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FROM THE EDITOR

Peter D G Raven

Something Big is 
Brewing....

If you follow us on social media, you would seen that LogiSYM 
LIve will now be part of Industrial Transformation Asia 
Pacific 2021 and CargoNOW tfrom 22nd - 24th November, 
with 5,000 people in person over three days and another 
20,000 or so virtually. 

Progress is well under way and the team is working 
feverishly to make this happen. As always, we will be 
relying on our volunteers and partners to make this a 
reality and we look forward to the support from all of you. 
If you want to work with the leading brands in this space to 
reach out to an Asia Pacific and larger group of customers, 
drop us a note.

These last year and a half have been challenging and having 
a live physical event will be a good sign that things have 
turned the corner, and we can all start looking forward to a 
‘better’ normal - so stay tuned.

In the meantime, be safe.

Peter D G Raven
Editor-In-Chief (Interim) 
Peter@Iscms.org
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Logistics & Supply Chain Management 
Society (LSCMS), Supply and Distribution 
Group Launches Global Logistics Service 
Provider Benchmarking Index

Singapore 12th August 2021: 
Recognising the heightened 
focus on overall supply chain 
performance due to increased 
disruption and challeng-
es, shippers, manufacturers 
and beneficial cargo own-
ers (BCO’s), are increasingly 
faced with soaring freights 
rates and what they, correct-
ly or otherwise, perceive to 
be sub-standard or inferior 
service.

Additionally, many compa-
nies today are placing an 
increased focus and signifi-

cance in assessing the where-
withal of a Logistics Service 
Provider by their sustaina-
bility and digitalization initi-
atives and capabilities – aside 
from rates and service levels.

According to Mr. Kendrick 
Ng, of the LSCMS Supply 
and Distribution group, “It 
is a crowded and convolut-
ed playing field and there 
are seldom unbiased or un-
influenced qualitative and 
quantitative data to man-
age these perceptions - real 
or otherwise. As a shipper, 
participating in this survey 
will provide valuable data 
to index the performance of 
your LSP’s” Developed with 
Dr. Rajesh Piplani, Director 
of the MSc in Supply Chain 
and Nanyang Technological 
University, the index analy-

ses the responses of up to 100 
major shippers who spend 
at least US$1 million a year 
with a particular LSP in air-
freight, ocean, warehousing 
or express services. The first 
index of its kind to be re-
leased globally, it will not be 
vendor sponsored but rather 
driven by the real and accu-
rate feedback provided by 
major shippers. Companies 
interested to contribute to the 
index can complete the sur-
vey questions at

NEWS



ABOUT THE LOGISTICS 
& SUPPLY CHAIN 
MANAGEMENT SOCIETY 

The Logistics & Supply Chain 
Management Society is the 
regional professional body 
for Logistics practitioners.

Practically all areas of 
the Logistics spectrum 
are represented in the 
Society. Shippers, Freight 
Forwarders, Academics, 
Students, Carriers, Personal 
Effects Movers and other in-
dividuals and organisations 
form our core. With an em-
phasis on commercial expe-
rience and expertise we are 
the lead platform for the de-
velopment of Logistics in the 
region and work with our 
members, government, or-
ganisations and profession-
als in raising the profile and 
expertise through a range of 
activities.

Like most professional bodies, 
the Logistics & Supply Chain 
Management Society empha-
sises a commitment to ongo-
ing education and encourag-
es performance consistent 
with a generally agreed body 
of knowledge or standards. 
Members of our Society are 
recognised as members of a 
professional body through 
the work we continue to per-
form. The L&SCMS has the 
proven history, framework, 
value for money and strate-
gic reach to make it the right 
choice for you. 

... 
“It is a crowded and 
convoluted playing 
field and there are 
seldom unbiased 
or uninfluenced 
qualitative and 

quantitative data 
to manage these 

perceptions - real 
or otherwise. 
As a shipper, 

participating in 
this survey will 

provide valuable 
data to index the 
performance of 

your LSP’s” 
...

The Society was formed by 
Logistics professionals with 
the following objectives :

• To promote professional 
development of Logistics 
and Supply Chain 
Management;

• To serve as a resource 
centre for its members 
and parties interested 
in Logistics and Supply 
Chain Management;

• To serve as a resource cen-
tre and focal point that 
demonstrably reinforces 
Singapore as a regional 
Logistics and trans-ship-
ment hub; and

• To advance, study and 
disseminate techniques 
and applications on 
Logistics and Supply 
Chain Management.

NEWS
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Arvato Supply Chain Solutions forms 
strategic relationship with marketplace 
integrator ChannelAdvisor

Guetersloh – Arvato Supply Chain 
Solutions, today announced a 
new strategic relationship with 
ChannelAdvisor Corporation 
(NYSE: ECOM), a leading provid-
er of cloud-based e-commerce 
solutions that enable brands and 
retailers to increase global sales. 
Arvato’s worldwide logistics 
fulfillment network combined 
with ChannelAdvisor’s multi-
channel commerce platform of-
fers brands and retailers direct 
access to a full-service, central-
ized marketplace solution with 
hundreds of selling channels 
worldwide.

“The online business is boom-
ing. Brands not only sell via their 
own web shops, but increasing-
ly use various large, as well as 
country- and industry-specific 
marketplaces as part of their 
multichannel strategies to ad-
dress new customers worldwide 

and thus increase their sales,” 
says Ricardo Dittmer, Digital 
Officer Consumer Products at 
Arvato Supply Chain Solutions. 
However, each marketplace 
has individual requirements in 
terms of connectivity, product in-
formation provided and logistics 
fulfillment. Ricardo Dittmer ex-
plains: “We are simplifying this 
integration for our customers. By 
working with ChannelAdvisor, 
we can offer them connectivity 
to all marketplaces with just one 
instead of separate individual 
integrations. No matter how far 
companies have already come 
on their own, together we can 
support them on their way to 
a comprehensive marketplace 
strategy.”

Philip Morris is the first cus-
tomer to take advantage of this. 
“Future-oriented and scalable 
processes are essential in order 

to be flexibly represented with 
our products wherever custom-
ers are looking for them,” con-
firms Steffen Knör, Manager 
E-Commerce at Philip Morris 
GmbH. “Due to the success-
ful technical integration and 
the close cooperation between 
Arvato and ChannelAdvisor, we 
see further opportunities for our 
business.”

Brands and retailers can benefit 
from ChannelAdvisor’s robust 
and comprehensive suite of au-
tomation and analytics tools de-
signed to help their businesses 
transform and optimize their 
product data, manage inven-
tory, pricing and sales orders 
from a centralized e-commerce 
platform. Consolidated manage-
ment synchronizes data across 
multiple marketplaces, enabling 
Arvato’s customers to improve 
their online performance and 

Arvato’s global logistics fulfillment network combined with ChannelAdvisor’s multichannel commerce platform offers direct access to a market-
place solution with hundreds of selling channels worldwide

NEWS
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avoid overselling.

“Brands and retailers have com-
plex business needs that demand 
turnkey solutions capable of 
streamlining their day-to-day 
operations and accelerating their 
e-commerce growth,” explains 
Derek Conlin, Senior Director 
Global Business Development 
at ChannelAdvisor. “From 
ChannelAdvisor’s platform, 
brands and retailers can access 
and efficiently manage their de-
sired sales channels and order 
fulfillment. We’re thrilled to 
connect Arvato’s customers with 
scalable solutions, giving them a 
leading edge.“ ChannelAdvisor’s 
integration with Arvato Supply 
Chain Solutions is a plug-and-
play solution for fulfillment, 
where additional services such 
as payment or customer ser-
vice can be linked. Additionally, 
Arvato supports all marketplace 
specific fulfillment require-
ments, such as individual ship-
ping specifications and return 
processes, up to being compliant 
with Amazon Seller Fulfilled 
Prime. Arvato keeps the respec-
tive marketplace conditions per-
manently up-to-date, thus pro-
viding marketplace-compliant 
processing.

Amid recent industry disrup-
tions, brand manufacturers and 
retailers have the opportunity 
to leverage this new strategic 
alliance to connect with more 
consumers and deliver on their 
fulfillment promises.

“Arvato’s powerful global logis-
tics and fulfillment solution can 
help brands and retailers shore 
up their supply chain process-
es and expand international-

ly,” adds Conlin. “We’re excited 
for the potential opportunities 
to help sellers outpace their 
competition.”

They have access to the interna-
tional network of Arvato Supply 
Chain Solutions with 85 distri-
bution centers worldwide and 
more than two million square 
meters of warehouse space, 
where all processes for manag-
ing and handling complex glob-
al supply chains for worldwide 
acting customers are taken over.

ChannelAdvisor, the leading 
company among channel man-
agement providers, manages 
more than two billion product 
updates and registers around 
330 million new marketplace 
listings in its system (aver-
age daily throughput during 
November 2020). 

ABOUT ARVATO SUPPLY 
CHAIN SOLUTIONS:

Arvato Supply Chain Solutions 
is an innovative and interna-
tional leading service provid-
er in the field of supply chain 
management and e-commerce. 
Partners come together with 

industry specialists in the 
fields of Telecommunication, 
Tech, Corporate Information 
Management, Healthcare, 
Consumer Products and 
Publisher. About 16,000 employ-
ees work together to provide prac-
tical and relevant solutions and 
services worldwide. Using the 
latest digital technology, Arvato 
develops, operates and optimiz-
es complex global supply chains 
and e-commerce platforms, as 
the strategic growth partner for 
its customers. Arvato combines 
the know-how of its employees 
with the right technology and 
appropriate business processes 
to measurably increase the pro-
ductivity and performance of its 
partners.

For more information, please 
visit http://www.arvato-sup-
ply-chain.com.

Arvato Supply Chain Solutions 
is part of Arvato, a leading inter-
national service provider. More 
than 80,000 employees in almost 
40 countries develop and imple-
ment innovative solutions for 
business customers all over the 
world. These include SCM and 
IT solutions as well as financial 
and customer communication 
services, which are continuously 
developed with a focus on inno-
vations in automation and data/
analytics.

Globally renowned companies 
from a wide variety of industries 
– from telecommunications pro-
viders and energy providers to 
banks and insurance companies, 
e-commerce, IT and Internet pro-
viders – rely on Arvato’s portfo-
lio of solutions. Arvato is a divi-
sion of Bertelsmann.

... 
“Future-oriented 

and scalable 
processes are 

essential in order 
to be flexibly 

represented with 
our products 

wherever 
customers are 

looking for them,” 
....

NEWS
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OOCL Logistics and OOCL 
announced the launch of 
a brand-new multi-modal 
container service from China to 
the US East Coast, to help to meet 
customer demand by offering 
a new routing as a reliable and 
stable shipment alternative 
during this challenging time.

This innovative product is a 
combination of the “Chang An” 
China-Europe block train service 
from Xian to Kaliningrad, 
Russia, with onward feeder to 
Bremerhaven, and then with 
OOCL ocean services from 
Bremerhaven to various ports 
on the US East Coast. It  is the 
first of its kind to be operated 
by an ocean carrier, connecting 
China and North America by 
using the Asia-Europe Land 
Bridge and the Atlantic Ocean  
The intention is to provide 
reliable and timely shipment by 
seizing the opportunity to avoid 

the current high levels of traffic 
seen on routes to the US West 
Coast and through the Panama 
Canal.

The first multi-modal container 
service run by OOCL Logistics 
and OOCL departed Xian on 
August 4, 2021. 

By leveraging OOCL’s strengths 
of its own fleet of equipment 
and its competitiveness on the 
Transatlantic trade with OOCL 
Logistics’ end-to-end capabilities, 
this product innovation is a 
fantastic demonstration of the 
synergy between OOCL and 
OOCL Logistics. This new block 
train product is also a clear 
sign of the commitment of 
OOCL Group to their customers, 
showing their dedication to 
meeting customers’ needs, 
as well as the ability to adapt 
rapidly in this unprecedented 
and fast-moving environment 

ABOUT OOCL LOGISTICS

“OOCL Logistics” is a wholly 
owned subsidiary of Orient 
Overseas (International) Limited, 
a public company (0316) listed on 
the Hong Kong Stock Exchange. 
Headquartered in Hong Kong, 
China, OOCL Logistics is one 
of the world’s most innovative 
supply chain service and 
solutions providers with over 140 
offices in more than 40 countries 
and regions. The company offers 
a full spectrum of advanced 
supply chain, end-to-end, and 
international logistics services 
supported by value-creating 
solutions and state-of-the-art 
technology. OOCL Logistics is 
also an industry leader in China 
and Asia, providing sophisticated 
transportation, warehousing, and 
distribution services as well as 
professional and efficient 3PL, 
4PL, and e-commerce solutions. 
(https://www.oocllogistics.com)

OOCL Logistics and OOCL’s Liner 
Services join hands to launch Rail-Sea 
Service from China to US East Coast

NEWS
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Ocean Network Express (ONE) 
digitally transforms its customer 
experience with Salesforce

SINGAPORE — Salesforce, the 
global leader in CRM, and Ocean 
Network Express (ONE), the 6th 
largest container carrier in the 
world, have today announced 
the successful deployment of 
ONE’s new CRM platform built 
on Salesforce Sales and Service 
Cloud.

The COVID-19 pandemic has 
had far-reaching impacts on 
businesses and customers 
across all industries. Since 
then, ONE has embarked on a 
transformation journey with 
Salesforce’s Sales and Service 
Cloud solutions to ensure its 
customers continue to receive 
excellent customer experience. 
ONE’s new CRM — ONE Force — 
will allow the company to have 
a single, 360-degree view of its 
customers’ interactions, thereby 
improving its understanding of 
customers’ key needs. 

With customer satisfaction an 
ever-important priority, ONE 
will leverage Salesforce Sales 
and Service Cloud to create 
personalized & engaging, 
1-1 customer experiences 
by providing omni-channel 
support across all customer 
interactions. ONE will use 
Salesforce to provide sales 
teams with a single view across 
the customer journey from 
pre-booking, booking to post-
booking on a single platform. In 
addition, all sales and customer 
service employees at ONE will 
be equipped with the technical 
know-how and knowledge 
to thrive in this new way of 
working. 

COMMENTS ON THE 
NEWS

“The pandemic made 
digitising customer service an 

imperative. It’s mission-critical 
for companies to streamline 
internal processes in order to put 
customers at the centre of their 
business and deliver end-to-
end, engaging experiences,” said 
Sujith Abraham, SVP and GM, 
Salesforce ASEAN. “We’re proud 
to help bring ONE’s customer-
first vision to life, and help it 
continue to deliver outstanding 
experiences for its customers.”

“ONE Force is going to add a lot of 
value for improving our overall 
customer management and 
performance, as well as to drive 
us towards a more solution-
based methodology of handling 
customer service requirements,” 
commented Sundeep Sibal, 
Global Commercial and Service 
Management Senior Vice 
President, ONE. 

“Today’s brands compete in 

NEWS
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the experience economy – only 
those capable of delivering the 
most differentiated experiences 
will continue to win and retain 
customers’ loyalty,” said Fabio 
Vacirca, Market Unit Lead for 
ASIAM (Australia, New Zealand, 
Southeast Asia, India, Africa and 
Middle East), Accenture. “We are 
thrilled to team with Salesforce 
and Neuraflash to provide an 
integrated, end to end sales 
and service platform that will 
allow ONE to deliver consistent 
and excellent experiences for 
its customers globally. The 
possibilities of our collaboration 
are limitless and we look 
forward to continuing to work 
with ONE in its transformational 
journey.”

“NeuraFlash is proud to play an 
integral role in ONE’s contact 
center transformation. ONE 
now has a single 360 degree 
view of the customer across all 
channels, including Salesforce 
Service Cloud Voice powered 
by Amazon Connect. This is 
a transformative deployment 
that will improve customer and 
agent experience by providing 
customer self-service, agent 
efficiency, and the use of 
advanced AI and Analytics with 
Salesforce Einstein”, said Brett 
Chisholm, CEO & Co-Founder, 
NeuraFlash

ABOUT OCEAN 
NETWORK EXPRESS

Ocean Network Express (ONE) 
was incepted on July 7, 2017 
following the liner service 
integrations of Kawasaki Kisen 
Kaisha (“K” LINE), Mitsui 
O.S.K. Lines (MOL) and Nippon 
Yusen Kaisha (NYK). The new 

entity functions from its global 
headquarters in Singapore, 
supported by regional 
headquarters in Hong Kong, 
Singapore, the United Kingdom, 
the United States and Brazil. 
ONE is the world’s sixth largest 
container carrier with a fleet size 
of approximately 1.59 million 
TEU. Operating more than 220 
vessels, it offers an expeditious 
and a reliable international 
network of over 130 services to 
120 countries and beyond. ONE 
is a member of THE Alliance 
(THEA), a global ocean carrier 
consortium.

For more information, please 
visit www.one-line.com

ABOUT SALESFORCE

Salesforce, the global CRM 
leader, empowers companies 
of every size and industry to 

digitally transform and create 
a 360° view of their customers. 
For more information about 
Salesforce (NYSE: CRM), visit: 
www.salesforce.com.

Any unreleased services or 
features referenced in this or 
other press releases or public 
statements are not currently 
available and may not be 
delivered on time or at all. 
Customers who purchase 
Salesforce applications should 
make their purchase decisions 
based upon features that are 
currently available. Salesforce 
has headquarters in San 
Francisco, with offices in Europe 
and Asia, and trades on the New 
York Stock Exchange under the 
ticker symbol “CRM.” For more 
information please visit https://
www.salesforce.com, or call 
1-800-NO-SOFTWARE.

NEWS
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DHL Express shapes future for sustainable 
aviation with the order of first-ever all-
electric cargo planes from Eviation

Singapore: DHL Express, the 
world’s leading express ser-
vice provider, and Eviation, the 
Seattle-area based global man-
ufacturer of all-electric aircraft, 
today write aviation history in 
announcing that DHL is the first 
to order 12 fully electric Alice 
eCargo planes from Eviation. 
With this engagement DHL aims 
to set up an unparalleled elec-
tric Express network and make 
a pioneering step into a sustain-
able aviation future. Eviation’s 
Alice is the world’s leading fully 
electric aircraft, which enables 
airlines – both cargo and passen-
ger – to operate a zero-emission 
fleet. Eviation expects to deliver 
the Alice electric aircraft to DHL 
Express in 2024.

“We firmly believe in a future 
with zero-emission logistics,” 
says John Pearson, CEO of DHL 
Express. “Therefore, our invest-

ments always follow the objec-
tive of improving our carbon 
footprint. On our way to clean 
logistics operations, the electri-
fication of every transport mode 
plays a crucial role and will sig-
nificantly contribute to our over-
all sustainability goal of zero 
emissions. Founded in 1969, DHL 
Express has been known as a pi-
oneer in the aviation industry 
for decades. We have found the 
perfect partner with Eviation 
as they share our purpose, and 
together we will take off into a 
new era of sustainable aviation.”

Alice can be flown by a single 
pilot and will carry 1,200 kilo-
grams (2,600 lbs). It will require 
30 minutes or less to charge per 
flight hour and have a maxi-
mum range of up to 815 kilom-
eters (440 nautical miles). Alice 
will operate in all environments 
currently serviced by piston 

and turbine aircraft. Alice’s 
advanced electric motors have 
fewer moving parts to increase 
reliability and reduce mainte-
nance costs. Its operating soft-
ware constantly monitors flight 
performance to ensure optimal 
efficiency.

“From day one, we set an auda-
cious goal to transform the avi-
ation industry and create a new 
era with electric aircraft,” said 
Eviation CEO Omer Bar-Yohay. 
“Partnering with companies like 
DHL who are the leaders in sus-
tainable e-cargo transportation 
is a testament that the electric 
era is upon us. This announce-
ment is a significant milestone 
on our quest to transform the 
future of flight across the globe.”

The aircraft is ideal for feeder 
routes and requires less invest-
ment in station infrastructure. 

NEWS
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The Alice can be charged while 
loading and unloading opera-
tions occur, ensuring quick turn-
around times that maintain DHL 
Express’ tight schedules. “My 
compliments to Eviation on the 
innovative development of the 
fully electric Alice aircraft,” says 
Travis Cobb, EVP Global Network 
Operations and Aviation for DHL 
Express. “With Alice’s range and 
capacity, this is a fantastic sus-
tainable solution for our global 
network. Our aspiration is to 
make a substantial contribution 
in reducing our carbon foot-
print, and these advancements 
in fleet and technology will go 
a long way in achieving further 
carbon reductions. For us and 
our customers, this is a very im-
portant step in our decarboniza-
tion journey and a step forward 
for the aviation industry as a 
whole.”

With innovation, performance 
and sustainability serving as its 
North Star, Eviation is creating 
a new era in aviation with the 
all-electric Alice aircraft. Alice 
has been specifically designed 
so that it can be configured for 
e-cargo or passengers. Eviation’s 
Alice all-electric aircraft is on 
track for its first flight later this 
year.

“The next time you order an 
on-demand package, check if it 
was delivered with a zero-emis-
sion aircraft like DHL will be 
doing,” said Eviation Executive 
Chairman Roei Ganzarski. 
“With on-demand shopping and 
deliveries on a constant rise, 
Alice is enabling DHL to estab-
lish a clean, quiet and low-cost 
operation that will open up 
greater opportunities for more 
communities.”

The decarbonization of its op-
erations is one of the main pil-
lars of DPDHL Group’s new 
Sustainability roadmap an-
nounced in Q1 2021. The Group 
is investing a total of 7 billion 
euros (Opex and Capex) by 2030 
in measures to reduce its CO2 
emissions. The funds will go in 
particular towards electrifica-
tion of last-mile delivery fleet, 
sustainable aviation fuels and 
climate-neutral buildings. On 
the way to the zero emissions 
target by 2050, which has al-
ready been in place for four 
years, the company is commit-
ting to new, ambitious interim 
targets. For example, as part of 
the renowned Science Based 
Target Initiative (SBTi), Deutsche 
Post DHL Group is committed 
to reducing its greenhouse gas 
emissions by 2030 in line with 
the Paris Climate Agreement.

NEWS
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Steps for Optimizing 
Waste Management 
at Your Warehouse
By Erich Lawson

5 
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sized solutions. For instance, 
investing in machines that 
have insufficient capacity to 
handle the amount of waste 
generated by your warehouse 
would mean wastage of valua-
ble resources like time, efforts 
and money.

2. SORT THE WASTE AT 
THE SOURCE ITSELF

One of the best and the cheap-
est way to handle waste 
is sorting it directly at the 
source. Precious man-hours 
are saved as the time spent 
on handling waste is reduced. 
Transportation costs are cut 
down. You need not pay a 
treatment fee to the waste 
management company if 
your waste is correctly sorted. 
With digitization, the process 
of sorting waste has become 
relatively simple. The sorting 
process can be simplified for 
your staff by placing marked 
bins at easily accessible points 
in the warehouse. The staff 
only needs to place the right 
type of waste into the right 
bin and the rest of the process 
is automated.

Warehouses are mostly very 
vast. This makes waste man-
agement in such buildings ex-
tremely challenging. Besides, 
waste management mistakes 
can prove to be very expensive 
in terms of environmental and 
financial footprints. Hence, the 
waste management process for 
a warehouse must be designed 
with great thought and atten-
tion to detail.Early planning for 
waste handling ensures that the 
waste is disposed of quickly and 
efficiently with the optimal use 
of resources. Also, while plan-
ning new construction or reno-
vation of the existing building, 
waste management planning 
should be prioritized. Listed 
below are 5 steps to optimize 
warehouse waste management.

1. ANALYZE THE 
CURRENT SCENARIO

The first step is to get a detailed 
picture of what your current 
waste management situation 
looks like. This will help you 
identify problem areas and 
eventually develop relevant 
solutions. A proper analysis 
will help you avoid the conse-
quences and hassles of under-

... 
A proper analysis 

will help you avoid 
the consequences 

and hassles 
of undersized 

solutions. 

For instance, 
investing in 

machines that 
have insufficient 

capacity to handle 
the amount of 

waste generated 
by your warehouse 

would mean 
wastage of valuable 

resources like 
time, efforts and 

money
...

3. INVEST IN THE RIGHT 
EQUIPMENT

Selecting the right waste 
management equipment is 
extremely important to avoid 
unnecessary hassles and ex-
penses. Identify the types 
of waste produced in your 
warehouse so that you can 
make the right choice for 
waste management equip-
ment. With the advancement 
in technology, waste manage-

5 STEPS FOR OPTIMIZING WASTE MANAGEMENT AT YOUR WAREHOUSE
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ment equipment has evolved 
tremendously. It is easy to 
operate and maintain. For in-
stance, garbage compactor or 
trash compactors. It will help 
reduce waste and make it fea-
sible to handle. 

4. TRAIN THE 
EMPLOYEES

Provide relevant training to 
all the employees regarding 
the process of waste man-
agement. Conduct training 
workshops designed as per 
the various departments of 
waste management. Correct 
training can equip employees 
to handle waste management 
more efficiently. Make the pro-
cess easier for employees. This 
can be achieved with some 
simple practices. For instance, 
place clear signboards which 
indicate the waste handling 
protocol.

5. REDUCE, REUSE, AND 
RECYCLE

Conduct audits to identify the 
opportunities for reducing, 
reusing, and recycling waste. 
Packaging materials are a 
great example in terms of cut-
ting down waste and associat-
ed expenses. By reducing the 
packaging weight, companies 
can save a lot of shipping costs 
as well as the energy involved. 
Wooden pallets can be easi-
ly reused in the warehouse. 
Businesses can also adopt the 
concept of returnable prod-
uct packaging for certain 
packaging materials which 
are extremely expensive to 
manufacture. By making it 
easier for the customers to re-
turn such packaging material, 
companies can reuse it several 
times and reduce expenses as 
well as the amount of waste 
generated.

Warehouse waste management, 
if done correctly, can prove to 
be highly beneficial on a lot of 
fronts. The key is to plan early, 
pay attention to detail, identify 
the bottlenecks, and implement 
the appropriate solution. It is also 
important to continually review 
the entire process as your busi-
ness grows and transforms to 
ensure that the process remains 
optimized.

... 
At best, you should 

dedicate more 
effort to optimizing 

inventory at each 
location based on 

your recession-
based business 

strategy and 
desired customer 
service level goals 

....
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Continuing our 2021 series of 
fire-side chats, it is with par-
ticular pleasure to chat-up with 
TOH Hui Leng, Chief Operating 
Officer at FairPrice Group Supply 
Chain. Hui Leng describes her-
self as “passionate about driv-
ing efficiency & innovation in 
Supply Chain through technolo-
gy” - a quality that is very rele-
vant to face-up to the many sup-
ply chain challenges in our path!

“Hui Leng, welcome 
to our fire-side chat & 
thank you for making 
the time to speak to us in 
your very busy schedule 
to talk to us about your-
self & your esteemed 
company” 

Let me start off by ask-
ing you to tell us about 
your background and 
experience? 

I have had an interesting ca-
reer considering I started off as 
accountant. I hold a Bachelor 

of Accounting Degree from the 
Nanyang Technology University 
Singapore. Prior to joining 
FairPrice I held a role as Auditor 
in the Audit General Office, fol-
lowed by the position of Chief 
Accountant with a French MNC 
in Freight & Logistics Company.

I joined FairPrice about 20 years 
ago, where I held various roles. 
I was exposed to many manu-
al systems in operations and I 
was tasked to drive and oper-
ationalise the transformation 
of the manual systems. This led 
to installing highly automated 

solutions in what I can consider 
a successful transformation pro-
gram. These involved various 
state-of-the-art technologies in-
cluding Sortation Systems, Pick-
to-Light, integrated ASRS, auto 
stores and many others. 

Today as the COO at FairPrice 
Group Supply Chain, my respon-
sibilities are still very much 
operational. I am responsible 
for leading the FairPrice Supply 
Chain’s operations team in en-
suring on-time deliveries to all 
FairPrice, Cheers, Unity outlets, 
as well as to On-Line customers, 
ranging from dry food, fresh 
food and grocery items.  I am also 
involved in driving a few busi-
ness development initiatives,

What are the key chal-
lenges you have as COO 
at FairPrice ?

My role is a very interesting one, 
while I support the CEO in busi-
ness development, I also take 
care of all operational require-

A Chat with

Chief Operating Officer, FairPrice Group Supply Chain
TOH Hui Leng
by Joe Lombardo,  Editor-in-Chief – LogiSYM Magazine
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ments, which comprises busi-
ness processes including e-2-e 
fulfillment (end-to-end),      tech-
nology solutions for operations 
and physical infrastructure. 

If you are our online user, you 
will see the wide range of on-
line services that we promote. 
Driving our products & service 
campaigns, are at the forefront 
of our digitalisation program. In 
today’s fast digitalising economy, 
it is a fundamental prerequisite 
to have an effective e-commerce 
& online channel offering. 

Whilst you seem to be 
well on track, what were 
the barriers & con-
straints you faced ?

Changing the business mind-
set was a big barrier, where we 
encountered tough obstacles to 
change. In addition driving new 
technologies comes at a cost, and 

in most times at a high cost. But 
if we want to progress we must 
take some calculated risks. My 
challenge has been to achieve 
the balance between the real re-
quirements of the business and 
the cost of realising a genuine 
transformation in the way we do 
things at FairPrice.

Our core “bread & butter” tech-
nologies have been in our B-2-B 
(business to business) capabili-
ties and over time we have im-
proved our methodology, tool 
and processes to achieve a high 
productivity rate of at least 2 to 3 
times that of manual operations.      
The technologies and how we are  
implementing this into our B-2-C 
(business to consumer) work, is 
the new thrust of our capabil-
ity build up, and this is being 
evolved as we scale up or down, 
remaining agile and nimble, in 
view of the huge fluctuation in 
demands from the customers.       

This business sector will contin-
ue to demand adaptable man-
agement and technology innova-
tions to stay competitive. 

Your achievements to 
date, have also been at-
tributed to working with 
good technology provid-
ers – what have been the 
success factors in your 
technology journey ?

That is right, we could not have 
done this on our own. Working 
with trusted solution providers 
has made all the difference. Our 
approach to finding the right 
solution provider has been based 
on diligent procurement pro-
cesses. In searching for the right 
technology partners, we did a 
lot of “window shopping” and 
comparison amongst providers’ 
capabilities to our specifications 
and expectations, even before re-
questing for a proposal. 

COLUMN
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Once we found a solution pro-
vider that could deliver a “fit-for-
purpose solution” and with the 
potential to scale subsequently, 
we then work on adding value 
to the basic, core technology 
solutions, namely, to achieve fea-
tures like easy-to-deploy, easy-
to-adapt and modify, and great 
user experience(UX) . We see our 
operational needs evolving very 
fast, and if technology upgrades, 
updates, adaptation and deploy-
ment to meet consumer and mar-
ket changes are not swift and 
not cost effective, we will fall 
rapidly behind our competitors. 
This is my focus area and one 
which I hold very dearly for my 
Company and Customers.

Your ability to create the 
right partnerships with 
your solution providers 
was also key – what was 
your approach and what 

was the most important 
aspect that achieved this 
success?

I fully agree that partnering 
is essential to achieve the best 
solution and to help deliver real 
transformation. No single com-
pany can ever achieve a success-
ful transformation on their own. 
For successful partnering, there 
must be a strong collaborative 
approach. This involves open-
ness to data sharing, knowledge 
sharing, trust in all aspects of 
security, risk and the provision 
of a mutual and resilient foun-
dation upon which we can work 
to achieve the best solution in 
the shortest time and at a com-
petitive cost. This is not easy 
to achieve, without a focused 
attention. 

The partnership also continues 
after the solution implementa-

tion, where we need to leverage 
the support of the solution pro-
vider’s knowledge, technical 
resources & expertise, agility to 
adapt and solve our problems to 
ensure our business continuity 
is secure at all times.

A key partner in your 
digital transformation 
has been Swisslog I be-
lieve that is where the 
successful partnering 
has yielded many ben-
efits – could you share 
with us your experience 
& how instrumental 
was Swisslog in helping 
FairPrice in their trans-
formation ?

Absolutely, Swisslog has been a 
key partner for us. Our 1st pro-
ject with Swisslog started in 
1999 and has continued for sev-
eral years. Our partnership also 
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Ms Toh Hui Leng is the COO of the FairPrice Group Supply Chain (FPGSC). On top of leading 
the FPGSC’s Operations team in ensuring on-time deliveries to all FairPrice, Cheers, Unity, 
and online customers, ranging from dry food, fresh food and grocery items, she is also re-
sponsible for leading green field development projects pertaining to Distribution Centres.  

During her career at FairPrice, she is instrumental in driving and operationalising the 
transformation of the manual logistics operations to one that is highly automated, deploy-
ing various state-of-art technologies including Sortation System, Pick to Light, integrated 
ASRS, Autostores, and many others.     

had a very strong relationship 
management. They understood 
our business in such detail that 
they brought many productivity 
improvements, both in software 
& hardware-driven automation. 
We appreciated their approach 
to building some system redun-
dancies, giving us options in 
solutions and the ability to make 
changes

They supported us well in re-
sponse to adhoc issues as well as 
for more technical issues. There 
was a very professional under-
standing in how we worked -  a 
great example of openness and 
collaboration in action.

Their efforts contributed signifi-
cantly to the advancement in our 
digital transformation journey.

It is great to hear of 
your success story with 
Swisslog, but in general 
can such relationships 
with solutions provider 
sustain for long periods 

and what does it take to 
keep them fresh?

Yes, I agree that like all relation-
ships, there needs to be a refresh 
element. Whilst Swisslog main-
tains strong expertise in mate-
rial handling solutions, making 
them very strong in warehous-
ing solutions, they, like many 
other solution providers, need to 
watch the market and Client’s re-
quirement changes.

By this, I mean that solution 
providers must also transform 
themselves to stay relevant to 
a Client’s needs. Today, I look 
for faster time to market - for 
solution deployments, offerings 
that can be quickly upgraded 
with the latest technologies, and 
competitive pricing models.  My 
financial background instinc-
tively drives me towards seeing 
things from a Opex vs Capex per-
spective, as software and system 
solutions have today become a 
consumable item and we tend to 
shy away from capitalisation of 

such system when we can!

I feel that with data generated 
by our businesses, solution pro-
viders have a great opportunity 
to utilise resources better and 
create better data analytics as 
well as visualisation models that 
strengthen their offerings. They 
need to also adapt to the new 
normal and fully refresh their 
business strategies.

“Hui Leng it’s been 
fascinating talking to 
you about your digital 
transformation journey 
but also we appreciate 
you sharing with us 
an important aspect 
of partnerships and 
deep collaboration with 
solution providers. We 
wish you the very best in 
your continued welcome 
to our fire-side chats & 
thank you for making 
the time to speak to us in 
your very busy schedule”
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A consequence of long periods 
of economic growth, like the 
one we just had from June 2009 
until March 2020, is that many 
members of the supply chain 
team have only experienced 
managing a supply chain during 
growth. Even experienced sup-
ply chain members may have 
forgotten what they learned dur-
ing the last recession more than 
10 years ago. The challenge for 
today’s supply chains is to not 
repeat the same mistakes made 
during the last recessionary pe-
riod. That’s why good times can 
be dangerous to supply chain 
operations.

Supply chains face different 
challenges in growth versus re-
cessive economies and must be 
managed to different company 
goals and objectives and differ-
ent customer expectations. To 
complicate matters, unique sup-
ply chain challenges take place 
during transitionary periods 
between growth and recessive 

markets. Moving from growth 
to recession usually means is-
sues involving too much, or the 
wrong type, of inventory, excess 
capacity and human capital, 
cash flow issues, and increased 
risk. Deep cuts in inventory, 
manufacturing, transportation, 
warehousing, not to mention 
people, that take place in reces-
sions can make managing the 
rebound after a recession very 
difficult.

This post compares and con-
trasts the major challenges for 
each supply chain functional 
area during growth and reces-
sive economies.

DEMAND 
FORECASTING:

During economic growth, prod-
uct demand tends to have lower 
volatility and the demand plan-
ning function can focus on 
improving forecast accuracy 
through scrubbing outliers, al-
gorithm fine tuning, incorporat-
ing new data streams as demand 
signals, internal and external 
collaboration, application of ad-
vanced technology, automation, 
multi-variate segmentation and 
the isolation and removal of 
bias—to name a few. During a 
recession, product demand tends 
to go through drastic changes, 
volatility increases and there is a 
widening gap between consum-
er demand (POS data) and cus-
tomer purchase orders. Forecast 

... 
The challenge for 

today’s supply 
chains is to not 
repeat the same 
mistakes made 
during the last 
recessionary 
period. That’s 

why good times 
can be dangerous 

to supply chain 
operations. 

...

Good Times Can Be 
Dangerous to Supply 
Chain Operations

By Henry Canitz
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accuracy can suffer based on 
your ability to leverage short 
term demand signals and a sig-
nificant amount of effort is spent 
troubleshooting demand data 
and reforecasting. This is espe-
cially if your forecasting system 
doesn’t provide machine learn-
ing and artificial intelligence 
that can quickly ingest new data, 
adjust and refine future plans. A 
renewed effort is needed to get 
closer to true consumer demand 
to minimize the supply chain 
‘whiplash’ effect.

NEW PRODUCT 
INTRODUCTION:

During economic growth new 
products come fast and furious. 
Significant time is spent on new 
product launches including test 
marketing, sell-in and launch 
curves. There is also a consider-
able effort around cannibaliza-
tion, replacement and phase out 
planning. For some industries 
where new products represent 

30 to 50% of sales each year, 
new product planning can be all 
consuming. During a recessive 
economy fewer new products get 
introduced as companies try to 
conserve cash and reduce risk by 
focusing on their most profitable 
products. Planner priorities need 
to adjust to drive forecast accu-
racy of mature products to mini-
mize production, transportation 
and distribution costs while 
maximizing revenues. You may 
also spend more time on product 
rationalization to streamline the 
overall product portfolio and put 
more focus on product differen-
tiation and margin contribution.

INVENTORY 
MANAGEMENT:

During growth it seems you can 
never have enough inventory. 
The focus is on servicing the 
customer and expanding mar-
ket share. Inventory stocking 
locations and the total amount 
of inventory grows to support an 

ever expanding product offering 
into more distribution channels. 
Optimizing inventory to ensure 
high availability is more impor-
tant than minimizing inventory 
investment. During a recession, 
companies are often caught with 
too much inventory in the wrong 
locations. This can be especially 
challenging for shorter life prod-
ucts. Often, consumer buying 
habits change favoring more val-
ue-based versus premium prod-
ucts and buying in larger quanti-
ties at club stores versus smaller 
pack sizes at convenience stores. 
Inventory optimization is still 
important, but in a recessionary 
market minimizing inventory 
investments outweigh maximiz-
ing customer service. At best, 
you should dedicate more effort 
to optimizing inventory at each 
location based on your reces-
sion-based business strategy and 
desired customer service level 
goals.
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TRANSPORTATION AND 
REPLENISHMENT: 

During growth periods compa-
nies focus on supporting growth 
through more distribution and 
transportation capabilities. 
Additional distribution facilities 
are added to compress the time 
from customer order to delivery. 
Premium transportation ser-
vices are used to meet ever-in-
creasing customer delivery ex-
pectations. Value-added services 
multiply all supported by higher 

revenues and a focus on custom-
er service. During a recession, 
the focus is on cost reduction 
through consolidation and op-
timization. Cash flow becomes 
the priority spurring a renewed 
focus on optimizing by mode, 
carrier, and lane. Consumers are 
willing to wait a bit longer for 
their products if they are able to 
get a better price.

PRODUCT / CHANNEL / 
MARKET MIX:

 During long growth markets the 
number of products, distribu-
tion channels, and markets all 
expand to chase market share 
and expanding profits. Brick 
and mortar companies expand 
into e-commerce channels and 
vice versa and many companies 
expand into new domestic and 
international markets. These ex-
pansions consume significant 
supply chain resources to set up, 
plan for and operate new dis-
tribution facilities, lanes, prod-

ucts, and relationships. During 
recessionary periods companies 
tend to focus on their core com-
petencies. Rationalization be-
comes key to understanding and 
focusing on the most profitable 
products, channels and markets. 
Prioritizing value-based chan-
nels and products to match with 
new consumer preferences is 
essential.

PURCHASING 
AND SUPPLIER 
MANAGEMENT:

Growth often requires addi-
tional suppliers. A focus on sup-
plier onboarding and supplier 
capability management is key. 
Longer-term contracts are signed 
to ensure materials continue to 
flow. Alternative supply is estab-
lished to ensure demand spikes 
can be met. To minimize costs 
and cash flow during recessions, 
there needs to be a focus on con-
solidating suppliers and shorter 
more flexible contracts. Supplier 

... 
At best, you should 

dedicate more 
effort to optimizing 

inventory at each 
location based on 

your recession-
based business 

strategy and 
desired customer 
service level goals 

....
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... 
Rationalization 
becomes key to 
understanding 
and focusing on 

the most profitable 
products, channels 

and markets. 
Prioritizing value-

based channels and 
products to match 

with new consumer 
preferences is 

essential.
....

bankruptcy becomes a big issue 
requiring in-depth risk assess-
ments, on-going monitoring and 
a renewed focus on contingency 
planning.

MANUFACTURING:

During growth periods manu-
facturing operations are focused 
on aligning and growing capac-
ity to meet growing demand of 
a broader product mix. A mul-
ti-level manufacturing planning 
focus on optimizing plant as-
signment and detailed schedul-
ing of specific orders is needed 
to meet customer delivery re-
quirements. Once again, custom-
er service trumps financial con-
siderations. During a recession 
the focus turns to reducing and 
optimizing capacity to minimize 
costs. A focus on mature, high 
profit products leads to longer 
runs and fewer changeovers 
helping to maximize product 
output and minimize costs.

CUSTOMER SERVICE:

During growth markets it is all 
about avoiding service failures, 
offering value-added services 
and accelerating delivery times 
to satisfy the customer and grow 
market share. The Customer 
Is King. During recessionary 
markets the focus is on main-
taining good relationships with 
your most profitable custom-
ers. Multi-variate segmentation 
(both demand and supply) is a 
key capability to understanding 
what channels, markets and cus-
tomers should be the highest pri-
ority. Cash Is King.

No one will argue that extend-
ed growth periods are good 

for businesses. However, if we 
don’t retain what we learned 
from past recessionary peri-
ods, long growth periods and 
the transition between growth 
and recessionary markets can 
be a dangerous time for supply 
chain operations. Early warning 
to market changes, the ability to 
quickly conduct end-to-end sup-
ply chain simulations and ‘what-
if’ scenarios, and agile supply 
chain capabilities are the keys 
to successfully managing during 
growth, recessions and the chal-
lenging transitions in-between. 
A multi-dimensional improve-
ment initiative focused on peo-
ple skills, agile processes, robust 
data management, and advanced 
supply chain technology will lay 
the foundation for surviving the 
current COVID-19 induced reces-
sion, ensuing rebound and fu-
ture market changes.

We are in this together. 
Remember, Logility is here to 
help.

FEATURE
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As discussed in our last post, the 
COVID-19 pandemic continues 
to fuel rapid e-commerce 
growth, with online sales in May 
up nearly 93% over the previous 
year, according to a recent 
Mastercard SpendingPulse 
report. While many businesses 
already received the green 
light to reopen, a recent surge 
of coronavirus cases is now 
causing more consumers to 
turn to online shopping and 
even prompting some retailers 
to voluntarily shut down stores 
again, like Apple recently did 
in several states. Some stores 
will meet an even grimmer 
fate—just three months after 
predicting 15,000 total closures 
for 2020, Coresight Research is 
now estimating 20,000 to 25,000 
brick-and-mortar stores will 
shutter this year.

With warehouses already 
exceeding capacity and the 
holiday season right around 
the corner, many retailers are 
seeking new ways to expand 
fulfillment operations to meet 
peak sales in Q4 2020. Here are 
some solutions to help retailers 
handle high volumes over the 
holidays.

EXPLORE 
ALTERNATIVES FOR 
POP-UP FULFILLMENT 
OPERATIONS

While e-commerce may have 
represented a small fraction 
of sales for many retailers pre-
COVID-19, it is now becoming 
an integral sales channel 
as more brick-and-mortar 
stores close their doors and 
consumers continue to opt for 
the convenience—and safety—

of online shopping. With 
warehouse demand at an all-time 
high, below are a couple options 
retailers can explore to keep 
up with increased capacity and 
deliver on customer demands 
during the peak season:

• Leverage retail store 
infrastructure. With many 
stores are still limiting human 
capacity to maintain safe 
social distancing, retailers 
can make the most of their 
current brick-and-mortar 
locations by transforming 
them into micro-fulfillment 
centers to process online 
orders. Based on the store 
layout, some locations may 
be better suited and utilized 
for different fulfillment 

methods, including ship-
from-store, buy online 
pick up in store (BOPIS) or 
curbside pickup.

• Identify alternative vacant 
spaces. With mall stores 
accounting for more than 
half of the brick-and-mortar 
closures for 2020, many mall 
owners will be looking for 
new tenants—or ways—
to help cut costs. Consider 
leasing and converting 
unutilized space into last-
mile operations for BOPIS 
or delivery. Many malls are 
located close to customers, 
making them ideal for rapid, 
cost-effective fulfillment.

REVIVING RETAIL: HOW TO EXPAND FULFILLMENT OPERATIONS TO MEET HOLIDAY SALES VOLUMES
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IMPLEMENTING 
NEW FULFILLMENT 
SOLUTIONS

When deploying new fulfillment 
strategies, there are many 
elements to consider for a safe and 
cost-efficient implementation. 
Whether utilizing existing retail 
stores or new pop-up locations 
to increase capacity, here are a 
few ways retailers can achieve 
business success and customer 
satisfaction over the holidays:

• Advanced Automation: 
In a time when labor is 
already scarce and social 
distancing standards are 
mandatory, automation 
solutions like robotics can 
help reduce labor costs 
and minimize the spread 
of coronavirus. Retailers 
seeking short-term solutions 
can also opt for a robotics-
as-a-service program, which 

allows businesses to rent 
or lease robots without 
a large upfront capital 
investment or long-term 
commitment. Solutions like 
Tompkins Robotics’ t-Sort 
for micro-fulfillment can be 
implemented in weeks—not 
months—and expanded in 
hours to accommodate peak 
spikes.

• COVID-19 Compliance: As 
COVID-19 cases continue to 
climb across the country, it 
is more important than ever 
to verify that all processes 
are designed to protect the 
well-being of employees 
and customers. One option 
is to deploy a mobile task 
management solution such 
as SentryCheck, which uses 
a checklist application to 
monitor task completion 
and regulatory compliance 
across operations.

• Inventory Intelligence: As 
retailers continue to expand 
fulfillment operations 
and sales channels, a 
comprehensive inventory 
management system is 
vital to avoid stocking 
issues, delivery delays and 
increased costs. Seek out 
a software solution that is 
capable of integrating and 
providing complete visibility 
across all sales channels, 
fulfillment methods and 
facilities through a single 
platform.

This post is part of our “Reviving 
Retail” blog series. Learn more 
about overcoming operational 
challenges amid COVID-19 in 
the related articles below or visit 
our newsroom to stay up to date 
on our latest news.
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