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Dear Readers,

Whilst we continue to see the political disruptive 
rhetoric on trade, security and climate change, 
the new world order of relationships and 
alliances ferments. For many such disruptive 
factors disturb the status quo, but there is little 
option except to adapt to the new norms.  

Technology is clearly a pivotal factor in all of the 
political issues. The speed at which technology is 
driving businesses, enabled by the supply chain 
is even more exciting. The big battles on trade 
are not going away. TPP is proving to be quite a 
resilient project. RCEP is finding its place along 
side TPP. And EU is not relenting on its FTAs. 

As practioners, there is a lot to do in the supply 
chain industry. Anticipating and readiness for 
implementations of agreements and processes 
should stay on course.     

“We should not be distracted by the political 
rhetoric”. 

Innovations in the supply chain industry 
are accelerating. IT solutions are enabling 
e-commerce and various e-systems. These 
require higher and more effective automated 
systems. Operational costs are under pressure 
which drives then need for more  productivity in 
the execution of solutions. 

During the LogiSym 2017 in Singapore, we 
discussed and debated many topics. The 
appetite for e-applications both for b2b and b2c 
are clearly dominating the evolution. However 
whilst we know that the future will be e-enabled, 
the transition is proving to be more challenging.”..
there is a lot going on and the buzz is great! “

……could this be the calm before 
the storm?

from the editor

The traditional models are still holding their 
ground despite strong energy to change. The 
views and arguments on why the change is not 
evolving at a faster pace are also interesting. 
Change in the supply chain industry is 
nevertheless moving forward. But what we 
also see are bigger gaps opening up between 
enablers and providers. 

The b2c evolution seems to driving a lot of 
the e-applications in the mass market. This is 
clearly at the forefront of changing mind-sets 
by consumer behaviours and choices. The b2b 
market seems to be evolving at a slower pace, 
more cautious in mind set change and in the 
adoption of the b2b available technologies.

Technology enabled solutions require serious 
investment in infrastructure, tools and people. 
Getting it wrong is even more expensive. 
Which makes the change from the traditional 
model to the new age model very challenging.
In all of this, people still play a big role in 
driving, enabling and sustaining the evolution 
of the industry and changing mind sets!

In this month’s issue, the featured articles by 
Marie-Claire Ross - Chief Corporate Catalyst 
at Trustologie on Motivating Teams for High 
Performance and one by  Mike Ghasemi – 
Research Director at IDC on e-Commerce 
Enablers make good reading on what is 
happening out there and how you can adapt 
it to your business.

As usual I look forward to receiving your 
feedback at info@lscms.org and even 
publishing an article of yours.  

Joe Lombardo
Editor in Chief
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a word from the president

This month's message will be a fairly short 
one. It has been a busy month in the lead up 
to our flagship event LogiSYM Singapore. By 
most accounts it was a successful event and 
we had more than 400 registrants again this 
year.

The gauntlet has been thrown down and 
the challenge now is to make sure our future 
events are at least of a similar, if not higher 
standard. Our next events will be in Malaysia, 
India, Oman and Dubai respectively so please 
look out for updates on this.

I would like to thank all the sponsors and 
speakers who helped make LogiSYM 
Singapore a resounding success. 

As always, we hope you find this issue a 
worthwhile read and please keep that 
feedback coming.

Raymon Krishnan
President
The Logistics & Supply Chain  
Management Society
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Marie-Claire Ross
Chief Corporate Catalyst 

Trustologie

Marie-Claire Ross is the Chief Corporate 
Catalyst at Trustologie.  She is a 

workplace sociologist, author and 
consultant focused on helping leaders 
create high trust work environments.  
Her highly acclaimed book, Transform 
Your Safety Communication reached 

number three on Amazon.  If you 
want to find out more about building 

trust, download the free insights 
paper Building Trust - How High-Trust 

Companies Deliver Faster Results, 
Increase Profitability and Loyalty at 

http://bit.ly/buildingtrust2016.

Darryl Judd
Chief Operating Officer

Logistics Executive Group

Darryl brings 28 years of executive 
leadership and consulting experience 
and is regular contributor on thought 
leadership across numerous industry 

publications and is a frequent 
speaker at international conferences 
and events on business leadership, 

strategy & people alignment and talent 
management. He was instrumental 
in the creation of Logistics Academy 

and presently holds an advisory board 
appointment with industry group 
LSCMS. In 2014, he was appointed 
as a global expert to IATA’s Global 

Innovation Award selection board and 
has held senior executive positions 

within the airline, air cargo and aircraft 
leasing industry.

Mike Ghasemi
Research Director, Retail Insights - Asia Pacific

IDC

Mike Ghasemi is the Research Director 
for IDC Retail Insights & Hospitality Asia 

Pacific, where he leads the definition, 
creation, and production of IDC market 

intelligence solutions for countries 
across the region. Before joining IDC, 
Mike spent 15 years in the IT industry, 

with 10 years in retail information 
technology software solutions.
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Emirates Airline Sees Full-Year Profits 
Slump on External Factors
A combination of geo-political and 
macroeconomic factors brought 
about a sharp reduction in earnings 
at Emirates Airline in the 2016-17 
financial year, the Dubai-based carrier 
reported May 11.

Net profit dropped 82.5% compared 
to 2015-16, at AED1.25 billion ($340 
million) compared to net profit of 
AED7.13 billion last year. Revenue for 
the period was static at AED85 billion.

Emirates Group chairman & CEO 
Sheikh Ahmed bin Saeed Al Maktoum 
said the aviation and travel markets 
were notoriously vulnerable to social, 
economic and political events and “for 
us, this year has been a particularly 
testing one.”

Cargo carried increased 2.7%, to 
2.58 million tonnes. The other main 
component of Emirates Group, the 
dnata ground-handling company, saw 
its profits rise to AED1.2 billion from 

just over AED1 billion a year earlier. 
“Dnata bucked industry trends to mark 
its most successful and profitable year 
of operations yet,” Al Maktoum said.

“Our airport operations division 
made several key investments, which 
significantly grew our footprint in the 
Americas. This includes the acquisition 
of Ground Services International in 
the US, which added 18 airports to 
our international airport operations 
network; a 50% stake in GTA Aviation’s 
cargo and ground handling operations 
at Toronto Pearson International 
Airport, Canada; and the addition of 
Sao Paulo and Rio de Janeiro to our 
existing Brazilian operations.”

Taken overall, the Group reported 
a net profit of AED2.5 billion, down 
70% from last year’s record profit, with 
Group total revenue of AED95 billion, 
a 2% increase on 2015-16.

Emirates SkyCargo saw cargo revenues 

decline in its full year ending 31 March, 
despite carrying higher volumes. 
The carrier reported revenues of 
AED10.6bn, ($2.88bn) for the year, 
accounting for 13% of the airline’s total 
transport revenue. However, cargo 
revenue fell 4.9% from a year earlier, 
although it carried 2.57m tonnes, 2.7% 
more than the previous year.

The carrier said: “This decline resulted 
from a combination of a fall in prices 
and depreciating exchange rate 
effects which were offset, to an extent, 
by higher volumes.

“The yield, however, was lower on 
account of weakening currencies and 
route mix impact.”

However, Emirates added that its 
“solid performance against the tepid 
global air freight market speaks to 
the division’s success in building on 
its strengths and adapting to new 
opportunities”.

ATSG 
Forecasts 
‘Solid 
Growth’ Into 
the Next 
Decade

Air Transport Services Group (ATSG) 
reported first-quarter net income up 
21.5 percent y-o-y to $10.0 million as 
net revenue jumped 34.1 percent to 
$238 million. Operating income for the 
quarter was up 15.6 percent to $17.7 
million. Adjusting for the impact of 
non-cash expenses related to warrants 
associated with ATSG’s agreement 
with Amazon, net earnings were up 33 
percent to $11.2 million.

Discussing the first-quarter results, 
ATSG’s senior management stressed 
that, with the major expenses 

required by the Amazon agreement 
now mostly out of the way, and with 
the acquisition of PEMCO World Air 
Services beginning to make a strong 
contribution, things would only get 
better. They said the ACMI segment 
would return to profitability this year, 
and that earnings from the CAM 
leasing segment would strengthen. 
In the words of CEO Joe Hete, not 
only are things good now, but ATSG 
is looking ahead to “solid growth into 
the next decade.”
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K Line to 
Merge 
Two Ship 
Management 
Firms
Japan’s shipping company 
Kawasaki Kisen Kaisha (K 
Line) has decided to merge 
two of its ship management 
subsidiaries, Taiyo Nippon 
Kisen and Escobal Japan, 
on July 1, 2017.

The company informed that the 
businesses are tentatively scheduled 
to be renamed K Line RORO and Bulk 
Ship Management on April 1, 2018.

K Line has opted for the move in 
an effort “to insure a success of 
the reorganization of the structure 
of the group’s ship management 
system to a further and higher level 
by consolidation of the extensive 
experience and valuable know-
how” accumulated within the two 
respective companies.

The new ship management system 
will “realize more secure and 
environmental-friendly services 
that will meet the day-by-day 
increasing demand for reduction 

of environmental load toward a 
sustainable and livable world,” K Line 
said. Following the merger, K Line 
will hold three ship management 
companies, namely, K Line Ship 
Management Company dedicated 
to containerships, tankers and gas 
carriers, K Line LNG Shipping (UK) 
Limited, dealing with LNG carriers, and 
Taiyo Nippon Kisen which would be 
focused on car carriers and dry bulk 
carriers.

The company believes that the new 
management system “will further 
improve and upgrade future services 
with higher quality and greater 
security.”

Drewry: Crude Tanker Market to See 
Recovery in 2020
Recovery in the crude tanker shipping 
market is not expected until 2020 
as weak trade growth and a bloated 
orderbook limit any rate recovery, 
shipping consultancy Drewry said.

The timing of recovery will depend 
on the extent of scrapping activity, 
is expected to gather momentum 
towards the end of 2017, once the 
International Maritime Organization’s 
(IMO) ballast water convention is 
implemented.

Since some owners might bring special 
surveys forward, the real impact of the 
IMO regulation will not be seen until 
2018, according to Drewry.

In the existing fleet, there are about 

20 million dwt of vessel capacity aged 
19 years or more, for which the fifth 
special survey is due during 2017-
22, all of which could be scrapped 
during the period, as unattractive 
freight rates, poor employability and 
the additional cost associated with 
complying with the regulations will 
force owners to scrap them.

Additionally, there are about 367 
vessels of 67  million dwt for which 
the fourth special survey is due during 
2017-22. As these vessels are currently 
in the age range of 14-19 years, owners 
will have to decide whether to scrap 
them before they are due for their next 
survey as the owners will have to incur 
the additional cost of fitting ballast 
water treatment systems (BWTS) as 

well as scrubbers required to comply 
with IMO regulations on sulphur limits.

If about a third of these vessels are 
demolished during the forecast period, 
the recovery in tanker freight rates will 
not start until after 2019. However, the 
extent of actual demolitions will be a 
crucial factor for deciding how quickly 
the market recovers.

“We expect the market to start a 
gradual recovery from 2020. For any 
recovery before 2020, demolitions 
need to be strong enough to keep 
fleet growth slower than demand 
growth,” Rajesh Verma, Drewry’s lead 
analyst for tanker shipping, said.
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DP DHL Reports Strong 
Q1 Results Thanks to 
Dynamic Express, Parcel 
and eCommerce Divisions

Deutsche Post DHL Group 
reported that its revenues 
were up by 7.3% year-on-
year to €14.9bn in the first 
quarter of 2017. 

All four divisions contributed, 
though the company emphasised 
that volumes and revenues saw 
“substantial growth in particular in the 
German and international Parcel and 
eCommerce businesses as well as the 
global Express business”.

Group EBIT in the first quarter was 
the highest in the Group’s history, up 
by 1.4% to €885m. Adjusted for the 
non-recurring positive effect posted 
by Supply Chain in 2016, the increase 
in EBIT was 6.0%. The improvement 
in the Group’s profitability was driven 
largely by Express, with a significant 
double-digit growth in operating 
profit.

In the Post – eCommerce – Parcel (PeP) 
division, revenues were up by 6.4% to 
€4.5bn in Q1. This was mainly due to 
volume and revenue growth in the 
eCommerce – Parcel unit, which saw 
revenues grow by 17.5% to €2.0bn. 
DHL also asserted that its international 
eCommerce, domestic U.S. and 
cross-border Asian businesses, were 
growing particularly dynamically. 

In Express, both revenues and earnings 
expanded at double-digit rates (13.0% 
and 11.5% respectively). Revenues 
improved largely due to volume 
growth of 8.0% (daily volumes) in 
the international time-definite (TDI) 
delivery business, coupled with 
“successful” yield management. 

EBIT of €396m was put down to 
“further network enhancements, 
rapid international growth and pricing 
initiatives”, with the operating margin 
standing at 11.0%.

In Global Forwarding, Freight, 
revenues were up by 6.6% to €3.5bn. In 
line with the positive market trend, the 
division registered significant growth 
in revenue and volumes in both its air 
freight and ocean freight businesses. 
In air freight, tonnage handled was up 
by 13.9%, thanks to new business wins 
from the previous year. 

However due to contract structures, 
year-on-year rate increases from 
carriers can only be passed on to 
customers with a delay, limiting 
revenue gains to 6.9% in the quarter. 

As a result, air freight gross profit fell 
by 1.4%. Ocean freight TEU volumes 
increased by 6.4%, mainly thanks to 
growth on Asia to Europe trades, and 
to a lesser extent, Transpacific trades. 
Freight rates increased considerably 
on most trade lanes, in some cases 
due to capacity shortages. 

As with air freight, the pattern was one 
of revenue growth (3.7%) but a gross 
profit decline (-0.6%).

As for DHL Supply Chain, the 
division reported “positive operating 
performance” in all regions. Revenues 
improved by 3.8% to €3.5bn. 
Additional contracts worth €192m 
were won from new and existing 
customers in the quarter. 

Compared to the previous year, 
the Life Sciences & Healthcare and 
Technology sectors reported the best 
revenue growth. 

Although EBIT fell from €127m to 
€99m, adjusted for the net one-off 
effect of €38m recorded in 2016, Q1 
2017 EBIT increased by 11.2% year-on-
year.

Photo: Courtesy of DHL.com
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Panalpina 
Snaps Up 
Danish and 
Kenyan 
Forwarders

Panalpina has announced 
two acquisitions: a Danish 
logistics operator with 
a seafreight focus and a 
Kenya-based perishables 
specialist in the export of 
flowers and vegetables.

The Switzerland-headquartered 
logistics giant will acquire the 
family-owned Kenyan forwarder Air 
Connection, subject to conditions.

The deal comes two years after 
Panalpina increased its presence in 
Kenyan flower logistics by acquiring 
perishables specialist Airflo, Kenya’s 
second largest airfreight forwarder, 
and only two weeks after Panalpina 
formally announced the launch of its 
global Perishables Network.

And as part of its global growth 
strategy, Panalpina has also taken 
a majority stake in Carelog Freight 
Service and its subsidiaries, a Danish 
freight forwarding and logistics 
company with a strong foothold in 
ocean freight and roots in the western 
part of Denmark.

A spokesperson for Panalpina said that 
Carelog’s portfolio complemented 
the new owner “ideally in terms of 
geography, product strengths and 
customer mix”.

The two companies acquired by 
Panalpina have agreed not to disclose 
any financial details of the deal. 

Stefan Karlen, Panalpina’s chief 
executive said of the Kenyan takeover: 
“The acquisition of Air Connection 
will strengthen our existing global 
Perishables Network and our position 
as the clear market leader in the 
perishables arena in Kenya.

“Air Connection is specialised in the 
export of flowers and vegetables 
from Kenya to multiple destinations 
including the Netherlands and the UK, 
and is currently the country’s fourth 
largest forwarder in terms of air freight 
export volumes. The merged company 
will handle around 70,000 tons of 
perishables air freight per year.”

Manjit Brar, owner and managing 
director of Air Connection, said: “While 
most of Panalpina’s flower exports 
from Kenya currently go to auctions 
in Amsterdam, we are specialised in 
direct shipments to customers. And 
while Panalpina is strong with big 
charter shipments from Kenya to 
Europe, our strength lies in smaller 
shipments on scheduled passenger 
flights to over 150 destinations 
worldwide.”

A trend towards direct shipments 
formed part of the rationale behind 
Panalpina’s further expansion in the 
Kenyan perishables market as outlined 
by Conrad Archer, managing director 
of Panalpina Airflo.

Archer said: “Increasingly, buyers of 
perishables want to source directly 
from the producer and producers 
want to sell directly to the country 
of consumption. Direct shipping 
bypasses intermediaries, reducing 
touch points in the supply chain.

"It removes unnecessary costs, 
potential delays and most importantly 
allows a fresher product to be 
offered to the consumer. At the same 
time, this development will make 
sophisticated end-to-end solutions 
even more important than today. 
Joining forces with Air Connection 
will offer additional opportunities 
to grow the perishables business in 
Kenya, especially with the export of 
vegetables, herbs and cuttings.”

The merged company will employ 
over 350 staff in Nairobi and offer 
3,000 sq m of cold storage capacity, 
which is soon to be extended even 
further to 4,000 sq m. It will also run an 
office at the port of Mombasa where 
Panalpina plans to develop the ocean 
freight business for both perishables 
(using reefers) and dry cargo.

Of the Carelog acquisition, Karlen 
said: “We want to increase our market 
share in Denmark. The country has 
many export-oriented companies 
and its biggest industries, namely 
manufacturing, consumer, retail, 
fashion as well as healthcare, are 
industries that we focus on and serve 
globally.”

Founded in 2008, the Danish freight 
forwarding and logistics company 
started out with customers in the 
furniture and fashion industry and 
then expanded to other sectors such 
as machinery and agriculture.

The merged Danish company employs 
approximately 70 people that provide 
ocean freight, airfreight and logistics 
services from six locations in all regions 
of Denmark including in Copenhagen, 
Aarhus and Odense.
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Linfox Reshuffles its Leadership Pack
Peter Fox says move made to ensure 
company’s growth

A new set of faces will lead Linfox into 
its future in one of the biggest senior 
executive shake-ups the company has 
undertaken.

No fewer than five executive have new 
positions from July 1. With their new 
titles, they are:
•  Linfox International Group (LIG) CEO 
Greg Thomas
•  FMCG president Kylie Fraser
•  BevChain CEO Matt Sheridan
• Linfox Australia and New Zealand 
COO Mark Mazurek
•  Linfox Intermodal (formerly Linehaul) 
president Ian Strachan.

"These changes will ensure Linfox 
continues its strong growth and is well 
positioned to adapt to the evolving 
needs of our customers," Linfox 
executive chairman Peter Fox says.

"I am delighted to appoint these well-
deserving, talented individuals to key 

leadership positions in our business.
"It is wonderful to see all these roles 
being filled by internal candidates."

Formerly FMCG president, Thomas 
will retain responsibility for Linfox’s 
healthcare portfolio.

Based in Bangkok, he replaces Gabby 
Costigan who will step down as CEO 
of LIG on June 30 and was thanked for 
her "strong business leadership and 
strategic direction".

Fraser returns to Linfox after six years 
at BevChain during which it doubled 
in size and broadened its services and 
customer base.

"Kylie is driven by improvements to 
her customers’ supply chains and 
finding new solutions to their daily 
challenges," BevChain chair and Linfox 
CEO Annette Carey says.

Sheridan joins BevChain from Linfox 
Logistics where he was general 
manager retail for Woolworths. 

"Matt has a strong understanding 
of the demands of manufacturers 
and retailers through his experience 
managing the national Woolworths 
contract, including parts of its BWS 
network," Carey says.

Mazurek is the former Linehaul 
president and takes over a newly 
created role responsible for the day-
to-day running of Linfox Logistics 
and will continue to report directly to 
Carey.

"Mark has successfully led the Linehaul 
team for six years," Fox notes. "He 
joined Linfox in 2006 as Vice President 
Wood, Packaging, Print Solutions and 
Events with responsibility for some of 
Linfox’s largest customers. He joined 
the Linehaul team in early 2010 as 
Vice President before being appointed 
President in 2011."

Strachan will oversee interstate 
transport by road, rail and sea and 
his segment gains a name change to 
reflect modern realities.

Gati Posts 
Mixed Q4 
and FY 
Financial 
Results

Gati has announced increased 
revenues in its 2016-2017 fiscal 
year results. Revenues grew 1.3% to 
INR17.0bn. EBITDA also improved by 
6.6% to INR597m, but net profit after 
minority interests dropped by 19.9% 
to INR295m.

In Q4, Gati saw negative revenue 
growth, which decreased 3.4% year-
over-year to INR4.2bn. Net profits after 
minority interests dropped by 40% 
year-over-year to INR93m.

Founder and CEO of Gati, Mahendra 

Agarwal, commented on the results, 
“The post festive slowdown in the 
e-commerce industry and the slow 
tapering down of the after effect of 
demonetization on both B2B and 
B2C segments had a material impact 
on the company’s performance. We 
expect a substantial momentum 
built up in FY17-18 in the GST 
context further aided by our recent 
portfolio enhancement including Gati 
Fulfilment Services and end-to-end 
Supply Chain Solutions.”
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APL 
Logistics 
Records 
Profit. KWE 
Suffers.
APL Logistics reported a 2.7-billion-
yen ($23.7 million) profit in fiscal 2016, 
ending March 31, as an uptick in US-
Mexico cross-border business serving 
the auto part industry and finished car 
transport in India offset weaker ocean 
freight forwarding performance.

A favourable exchange rate for US 
importers is driving more cross-
border business between Mexico and 
the United States, despite concerns 
about a potential trade war. Vehicles 
and automotive parts are the top 
commodity, according to the US 
Bureau of Transportation Statistics.

The US imported about $6.4 billion 
in vehicles and parts from Mexico in 
February, with $3.3 billion of those 
automotive imports moving by rail, 
BTS data show.

Kintetsu World Express (KWE), APLL’s 
parent company, said its logistics units, 
led by the former arm of container line 
APL showed stable growth, largely 

in the Asia region. KWE said the US 
economy continued to expand due to 
solid domestic demand and job gains, 
while Europe has performed well 
despite worries over Brexit.

Profit at (KWE) fell 14.9 percent to 
13 billion yen in fiscal 2016 despite 
growth of 22 percent in sea freight 
exports and 2.9 percent in sea freight 
imports.

KWE is still coping with debt from its 
purchase of APLL, as the unit also had 
to deal with 3.4 billion yen worth of 
amortization losses.

In Japan, KWE’s home and largest 
market, air cargo exports rose 16.5, 
powered by shipments of electronic 
components, mostly, semiconductors 
and related equipment, while air cargo 
imports rose 3.2 percent on the back 
of higher demand for electronics.

Equipment, machinery, and 
construction materials provided 
growth of 10 percent in sea freight 
export volumes out of Japan at 
KWE, while imports rose 4.2 percent, 
driven by auto parts and computer 
accessories. KWE’s Japan profit rose 
7.6 percent to 4.4 million yen.

Profit in the Americas took a hit, falling 
43.2 percent to 2.5 million yen even 
as ocean freight exports rose 15.3 
percent as a result of greater demand 
for aerospace products. Imports 
increased 8 percent as existing 

customers ramped up shipments. Air 
cargo imports in the Americas fell 9.3 
percent while air cargo exports fell 4.8 
percent.

Europe, the Middle East and Africa 
were a bright spot for KWE, as profit 
surged 36.8 percent to 1.4 million yen 
because of growth in air cargo imports 
of 11 percent from auto parts and 
chemical products. Air cargo exports 
rose 2.6 percent, also because of 
growth in auto parts. Ocean cargo was 
not as vibrant, with exports declining 
0.8 percent and imports down 9.3 
percent.

Profit in East Asia and Oceania fell 
11.6 percent to 5 million yen as ocean 
exports rose to 8.3 percent as existing 
customers increase their volumes, but 
ocean imports declined 1.9 percent 
as some major customers moved 
less shipments. Air cargo exports fell 
1.9 percent as demand for electronic 
products slackened, while air cargo 
imports inched up 0.3 percent.

Southeast Asia had the best 
performance for KWE, with profit 
rocketing 54.8 percent to 3 million yen 
as electronics and auto parts exports 
rose 24.9 percent and imports rose 
6.8 percent, also because of higher 
shipments of auto parts, as well as 
telecommunications-related goods. 
Air cargo exports rose 24.4 percent, 
lifted by electronics and auto parts, 
but air cargo imports declined 1.9 
percent.
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Cold Chain Logistics 2017

Cold Chain Logistics 2017 
is a 50-page report that 
provides analysis of the 
cold chain logistics market 
and commentary around 
the future prospects of the 
industry as a whole, as well 
as from a vertical sector and 
geographical perspective. 
It offers insight into the 
complex, but potentially 
lucrative, nature of 
temperature -controlled 
supply chains.

The market continues to grow as new 
cold chains are created as a result of 
the buying power of rising middle 

classes in China and other developing 
countries, and by new demands for 
healthier and higher quality products. 
At the same time, however, restrictions 
on pharmaceutical production and 
growing consumer awareness of 
food safety is pushing the tightening 
of government regulations on 
temperature-controlled supply chains. 

As a result, reefer container 
technology has seen improvements 
in recent years. Not only can reefers 
control temperature more accurately, 
but they also monitor humidity, light 
and shocks. The visibility this provides 
has helped improve the quality of 
the reefers by encouraging further 
innovation. This allows newer reefers 
to keep perishable goods for longer, 

meaning a shorter travel time is a less 
important factor.

Shipping lines with a stake in cold chain 
logistics are undoubtedly benefiting 
from breakthrough capabilities in 
reefer container technology. There 
are numerous anecdotal reports of 
cargo switching to ocean freight 
from air cargo, including certain 
pharmaceutical products, flowers and 
fruit.

To find out more about Cold Chain 
Logistics 2017, or Ti’s expertise 
in logistics technology, visit the 
Ti website, or contact Ti’s Sales 
Consultant, Charlie Holden.

http://www.logisticsexecutive.com/product/cold-chain-logistics/
http://www.logisticsexecutive.com/product/cold-chain-logistics/
http://www.ti-insight.com/technology-insights/
mailto:cholden%40ti-insight.com?subject=


17LOGISYM MAGAZINE  MAY 2017  |  LOGISTICS  NEWS



18 LOGISYM MAGAZINE  JUNE 2017  |  SUPPLY CHAIN NEWS

Dubai Firm Snaps Manica Zimbabwe

A Dubai firm, AMI 
International, has 
acquired freight and 
forwarding company, 
Manica Zimbabwe for an 
undisclosed amount of 
money from South African 
firm, Bidvest, the Financial 
Gazette’s Companies & 
Markets (C&M) can report.

Manica Zimbabwe was part of the 
Manica Group of Companies, which 
forms part of Bidvest Freight, a freight 
management division of the Bidvest 
Group Limited. Manica provides 
logistics related services for the 
movement of cargo into, out of or 
between countries forming part of sub 
equatorial Africa.

AMI’s human resources and 
administration manager, Jan de 
Wachter, confirmed the takeover, 
saying it would consolidate the firm’s 
position as the third largest freight 
company in Africa, having established 
a footprint for 20 years in East Africa.

He said Dubai’s interface with Africa 
through the latest acquisition 
represented an opportunity for the 
firm to register brisk business on the 

continent, especially in southern 
Africa. “This is a giant leap forward for 
us and obviously, Africa is our growth 
focus. Instead of organic growth, we 
acquire companies because Dubai 
is a logistics hub and we have major 
representation in Africa,” said de 
Wachter.

De Wachter said AMI international 
would continue investing in Africa due 
to its potential for trade, adding the 
continent was poised for double digit 
growth than other continents

De Wachter said it would take four 
to five years to consolidate their 
acquisition of the Manica business, 
noting that the Zimbabwe operation 

was in dire need of renewal of 
infrastructure.

“What we are going to concentrate 
on is the renewal of infrastructure in 
Zimbabwe. Some of the equipment is 
old and needs upgrading,” he said.

Asked why Dubai firms had suddenly 
found interest in Africa, de Wachter 
said unlike other continents with a 
shrinking market, Africa was poised 
for growth. “We believe in Africa and 
we have been here for the past 20 
years. Africa is the only place that will 
register double (digit) growth figures,” 
de Wachter said.

He said AMI was planning to acquire 
more freight and forwarding 
companies in West Africa to 
consolidate its position as the largest 
freight company.

The acquisition of Manica would also 
allow AMI International to significantly 
increase its footprint in East and 
southern Africa.

Trade has grown over the years 
between Zimbabwe and Dubai, with 
the Middle East nation becoming the 
third top export market for Zimbabwe 
last year and a top source for major 
imported products. Last year alone, 
Zimbabwe registered a trade surplus 
with Dubai.

Investment into Zimbabwe is 
expected to be bolstered this year by 
the establishment of special economic 
zones offering incentives such tax 
holidays and duty free importation of 
capital equipment.

This is a giant leap forward 
for us and obviously, Africa 
is our growth focus. Instead 

of organic growth, we acquire 
companies because Dubai is a 

logistics hub and we have major 
representation in Africa

Jan de Wachter
Human Resources and 

Administration Manager
AMI

“



19LOGISYM MAGAZINE  JUNE 2017  |  SUPPLY CHAIN NEWS

GAP to Make 
in India to 
Counter 
Zara
US apparel chain GAP will manufacture 
and sell locally in India to counter 
mounting competition from its 
European rivals Zara and Hennes & 
Mauritz (H&M). 

While this will allow the San Francisco-
based brand to correct prices of its 
products, it has also chalked out a 
strategy to up the ante further. GAP 
will shrink size of its stores in India by 
almost half, from around 9,000 square 
feet to about 5,000 square feet and in 

a global first, partner with Amazon to 
push online sales here. "We had a very 
good start. But there was a new duty 
introduced by government in 2016 on 
imported products, which increased 
the cost model of GAP," said J Suresh, 
MD and CEO at Arvind Lifestyle Brands 
and Arvind Retail, which runs JVs 
or franchisees of top global brands 
including, Gant, GAP and Ed Hardy 
and Aeropostale.

"When H&M came, they came with low 
prices. Zara followed suit and cut prices 
too," he said. "Going forward, we will 
correct prices by 10-15% because we 
have got approvals to manufacture in 
India and therefore won't be required 
to pay import duties." Earlier, although 
India has been a strong sourcing hub 
for GAP for its global markets, it did 
not have the necessary approvals to 
sell the same products here. 

With reference to GAP's partnership 
with Amazon, Suresh said the move 
is likely to increase contribution from 
online sales (negligible now) to 10% 
immediately, and to 15-20% over a 
period of five years. Since both Zara 
and H&M don't sell online here at 
present, the move is expected to give 
GAP the first-mover advantage in the 
country's fast-growing e-commerce 
space. 

At present, GAP operates 11 stores 
across the country and it plans to open 
four more by the year-end. In contrast 
to its cutting down store size, both 
Zara and H&M are opting for larger 
stores. "Apart from the US where a 
store size is 8,000-9,000 square feet or 
above, GAP usually operates stores in 
the 5,000-6,000 square feet category 
in other markets," said Suresh.

Musk May Announce Four More 
Gigafactories Before Year's End

Tesla chief executive 
Elon Musk says he could 
announce the locations 
of an additional four 
Gigafactories by the end of 
the year.

Musk first announced his attention 
to build additional Gigafactories in a 
letter to shareholders earlier this year. 
At the time, he said he was planning 
two or three new facilities. However, 
during an interview at this month’s 
TED conference, the outspoken 
executive said more are likely.

“I will announce locations for between 
two and four Gigafactories later this 
year—probably four,” he said.

Musk failed to provide specific details 
about possible locations but did say 
that they need “to address a global 
market,” indicating that they will be 
located outside of North America with 
China and Europe both expected to be 
frontrunners.

Musk has become synonymous with 
bold claims and the suggestion that 
a handful of new gigafactories are 
already on the cards is extremely 
ambitious. 

After all, construction at the electric 
automaker’s Gigafactory 1 has yet to 
be completed and the company is 
still failing to record consistent profits. 
Building four more lithium-ion battery 
facilities would require billions of 
dollars.

During an interview with Leonardo 
DiCaprio last year, Musk said it would 
take about 100 gigafactories to power 
the entire world with sustainable 
energy.



20 LOGISYM MAGAZINE  JUNE 2017  |  E-COMMERCE AND TECHNOLOGY NEWS

LogiSYM Talk Highlights 45% 
Deployment of Robotics Technology for 
Supply Chain Automation

GreyOrange APAC CEO, 
Nalin Advani, spoke at 
LogiSYM 2017 in Singapore 
on the deployment of 
robotics technology for 
Supply Chain Automation. 
LogiSYM is the region’s 
premier Supply Chain 
Symposium and Summit, 
which focuses on bridging 
concepts, practice and 
technology in supply chain 
management. 

Raymon Krishnan, President – The 
Logistics & Supply Chain Management 
Society, commented, “LogiSYM is 
a unique platform where we bring 
speakers and delegates together 
to discuss the latest trends and 
strategies that impact industry. We 
are pleased to include in this year’s 

agenda the newest technologies for 
supply chain, including robotics and 
artificial intelligence. GreyOrange is an 
exciting company making inroads into 
supply chain automation and we are 
delighted to have them join us.”

At the conference, Nalin highlighted 
the increasing complexities in today’s 
supply chain – which accounts for 
10-15% of national GDP for many 
economies – due to the explosive 
growth in recent years in ecommerce, 
omnichannel fulfilment, express 
delivery options, manpower issues 
and SKU proliferation, among others. 
The double-digit annual growth 
rate for ecommerce is expected to 
continue beyond 2020.

Nalin said, “To cope with increasing 
complexities and demands, supply 
chain automation has evolved rapidly 
in recent years. Warehouses have 
moved from rigid automation to 
intelligent automation to achieve 
scalability and flexibility.” 

By 2018, 45% of the 200 leading 
global ecommerce and omnichannel 
commerce companies will deploy 
robotics systems in their order 
fulfillment warehouse and delivery 
operations, according to an IDC report, 
IDC FutureScape: Worldwide Robotics 
2017 Predictions. 

Robots can help reduce costs and 
improve the effectiveness of order 
fulfillment warehousing operations. 
The next-generation of ecommerce 
operating models that is accelerating 

in some segments of the industry are 
driven by business model changes, 
ecosystems and supply networks 
redesign, new business metrics, 
usage of dark stores for automated 
ecommerce fulfillment and click-and-
collect, and an emphasis on delivery 
speed and "Uberization" of last-mile 
delivery.

At the conference, Nalin explained 
how the GreyOrange Butler, a 
goods-to-person robotics system, 
handles automated inventory 
storage (putaway) and picking. The 
Butler software adapts in real-time 
to changing inventory profiles and 
order fulfillment patterns, resulting 
in high productivity and accuracy, 
and is capable of delivering a far 
higher throughput. Butler robotics 
systems are being used in Asia; Japan, 
Hongkong and India, South America 
and Europe. 

The conclusion included examples 
of useful robots that work in 
collaboration with people, the 
importance of Artificial Intelligence in 
robotics technology, and the role the 
Connected Supply Chain will bring to 
Industry 4.0. 

The logistics industry is undergoing 
a massive and exciting technological 
transformation and the race to 
modernise has never been faster. 

Photo: (left) Nalin Advani, CEO - GreyOrange APAC and Raymon Krishnan, 
President - The Logistics and Supply Chain Management Society (LSCMS)
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DHL 
eCommerce 
Launches 
Domestic 
Delivery 
Services in 
Malaysia

DHL eCommerce has launched 
domestic delivery operations in 
Malaysia with a range of services 
catered to the country’s growing 
e-commerce market. The investment 
includes a 48,000 sq ft central 
distribution hub in Puchong as well 
as depots in Penang, Johor Bahru, 
Cheras and Puchong and a fleet of 
2-wheel and 4-wheel vehicles. The 
fleet of vehicles will provide next-day 
delivery to all urban areas in Klang 
Valley, Penang and Johor Bahru, and 
two to four day delivery to all other 
locations across West Malaysia and 
East Malaysia.

“E-commerce has become a way of 
life for Malaysians, with 47% already 
using their smartphones2 to shop 
online,” said Malcolm Monteiro, 

CEO, Asia Pacific, DHL eCommerce. 
“Approximately 7m are already 
shopping online every month, and 
with the industry expected to grow to 
€1bn by 2020 in Malaysia and globally 
to US$1 trillion in the same year, 
businesses need high-quality logistics 
solutions to leverage this immense 
growth and meet the rapidly changing 
needs of online shoppers. This makes 
the need for a tailored e-commerce 
delivery service greater than ever 
before.”

DHL eCommerce’s end-to-end 
domestic delivery solutions will offer 
pick-up services, track and trace, 
reverse logistics, cash on delivery 
with daily remittance and call centre 
capabilities for deliveries within 
Malaysia. 

UPS Unveils 
Hydrogen 
Fuel Cell 
Delivery 
Vehicle

UPS has announced it will deploy a 
prototype extended range Fuel Cell 
Electric Vehicle (FCEV) in its Rolling 
Laboratory fleet of alternative fuel and 
advanced technology vehicles. UPS 
is working with the U.S. Department 
of Energy (DOE) and other partners 
to design a zero tailpipe emissions, 
Class 6 medium-duty delivery truck 
that meets the same route and 
range requirements of UPS’s existing 
conventional fuel vehicles.

Unlike fuel cell auxiliary power units, 
this vehicle will use the onboard fuel 
cell to generate electricity to propel 
the vehicle. The first FCEV prototype 
will be deployed in Sacramento, 
where UPS will validate its design 
and core performance requirements 
by testing it on the street starting the 
third quarter of 2017. Current project 
plans call for additional UPS trucks to 
be validated with at least 5,000 hours 
of in-service operational performance.

Each FCEV produces electricity which 
continuously charges the batteries, 
thereby providing additional power 
and an extended range of 125 miles. 
The UPS trucks are equipped with a 
32kW fuel cell coupled to 45kWh of 
battery storage and 10kg of hydrogen 
fuel. The drive train runs on electricity 
supplied by batteries. Unlike other fuel 
cell applications, this will support the 
full duty cycle of the truck, including 
highway driving.

The project is part of a fuel cell project 
grant awarded by DOE in 2013 focused 
on verifying the proof of concept 
in commercial delivery vehicles. 
The project calls for retrofitting 
conventional fuel trucks with fuel cell 
electric systems designed specifically 
for use in a delivery truck duty cycle. 
UPS is partnering with the Center for 
Transportation and the Environment 
as well as Unique Electric Solutions 
LLC and the University of Texas’ Center 
for Electromechanics.



22 LOGISYM MAGAZINE  JUNE 2017  |  E-COMMERCE AND TECHNOLOGY NEWS

Tesco Uses AI to Stock Shelves, 
Route Drivers with Google Assistant

Tesco is starting to 
incorporate machine 
learning algorithms across 
the business, from internal 
applications such as driver 
routing to customer-facing 
apps like integration, with 
Google's home assistant 
device.

First, the online grocery and clothing 
seller had to lay the groundwork for 
machine learning techniques to be 
brought into the organisation, and 
this meant getting its data lake in 
order so that near to real-time data 
could be used by the developers and 
data scientists within the company.

Speaking at the AI Summit in 
London recently, Tesco group CTO 
Edmond Mesrobian spoke about 
the importance of creating a data 
loop where "everything knowable 
is captured and then we can reason 
about it and build models. Take those 

models and reflect them back into the 
business, whether that's a colleague or 
a customer, to make better decisions." 
He says that Tesco has been working 
on this for a year and a half and is now 
starting to see the benefits.

Mewbase

This desire to bring AI-powered 
products to market quicker at Tesco 
was the driving force behind an open 
source project called Mewbase, which 
was announced in February. Mewbase 
is an open source system which brings 
together messaging, events and 
database to allow Tesco's developers 
to "manage their events and data, 
eliminating the need for them to 
communicate with other databases 
and event stores...so our teams can 
generate a new working service from 
scratch in seconds from metadata", 
according to Tesco Labs.

By giving developers access to 
streaming data from across shopping 
basket events, IoT sensors and supply 
chain stock in real-time they can start 
to apply AI to give more effective 
suggested actions, like adding a 
missing item for a customer or 
optimising stock processes internally.

For customers, Tesco's Labs division 
has been working with IFTTT to 
open up its APIs and create 'recipes' 
so that online shoppers can start 
to personalise their shopping, get 
automatic price drop alerts for certain 
items and order groceries though AI-
powered home assistants like Google 
Home.

Tesco now integrates with Google 
Home, allowing customers to add an 
item to their basket at any time using 
voice commands. Then, if they have 
a delivery slot already booked it will 
amend and checkout that order, or if 
they don't, then items will be added to 
the basket for next time.

The idea is that Tesco can start to 
better personalise its services for 
customers, such as the AI that spots 
missing items from a user's basket 
which then automatically suggests 
that it gets added.

One example of an employee-facing 
machine learning project at Tesco 
includes better in-store routing 
algorithms to reduce the walking 
distance Tesco Online personal 
shoppers take when picking items in 
stores.

These staff members pick 1.5 billion 
items a year and by optimising 
their routes using machine learning 
algorithms the retailer has been able 
to reduce the average walking time of 
these staff by 20 percent, which most 
importantly allows them to complete 
more orders.

Tesco has also been using computer 
vision algorithms through its static 
in-store cameras to tackle item 
availability so that store staff can 
better react to empty shelves to get 
them restocked quicker, cutting down 
on customer disappointment.

everything knowable is 
captured and then we can reason 
about it and build models. Take 
those models and reflect them 

back into the business, whether 
that's a colleague or a customer, 

to make better decisions

Edmond Mesrobian
CTO

Tesco

“
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ChemChina will Acquire Syngenta. 
What are the Supply Chain Implications?

Syngenta's supply chain is a prime 
example of logistics outsourcing. Now 
under the control of the Chinese state, 
will this change?

Though it has been over a year since 
the state-owned ChemChina first 
submitted its plans for the acquisition 
of Syngenta, the finalisation of the deal 
last week was nonetheless headline 
news.*

At a price of US$43bn, the deal 
represents the largest ever acquisition 
by a Chinese SOE. Not only does the 
agreement serve to drive China’s 
agricultural development as a nation, 
it is also reflective of an ongoing 
market consolidation within the 
agrichemicals industry; the EU 
Competition Commission recently 
approved a US$145bn merger of Dow 
Chemical and Dupont, whilst the 
German drugs and crop chemicals 
producer Bayer is in the process of 
acquiring Monsanto for US$66bn.

Though regulators are likely to 
demand concessions from some 
of these companies, consolidation 
appears inevitable. The structure 
and organisation of the new entities 
will certainly vary, with substantial 
consequences for supply chains. In 
the case of Syngenta, though, the 
most surprising outcome is likely to be 
continuity, rather than change.

Syngenta CEO Erik Fyrwald has 
consistently stressed that his 
company will continue to operate as 
an independent business following 
the takeover, whilst ChemChina will 
play the role of financial benefactor. 

It is worth reiterating that Syngenta 
accepted the latter’s takeover offer 
after fending off a prior bid from 
Monsanto, with the former’s desire for 
autonomy non-negotiable. 
ChemChina does not threaten this 
as its interests are not primarily 
commercial. Instead, the SOE is driven 
by a government desire to modernise 
Chinese agriculture, which is a growing 
national issue. 

By gaining ownership of the intellectual 
property and R&D infrastructure of 
Syngenta, the Chinese Government 
hopes reduce a dependency on 
imports by combating the impact of 
climate change and resource scarcity 
within its own borders. Moderate to 
severe soil degradation affects 40% 
of China’s arable land, whilst the 
country’s water supply, though vast, is 
becoming increasingly stressed. 

The takeover arrives in tandem with 
legal reform. Due to the Communist 
Party’s hostility to private land 
ownership, the vast majority of the 
China’s farms are small-scale plots 
leased to farmers by local government. 
The resulting inefficiencies of this 
system mean that even staple crops 
are over twice as expensive as in 
the USA. However, a law enacted in 
November last year now allows local 
authorities to lease land management 
rights to corporations; effectively 
allowing smallholdings to consolidate.

The transfer of best practice from 
Syngenta, along with technology, will 
include supply chain management. 
This is particularly significant 
as Syngenta has adopted an 

unprecedented degree of logistics 
outsourcing through a global fourth 
party logistics agreement comprising 
DHL, XPO Logistics and Damco.

Under this arrangement, initiated 
in 2015 and expanded in March 
2016, Damco coordinates the 
entirety of Syngenta’s global 
freight forwarding needs, including 
planning, procurement, execution 
and monitoring. In North America, 
overland logistics operations are 
overseen by XPO Logistics, whilst DHL 
replicates the process in Europe, the 
Middle East and Asia.  

Each of these companies will be 
hopeful of expanding their purview 
as ChemChina adopts Syngenta’s 
best practices, though political 
considerations represent a potential 
stumbling block. As Ti has previously 
reported, the involvement of foreign 
companies in domestic Chinese 
production and logistics operations 
is often restricted, with protectionist 
policies favouring domestic 
companies.

Moreover, given the geostrategic 
factors which led to the acquisition in 
the first place, it is a fair assumption 
that ChemChina will be unwilling 
to outsource the management of 
its domestic supply chain anywhere 
near to the extent of the current 
Syngenta arrangement. Nonetheless, 
the company is unlikely to interfere 
with the current execution of the best 
practices it seeks to adopt.
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A slowdown driven by uncertain 
global politics such as Brexit, potential 
U.S. regulation and trade changes, 
and the French election this month 
has done little to dampen M&A’s 
in May. New deals announced by 
Panalpina, Kerry Logistics, UPS, and 
Groupe Cat all made headlines this 

month. It’s clear that supply chains 
are becoming increasingly global 
and logistics forwarders being the 
intermediaries are centred by two 
trends transforming the world: 
globalization and e-commerce. 

The logistics sector is still extremely 

fragmented market worldwide and 
for many the quickest path to secure 
market share in a new country is 
through acquisitions. Valuations are 
edging higher, particularly for asset 
based operators. The Middle East and 
parts of Europe are in demand across 
the 3PL and Forwarding sectors.

dnata acquires AirLogistix USA, enters US market

Dubai-based ground handler and cargo terminal operator, dnata announced it was making an entry into the U.S. market 
with the acquisition of two AirLogistix USA. AirLogistix USA has invested heavily in dedicated perishables facilities to support 
the growing volumes of perishables moving by air from Latin America, to markets in the United States and Asia.  As part of 
the deal, dnata will acquire AirLogistix USA from its parent, Lynx Holdings LP, and assume operations of AirLogistix’s facility at 
Houston’s George Bush Intercontinental Airport (IAH), and a soon-to-open facility located at Dallas Fort Worth International 
Airport (DFW).  After a string of profitable years, dnata has been hungry for overseas acquisitions. 

Panalpina acquires Danish and Kenyan forwarders

Panalpina has announced two acquisitions: a Danish logistics operator with a seafreight focus and a Kenya-based perishables 
specialist in the export of flowers and vegetables. As part of its global growth strategy, Panalpina has acquired the family-
owned Kenyan forwarder Air Connection a specialist in perishable transportation and taken the majority stake in Carelog 
Freight Service, a Danish freight forwarding and logistics company with a strong foothold in ocean freight and roots in the 
western part of Denmark. The two companies acquired by Panalpina have agreed not to disclose any financial details of the 
deal. 

Kerry Logistics acquires majority stake in Tuvia Italia

Kerry Logistics Network has acquired of the majority stake of Tuvia Italia S.p.A. as part of its ongoing expansion in Europe. 
Headquartered in Milan, Tuvia Italia S.p.A. handles air, maritime, land, multimodal shipments and provides integrated 
logistics in Italy managing over 25,000 sq m of logistics facilities. 

Tuvia Italia S.p.A. will be integrated into Kerry Logistics’ European network and continue to be developed by the management 
team led by Alessandro Canese, Managing Director at Tuvia Italia S.p.A.

Kerry Logistics has been growing its European footprint over the past six months, with acquisitions in Spain and Germany, 
and a new office in Warsaw, Poland.

Logistics M&As Race Ahead Despite Global Deal Slowdown
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Dachser purchases 80% stake in Irish 3PL Johnston Logistics
Dachser has acquired an 80% stake in Irish 3PL Johnston Logistics. The acquisition comes into effect immediately and 
Johnston will be rebranded under the Dachser name in the coming months. The two companies had worked in partnership 
together since 2007. Johnston Logistics has since tapped into international markets and utilises daily departures to Dachser’s 
European overland network. Johnston Logistics was founded in 1979 and serves Ireland and the UK. It employs 150 people, 
with warehouse and operations facilities spanning approximately 40,000 sq m. The acquisition of Johnston, who turned 
over €24m in 2016, will increase Dachser’s ability to serve the chemical, pharmaceuticals, hardware, plastics, and packaging 
markets.

BLG Logistics acquires Kitzinger logistics group
BLG Logistics has acquired freight forwarding company Kitzinger & Co. (GmbH & Co. KG) as well as its subsidiary Arno 
Rosenlöcher (GmbH & Co. KG), with each known under the umbrella brand KICO.  KICO is focused on marine and air freight, 
with services relating to temperature-controlled transports. The company possesses eleven branches in Germany, and 
130 employees. These services are supported by domestic and international overland transportation services, with Arno 
Rosenlöcher also offering warehousing services. The transaction is still subject to approval by the antitrust authority.

UPS to acquire Nightline Logistics Group
UPS has agreed to acquire the privately-held Nightline Logistics Group, one of the leading express delivery and logistics 
companies in Ireland. “Nightline will complement our existing services, increasing delivery density, while also adding 
innovative new service options. We also look forward to bringing UPS’s extensive healthcare, high-tech and other specialised 
logistics expertise to the many Irish companies that specialise in these markets” said Jim Barber, President, UPS International. 
Nightline’s Parcel Motel service offers a ‘virtual address’ that allows customers to manage their online shopping deliveries 
easily. The service is similar to UPS Access Point™ Lockers and creates the potential for network synergies in this area.  Terms 
of the acquisition were not disclosed and the deal is subject to regulatory approval. Initially, the two brands will operate 
separately, before being integrated over time.

M&A INSIDER 
Merger & Acquisition Deals & Transactions

BUSINESS FOR SALE

A Very Rare Opportunity - Well 
Established International Project 
Management Firm in the UAE
UAE  
USD$7,500,000 (Furniture / Fixtures included)

10+ year old International Project 
Management firm specialising in the full 
spectrum of construction and project 
management services. Strong forward 
customer contracts (guaranteed backlog 
of projects for 2017-2019) and stable staff 
of 60+ employees across the GCC region. 
Revenues more than USD$6.5m+ and 
cash-flow of USD$2.25m+. Profit margin 
31%+. Financial Audit Reports from one 
of the big four international auditors are 
available. 

JAFZA based Logistics Warehouse
Jafza South, Dubai United Arab Emirates  
Plot size 13,316 m2. Built up area 7,736 m2 
USD$4,000,000

JAFZA South based Logistics Warehouse 
for sale. 4 years old with Civil Defence 
approvals, EHS approved overhead 
sprinkler system, four roller shutter doors 
– three of which have dock levelling 
facilities, 540 m2 of open plan office 
accommodation split over two floors and 
6.5m Eaves height at lowest point.

Regional contract transport 
company with locked in customer 
contracts.
Transportation / Trucking
UAE
USD$40,000,000 - $48,000,000

Regional transportation business with 
more than 30 years’ profitable track record 
in the UAE. Excellent growth prospects 
with new customer contracts locked 
in and implementation for 2017-2018. 
Large mixed fleet including more than 
60 prime movers and 100+trailers. Good 
average age of assets and excellent safety 
management programs.

Niche 3PL / General Sales Agency
Airfreight / Cargo | Singapore
USD$300,000

SME sized specialised Airfreight General 
Sales Agency. Young business with solid 
visibility, well established customer and 
supplier relationships. Steady sales with 
untapped regional potential.
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MERGERS, ACQUISITIONS & MERGER INTEGRATION STRATEGY
Integrated approach. Accelerated value. Synergy realisation.
Logistics Executive Group Mergers and Acquisitions Group combines deep market and industry expertise to create and execute robust 
M&A, alliances, integration and divestment strategies while mitigating risk. 

Across 14 global offices, Logistics Executive Group provide a suite of mergers, acquisitions and merger integration services that can help 
companies capitalise on today’s opportunities and position themselves for high performance.

Contact one of our experienced principals for more information.

DARRYL JUDD
darrylj@logisticsexecutive.com

(Global)

LARRY WOELK
larryw@logisticsexecutive.com

(United Kingdom)

PETER SCHOLTEN
peters@logisticsexecutive.com

(Middle East & Africa)

JOANNE MCCONACHY
joannem@logisticsexecutive.com

(Australasia)

ED MEYER
edm@logisticsexecutive.com

(Europe)

SYDNEY   |   MELBOURNE   |   PERTH   |   SINGAPORE   |   HONG KONG   |   SHANGHAI   |   DUBAI   |    LONDON    |    MUMBAI   |   NEW DELHI   |   CHENNAI   |   BANGALORE   |   NAIROBI

SEEKING TO BUY

BUSINESS FOR SALE

In addition to those listed, Logistics 
Executive Group has mandates for similar 
businesses from trade buyers and investors. 
Please contact us for more information.

Small to Medium size freight 
forwarding and warehouse 
business in East Africa
Logistics / Freight Forwarding
Target Geography: East Africa (Kenya / Rwanda 
/ Tanzania)

Seeking small to medium size forwarding 
business or businesses complete with 
business licences to be part of a new 
market entry for a Regional Logistics 
Services provider. Could be a small 
regional operator with multiple offices or 
a single business.

Globally known MNC seeking 3PL, 
Trucking and Warehousing Assets 
to support strategic growth and 
diversification 
Logistics / Freight Forwarding / Warehousing 
Target Geographies: United Arab Emirates / 
United Kingdom / Saudi Arabia / Australia / 
Russia / Germany / India / Vietnam / Indonesia / 
China / South America

Publically listed MNC seeking a range of 
supply chain related assets across its global 
footprint and to meet strategic initiatives. 
Annual revenues greater than USD$10mio.

Medium size freight forwarding 
business in the UAE
Freight Forwarding or like
Target Geography: United Arab Emirates

Regional logistics firm seeking medium 
size acquisitions in the areas of logistics, 
warehousing and freight forwarding. 
Ideally seeking businesses with solid 
financial history and annual revenues 
greater than USD$5mio.

Project Engineering and 
Commercial Architectural Firms
Construction & Design
Target Geography: United Arab Emirates

SME to Medium size commercial 
architectural firms in the project 
construction sector.

European 3PL sought by Asian 3PL 
expanding internationally  
Logistics / Freight Forwarding
Target Geography: Benelux region / Germany

Seeking solid stand-alone 3PL business 
in the Benelux region as part of an 
international expansion being undertaken 
by a major Asian based 3PL.

3PL Contract Logistics and Cold 
Chain Provider
3PL Contract Logistics | Middle East
Undisclosed

Large scale warehousing business with 
specialist contract logistics operations in 
cold chain. Owned property in strategic 
location and solid customer contracts.

ADR Hazardous Chemical Logistics Company
3PL / Transportation Chemical Logistics  |  Spain

Asset-light specialist 3PL company with 
annual revenues in excess of 8m€ (with a 
9% EBITDA margin), 25 employees, two 
dedicated warehouses (leased) and has 
all required ADR licences. YoY double 
digital growth with strong profitability 
and the company generates material 
free cash on a consistent basis. The 
company possesses the main required 

licences (registration of Industry No. 3070, 
Environmental management ISO 14001, 
Quality Management ISO 9001, SQAS 
Certificate of Transport and Logistics 
certificate, Certificate for Animal Feed). 
The ADR logistics company works for a few 
high quality chemical manufacturers with 
whom it has long term contracts that have 
just been renewed.
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The Surprising 
Ingredient in 
High Performance 
Organisations
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In today’s pressure cooker business 
world, the ability to navigate change 
and uncertainty is the difference 
between success and failure.

As a supply chain leader, the need to 
fully mobilise supply chain capabilities 
and integrate planning with other 
business units is critical to delivering 
an efficient and cost-effective service. 

But it’s not always easy!

Despite humans having an inherent 
need to work with others, the 
stark reality is that most workplace 
departments or teams deteriorate 
into a group of people working 
independently, refusing to share 
important information or even ideas.  
Our competitive drive and selfish 
need for survival often unwittingly 
sabotages our efforts. 

Whether you love them or loathe 
them, teams are here stay.  According 
to the CEB Corporate Leadership 
Council, engaged teams grow profits 
three times faster than disengaged 
ones.  

Given how important teamwork is for 
organisational success, what can you 
do to improve how well your team 
performs?

Thank you Dr Google
Many of us love Google for being able 
to instantly provide us with answers to 
our most pressing questions from “Am 
I a psycho?” right through to “Where is 
the Internet?”*  Now, we can also love 
them for spending millions of dollars 
to uncover what makes a great team.

Five years ago, Google was baffled as 
to what made their teams effective.  
Google’s top brass assumed that 
throwing in bright people – a PhD and 
some highly technically accomplished 
engineers - and getting them to work 

together was the answer.  In other 
words, who was on the team.  But they 
were wrong.

Over four years, Google researched 
over 180 active teams and sifted 
through fifty years of academic 
research.  They studied the validity 
of an astonishing 250 attributes that 
affect teams.  Attributes such as were 
the best teams made up of people 
with similar interests or who socialised 
outside work hours?  The results were 
astounding.  

None of these commonly valued 
attributes were important.  What 
Google discovered was that who is 
on the team doesn’t actually matter.  
What was critical was how the team 
functioned together.

The Power of Group Norms
In psychology and sociology, how 
a team functions is classified under 
the term “group norms.”  These are 
the unwritten rules and behavioural 
standards that dictate how we behave 
when we get together.  

When Google studied all of the 
different behaviours exhibited in 
teams, they found that only two 
impacted high performance.  These 
were:
1. Equality in conversational turn-
taking – Everyone in a team gets a 
chance to talk and speak up.  Over 
a couple of months, everyone gets 
roughly the same airtime.  

2. High social sensitivity – Members 
expertly question how others feel 
based on their non-verbal cues such as 
tone of voice or facial expression.  Poor 
performing teams were less sensitive 
to each other. 

The only proviso for these behaviours 
was that the team leader modelled 
them all, in order to make them 
standard team behaviours.

But what these two behaviours 
produced together was the most 
important of all –psychological 
safety.  The secret ingredient of high 
performing teams and workplaces.

Feeling Safe is a key consideration

In teams and the overall organisation, 
employees need to see and feel 
evidence that their workplaces are safe 
and that fellow co-workers are looking 
out for them.  People want to know 
that they are free to be themselves, 
that they can make mistakes without 
being criticised and that they can 
speak up.   More importantly, workers 
need to trust that their boss and their 
colleagues really care about them.

To foster a work environment where 
people feel safe, it all boils down to 
trust.  Fear is simply a lack of trust.  
Without trust, social groups can’t 
function properly.  Trust is how you 
connect to everyone in your workplace 
and remove planning silos. 

Trust is how you connect 
to everyone in your 
workplace and remove 
planning silos. 
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Start with yourself – 
a key change enabler. 

And it all starts with the leader.

Of course, the irony is that this 
outcome is nothing new.   It’s just that 
Google engineers used the power of 
data to validate what most of us really 
know deep down, but are too afraid or 
even confused to vocalise.  If we don’t 
trust those in a team, we shut down, 
stop cooperating and leave our best 
selves at home 

Now, Googlers (Google employees) 
understand their feelings when they 
walk out of a team meeting feeling 
unsatisfied.  They also have a common 
language and framework to discuss 
those emotions. 

Extending Trust Outside Teams
Some of you are probably thinking. 

“Well, that’s all great.  I already trust 
my team, I even trust my team leader, 
but I do not trust management at 
large or even the culture.  How can 
psychological safety help me outside 
my team?”

And that’s common.  According to the 
2016 SunSuper Australian Employee 
Insights Report, a small 24% of 
Australian employees always trust 
senior management compared to 47% 
always trust their immediate manager. 

There are a couple of reasons for this.  
The main one is that teams form an 
in-group bias that make it difficult to 
build trust and cooperate with people 

externally.  We're wired to prefer to 
form allegiances with our tribes.  This is 
why organisations struggle to remove 
silos and boost cross-functional 
collaboration.

The second reason is we tend to not 
trust people we have little contact 
with.   You’re always going to trust the 
colleague you sit next to every day, 
rather than the CEO who sends you a 
group email once a month.

“How can an individual overcome 
this dynamic & influence the higher 
levels?“

Start with yourself – a key change 
enabler. 

We often don't realise that trust is 
measured in both directions.  While 
we're sizing other people up as to 
how trustworthy they are, they're also 
assessing whether we can be trusted.  
Thanks to our biological wiring we 
spend more time protecting ourselves 
from others than actually considering 
what signals we're sending out about 
our own trustworthiness.

Today, complex business problems 
require a level of collaboration that’s 
impractical when leaders are self-
focused.  To solve difficult supply chain 
challenges, we need a lot of engaged 
minds working together to devise a 
solution. 

After all, when the pressure is on, trust 

issues rise to the surface.  The higher 
the stakes, the less likely people will 
trust the situation.  Without trust, 
social groups start to break down.  

Our ability to commit to change is 
based on our belief that we can trust 
the leader or organisation to do the 
right thing by us and not make us 
vulnerable to loss in an uncertain 
situation.

To be a successful leader, we need to 
honestly assess our own ability act 
in a trustworthy manner and create 
psychological safety.  During a high 
stakes project, do team members feel 
they can speak up or challenge you?

Counter intuitively, this also means 
reaching out and connecting to as 
many people as possible within an 
organisation.  Even in an organisation 
where trust is low.

What does it take to empower a Team 
and Individuals to take such bold 
steps?
What makes successful high trust 
leaders stand out is that they actively 
build a network of peers and other 
professionals.  They are always on the 
lookout for the best and brightest.  
Their ability to connect people based 
on interests, values and common 
needs enable them to build up their 
team's capabilities and solve tricky 
logistical challenges.  

High trust leaders realise that real 
power comes not from knowledge, 
but from the wisdom leveraged in 
networks.  They’re experts at building 
trust up, down and sideways.

 As Dave Logan says in the book Tribal 
Leadership, "You are only as smart and 
capable as your tribe.  By upgrading 
your tribe, you multiply the results of 
your efforts."
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Marie-Claire Ross 
Chief Corporate Catalyst 

Trustologie

Marie-Claire Ross is the Chief 
Corporate Catalyst at Trustologie.  

She is a workplace sociologist, 
author and consultant focused on 
helping leaders create high trust 
work environments.  Her highly 
acclaimed book, Transform Your 
Safety Communication reached 

number three on Amazon.  If 
you want to find out more about 
building trust, download the free 

insights paper Building Trust - How 
High-Trust Companies Deliver 

Faster Results, Increase Profitability 
and Loyalty at http://bit.ly/

buildingtrust2016.

Advancing Supply Chain & Logistics knowledge, 
networks and collaboration across the global, LCSMS brings 
professionals and organisations together. Gain access to 
the latest industry knowledge, research, white papers and 
explore building opportunities with first-class training, 
conferences, events and educational programs.

EXCLUSIVE MEMBERS-ONLY BENEFITS:

Monthly LogiSYM Magazine and Newsletter

LogiSYM Conferences (Singapore, Malaysia, Dubai)

CEO Knowledge Series (Singapore, Hong Kong, Dubai)

Industry Networking Events

Certified Logistics Professional Certification

Certified Logistics Engineer

Australia Logistics Academy Masterclass Programs

Corporate Training, Degrees and Diplomas

SCM Directory and knowledge Portals

KNOWLEDGE FOR ALL. ENROLL NOW FOR 
INSTANT MEMBERSHIPBuilding a stronger, collaborate 

industry of professionals.
(Enjoy exclusive members-only benefits)

www.lscms.org

And it makes them stand out.  After all, 
people want to work with high trust 
leaders.  
Take Melinda Gates who had a long, 
successful career at Microsoft, but it 
took her a while to find her way at the 
company.  In a Fast Company article 
(January 2017), she was quoted as 
saying: "When I started, I loved the 
industry and what we were building, 
but I didn't love the corporate culture.  
So I finally decided to quit.  But then 
I thought, I'll just try to be myself 
for a while and see what happens.  
And I started becoming a lot more 
successful, I was a manager by then 
and people were flocking to work 
in my area.  It turned out they were 
people who wanted to have their 
voices heard (too)."

It’s often too easy to complain about 
the company that we are in and that 

it can’t be trusted or leadership.  While 
that may be the case, be the leader you 
want your leader to be.  Show others 
what high trust behaviours look like.  
Reach out to new people.  Create a 
psychological safety net around you, 
so that people feel valued for who 
they are, can raise concerns, debate 
issues and challenge leaders.  Foster a 
high trust culture in your department 
or even your team.

“You will then create an environment 
where innovation and collaboration 
thrive allowing separate business 
units to efficiently co-create a cost-
effective service”. 

*These are examples of some of the 
most common questions typed into 
Google.  They are not actual queries 
typed in by the author.
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Man versus Machine 
The biggest transformation since Henry Ford’s Model T 

According to an Oxford University 
study in 2013, it was predicted that 
automation would replace half the 
workforce in the US alone in the next 
two decades. The big concern for many 
today is that the accelerated adoption 
of automation in the logistics industry 
will destroy jobs, as technology 
replaces humans. 

This fear is understandable. 
Transurban’s Scott Charlton at the 
AFR Business Summit, declared that 
this is only the beginning of a major 
transformation. New technologies 
are merging rapidly in all sorts of 
new ways. “Everyone knows about 
electronic and autonomous vehicles. 
But we’ve got intelligent transport 
systems, Mobile-as-a-Service, and 
other technologies that are combining 
now in different ways to fundamentally 
change transport”.  Charlton describes 
this as the biggest transformation of 
the transport sector since Henry Ford’s 
Model T and there is more to come. 

Here are a few figures that highlight 
how staggering this change is:

1. The robot invasion 
Populist governments globally are 
exalting protectionist policies to save 
jobs. However, there is no stopping 
the robots. The use of robotics will 
increase in the logistics industry by 
15x in the next 4 years, according to a 
new report by Tractica.  It is estimated 
that this will initiate a staggering 
extra US$4.44b in investment by 
2022. According to the report, titled 
"Warehousing and Logistics Robots," 
there were an estimated 40,000 robotic 

units shipped worldwide in 2016 but 
by 2021, there will be 620,000. They 
predict robotic shipments to reach 
$22.4 billion by the end of 2021, up 
from an estimated $1.9 billion in 2016.
Companies like Amazon and Google 
are competing to invent advanced 
warehouse technology. Ford is 
also experimenting with co-bots 
(collaborative robots) in a factory in 
Germany.  Magazino has "seeing" 
robots with advanced computer 
vision, that can select items off a shelf, 
pick them up, and bring them into a 
sorting machine—which is arguably 
a big advantage when it comes to 
smaller "picking" tasks that often 
require a human worker. It's also a 
benefit when it comes to a missing 
barcode or improperly placed item on 
a shelf.

2. Rise of the Internet of Things (IoT) 
The Global Internet of Things (IoT) 
market reached USD 598.2 Billion 
in 2015 and the market is expected 
to reach USD 724.2 Billion by 2023. 
Further, the market is projected to 
register a CAGR of 13.2% during the 
forecast period 2016-2023 globally, 
according to Researchnester. In 
another report, Forrester found that 
58% to 77% of surveyed organizations 
consider locating objects, containers, 
and personnel as the top fundamental 
functions of IoT solutions.  If we just 
look at the retail industry alone, 
Juniper Research forecasts that 
by 2020, retailers worldwide will 
spend $2.5B on IoT-related hardware 
alone, including beacons, RFID tags, 
sensors, and their installation costs. 
This investment represents a nearly 

fourfold increase from 2015.

3. E-commerce and Omni-Channel 
Solutions
The growth of E-commerce can be 
seen in real numbers. According to a 
recent report by DHL the cross-border, 
e-commerce market accounted for 
USD 300 billion Gross Merchandise 
Value (GMV) in 2015. It is expected 
to grow at a rate of about 25% p.a. 
by 2020.  This represents unrivalled 
growth on a global scale with 20% of 
cross-border purchases worth over 
USD 200.

If we consider China alone, according 
to the State Council of the People’s 
Republic of China, in 2016 the 
country became the largest retail 
e-market in the world with a value of 
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Darryl Judd
Chief Operating Officer

Logistics Executive Group

In 2015, Darryl was named as one 
the “Top 50 influential individuals in 
Asia' Supply Chain, Manufacturing & 
Logistics industry” in the prestigious 

SCM Thought Leader publication by SCM 
World, recognising him as expert in the 
linkage of business strategy and supply 
chain best practices to human capital 
management.  Darryl brings 28 years 

of executive leadership and consulting 
experience and is regular contributor 

on thought leadership across numerous 
industry publications and is a frequent 

speaker at international conferences 
and events on business leadership, 

strategy & people alignment and talent 
management. He was instrumental 
in the creation of Logistics Academy 

and presently holds an advisory board 
appointment with industry group LSCMS. 

In 2014, he was appointed as a global 
expert to IATA’s Global Innovation Award 

selection board and has held senior 
executive positions within the airline, air 

cargo and aircraft leasing industry.

sales of US$4.886 trillion, compared 
to US$4.823 trillion in the US.  This 
growth will continue as it is estimated 
by Alibaba and Accenture that the 
retail e-commerce market to overseas 
consumers will reach $994 Billion by 
2020. 

The biggest transformation in the 
workplace since Henry Ford’s Model T
This transformation has been painful 
for many, particularly the low-skilled. 
However rather than a threat, the 
addition of automation will likely 
yield new jobs and opportunities for 
businesses as they make processes 
faster, safer and more efficient. As a 
result, the logistics market will actually 
grow and its workforce along with it. 

Culture of adaptors
To be successful throughout this 
upheaval, leaders need to bring their 
people along with them. They need to 
inspire, to be the front-runners that set 
precedents, control and at the same 
time, unleash imagination.  Employees 
need to upskill and demonstrate 
geographical flexibility.  To have the 
mental stamina to embrace the endless 
flux that new waves of technologies 
will bring and jettison fear of the new.  
The logistics industry of the future will 
employ highly skilled professionals in 
positions that do not exist today. Their 

willingness and ability to acclimatise 
and assimilate new technology are 
critical. 

Widening skill gap
The annual Logistics Executive 
Employee Survey consistently 
highlights the importance of 

leadership in inspiring and retaining.  
No doubt, as technology impinges 
more and more on day to day norms, 
this will become more critical. To 
be successful, an investment in 
technology needs to be equalised with 
an adequate investment in workforce 
attraction, training, and development.  

To stay competitive, leaders must 
empower and delegate more.  For 
example, at Amazon, Bezos offers 
his employees 95% prepaid tuition 
at fulfillment centers in in-demand 
fields. This encourages them to "be 
owners from day one," according 
to Teal Pennebaker, Corporate 
Communications Manager. By 
determining their own study choices 
in this way, Amazon is also allowing 
staff to take ownership and "pioneer" 
their own careers. 

The new head of Microsoft, Satya 
Nadella, who has been praised for 
turning around his company in the 
last 3 years, agrees that he has had to 

"listen" more.  As opposed to Bill Gates, 
he encourages open collaboration, 
similar to Amazon’s empowering 
training plans. This offers employees 
the confidence to take risks and 
exchange ideas. 

The bottom line is that automation 
can enhance the logistics workforce, as 
long as people are brought along on 
the journey through good leadership. 
The adage coined by Doug Conant, 
President, and CEO of the Campbell 
Soup Company many years ago, that 
"to win in the marketplace you must 
first win in the workplace, " rings truer 
than ever in today’s age of disruption. 
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e-Commerce 
Enablers
THE CHANGING LANDSCAPE 
IN RETAIL

The internet has opened up an ocean 
of possibilities for Businesses across 
the world. The retail industry has 
already been impacted massively by 
the online world. The e-Commerce 
is now a new norm. e-Commerce 
continues to be the primary driver 

of retail revenue growth, with an 
estimated worldwide revenue 
increase from $1.5 trillion in 2015 to 
$2.3 trillion in 2018 (53% growth). 
There is an estimated base of almost 
2 billion e-shoppers worldwide, future 
developments such as virtual retailing 
are accelerating the transition from in-
store buying to everywhere shopping.
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Consumer's behaviours and 
expectations are also evolving. 
Consumers are now demanding 
seamless omni-channel shopping 
experience and looking for their next 
“best experience”. Today, shoppers use 
their smartphones, tablets and other 
devices to access the internet and 
search and compare products before 
purchase. These "digitally connected 
consumers” also want consistency 
at every touch point, and expect 
the immediacy of digital media to 
carry through the entire shopping 
experience.

Traditional store-based retailers are 
under massive pressure to offset 
declining sales in the physical store 
through online channels and find new 
ways to grow the business and sell 
beyond borders. The four key factors 
that determine the success of an online 
retail business are traffic, conversion 
rates, logistic, and retention rates. 
Successful e-Commerce companies 
incorporate all four elements into their 
strategy, but many brick and mortar 
retailers don’t take into account the 
importance of touch points and its 
impact on customer experience. 
Creating a click to brick shopping 
experience for consumers required 
integration of online and offline into 
a seamless process. This integration 
means reshaping the retail store from 
location and space configuration 
to inventory management to 
marketing and customer relationship 
management.

E-COMMERCE - AN OPPORTUNITY
 
e-Commerce is not just another sales 
channel! It is a trend growing stronger 
and bigger by the day and it is going 
to last. That means tremendous 
opportunities for e-Commerce 
technology vendors, logistics service 
providers and for the advertising 
sectors. High opportunities and 

growth will be benefit the sub-sector 
vendors – like content management, 
online payment solutions, online 
security and fraud management, 
omni-management platforms and 
mobile apps developers. Vendors 
offering predictive analytics, 
recommendation tools, and 
personalization functionalities are 
gaining share as their offerings have 
appealed to IT leaders involved in the 
execution of online retailing.

“Brick and mortar retailers are well 
aware of the tremendous potential in 
omni-channel retailing”.  

They are ager to invest in e-Commerce 
technologies enabling them to 
engage consumers across multiple 
channels to increase sale. 

Omni-channel e-Commerce exploits 
the physical-digital convergence 
by integrating each channel (store, 
online, social media, email, or mobile). 
This gives the consumer the same 
experience across all the channels 
that empowers them to engage with 
their favorite retail brands through 
different channels. This also gives 
consumers a unique freedom to make 
decisions based on their needs, wants, 

memories, and preferences.
The Internet, mobile devices, in-
store technologies, new emerging 
technologies, compliments traditional 
marketing media, gives consumers 
instant access to a wealth of 
Information on brands and products. 
Consumers are actively using this 
information to decide what to buy, 
where to buy, what price to pay, and 
what payment method to use. And all 
of this with a few clicks of a mouse!

E-COMMERCE ENABLERS

IDC Retail Insights defines 
e-Commerce as an online platform 
that facilitates and automates the 
online transaction that integrates retail 
channels (store, social, mobile) that 
creates a seamless omni-channel retail 
environment. The key functionalities 
are content management, order 
management, user experiences 
(website, kiosk, store, mobile, etc), 
and integration with external retail 
data sources (inventory, orders, and 
customers). Extended functionalities 
could include pricing, campaign 
management, personalization, and 
web analytics. The key components of 
an e-Commerce platform are 
(See Figure 1):

Figure 1: Process-Centric Omnichannel eCommerce Platform
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•  Customer experience management: 
delivers a seamless customer 
experience across different touch 
points through user experience (UX), 
digital marketing, and customer 
service, integrated with customer 
relationship management (CRM), 
campaign management, and 
promotion planning applications.

• e-Commerce engine: provides a 
single transactional engine regardless 
of channel and unified commerce 
capabilities across order capture, 
configuration, payment, and delivery.

• Order fulfillment: enabling real-
time omni-channel fulfillment 
decisions and optimized execution 
via integration with supply chain 
applications.

• Content optimization: providing 
optimized content adaptation, 
personalization, and distribution 
across channels and devices, under 
a unified approach across disparate 

content management and digital 
asset management systems. mobile 
logistics firms, advertising platforms, 
and mobile payment technology 
companies.

“IDC Retail Insights have identified five 
main enablers that are fundamental for 
an efficient, effective, and customer-
centric omni-channel e-Commerce 
platform”.

IDC RETAIL INSIGHTS

•  Mobile-first
Today's consumers are living in a 
hyper-connected world. Mobile plays 
an important role  of which 46% of 
consumers use mobile applications on 
a weekly basis. This is an opportunity 
for retailers to engage their target 
consumers with attractive offers. 
Retailers are shifting to a mobile-
first online retailing approach in 
order to provide improved customer 
experience through real-time 
personalized content delivery based 

on an omni-channel e-Commerce 
platform. Mobile first is the watchword 
for brick and mortar retailers who want 
to invest in an e-Commerce platform.

• Online Marketplaces
Retailers utilize marketplaces such as 
Amazon and Alibaba to reach out to a 
large consumer base within a specific 
target market. Marketplaces enable 
retailers to expand to new markets 
faster, with less investment in different 
solutions and optimize sell-through by 
using platforms capable of aggregating 
many different marketplaces and of 
integrating into an omni-channel 
e-Commerce. According to Internet 
Retailer 2016 Top 500 Guide, in 2015, 
$455.5 million revenue was derived 
from marketplaces or 14.4% of total 
$3.17 billion in sales in 2015. That's up 
42.9% from $318.8 million worth of 
goods sold through marketplaces in 
2014 for the same number of retailers.

• IoT Commerce
The Internet of Things is already 
reshaping the retail industry, delivering 
new opportunities in customer service 
from the back end (through the supply 
chain) to the stores and the digital 
commerce space. Connected home 
platforms, smart shelves, RFID sensors, 
beacons, and sensors that monitor the 
quality of perishable goods are making 
inroads into shoppers' daily lives. The 
connected shopper is linked with the 
connected retailer in more ways, which 
is already considered a paradigm shift 
in consumer experience. IoT leads 
eCommerce to stretch across the 
breadth of the customer journey, from 
find, to influence, and to buy.

• Omni-channel Fulfillment 
Offering unlimited product assortment 
to consumers means providing in-
store digital kiosks to customers to 
order merchandises that are out-
of-stock at the store. This integrates 
Customers’ demand and inventory. 

IDC Retail Insights have identified 
five main enablers that are 
fundamental for an efficient, 
effective, and customer-centric 
omni-channel e-Commerce platform.
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e-Commerce plays a fundamental 
role in the evolution of changing store 
positions to omni-channel. Product 
visibility and order fulfillment help 
retailers to optimize cost of orders 
fulfillment across the distribution 
centers stores.  New services such as 
ship-from-store and click & collect are 
now also enabled.

• Online and Mobile Paymen
Seamless payment processing is 
crucial in an e-Commerce platform 
need to be convenient and fast. IDC 
estimates that mobile payments will 
account for more than US$1 trillion 
in value in 2017. The bulk of mobile 
payments today come from remote 
payments. Typically they are related to 
mobile commerce transactions, with 
proximity payments rising fastest. 
This is fueled by the growth of NFC-
based contactless payments, enabled 
by rising smartphone adoption and 
the increasing availability of POS 
terminals. 

KEY TAKEAWAYS

“Adopting e-Commerce in a brick and 
mortar retail environment is not a 
casual decision”. 

The transition to e-Commerce 
requires a complete transformation 
of the retail supply chain, shifting the 
focus from channels to consumers. 
Business and IT leaders will need to 
adopt an e-Commerce strategy. This 
means moving from a product-driven 
business model to a process-centric 
omni-channel e-Commerce strategy. 
This are fundamental “mind-set’ 
changes from traditional approaches. 
Analytics is a key components in an 
e-Commerce business model. Data 
integration, product movement, 
preparation, governance, and 
management, as well as information 
dissemination and embedding of 
analytics into operational applications 

Retailers need to recognize the 
importance of brick and mortar 
shops and implement technologies 
that would allow customers to 
connect from physical to digital.

and processes, are becoming greater 
priorities.

The transition to omni-channel 
e-Commerce requires a complete 
transformation of the business 
embracing people, processes, and 
technology. The reconfiguration of 
the supply chain is a critical part of 
this change. Retailers need to ensure 
that their supply chain is fully aligned 
with their omni-channel supply chain 
strategy and restructure their retail 
and distribution processes around the 
consumer rather than channels.

Retailers also need to restructure their 
distribution network capabilities. This 
is key to service different channels, 
products, and geographical areas for 
faster and more convenient response 
times with a flexibility to change 

Mike Ghasemi
Research Director, Retail Insights & Hospitality - Asia Pacific

IDC

Mike Ghasemi is the Research Director for IDC Retail Insights & Hospitality 
Asia Pacific, where he leads the definition, creation, and production of 
IDC market intelligence solutions for countries across the region. Before 
joining IDC, Mike spent 15 years in the IT industry, with 10 years in retail 
information technology software solutions.

according to volatile consumer 
demand. Planning for processing 
returns and deciding whether it 
should be done within the retailer’s 
fulfillment facilities or be outsourced 
to a third-party logistics operator is 
another consideration.

“Retailers need to recognize the 
importance of brick and mortar shops 
and implement technologies that 
would allow customers to connect 
from physical to digital.”

Most retailers will need less physical 
retail space but IDC Retail Insights 
believes that stores will become part 
of supply chains and order fulfillment 
operations, either by supporting click 
and collect or by providing a channel 
for online order collection or receiving 
returns.
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LogiSYM 
Singapore 2017  
LogiSYM Singapore was a resounding 
success with close to 400 industry 
professionals participating this year 
from 8 Countries in the Region.

Digitisation, Free Trade Agreements, 
RCEP, TPP11, Human Capital, 
Automation, e-business applications 
and even Airships were some of the 
key topics discussed and debated on 
this year’s agenda. 

The engagement and participation by 
Delegates, was very positive with a lot 
of industry and regional insights being 
shared amongst many professionals. 
What was most interesting from 
the various Speakers and Delegates 
feedback, was the diversity of topics 
and the comprehensive subject 
presentations, which drew a lot 
interesting questions in the Q&A 
sessions.

The various panel discussions had 
visibly engaged the audience, 
enriching that debate & exchange of 
views. There were several discussions 
which highlighted some visible gaps 
of ideology, but this was seen as very 
positive and well appreciated.  

The “take-aways” from the conference 
were very positive judging by the 
many side-line discussions that took 
place over the 2 days as well as during 
the cocktail networking session after 
the 1ts Day. 

The organisers of LogiSYM 2017 would 
like to thank all speakers  delegates, 
volunteers, supporters and sponsors 
for the resounding success and 
something to build upon for our next 
few events which will be in Malaysia, 
Dubai, India and Oman. 

Watch this space! 

Panel Session: Hybrid Panel: E-Business disruption in global freight forwarding
From left: Philip Damas  (Drewry Supply Chain Advisors), Kurt Breinlinger (The Logistics and Supply Chain Management 
Society), John Vitkus (INTTRA), Markus Kraft (The Logistics and Supply Chain Management Society), Pasi Pesonen (Sealed 
Air), Alex Ruf  (Centrolene Solutions) 

Panel Session: Protectionism, Isolationism and Free Trade?
From left: Stephanie Krishnan (Rutgers Business School Asia Pacific), Tony Nash (Complete Intelligence), Deborah 
Elms (Asian Trade Centre)

Keynote Address by Bjorn Vang Jensen (Electrolux)Opening Remarks by Raymon Krishnan (LSCMS)
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Panel Session: 3D Printing, manufacturing and its impact on Supply Chain
From left: Paul Guillaumot (Spare Parts 3D) , Dr Mark Goh (National University of Singapore), Sean Looi  
(Creatz3D Pte. Ltd.), Dr Bidushi Bhattacharya (Space Entrepreneur), Silas Daiber (DMG MORI Singapore 
Pte. Ltd.), Dr Chris Holmes (IDC) 

Panel Session: Racing With The Machine 
From left: Ayesha Khanna (ADDO AI), Christopher Martin (Access Partnership), Sriram Sridhar 
(GreyOrange)

SATO Team

Presentation:  Understanding the TPP11 – Market Access for Goods 
Raphael Madarang (APL Logistics)

SSI Schaefer Team

Presentation:  Competitive Advantage in Cold Chain Distribution. 
How automation is delivering productivity, speed, accuracy
Michael Bradshaw (Dematic)

Dematic Team 

Panel Session: Logistics Challenges And Transformational 
Leadership In The ASEAN Integrated World
Brian Miles (Schaefer Systems International)
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AUSTRALIAN COAL 
CONFERENCE
July 25th - 26th, 2017
Brisbane, Australia
www.informa.com.au/coal2017

MATERIALS HANDLING 
MIDDLE EAST
September 11th - 13th, 2017
Dubai, UAE

5TH PHARMA & 
BIOSCIENCES CONFERENCE
September 18th - 19th, 2017
Budapest, Hungary
www.coolchainevents.com/

AIR CARGO HANDLING 
CONFERENCE
September 19th - 21st, 2017
Budapest, Hungary
www.achconference.com/

LOGISYM MALAYSIA 2017
October 10 th - 11th, 2017
www.logisym.com/events/
logisym-malaysia-2017/

GULFOOD MANUFACTURING 
2017
October 31st -  November 2nd, 
2017
Dubai World Trade Centre
www.gulfoodmanufacturing.com/

October

July

September

EVENTS

SUPPLY CHAIN FACT & FICTION:
Tackling Today, Preparing for Tomorrow!

10 - 11 OCTOBER 2017

EMERGING AIRPORTS 
CONFERENCE & EXHIBITION
November 29th - 30th, 2017
Jeddah, KSA
www.emergingairports.com

LOGISYM INDIA 2017
November  2017
Delhi, India
www.logisym.org

THE 8TH INTERNATIONAL 
SAUDI TRANSTEC 
EXHIBITION & CONFERENCE
December 5th - 7th, 2017
Dhahran International 
Exhibition Center, Dammam, 
Kingdom of Saudi Arabia
www.sauditranstec.com

November

December

http://www.logisym.com/events/logisym-malaysia-2017/
http://www.logisym.com/events/logisym-malaysia-2017/
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