, Vice 
President of Worldwide New 
Product Development and Engi-
neering at Pelican BioThermal. 
“This supply chain introduces 
individuals who are not always 
familiar with cold chain pack-
aging. Our job is to make easy-
to-use temperature controlled 
solutions for these applications.”

Pelican BioThermal’s expand-
ed range of dry ice parcels can 
replace liquid nitrogen systems 
on short journeys that include 

a courier. The easy-to-pack par-
cels are available in single-use 
Sherpa Systems™ and Deep-
Freeze™ shippers, as well as the 
reusable Crēdo Cube™ shippers. 
The Sherpa Systems shippers 
range in size from 5 liters to 179 
liters, DeepFreeze products are 
available in 1.1 liter to 8 liter 
sizes, and Crēdo Cube shippers 
include 5 liter and 17 liter sizes.

Sherpa Systems use Expanded 
Polystyrene (EPS) insulation 
and are molded with density to 
achieve required performance 
standards. DeepFreeze and Crē-
do Cube shippers, by contrast, 
feature high-performance VIP 
(vacuum insulated panels) that 
protect the payload and require 
less dry ice, lowering transpor-
tation costs. Dry ice products 
provide frozen payload pro-
tection with durations from 96 
hours to 225 hours.

All three systems are cost-effec-
tive and easy to pack-out com-
pared to other dry ice frozen 
shipping products. Additional-
ly, Pelican BioThermal shippers 
undergo constant stress tests in 
ambient temperatures of 30°C 
to ensure the payload remains 
within temperature range for 
expected durations.

NEWS

Pelican BioThermal 
Broadens Portfolio of 
Dry Ice Shippers
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Zebra Technologies Corporation 
revealed this month the results 
of its 13th annual Global Shop-
per Study. This is the industry’s 
only market tracker that ana-
lyzes the attitudinal behavior of 
shoppers, retail associates and 
retail executives and examines 
the retail and technology trends 
impacting shoppers’ purchas-
ing behavior both in-store and 
online
.
Zebra’s annual study found 
shoppers expect a seamless ex-
perience between stores and 
online and are increasingly 
placing orders online because of 
desired product availability, re-
sulting in a surge of ecommerce 
orders with nearly 60% plac-
ing an order in the last three 
months. 

With more than one-fifth of 
shoppers returning an item 
purchased online, 57% of store 
associates are feeling signifi-
cantly challenged by these re-
turns. Out-of-stocks also remain 
a challenge and 41% of shop-
pers say this is the top reason 
for leaving stores without a pur-
chase. This is followed by long 
checkout lines (32%) and an in-
ability to find items (31%) both 
representing a marked increase 

from last year.

Growth in mobile ordering

Retail decision-makers and store 
associates have seen a dramatic 
increase in the need for conven-
ience and efficiency as the pan-
demic has catapulted shoppers’ 
usage and affinity for mobile 
ordering and smart- checkout 
solutions. 

Mobile ordering—from smart-
phones and tablets —has experi-
enced tremendous growth and 
been instrumental in helping 
maintain social distancing and 
adherence to local guidelines. 
72% of shoppers used mobile 
ordering and 82% of those shop-
pers are highly likely to contin-
ue using it. 

Millennials (88%) and Gen X 
(79%) shoppers were the prima-
ry users of mobile ordering but 
nearly half of Boomers (47%) 
used it too, and 74% of them are 
likely to continue using it in the 
future. 64% of shoppers believe 
more retailers need to offer mo-
bile ordering while the vast ma-
jority of decision-makers (90%) 
and store associates (83%) agree 
mobile ordering would help 

meet customer expectations.

Smart-checkout leads to 
better experience

Approximately half (47%) of 
surveyed shoppers have inter-
acted with self-checkouts in the 
last six months and more than 
six-in-10 (63%) shoppers agree 
self-checkout solutions provide 
an improved customer experi-
ence. While agreement is high-
est among Millennials at 73%, 
66% of Gen X shoppers and 50% 
of Boomers have also realized 
an improved customer experi-
ence from self-checkout solu-
tions in the last year. 

Meanwhile, 86% of retail deci-
sion-makers and 71% of store 
associates agree self-checkouts 
improve the customer expe-
rience. Almost nine-in-10 de-
cision-makers and more than 
seven-in-10 associates believe 
self-checkouts freed employees 
up to do higher priority tasks 
and better serve customers 
while helping meet health and 
safety mandates and protocols.

Safety now part of in-store 
experience

Consumer and associate confi-
dence can be increased when 

NEWS

Zebra Global Shopper Study: 
Pandemic Accelerates 
Technology Spending Plans for 
Six-in-10 Surveyed Retailers
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precautions or safety measures 
are put into place. Currently, 
there is a sizable trust gap be-
tween retail decision-makers, 
shoppers and associates when it 
comes to health and safety.

While approximately 90% of 
decision-makers think shop-
pers and associates trust them 
to make health and safety a pri-
ority, only 65% of shoppers and 
77% of associates agree. Nearly 
two-thirds (67%) of shoppers 
are concerned with surface 
sanitation or social exposure 
in stores, and 59% of shoppers 
prefer stores with contactless 
payment options. Seven-in-10 
associates say social distanc-
ing/contact tracing apps would 
allow them to provide a better 
customer experience.

“Issues such as out-of-stocks, 
lack of product variety, online 
delivery cost and timing and 
returns have contributed to the 
significant decline in in-store 
and online satisfaction of shop-
pers in 2020, as our study has 
found,” said Fang-How Lim, 
Regional Director for Southeast 
Asia, Zebra Technologies. 

“Retailers in Southeast Asia are 

aware that success relies on 
improving the shopper experi-
ence. In order to provide a more 
seamless and satisfying om-
nichannel experience, these re-
tailers must invest in analytics, 
mobile ordering, smart check-
out, and other retail technology 
solutions that can enhance effi-
ciency and accuracy like Zebra’s 
TC21/TC26 touch computers, 
and the MC2200 and MC2700 
mobile computers.”
 
KEY REGIONAL FINDINGS

Asia-Pacific

• Seven-in-10 (70%) shoppers 
prefer direct delivery of 
items rather than picking 
them up at a store.

• 65% of shoppers prefer 
shopping at stores with con-
tactless payment options.

 
Europe and the Middle East

• More than eight-in-10 (83%)
decision-makers say the 
pandemic accelerated their 
implementation plans for 
mobile devices and solu-
tions, the highest score of 
any region.

• Approximately three-quar-
ters (76%) of shoppers prefer 
to shop at online retailers 
that also have brick-and-
mortar locations.

 
Latin America

• 87% of shoppers agree the 
use of technology helps re-
tailers provide a safe, com-
fortable, and convenient ex-
perience, the highest score 
of any region.

• Almost 90% of shoppers 
have used mobile ordering 
and intend to continue us-
ing it.

 
North America

• 72% of store associates pre-
fer to have prescribed tasks 
rather than reading reports 
to help them manage their 
day.

• More than three-in-four 
(77%) decision-makers re-
ported feeling pressure to 
improve fulfillment opera-
tions and efficiency so they 
could offer a variety of de-
livery options and speeds.

NEWS
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“How can I build up career adaptability?”

Adaptability refers to our abili-
ty to adjust, shift and move our 
mindsets, perspectives to formu-
late plans and solutions in the 
midst of changes. In everything 
in the world right now rang-
ing from global COVID19 fears, 
technology acceleration and in-
ternational and civil tensions, 
the need for adaptability in our 
professional roles is more critical 
than ever.

Many clients approach me with 
questions of adaptability. They 
could be impacted by changes at 
work and changes within them-

CAREERS COLUMN

CargoNOW and Hatch Asia are 
pleased to bring you the first of 
our new Careers Column with 
career development and advice 
for logistics and supply chain 
professionals. 

Send your career questions to 
info@logisym.org and we’ll 
feature expert answers and more 
in upcoming issues. 

selves, leading to issues such as 
stress levels, workplace relation-
ships issues, disengagement with 
work. This can be described as a 
fit issue between the person and 
the environment as described in 
the Theory of Work Adjustment 
(Dawis, Lofquist 1964). They feel 
stuck in their roles and their 
feelings manifest and intensify 
as they are become increasingly 
unsure of what to do about their 
situation and what to do next. 

Career adaptability refers to 
how we can cope with anticipat-
ed and unpredictable situations 
and make appropriate adjust-
ments to improve the person-en-
vironment fit issue. To build up 
career adaptability, there are 4 
areas of activities that we need 
to build. These areas are based 
on Professors Mark Savickas and 
Erik Porfeli, in their research 
work in the area of career adapt-
ability.

Being concerned and 
aware about what is pre-
ferred for the future 

Think about the situations that 
are happening at your work and 
your life which may be causing 
concern for your career. Pon-
der upon future situations and 
scenarios as well which may 
happen. Generate some appro-
priate responses and options in 
response to these situations.

Taking control, being disci-
plined, positive and persis-
tent in deciding and acting 
on plans

Formulate action steps towards 
your responses arising from 
your concerns. Apply discipline 
and commitment towards what 
you want, in small tangible steps. 
Remind yourself of why you are 
doing this and to be positive in 
the midst of challenges and dif-
ficulties.

Having curiosity to explore 
opportunities and possibil-
ities

Be brave to think about all pos-
sibilities for yourself. Be curi-
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ous by asking, exploring and 
observing about personal and 
professional growth areas. Look 
into your networks for people to 
speak to and seek to learn from 
them.
 
Having confidence to de-
sign actions and implement 
towards the future

Remind yourself of past chal-
lenges that you overcame suc-
cessfully. Think of your new 
challenge and how you are able 
to overcome this too. Plan out 
steps and resources that you will 
need to help you succeed in mov-
ing forward.

Thinking through and imple-
menting the above areas will 
build your career adaptability. 
For my clients, I also recommend 
a “news clipping approach” by 
asking them to research online 
on social media or mainstream 
media to identify people who 
have gone through a series of 
career changes or made pivot-
al career decisions to re-invent 
themselves. Using the 4 areas of 
activities mentioned above to in-
vestigate into what these people 
had gone through and how they 
did it, we can tangibly see how 
these steps lead towards career 
adaptability. A selection of 3-4 
of such people which resonates 
with us should be kept as “news 
clippings” close to our hearts so 
that in times of doubt or worry, 
their journeys can provide inspi-
ration and reminders for what 
we should do for ourselves.  

As the writer of the book Adapt-
ability: The Art of Winning in an 
Age of Uncertainty, Max Mckeown 
puts it: “All failure is failure to 
adapt, all success is successful 

adaption”, we need to adapt now, 
more than ever before. Holding 
onto mindsets of “I do not need 
to change” or “I am too worried 
to change” will only hold us back 
from our re-invention that is 
awaiting you and me.

CAREERS COLUMN

Gerald Tan, Hatch Asia 
Consulting, is a certified career 
service provider and a verified 
Master of Career Services by the 
National Career Development 
Association (NCDA). 

Gerald enjoys developing career 
development interventions, 
services and consultancy to 
help individuals and groups 
with varying career needs on a 
systemic level. As an experienced 
Career Developer, he supports 
career needs, working with 
various schools, companies 
and non profit organisations on 
career development projects to 
support students, employees and 
beneficiaries.

He has deep knowledge about 
the career transitions and 
understanding how employers 
and job seekers need to work 
together to facilitate career 
transitions.

ABOUT THE COLUMNIST
GERALD TAN

Hatch Asia Consulting is a 
Talent Solutions Provider 
solving talent challenges in the 
area of sourcing and building 
career success. Contact us at 
www.hatchasiaco.com today.
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By Wayne Yoshida

Japanese brands are loved by 
Chinese consumers for their 
design and high levels of 

quality. With the Japan-to-China 
cross border e-commerce mar-
ket estimated to be worth over 
US$25 billion per year, the Chi-
nese e-commerce market repre-
sents an attractive prospect for 
many brands who are looking 
to expand. In addition, the rapid 
fall in travel and tourism caused 
by the Covid-19 pandemic has 
caused many brands to want 
to sell their products online 
through cross border e-com-
merce channels. However, espe-
cially for SME brands and retail 
stores, the high cost and com-
plexity of exporting to China 
hits them hard with extremely 
high trading and logistics costs, 
along with the risk of losing con-
trol of their brand when using a 
large local distributor.

The new Managing Director of 
Samarkand Japan, Simon Truss, 
has a plan to solve this challenge 
for SMEs. Simon has been work-
ing at the forefront of the Japa-
nese cross border e-commerce 
and logistics industry for the 
past 14 years, having headed up 
the Japan offices of companies 
such as Maersk Logistics, Panal-
pina and most recently, China’s 
largest logistics company, SF Ex-
press. Now returning to Japan 
following a period in Europe, 
we sat down to chat with Simon 
about his new venture and why 
he is so passionate about helping 
SME Japanese brands to enter 
the China e- commerce market.

Wayne Yoshida sat down with 
Mr. Truss for a video interview. 

WHAT ARE THE 
FEATURES OF 
SAMARKAND?

First, thanks for letting me in-
troduce our company Samar-
kand Global to you. We are a 
cross-border eCommerce com-
pany focused on connecting 
overseas brands with China. 
We operate more than 10 differ-
ent ecommerce storefronts on a 
range of ecommerce platforms 
for our clients in China, with 
a proprietary technology plat-
form called Nomad which pow-
ers everything that we do. Our 
mission is to connect overseas 
brands to Chinese ecommerce 
making it simple, accessible, and 
profitable for brands and retail-
ers of all sizes.

As you mentioned, China is by 
far the largest ecommerce mar-
ket in the world, but it’s also 
the most complex ecommerce 
market to enter, particularly 
for international SME brands. 
This year is going to be a wa-
tershed moment where China 
will become the first country 
in the world where more retail 
transactions will happen online 
than offline. That is miles ahead 
of even the second place, South 

Korea at 29% online sales. So 
it’s obviously a very attractive 
market for Japanese brands, but 
it is difficult to penetrate. Those 
Japanese brands that have found 
significant success in China 
have tend to be on the larger size 
of the spectrum.

The smaller brands face prob-
lems with a lack of understand-
ing of the market in the role that 
ecommerce and social media 
plays in China sales and they 
are worried about IPO issues 
and how they can maintain 
control of their brands. The tra-
ditional model of working with 
a local distributor can be diffi-
cult for brands to navigate. Of-
ten needing a three-to-five-year 
exclusive distribution deal and 
a lack of transparency on sales 
and pricing, has cause brands to 
either retreat from the market or 
not attempt to go at all.

So we have built a technology 
platform and a range of man-
aged services that encapsulates 
all the cost and complexity 
that Japanese brands face from 
translation, logistics, market-
ing, store operations, customs, 
tax data analytics, and customer 
service payments design. Our 
NOMAD platform is integrat-

THE NEW SILK ROAD: JAPAN TO CHINA
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DIFFERENCE 
BETWEEN 
THE CURRENT 
E-COMMERCE 
MODEL AND THE 
SAMARKAND 
MODEL?

Most brands today are ship-
ping B2B2C. Often, the mid-
dleman is a large ecommerce 
marketplace or distributor. 
Brands have to store product 
in China, which is expensive, 
the fees are expensive and un-
less Cross Border E-Commerce 
(CBEC) customs integration is in 
place, China’s import tax is ex-
pensive. This makes it too hard 
for SME brands to grow their 
business. There is also the prob-
lem of C2C delivery from Japan 
to China using postal methods, 

which has the risk of delay and 
high customs inspection levels. 

Our approach to this is to let 
our technology take the strain, 
to use our integrations, trading 
licenses, and brand focused ap-
proach to help brands sell B2C 
directly to customers using our 
social media channels support-
ed by KOL marketing. Once the 
brand is established, we then 
work together to open flagship 
stores on the larger ecommerce 
stores. To help brands get start-
ed we have set up our Japan Pa-
vilion store on We-Chat, which 
is a multi-brand cosmetic and 
healthcare store and is a great 
place for Japanese brands to get 
started and test the market.

Our logistics process is also 
unique in Japan. For Japanese 
SMEs we will take the product 

ed with all the necessary touch 
points for ecommerce in China 
to make it happen. We are trying 
to make it simple and cost effec-
tive for SME Japanese brands to 
sell in China and to keep control 
of their brand.

So in Japan, you may have sales 
on Amazon or Rakuten, you may 
have sales on your own website, 
perhaps a few different market-
places, but China is much more 
fragmented. You have dominant 
platforms like TMall, JD and Lit-
tle Red Book, but there are many 
others such as Wechat and Tik-
Tok that can drive significant 
sales. We are integrated with 
many of these to provide a one-
stop-shop storefront service for 
our brand partners.

WHAT IS THE 

THE NEW SILK ROAD: JAPAN TO CHINA

Left, Simon Truss, Managing Director of Samarkand Japan and right, David Hampstead, founder of Samarkand.
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from their factory in Japan and 
deliver it directly to the cus-
tomer, normally within a week 
using China’s most reliable ex-
press company—SF Express.

WHAT ARE THE 
SHORT-COMINGS 
OF THE CURRENT 
MODEL AND 
HOW WILL THE 
SAMARKAND 
MODEL ADDRESS 
THOSE SHORT-
COMINGS?

We could see last year with the 
interruption of flights caused by 
Covid-19 that many postal and 
C2C channels were unreliable 
and not fit for purpose. Samar-
kand does not have this problem 
because we have a unique part-
nership with several express 
companies which enabled us to 
deliver to customers in China 
throughout the pandemic. The 
unreliability of the C2C method 
is a major short coming, and the 
high cost and lack of control of 
the B2B2C channel which is a 
major short coming for small-
er brands. We want to make 
the whole process simpler and 
cheaper for SME brands, and as 
we use CBEC (China Cross Bor-
der Ecommerce) customs routes 
we also offer our clients the re-
duced CBEC Tax Rates which 
is currently 9.1% for cosmetics 

vs 20% if shipped using postal 
methods. Another important 
aspect for the brands we work 
with is that this is the only way 
for brands to enter China with-
out doing animal testing.

WHY NOW?

We feel we are needed now. Be-
cause we are in the middle of a 
pandemic that has accelerated 
the change in shopper’s behav-
ior from offline to online shop-
ping. Brands know that they 
now need to adapt from offline 
to online, and for many they 
need to expand from domestic to 
cross border selling. The general 
lack of trust in an overly com-
plicated and expensive process 
is not acceptable in our eyes, 
so we feel an obligation to sup-
port our brand partners to make 
that transition in the most effi-
cientand risk-free way possible.
 

HOW DO YOU SEE 
THE MARKET 
GROWTH OVER THE 
NEXT 2 TO 5 YEArS?

It’s well known that the 
cross-border market is con-
tinuing to grow rapidly, but 
one facet of the market that is 
growing particularly quickly 
is that more and more Chinese 
shoppers want to buy online 
directly from the brands over-
seas website. They want to know 
the product is real, they want to 
check the details. Unfortunate-
ly, in Japan, most SME website 
shopping is great for local buy-
ing in Japan—but is not fit for 
international shoppers. By inte-
grating a Chinese checkout APP 
which we call NOMAD Checkout 
into the SME’s own website, we 
are helping SME brands to grow 
their customers, by themselves, 
from their own website.
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By Lars Fischer, Managing 
Director of Softship Data 
Processing

In recent years, there has been much talk 
within the maritime industry about the 
inevitable shift towards Industry 4.0—

the ushering in of the fourth industrial rev-
olution to one of the world’s oldest and most 
crucial industries. For all parties involved 
in shipping supply chains, the realisation of 
Maritime 4.0 provides very real possibilities 
for making the movement of goods across the 
world’s oceans and waterways a more effi-
cient and less labour-intensive undertaking. 
In recent years, in working to actualise the 
goal of 4.0, there has been welcome progress. 

The benefits of cloud-based solutions have 
gained considerable traction for all of the 
right reasons and a wide range of web-based 
applications are making day-to-day opera-
tions much more efficient, reliable and trans-
parent for many organisations. Internet of 
Things (IoT) capabilities onboard ships have 
been applied by some with varying levels of 
success, and a considerable amount of work 
has been undertaken by industry authorities 
to begin regulating and standardising IoT in 
practice. We have also seen great progress 
being made in the automation of processes in 
port, and better use of big-data systems across 
a wide range of operational areas both at sea 
and onshore. 

Overall, there is now a growing accept-
ance that the future of maritime is going 
to be led by increased digitalisation and 
automation. But there is a long way to go, 
yet. Unfortunately, the Covid-19 pandem-
ic has made this reality abundantly clear.  

While some port communities have seized the 
opportunities that new digital technologies 
and the integration of digitalised processes 
can deliver by developing into “smart” ports 
in recent years, many others have not. They 
rely on personal interaction and paper-based 
transactions as the norm for shipboard, ship-
to-shore interface, and wider supply-chain-
based exchanges. The same is true of compa-
nies—some shipowners, operators, managers, 
agents have leveraged digitalised, integrated 
solutions across their operations; others have 
not. They rely on paper-based processes, or a 
disparate set of IT tools and shoe-horned ap-
plications to go about their business in a piece-
meal way. Those ports and businesses on the 
‘have not’ side of this divide were left exposed 
and disproportionately vulnerable when the 
world demanded a new way of working. 

This is not just armchair commentary from 
a software house; demonstrating the signifi-
cance of the issue and its impact on both mar-
itime communities and national economies, 
The World Bank and the International Asso-
ciation of Ports and Harbours (IAPH) have 
co-authored a report on the issue: ‘Accelerat-
ing Digitalization Across the Maritime Supply 
Chain’, published in January 2021. The report 
highlights how Covid-19 underscored the im-
portance of a need to digitalise maritime, to 
realise Maritime 4.0, in order to make global 
supply chains and economies more resilient. 
It also warns that this evolutionary require-
ment poses an existential threat to a consider-
able proportion of maritime-linked commu-
nities, and maritime organisations. 

The report analyses numerous technologies 
applied already by some from the world’s 
leading port and maritime communities, in-
cluding big data, the internet of things (IoT), 
fifth-generation technology (5G), blockchain 
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solutions, wearable devices, unmanned air-
craft systems, and other smart technolo-
gy-based methods to improve performance 
and economic competitiveness. It describes 
how the collaborative use of digital technolo-
gy can help streamline all aspects of maritime 
transport, from cross-border processes and 
documentation to communications between 
ship and shore, and it lays out a roadmap for 
making this the new-normal. 

But achieving this will remain a pipedream 
for most. If the fundamentals are not in place 
first, the divide between the digitalized ‘haves 
and have-nots’ will only grow more pro-
nounced. Laying firm foundations is a move 
that rests in the hands of individual compa-
nies and service providers. If they want to be 
able to compete in future, they must upgrade 
their IT capabilities, to move us all closer to 
a point of readiness, while enabling them to 
adapt to the pressures of today. In short, ship-
ping companies must ensure they are using 
reliable, integrated software solutions in the 
administration of their business and oper-
ations—solutions that are available to them 
now. 

The good news is that pushing the entire ship-
ping supply chain toward a new baseline of 
IT capability through the more widespread 
use of digitalized and integrated IT solutions, 
is very achievable, and affordable. Twenty or 
so years ago incorporating integrated technol-
ogy into business was only the prerogative of 
the very large shipping companies. 

Today however, options such as Softship’s 
ALFA, LIMA and Softship.SAPAS packages ca-
ter to the business processes of liner and port 
agents of any size. These solutions offer com-
plete integration using a modular ‘packaged’ 

format enabling users to pay for what they 
use, or select the modules that they require, 
and integrate them across every business 
department or function through to create a 
single, unified system. Such solutions auto-
matically captures data, standardise process-
es, ensure additional checks and balances, 
and enable people to work from any location. 
Because these solutions are developed by a 
third-party provider, they are also continu-
ously adapted and upgraded to keep in pace 
with developments in technology, regulations 
and risks. 

With a sturdy IT environment in place that 
is capable of adapting to the changing world 
around us, companies of any size can contin-
uously evolve within a digitalising maritime 
eco-system, nobody needs to be left behind in 
the journey towards Maritime 4.0. 
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By Bryce Boothby

There have been countless 
times throughout my ca-
reer where I was either 

a recommender or approver of 
significant IT projects. And, I 
must say, I have always expe-
rienced a prevailing attitude 
among senior management that 
these transformations are black 
holes and money pits.

I believe many (if not most) com-
panies still feel this way. Why? 
There is a litany of cautionary 
tales: From Hershey’s widely 
reported US$100 million failed 
ERP implementation in 2015 to 
our own personal stories. I’ve 
seen businesses engage consult-
ing firms only to give up about 
six months in after slow pro-
gress and skyrocketing costs; 
I’ve witnessed first-hand how a 

US$15 million project ballooned 
to US$40 million before it was 
even finished. 

Let’s talk about why this happens 
and what can be done about it.

COMMON LEFT 
TURNS IN SUPPLY 
CHAIN DIGITAL 
TRANSFORMATIONS

Big companies tend to select an 
enterprise system for its core fi-
nance modules and the need—
no, requirement—for a single 
version of the truth in account-
ing, as well as a chain of inter-
nal controls driven by the 2002 
Sarbanes-Oxley Act.

Justifying a Supply Chain Digital 
Transformation Blog Image 2Se-
lecting a system for other func-
tions, like supply chain man-
agement, is an afterthought. Yet, 

I’d go so far as to say that com-
plex, overlapping processes on 
multiple legacy systems, lacking 
a single view, are at the root of 
supply chain complications in 
big companies.

It’s not just big businesses; small 
companies may find that pop-
ular SaaS ERP platforms come 
with surprises and extra costs 
(i.e. connecters to Amazon, Wal-
mart and eBay marketplaces 
and/or multi-jurisdiction tax 
calculators).

Which brings us back to justi-
fying these projects in the first 
place. All purveyors I know 
push ROI calculators to their 
prospective clients to help war-
rant the expense. But they al-
ways seem to fall short of that 
intended purpose.

PUTTING SOME 

THE HARD ECONOMICS OF 
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HARD NUMBERS 
TO HAZY BENEFIT 
CLAIMS

Let’s take a mid-size company, 
or division of US$600 million 
revenue, operating in a compet-
itive field with a less than per-
fect order fill rate with the P&L 
indicated in the graphic shown 
above.

If the new system can make a 
modest improvement, say 5%, 
with the on-time, in-full (OTIF) 
order fill rate, it would generate 
US$30 million of additional rev-
enue. With a contribution mar-
gin of 10.4%, the EBIAT impact 
will be a positive US$3.1 million 
or 36.9%.

Since we’ve been discussing 
recently how invaluable end-
to-end supply chain visibility 
is to managing disruption, here 
are a few more—quite achieva-
ble—scenarios when leveraging 
the software:

Reduce inventory liability. 
Say the company guidelines are 
to write-off 0.6% as a percent of 

revenue based on historical per-
formance: the value of write-off 
would be US$3.61 million. Let’s 
say the new system will pro-
vide visibility to reduce excess 
and obsolete inventory by 25%. 
That calculates to a US$900,000 
improvement, or an EBIAT im-
provement of 10.7%.

Better match orders to 
demand. Suppose your Asian 
supply chain regularly incurs 
freight premiums from impre-
cise planning and frequent or-
der expedites. If a new system, 
providing broader supply chain 
visibility, could cut that in half, 
it would be worth US$5.43 mil-
lion, with an EBIAT impact of 
US$1.3 million or 15.9%.

Energize velocity and  
decrease your cash con-
version cycle. Let’s say you’re 
turning your inventory 7x and 
the average inventory value is 
US$67 million (US$465.5/7). You 
believe your new supply chain 
visibility solution can improve 
it to 10 turns—a net reduction of 
US$20.45 million. If the carry-
ing cost is 4%, you would realize 
an improvement in cash flow of 

over US$820,000.

NOW APPLY YOUR 
OWN FIGURES

Get a recent income statement 
and substitute your own num-
bers in place of mine. Set some 
achievable targets for key im-
peratives and arrive at improve-
ment ratios for each one. Go for 
the ones that make the biggest 
difference.

Depending on your company’s 
accounting policy regarding the 
amortization of capitalized soft-
ware cost for your systems in-
vestment, you will know the de-
nominator for calculating your 
return on investment.

As customer demands and ex-
pectations rise and black swan 
events become inevitable, 
supply chain digital transfor-
mations—especially gaining 
end-to-end visibility—become 
critical to survival and success. 
Companies are increasingly see-
ing the vast potential and val-
ue of innovative supply chain 
software. The problem is, deci-
sion-makers often don’t realize 
what they’re getting into; once 
they see the costs rise, the in-
vestment no longer appears jus-
tified.

It’s your job to show that these 
systems are not only indispen-
sable, but that their value will 
far exceed the expense—in 
hard figures that will combat 
any growing doubt. Numbers 
speak louder than words—do 
the math, present the ‘benefit’ 
figures, and show how they tip 
the scales in favor of your sup-
ply chain digital transforma-
tion.
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