Letter From the Chairman

W

elcome to the Distribution Business
Management Associations’ fifth annual
Supply Chain Leaders in Action business forum being held in Arizona at the Scottsdale
Resort and Conference Center. On behalf of the
Board of Directors of DBMA, the Corporate
Advisory Board and the Executive Committee of
the SCLA we thank you for your support and continued interest in this outstanding business venue.
We are glad to report that the SCLA continues to
grow in membership. New corporate members for
2010 include BJs, Gap, Medline, Safeway,
ServiceMaster, Starbucks, Toys R Us and Werner.

Value for
Today’s New
Normal

DBMA is dedicated to offering strong value to our
members. New for 2010 is a three part corporate
package that is included with the three year SCLA
corporate membership. (1) As most of you know,
we have turned our January Executive Committee
meeting into a special program for the top representative from each of our member companies
mainly EVP’S, SVP’S & COO’S. This power-packed
program features key speakers, extensive executive
interaction and high level discussions of the most
pressing supply chain issues and trends. It is at this
meeting that the agenda for our annual SCLA
Business Forum is finalized. (2) In our second program, our annual SCLA May business forum, top
executives join their executive staffs in peer group
interaction in a teambuilding environment that provides much needed life lines giving both insight
and education. (3) New for 2010 is a third program
called the Supply Chain of the Future.
On September 26th to the 29th in San Diego CA,
we are joining forces with CSCMP in presenting the
Supply Chain of the Future Lab. This is a 100,000
sq ft display that tells the story of supply chain
from product inception to order fulfillment and features twenty four informative conference sessions.
We start off the program with a grand reception on
Sunday night in the Lab, with drinks and food as
well as an opportunity to meet thousands of supply
chain professionals. Monday and Tuesday are
packed with sessions and activities focused on the
supply chain story followed by another reception
Monday night. This third offering for the SCLA is
focused on training and education for mid-level
management. The third event is distinctly different
from the January and May programs which are for
executives only.
Several members of the SCLA have helped us put
this Lab together, members such as Don Ralph and
Don Walker and their teams from Staples &
McKesson. Their help along with others like Deverl
Maserang with Chiquita, was not in vain, because
over the next three years 2010- 2012, all member
corporations of the SCLA will have the opportunity
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to send their company members to this
September educational activity as part of your
SCLA membership. SCLA members will get a special Lab admittance badge that will entitle you to
the Sunday grand reception and the Monday and
Tuesday night networking receptions. In addition,
our SCLA members can walk through the Lab, as
well as attend any sessions in the Lab that interest
them on Monday and Tuesday. Some of your mid
level staff might want to attend for one day or the
whole time, the choice is up to you. If they wish to
attend the entire CSCMP conference which is outside the Lab, then they will have to join CSCMP, as
well as pay their conference fee. CSCMP offers
yearly membership with local chapters to your staff
that will give them the opportunity to grow professionally. We hope that this joint project between
DBMA, SCLA & CSCMP will increase the awareness of both groups to the professionals in the field
of supply chain. This third addition to the SCLA
membership package completes a full range of
offerings for our SCLA members.
The three-in-one SCLA package is an example of
what companies can accomplish professionally by
working together. There is sure to be many great
things ahead for the SCLA as it continues to be
innovative, adaptive and a proven source of insight.
For more information on the Supply Chain of the
Future lab go to www.dcenter.com, www.cscmpconference.org , www.supplychainlab.org or call
Amy Marie Yoder at DBMA 717-295-0033.
Finally, I would like to thank Don Walker, SVP
Distribution and Operations, McKesson, this year’s
Chairman, Bill Leonard, Director of Supply Chain
Strategy, The Hershey Company, Educational
Subcommittee Chair, and Amy Thorn, DBM’s
Executive Director for putting this excellent program together. In addition, our new Director of
Administration Amy Marie Yoder, who has joined
the small but mighty staff at DBMA/ SCLA, and the
help of countless loyal members and our incoming
Chairman for 2011, Jim Malvaso, CEO, Toyota
North America material handling division. We, at
DBMA/SCLA join together to thank each of you
attending for your support, enthusiasm and constructive participation. We are glad you have joined
with us in exploring great ideas in supply chain.

John T. Thorn, Ph.D.
Chairman of the Board, DBM Association
Vice Chair, SCLA Membership
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lato was wrong. That is, if Plato had
talked about the nature of supply chains,
he would have been wrong. Change, not
permanence, is the rule. What is today was not
yesterday and will not be tomorrow.
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The largest economic downturn since the Great
Depression has forced consumers to demand
greater value. This demand forces producers to
revisit every aspect of their operation, eliminating
waste, improving services, and remaining profitable as their market assumes ever-new shapes.
This issue of the DBM Journal presents several
strategies for perceiving, and thriving in, this historic and fluid environment. We hope the Journal
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Republic,” we hear there’s a new translation
that’s quite good.
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his issue of the DBM
Journal features the 2010
Supply Chain Leaders in
Action (SCLA) business forum and
thought leadership articles that
will help you and your company
prosper in the new normal economy. Regardless of your company
size, stage or industry everyone
has felt some impact from the
recent years’ economic turmoil.
In the article, “Leading in the New
Normal” supply chain thought
leaders share their insights on
how to create long term supply
chain plans that provide the flexibility needed to survive crises and
thrive.
Supply chain success stories
from the most resilient companies are referenced in the article
“Chain Gangs and Boardrooms:
How Working Together Can
Benefit Everyone.” Real world collaborations are sited proving that
trading partners can operate their
supply chains as if they were one
company.
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One thing is certain you’re not
going to move ahead using outdated models and obsolete strategies. Jack Buffington’s article,
“Designing 21st Supply Chains
Using Complex Adaptive System
(CAS) Strategies” offers a fresh
perspective on how to achieve
supply chain transformation over
the next decade.

Printed in the USA copyright ©2010 by DBM, Inc.
No part of this publication may be reproduced or transmitted by any means without permission from the publisher. Permission to photocopy for internet use or the
internal use of specific clients is granted by DBM Inc.
for libraries and other users registered with the
Copyright Clearance Center, CCC provided that a base
fee of $1.25 per copy of the article plus 60 cents per
page is paid directly to CCC, 222 Rosewood Dr.,
Danvers, MA 01923

4

5

No matter how you look at it
leading companies continuously
improve their performance
through best practice strategy
and operational efficiency. A
growing trend discussed in this
issue is how sustainability is
impacting strategy and operations. In 2010 the SCLA launched
a longitudinal study in this area
and the initial findings of the
study are highlighted in the article
“Sustainability -The Long View:
The Importance for Your Company,
Your Children, Their Children
and Our Planet.”
Today every executive is under
pressure to perform. To be successful it is not enough to have
the right strategy you also need
the right mix of people, processes
and technologies to execute that
strategy. So whether you find a
blueprint for success in the pages
of this issue of the DBM Journal
or by attending the 2010 SCLA
Executive Forum we hope you,
like this year’s Circle of
Excellence recipient, Hershey Co.,
experience the sweetness of
success.

Amy Thorn,
Editorial Director

Industry Article

Achieving
the Next Level
By Robert A. Rudzki
very discipline has its own
E
body of knowledge that encompasses all we know about it and
thereby defines excellence today.
This knowledge changes, sometimes
dramatically, as we discover new and
better ways of doing things. Today’s
standard of excellence becomes
tomorrow’s average performance. If
knowledge does not advance, the
inevitable result is stagnant growth
and a lower standard of living.
Next-level supply organizations have
the capability to look at where they
have been, understand the current
state of knowledge and practices,
and project what they need to do to
be successful over the next five
years. It was not that long ago when
supply-base reduction and crafting
longer-term supply agreements were
new, exciting, and even a bit frightening to supply managers. Now, these
practices barely elicit a yawn. But
what comes next? Instead of a strict
focus on material cost reductions,
why not think about revenue
enhancement and better management of capital projects, and working
capital? Instead of thinking about
direct materials, why not think about
how to manage every good and service that an organization requires?
Toward this end, every CPO or chief
supply chain officer needs to be fluent in the performance improvement
framework shown in Figure 1. This is
one of our favorite charts, and it captures the essence of relating supply
management to improved corporate
performance. Let’s walk through this
framework briefly.

total capital invested in that business
(long term debt and stockholder’s equity). ROIC is important because it is an
indicator of the current health of a business. For a firm to deliver value to its
shareholders, ROIC needs to exceed
the corporate cost of capital. A company that operates where is ROIC is
lower than its cost of capital is essentially liquidating itself.
Improving profits helps improve both
ROIC and cash flow. Reducing the capital intensity of your business also
helps to improve ROIC and cash flow.
Improving profits while also reducing
the capital needed to run the business
has a powerful compounding effect on
ROIC and cash flow.
So how do we go about improving
profits? There are two fundamental
ways: revenue enhancements and cost
reductions. Supply management can
— and should — play an important role

Figure 1 – Global Manufactured Goods Trade, Real GDP
and Ports Reporting Container Volumes

Performance Improvement
Framework
Two important measures of corporate performance are return on invested capital (ROIC) and cash flow. ROIC
is calculated by taking the annual earnings of a business and dividing by the
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in each of these areas, as indicated in
Figure 1. Supply management should,
for example, take a leadership role in
creating a more responsive supply
chain, thereby helping the company to
win more business (and increase revenues) from customers. Supply management should also take the lead in
applying good processes to better
manage all areas of cost and external
spending, not just those typically
assigned to procurement.
So far so good, but how do we
reduce capital intensity? Again, there
are two ways: working capital
improvements and capital expenditure improvements. Supply management can play an important role in
each of these areas too. In many
companies, for example, there is no
one clearly tasked with analyzing and
coordinating supplier payment terms.
This area is ideally suited for supply
management to take a lead role. With
regard to capital expenditures, experience demonstrates that the sooner
procurement is involved in new projects (even at the concept stage), the
better the overall project economics
and ramp-up time will be.
A thorough opportunity assessment
for supply management requires a
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careful evaluation of the improvement
opportunities in each of the four categories shown in Figure 1. Then, to tie
it together for the executive audience,
you relate those improvement opportunities to the company’s income
statement and balance sheet. Going
that extra step allows you to demonstrate the impact of supply management on net income, earnings per
share, ROIC and cash flow — all key
areas of interest for senior executives.
It’s a powerful way to communicate
the enormous potential of a transformed supply management organization in the language of senior executives and in a manner relevant to your
company.
While no two firms are exactly the
same, our experience has often
shown that thorough opportunity
assessments demonstrate that a
company’s ROIC has the potential to
double or triple from its pre-transformation levels. The next logical question is, “If that’s the case, why aren’t
there many 20 percent ROIC superperformers in the business world?”
The answer is painfully simple.
Achieving that step-change in performance doesn’t just happen by itself. It
takes leadership and a well-designed,
well-planned transformation roadmap.

transformation process. The logical
place to look is the head of procurement or supply chain management. If
that person is not comfortable in a
leadership role, then you’ll need to
look elsewhere. It’s a sad fact that not
enough people are comfortable in
leadership roles.
Simply stated, the transformation
leader has to be willing to advocate
change, which often means putting his
or her neck on the line. Here’s what
we mean: First, he or she will need to
develop a broad vision with objectives
that speak to the interests of senior
management. And again, these objectives must be communicated in the
language of the executive suite. The
transformation leader must be willing
to lay out a specific plan and roadmap,
with concrete milestones of achievement rather than just activities.
Perhaps most importantly, the transformation leader must be willing to
construct a business case that offers a
performance commitment (that is, $X
million of new cost reductions to the
bottom line in each of the next few
years) in exchange for the executive
support (budget, people, outside support, tools, and systems) needed to
make it happen. Without that show of

Dimensions of a
Successful Transformation
Supply management transformation
refers to the successful metamorphosis of supply management from a
transaction-based, reactive function to
an active, strategic driver of business
performance, whose input is regularly
sought by other areas of the company.
Companies that have successfully
transformed their supply management
activities into world-class performers
have paid attention to six key dimensions of transformation. As shown in
Figure 2, those dimensions are procurement’s role, objectives, leadership, organization, best practices, and
innovation and technology. Underlying
these six dimensions are more than
30 specific initiatives that ultimately
make up a comprehensive transformation plan.
Before you even start thinking about
which initiatives to focus on, you need
a strong leader in place to sponsor the

Figure 2 – Percentage of Population Over 55 Years of Age in North
America and Europe
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confidence and dedication from the
transformation leader, why would the
rest of the executive team be willing to
commit people and budget to the
effort?
When I was a corporate CPO, I did
exactly what is described above —
and it made a huge difference in
obtaining executive support, and in
achieving bottom line results. This
approach helped create the excitement and commitment within the
organization necessary to effect the
transformation. Believe it or not, once
you’re willing to go down this path,
and once you’re comfortable with the
leadership imperative, the rest is easier than it might seem.
The transformation to the next level
of supply management excellence
will bring higher-level visibility,
accountability, risk, and hopefully
reward. But no matter how far we
travel, or how much we change, there
will always be another destination
beyond the one we just reached. As
Zig Ziglar once said, “Go as far as you
can see and when you get there, you
will always be able to see farther.” It
is time to see and go farther, always
keeping in mind that the horizon will
never look the same for long.

Industry Article

Rethinking
Leadership:
A diverse formula
for success
By Tom DeCaro
Being a great leader doesn’t
demand harshness, coldness, and
certainly not a Y-chromosome. The
best leaders get people behind
them by inspiring trust, loyalty, and
self-confidence. These best leaders
draw the best followers, eager to
do their part for the greater good,
because they understand their part
does indeed make the good
greater. Anyone can find a thousand followers: Just get nobodies
behind you. If, however, you care
about what you’re doing and care
about the people you’re doing it
with, then let’s find our inner Joan
of Arc and lead our troops toward
perfection.
Servant Leadership
Leaders’ styles generally emphasize one of two key traits: A natural
desire to serve with a conscious
decision to lead, or an unconscious
need to take charge, often driven
by an individual’s will to power. The
first type we’ll call Servant Leaders.
Besides being an effective and
often beloved type, this group differs from their power-driven peers
in that Servant Leaders value the
needs of group members as much
as the results produced by that
group.
In fact, for Servant Leaders, a
group’s needs and results are
inseparable, directly correlated variables. If the members of a team
believe their contributions matter
and their voices are heard, the work
they produce will be vastly superior
to a team with similar talents domineered to feel like so many worker
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bees following rules they didn’t
make to achieve goals they don’t
understand.
Servant Leaders tend to see
themselves as part of the group
they’re leading, using first-person
phrases like “let’s go” rather than
“get going.” Servant Leaders
accentuate the positive, helping
their team achieve great things by
first making individuals believe they
can — and will — achieve great
things.
In addition to these traits, Servant
Leaders also tend to trust their
intuition more than “objective”
data, and often set their sights on
the big, perhaps abstract, picture,
rather than getting bogged down in
the details of a particular problem.
Pragmatic and kind in their dealings with others, Servant Leaders
value laughter as an indispensable
and natural corollary to seriousness
and hard work. Open-minded selfstarters, these leaders look to tackle a task the best way, even if that
isn’t necessarily their own way. Of
course, accomplishing this kind of
rapport is impossible without
another defining characteristic of
Servant Leaders: trust.
Quality Qualities
“The dramatic globalization of
markets and technology has created more competition than ever in
history.… You’ve got to produce
more for less and with greater
speed than ever before. The only
way you can do that in a sustained
way is through the empowerment
of people. And the only way you
8

get empowerment is through high
trust cultures and through the
empowerment philosophy that
turns bosses into servants and
coaches”
— Stephen Covey,
“Insights on Leadership”
Any foundation of trust begins,
paradoxically for a foundation, at
the top. A group’s leader must possess unequivocal credibility and
integrity. Only someone with deep
inner faith and strength see the
same in others. But the leader who
can see these qualities in their
team is freed from the undermining tedium of micromanagement,
thereby fostering trust and selfreliance throughout the organization.
Treating others with respect goes
hand-in-hand with cultivating trust,
and one cannot emphasize enough
the practical (and Karmic) benefits of
treating people with dignity.
Effective leaders will also prize transparency. Anyone who deals in an
open and forthright manner will not
only reinforce a culture of trust and
respect, but will also avoid the needless hassle of correcting mistakes
made by those acting in good faith,
but without all the necessary information.
Mistakes, however, will happen.
When they do, the prudent Servant
Leader will fix the mistake rather
than fixing attention on blaming the
perpetrator. Likewise, serendipitous
breakthroughs will happen. Just as
loyalty should preclude a witchhunt when things go wrong, it
should also demand proper credit
be given to the person who made
them go right.
No leader will long remain in a
position of leadership if he doesn’t
consistently deliver results, find
ways to improve, and see that his
troops do the same. This requires
everyone to confront challenges
with their eyes open, recognizing
and acknowledging pitfalls instead
of pretending they’re not there,
even as you tumble down one.
Everyone must understand exactly what’s expected of them, and no
one should assume that something

left unsaid has been tacitly understood. From this clarity, accountability follows. If everyone grasps
his or her role, everyone can take
responsibility for ensuring their job
gets done properly.
Servant Leaders must avail themselves of all five senses, though
hearing might be the most important one. A leader who listens to
his group will better understand
them both personally and professionally. He will also learn what
matters to the team, what questions to ask and what questions
don’t need asking.
Men And Women Are
Different (and other profound observations)
In a subject as the complex as
gender dynamics, generalizations
will necessarily fail to cover all (or
even most) cases. However,
clichés are clichés for a reason,
and these broad observations
should give you a working knowledge of the relevant factors at play
in the majority of instances.
From the standpoint of perceiving and processing the outside
world, one notices several significant differences between the genders. Women tend to favor intuition
over data, and are more adept at
reading and interpreting subtle
emotional cues than men. Men, on
the other hand, tend toward the
“objective,” placing a high value on
concrete facts and readily ascertainable and quantifiable information.
Often, women will seek to minimize status differences, while men
favor stratification, especially if
theirs is a position atop the hierarchy. Women tend to talk more
openly about their hopes and fears
than their male counterparts, who
will often bond over neutral subjects, such as business or sports.
Women generally derive a sense
of power and satisfaction from
helping others while men typically
find this satisfaction from having
others in their charge.
Collaboration is an arena where
women are often more skilled players than men, who, by and large,

prefer competition and its thrill of
victory.
And The Winner Is…
Using the aforementioned metrics, we can use our sample data
to assign each of the 13 leadership
categories a 0-10 score, with zero
indicating complete male dominance, and 10 showing female
superiority.

men dramatically outshine women
when it comes to assessing matters with a brutal honesty some
might prefer not to hear.
9) Clarify Expectations — 7.5
Using essentially the same mechanisms to show loyalty more effectively than men, women here
demonstrate that communication is
key.

1) Talk Straight — 5.5
Though women tend to articulate
their feelings better than their male
counterparts, both groups can tell
it like it is.

10) Practice Accountability — 5.0
Whether from Mars or Venus, visitors from both planets are equally
adept at knowing where the buck
should stop.

2) Demonstrate Respect — 8.5
More sensitive and adept to others emotions, women are clearly
stronger here.

11) Listen First — 9.5
All I can add here is, aren’t you
surprised it wasn’t a 10?

3) Create Transparency — 6.5
Helped by their efficacy at communication as well as their willingness to share and hear information
in a collaborative manner, women
have an advantage when considering openness
4) Right Wrongs — 8.5
Here too, women’s tendency to
foster cooperation rather than
assigning blame for errors gives
them a clear edge.
5) Show Loyalty — 7.5
More concerned about collective
success than individual glory,
women outperform men by a wide
margin.
6) Deliver Results — 4.5
Less concerned with stepping on
toes or hurting feelings if it means
accomplishing a goal more completely, men rate slightly better
than women.
7) Get Better — 8.5
Natural nurturers, women
encourage, and tend not to be
threatened by, constant improvement of their peers.
8) Confront Reality — 2.5
Sometimes the truth hurts, so it
should come as little surprise that
10

12) Keep Commitments — 5.0
Regardless of differences in personality, both men and women in a
professional setting understand
this category offers no room for
diverging approaches.
13) Extend Trust — 5.0
One might expect women’s higher scores on questions of communication and loyalty to swing this
number in their favor as well, but
while men’s methods might differ,
they’re just as able as women to
instill trust in their groups.
FINAL SCORE: 6.5
The number speaks for itself: If
you’re a man in a leadership role,
fire yourself right after you find the
right woman for your job.
Joking aside, the data indicate
women perform better than men in
a statistically significant way
according to our metrics. Does this
mean all women are natural leaders? Not necessarily. (At least, no
more than it suggests all men converse solely in a stunted language
of stock indices and foul balls.)
However, it does mean we should
revisit our idea of what a good
leader looks like. And if we still
believe only men can be leaders of
men, let’s hope Joan of Arc is on
our side if our dreams should take
us to war.
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The Indelible
Mark Of A
Red-Hot Brand
By Tim Stratman

When you hear Apple, you
think “innovation.” With BWM,
you think “superior engineering.”
These brands have a powerful
psychological cachet equal to, if
not greater than, that of the companies’ actual physical products.
Designing products and devising
marketing strategies to cultivate
these positive associations in the
consumer’s mind: This how a
brand becomes a brand.
Consider other great consumer
brands: What images do they
conjure up? What feelings and
phrases do they evoke?
“Superior,” “elegant,” “unique” —
these are the adjectives that
describe the greatest brands.
Substitute your name for the
brand; now what comes to
mind? What is your brand?
Supply chain leaders already
have a general brand, often
summed up in terms like “efficiency expert” or “cost-cutter.”
They present an admirable, if not
terribly sexy, image of high technical expertise, fondness for
data, and an unwavering eye on
the bottom line. But each supply
chain leader has more behind
their individual brands than some
set of stable, dry attributes.
These men and women don’t just
oversee data, supplies and logistics; they lead people, ensuring a
smooth interaction between producer and consumer by ably conducting the orchestra of personnel that move goods from points
A to B. The supply chain professional’s brand must encompass
not just command of informa-
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tion, but leadership of people.
Supply chain leaders must
thoughtfully develop their professional brands. To do so, you
must become your own marketing department because,
whether you’re aware of it or not,
you’ve already got a brand. When
co-workers, clients and your
board think of you, they all have
their own established sets of
associations and opinions. If you
overheard their descriptions of
you, would you agree with that
assessment (assuming the
describer in question doesn’t
happen to be a mortal enemy or
an in-law)? What traits do others
associate with you? More importantly, how do these traits differ
from you want your brand to be?
Strong brands are described as
having “pull” — they draw consumers in. These brands spark a
desire in the consumer, while
creating high expectations as
well. Regardless of product, successful brands share the same
marketing fundamentals. First
and most important, the brand
must have distinct and desirable
characteristics that raise its value
above its peers. For example,
Apple and Motorola both make
smartphones, but people aren’t
camping out in front of stores by
the thousands waiting for the
newest Motorola device. In some
cases however, marketing alone
is enough to give a brand that
special something. Perhaps the
best example of this is DeBeers
diamonds. Odds are, the average
diamond consumer comparing
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stones side-by-side would have
about a 50-50 chance of picking
the gem mined by DeBeers.
Assuming the diamonds share
the same size, cut and clarity, the
only thing that differentiates
them is one of the most effective
slogans in the history of advertising, “A diamond is forever.” With
that motto, DeBeers has created
a brand that equates their diamonds with investment, love,
and eternity. Those key associations continue to earn De Beers
a hefty premium.
For a brand to have distinctive
and compelling value, it must
embody four core principles:
Positioning — Positioning is the
unique space the brand occupies
in your mind. Earlier, we mentioned Apple as conjuring up
notions of innovation. Positioning
is the concept that links the two
so closely that not only does
Apple make you think “innovation,” but hearing “innovation”
might well make you think of
Apple too.
Relevance — Relevance is
having an association that is
meaningful. In the DeBeers
example, the brand promises
“forever.” The romantic takes
“forever” to mean love and the
pragmatist takes it to mean
“value” or “investment.” Either
way, DeBeers has made itself relevant to two disparate groups by
making a meaningful connection
with a single, well chosen word.
Consistency — Consistency
ensures that each interaction
with the brand reinforces these
associations. We know Avis
“tries harder,” so we expect
exceptional service every time.
With McDonalds, you get the
same meal regardless of which
restaurant you’re in, or what continent you’re on. The brand
becomes a self-fulfilling prophesy for the client.
Support — Attention needs to
be paid to the brand’s underlying
product. The product needs to
maintain the brand’s promise.

People weren’t associating Apple
with innovation in 1995, and they
won’t in 2025 if the company
loses its way again and rests on
its laurels. Supporting the brand
requires time, attention and constant cultivation.
It is time to develop and cultivate a professional brand for
you. In supply chain, you control
every variable as efficiently and
effective as possible. Why leave
your brand to chance?
Building a brand marketing
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plan consists of strategies and
tactics that address the key principles of value, positioning, relevance, consistency, and support
(see Exhibit 1). It begins with
analyzing your current professional brand. Discovering the current associations with your brand
is not always easy. The higher
you are in the organization, the
fewer your opportunities for honest feedback and constructive
criticism. Getting people to tell
you what your brand means to

0

them may be difficult. As an
executive coach, I have conducted confidential interviews with
key associates in every area
around my client as a method of
obtaining accurate brand
research. To get an even wider
response, a confidential survey
can be used to determine brand
associations in areas such as
strategic thinking, vision, values,
style, and leadership.
The brand profile that others
associate with you can be an

eye-opener. The person who
thinks he is the standard bearer
of the firm may be seen by others as a devil’s advocate in strategy sessions. The person who
thinks she’s an extrovert may
only be chatty with close friends
and confidantes.
Once you’ve learned where
your brand stands, figure out
where you want to take it. The
first step in taking control is honestly assessing what you want to
associate with your name. There
is no “right” brand, though there
are certainly wrong ones. But as
long as you make your brand
genuine, distinctive and compelling, you’ll be able to deliver
on the brand using your natural
strengths as a leader. This presents a tantalizing possibility, to
cultivate “pull” by deepening traditional supply chain tendencies,
like being process-driven, analytical, and decisive. Or, taking the
other route and broadening your
aspirations with action that’s
strategic, and shows companywide focus and strong leadership.
Your ideal brand associations
cannot be pulled from the ether.
It must be built on a foundation
of traits already in you. They
must be genuine. Determining
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your brand traits requires honest
self-reflection. In other words,
you must be willing and able to
deliver on the high expectation
that your brand creates.
The head of supply chain for a
large manufacturer wanted a
dimension of his brand to resonate with inspirational leadership. He wanted to be seen as a
focused visionary who inspired
people to achieve big things. The
company was downsizing due to
economic straits and he wanted
to assuage the fear permeating
his organization. While his intensions were right, his branding
strategy hit some speed bumps.
For years his style was one of
quiet leadership. He was seen
as steady and consistent, so his
rousing, but earnest attempts to
pump up his team came across
as insincere. In branding terms,
he was working against his
“type” and people weren’t
buying it.
This executive unintentionally
violated the Consistency principal: His desired brand was not
meshing with his established
brand. Think of Mercedes Benz.
What would happen if Mercedes
decided to build small cars on
the cheap for quick cash? They
would destroy the luxury brand
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they spent more than a century
building. It wouldn’t be pretty.
When creating and cultivating
your brand, keep in mind the old
adage “know thyself.” Your brand
must genuinely reflect your personality and values.
The difference between your
current professional brand and
your brand aspirations is the
change dimensions, the areas
you need to work hardest on to
shift perceptions. Obviously, the
wider the divide between people’s current perception and your
aspirations, the more difficult
and the less successful it will
likely be.
With your brand associations
firmly in mind, set about developing the strategies and tactics of
your marketing plan. Refine your
associations into a concise brand
description. Though he failed at
being the outgoing cheerleader,
the supply chain executive mentioned above finally achieved his
goal of building morale and earning a brand of “thoughtful mentor through good times and bad.”
He communicates his brand by
acknowledging the difficulties
facing the company and the
team, and helping everyone overcome them. He established team
“check-in meetings” where he
keeps groups up to date on
what’s happening within the
company and the teams reciprocate by sharing their internal
goings on. The executive also
checks in on each team member
privately and encourages them to
check in on their direct reports in
turn.
The tactics of personal brand
marketing are in constant flux.
The strategies tend to change
less, but since your brand aspirations will likely change over time
too, it’s probably not wise to
expect too much constancy here.
Nevertheless, the most important change is, and will always
be, seeing the gulf between your
desired brand and your realized
brand narrow until it disappears.

Special Report:

Moving The U.S.
At The Speed Of
Business
By Scott Davis
The U.S. economy is improving,
but the recovery’s been slower
than expected. Why? The business leaders I talk to lack the confidence to increase investments
and expand hiring. They’re concerned with growing budget
deficits, uncertain tax policy, rising
energy costs, and crumbling infrastructure. Four key changes could
reassure them — and ignite private-sector growth.
First, develop a strategy
for energy security — then
stick to it.
We need a plan that will lead to
energy independence so that we
can stop moving from one energy crisis to another.
As we increase domestic energy production, we’ll reduce our
dependence on foreign oil. That
will improve our nation’s energy
security and help our economy
by creating new jobs and investment in this country — instead of
overseas.
Clean energy technologies hold
great promise for the future. But
to reap the benefits, the public
and private sectors need to work
together and make a sustained
commitment to testing and developing the most effective alternative fuel technologies.
For decades, UPS has been
experimenting with our “rolling
laboratory” of more than 2,600
alternative fuel vehicles. The
alternative fuel technologies
include natural gas, propane,
hydrogen, hydraulic hybrids,
and electric. If it works, we try it
— and then build upon the successes.

In particular, natural gas is plentiful in the United States, and it
works well for short-haul trucking
(compressed natural gas) and
long haul trucking (liquid natural
gas). But we need to expand the
refueling infrastructure to speed
adoption of this clean fuel technology. Heavy tractor trailers consume about three quarters of the
diesel fuel used by all commercial trucks. Imagine the amount
of imported oil we’d save —
along with improving the air quality — by converting our nation’s
long haul fleet of heavy tractors
from diesel to natural gas. But,
leveraging natural gas and other
alternatives is just one part of a
national strategy that would
strengthen our economy.
Second, fix the transportation infrastructure.
We need a more strategic
approach to planning and funding
our nation’s transportation infrastructure for the future.
Today, we address critical transportation needs in isolation. We
go from one appropriation to the
next, often with politics guiding
priorities. As a result, our investments are not targeted at alleviating bottlenecks in our road, rail,
maritime, and air networks.
The cost of congestion in the
United States in 2010 was about
$101 billion — up from $79 billion
in 2000. Across our UPS network,
a five-minute delay each day for
each of our vehicles costs us
$100 million per year. Extrapolate
that across the whole economy,
and you get a sense of the huge
economic burden of congestion.
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Third, simplify the tax
code and lower business
taxes.
Congress should act quickly on
legislation to reform our corporate tax structure. The current tax
rate paid by U.S. businesses is
35 percent. Within a month this
will be the highest rate for any
developed country. I have said
that if Congress could reduce the
corporate rate, then UPS would
support the elimination of current
deductions. By lowering and simplifying the tax code, the U.S. will
be better positioned to compete
for capital investments in the
global economy.
Fourth, focus on trade
policy.
Finally, trade must remain a
national priority. I was heartened
by the passage last year of the
three free trade agreements with
South Korea, Panama, and
Colombia. They will help create
380,000 jobs in this country.
Trade is the most powerful
engine of job growth and prosperity. A long-term strategy for
expanding exports is vital to our
economic future and our global
competitiveness.
The United States is the
world’s largest market, and business leaders want to expand in
this country. If our leaders can
make the necessary decisions
that begin to reduce the budget
deficit, while acting on smart
strategies for energy, infrastructure, trade and tax reform, confidence will return to the private
sector. Companies will create
jobs by investing in their businesses. Growth will become
robust and the United States
will once again lead the global
economy.

Waste Management ad

“Moving the U.S. at the Speed of
Business” was originally published
Feb. 28, 2012 by the Harvard
Business Review Insight Center on
American Competitiveness. For more
information, visit http://hbr.org/specialcollections/insight/american-competitiveness
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Refereed Article:

The Trend Toward
Near Sourcing…
Is it a Key to a
Successful Supply
Chain?
By Ronald M. Marotta

Today, retail and logistics
executives face challenges
unlike any of their predecessors, and complicated by the
breakneck speed with which
today’s hurdles arise. We often
hear that change is good and
that the challenges that we
overcome make us all stronger,
wiser, and better equipped to
raise our organizations up to
operate more efficiently and
deliver a bottom line. In these
turbulent times however, the
rate of change increases daily
and succeeding and leading in
your industry requires leaders
with have vision, fortitude, and
an internal compass to shepherd an organization to success.
With the skyrocketing price of
fuel, we see the long beleaguered consumer in an already
fragile economy worrying if
recent signs of improvement
were just statistical anomalies.
Will we fall into another, deeper
recession, or will we merely
endure a more mild double-dip
variety? Perhaps neither will
come to pass, but, no matter
how we characterize our protracted economic malaise, is
seems to have sapped some of
the heart and confidence out of
many consumers here in the
United States.

The perfect storm of the
sharp spikes in the price of
fuel, the daily catastrophe
updates from broke European
Union nations, our four-year
construction downturn, and the
overarching financial and credit
crunch have all contributed
unemployment numbers far
higher then we like to say out
loud, in turn sending consumer
confidence back from whence
it came in late 2008.
On a brighter note, we have
seen recently that retail markets in Asia currently appear to
have the best growth prospects
for global retailers. China has
recently started to impose minimum wage regulations, which
we can assume is part of the
plan to lift blue collar incomes
to help cultivate its domestic
consumer market, and set
China on a course to build a
(uniquely Chinese) middle
class.
Along with rising blue collar
incomes in China, white collar
take home will also increase,
further bolstering sales of midlevel discretionary products and
creating opportunities for those
willing to take the leap into the
Chinese retail market. We will,
of course, expect continued
development of the higher-end
consumer product market,
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including the marketing of global branded fashion items. In
major Asian cities, we have
already seen dramatic increases in the number of consumers
with ready appetites for luxury
goods and services. This trend
of increasing wages and benefits for Chinese workers will
necessarily increase the cost of
sourcing in China, long the primary beneficiary of American
outsourcing.
The duty of producers and
manufacturers in our global
supply chain is to try to reduce
costs while building a stronger
and more resilient source of
supply.
For the first time in our modern economy, companies and
executives are looking to move
sourcing of their products, and
even services such as call centers, back to the western hemisphere, if not the United States
itself.
The critical factors pressing
us to find alternative sourcing
locations closer our retail sales
points are:
• The lean inventory mode in
which we operate demands
an increased speed to market.
• Facing shortages of labor, and
instability of labor costs in traditionally consistent sourcing
destinations.
• Overtaxed infrastructure and
insufficient capacity to manage increased manufacturing
requirements in traditional
sourcing areas.
• Ocean carriers service capacity and seasonal restraints for
these critical global trade
lanes.
• Asian countries’ new investment, manufacturing development, and planning in Latin
America and Africa.
• Free-trade agreements
between the U.S. and Latin
America.

• Recent shifts from far- to
near-sourcing, especially in IT,
call centers, and general manufacturing.
• The impact of the 2012
Japanese earthquake on
industries and supply chains
far removed from the direct
impact of the disaster.
A retailer or importer with
vision and a commitment to
succeed in their market needs
to minimize their risk by having
a diversified plan to source
their merchandise in reliable
areas close to market to maximize transport efficiency and
mitigate the impact of rising

fuel costs.
Any executive in our industry
needs to consider the very different facets of commerce
today; that is, commerce in a
challenging market with costs
in constant flux, and a supply
chain potentially burdened by
rapidly rising fuel prices, labor
conflicts, infrastructure problems, or interruption of product
flow from causes both natural
and man-made.
As this near-sourcing trend
has started, we can see the
increased speed to market of
fashion products by sourcing
close to that market. It seems a
perfect fit for the retailer to

source locally and take advantage of new production trends,
so that product distribution and
even design can be managed in
a shorter cycle while enabling
more sell through of products
at full price as retailers get the
thing their customers want on
the shelf exactly when they
want to buy.
Ronald M. Marotta is the Vice
President of Yusen Logistics
(Americas) Inc., International
Division, an NYK Group
Company, responsible for the
Origin Cargo Management
Group and is based in
Secaucus, N.J.
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Welcome
Attendees

General
Information

elcome to the fifth
Supply Chain Leaders in
Action annual conference.
For those who are returning attendees,
welcome back. For our new attendees,
a very special welcome. I appreciate
you being here in Scottsdale, joining
supply chain colleagues as we focus
on this year’s theme, “Prospering in
the New Normal Economy.” I hope
that you’re all excited and ready to
talk. If not, the conference sessions
might get a bit dull. But I’m sure we’ll
be fine.
Economists continue to report that
the recession is not over, but there is
evidence of a slow turn-around.
Maybe you see light on the horizon,
but these same economists insist it will
be another year before we will see
real, solid economic growth. The main
message the experts keep repeating is,
“Things will not be the same.” There
will be a “new normal.”
Maybe I’m blinded by the old-normal way I see things, but there doesn’t
seem to be too much agreement on
what exactly this “new normal” will
look like and the exact changes it will
demand. The past 18-24 months have
shown that innovative, operationally
excellent companies will continue to
thrive. Innovation and Operational
Excellence are core competencies of
great Supply Chain Leaders, so we
should expect our companies to lean
on us to lead the charge in creating
prosperous new ways to conduct business. The pressure is on for supply
chain leaders to be at the top of our
game, a daunting challenge for us all.

W
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Supply Chain Leaders in Action and
this conference is focused on helping
you meet this challenge. We have
gathered industry practitioners and
academic thought leaders to provide a
forum of collaboration, debate and
exchange on key topics common to
multiple industries. Conference sessions have been designed and developed to provide you an opportunity to
engage. Come prepared to challenge
your assumptions and explore new
ideas to apply to your business. Be
prepared to share your successes and
failures, and to step out and seek solid,
practical advice from those who have
been down the path before.
This is a unique opportunity for all
us to grab control of our own destinies
and create and define this New
Normal. Let’s use this gathering to
help us toward that end.
I hope you enjoy yourselves and I
look forward to seeing you around the
conference.
Sincerely,

Waheed Zaman
2012 Chairman,
SCLA Executive Committee

Conference Hours:

Registration Hours:

Monday, May 7, 2012 ................1:00 PM to 8:30 PM
Tuesday, May 8, 201 ..................7:00 AM to 5:00 PM
Wednesday, May 9, 2012............7:00 AM to 5:00 PM
Thursday, May 10, 2012 ............7:00 AM to 1:30 PM

Monday, May 7, 2012 ................11:00 AM to 6:30 PM
Tuesday, May 8, 2012 ................7:00 AM to 5:30 PM
Wednesday, May 9, 2012............7:00 AM to 5:30 PM
Thursday, May 10, 2012 ............7:00 AM to 1:30 PM
The registration desk will be located in Vista Sol.

Keynote Sessions
All keynote sessions will be held in Grand Coronado.
Super Sessions & Breakouts
Innovating the Supply Chain through Collaboration Super Session track will be held in Arizona II & III.
Leading the Supply Chain in the New Normal Super Session track will be held in Pueblo.
Macroeconomic Factors Affecting the New Normal Super Session track will be held in Arizona I.
Research & Benchmarking track will be held in Grand Coronado on Tuesday & Wednesday and Pima on Thursday.
Peer Group Locations
Customer Relationships – Papago I
Process Improvement – Papago II
Demand Planning Responsiveness – Apache I
Senior Executive – Maricopa I
Distribution Design, Material Handling & Support – Yuma
Sourcing, Procurement & Manufacturing – Apache III & IV
Human Resources – Hopi
Supplier Collaboration – Council
Inventory Management & Information Technology - Treaty
Sustainability, Risk & Security – Board Room
Logistics Strategy – Maricopa II & III
Transportation & Carrier Management – Pima
Order Fulfillment & Distribution – Apache II
Peer group sessions will be held Tuesday, May 8th and Wednesday, May 9th from 3:30 p.m. to 5:00 p.m. and
Thursday, May 10th from 11:00 a.m. to 11:45 a.m.
Social Function Location
Monday, May 7th
1:00 PM to 3:30 PM - Supply Chain Women in Action – Pueblo
3:30 PM to 4:00 PM - Peer group facilitator meeting – Council
4:15 PM to 5:15 PM - New member reception – Vista Sol & Sun Patio
6:30 PM to 8:30 PM - Welcome reception – The Courtyard (Weather back-up: Pueblo)
Tuesday, May 8th
5:30 PM to 6:30 PM - Peer group cocktail receptions – Grand Coronado & Sunset Plaza
5:30 PM to 6:30 PM - Executive Committee peer group cocktail reception – Casita 45/50
6:30 PM – Team dinners with executives
Wednesday, May 9th
5:30 PM to 6:30 PM - Peer group cocktail receptions – Alameda (Weather back-up: Pueblo)
6:30 PM – Optional dine around at various local restaurants
6:30 PM to 7:30 PM – Executive Committee Circle of Excellence cocktail reception – Grand Coronado
7:30 PM to 10:30PM – Executive Committee Circle of Excellence awards dinner – Grand Coronado
Thursday, May 10th
7:00 AM to 7:45 AM – Education Committee Meeting – Council
General Session, Keynotes, Breakfast & Lunch Location
All general and keynote sessions, breakfasts and lunches will be held in Grand Coronado. Sunset Plaza will be available
for outdoor dining if weather permits.
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Lehigh University and
the Center for Value
Chain Research
Lehigh University has been chosen to award the
2010 Certificate of Advanced Education for the
Supply Chain Leaders in Action Business Forum
By Joel Sutherland, Managing Director, Center for
Value Chain Research, Lehigh University
ince its founding in 1865, Lehigh
University has fostered a rigorous
academic culture that seamlessly
blends science discovery with a well-rounded
liberal arts education. An entrepreneurial spirit
and inspired thinking have long been hallmarks
of a Lehigh community that is 70,000 alumni
strong.
Among those alumni are pioneers and
visionaries, individuals who have left indelible
marks on communities in over 130 countries
and whose ingenuity has lead to the the creation of the first escalator, the construction of
the Golden Gate Bridge and the first
implantable working artificial heart. Lehigh
graduates ambitiously helped mold America’s
industrial heritage and have become Wall
Street legends and CEO executives of Fortune
500 companies.
The inquisitive nature of the Lehigh community is reflected in the spirit of nearly 6,500 students. The university boasts a highly integrated
research infrastructure in which 21 research
centers work in partnership with each other
and national agencies.
Located in Bethlehem, Pa.—a historically rich
and ethnically diverse city that continues a striking renaissance—Lehigh is strategically located
just 75 miles west of New York City, the
world’s financial and cultural hub, and 60 miles
north of cosmopolitan Philadelphia, Pa.
Lehigh’s regional neighbors both have left their
mark on a 1,600 acre campus widely regarded
as one of the most beautiful in the United
States.
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Lehigh offers access to notable scholars
and researchers who are widely recognized
throughout the industry. In the past few years,
business and engineering faculty associated
with the Center for Value Chain Research have
regularly been cited in such leading media outlets as the Wall Street Journal, The Economist,
Industry Week, Forbes, Inbound Logistics,
Supply Chain Quarterly, and Supply Chain
Management Review.

Is there a new story
to go here?

The Center for Value Chain
Research (CVCR)
While Lehigh strives to leave its intellectual
footprint in the global business arena, its crossdisciplinary approach to globalization and, in particular, international supply chain issues has also
garnered industry attention. The university’s
Center for Value Chain Research (CVCR) has distinguished itself as a thought-leader in bridging
the economic and engineering divide so often
found in academia.
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CVCR Objectives
The CVCR’s objective is to provide a multidisciplinary approach to value chain research
and education, creating opportunities for innovation by integrating analytical and quantitative
engineering approaches with process-driven
and field-based business research. The CVCR
is committed to pursuing a broad range of
knowledge creation and dissemination activities, with the aim of providing an umbrella
under which researchers and practitioners can
both understand and advance the cutting
edge of knowledge in value- and supply-chain
management.
Research Activities
The CVCR’s research activities fall into three
categories: faculty-led research, empirical
research, and student projects. There are
strong synergies among the research activities
listed below. For example, student projects
may lead to full-scale company-sponsored
research projects; company-sponsored
research projects may lead to independent faculty research; and mini-surveys may lead to
supplier satisfaction surveys.
Faculty-Led Research
• Company-Sponsored Research. The CVCR
conducts customized research projects for its
Research Member companies. These projects typically last one or more years and are
conducted by a faculty member and one or
more students.
• Research Incubator Sessions. CVCR symposiums include “research incubator” sessions in
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which faculty members provide a brief
overview of their research and companies can
provide a brief overview of the problems they
are currently facing. The objective is to foster
research collaborations between faculty and
industry.
Empirical Research
• Supplier Satisfaction Research Surveys. The
CVCR conducts supplier-satisfaction surveys
for companies. These surveys provide a wide
range of measures that describe the level of
satisfaction that the company’s suppliers have
when doing business with the company.
• Mini Surveys. These surveys are conducted
prior to seminars held at companies. They collect data on the company’s current practices,
and the results are reported to the attendees
at the seminar. They provide valuable feedback for the company and valuable research
experience for students, who will be involved
in the survey.
Student Projects
The CVCR provides supply chain related
projects from both member and non-member
companies that are suitable for student teams,
supervised by faculty members or research
staff. These are experiential projects, for credit, and are organized and managed by the
CVCR.
Lehigh’s Supply Chain
Management Programs
As a relatively small university with a powerful research infrastructure, Lehigh boasts a
vibrant academic culture. The university was
recently cited by The New York Times as “a
new Ivy,” so named because of its rapidly
increasing student selectivity. That’s because
of its highly collaborative approach to education and research—an approach that works
well in the study of the global value chain.
The transparent integration of the two disciplines was the reason Inbound Logistics
magazine recognized Lehigh’s supply chain
program as one of the top 25 smart choices
in the nation, describing the program as a
“creative, hands-on environment that uses
case studies and industry experts.” AMR
Research also highlighted the supply chain
management program as one of the nation’s
top 19 programs that are best preparing students for work in global supply chain organizations. Lehigh was one of only two private
universities to have been included in the survey, and was also the smallest of the 19 participating institutions.
Lehigh’s robust supply chain program
begins with the supply chain management
major, which emphasizes advanced cost
analysis, negotiation, product development,
and e-business.

Supply Chain Management Major
The Supply Chain Management major
equips students with the knowledge, skills
and abilities necessary for success in today’s
complex business environment. This innovative program:
• Provides solid exposure to supply management, logistics, business-to-business marketing, and operations management topics.
• Develops cross-functional team skills by integrating Supply Chain Management students
with engineering students.
• Emphasizes advanced cost analysis, negotiation, product development, and e-business.
• Integrates core business courses with supply chain major courses.

• Provides field study and experiential learning
opportunities.
Part-Time MBA
The part-time Lehigh MBA, ranked by
Bloomberg BusinessWeek as one of the top five
in the Mid-Atlantic region, features a rigorous
supply chain concentration that relies heavily on
industry professionals and extensive student collaboration on real projects. The MBA program
also provides for a popular supply chain certificate program focused on global operations.
MBA Supply Chain Management
Concentration and Certificate
The Lehigh MBA program offers supply chain

management as an area of concentration as
well as a certificate option. Through in-depth
study of an organization’s value chain, the
Supply Chain Management concentration
demonstrates how these activities are linked
both internally and externally. In a creative,
hands-on environment that uses case studies
and industry experts, students explore the multiple factors that have impact on a company’s
supply chain.
For More Information
For more information regarding the Center for
Value Chain Research, as well as supply chain
management education at Lehigh University,
contact Joel Sutherland
(joel.sutherland@lehigh.edu).

In appreciation of Lehigh University and the Center for Value Chain Research
for awarding the 2010 Certificate of Advanced Education and continuing education credits.

Is there a new story
to go here?
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Floor
Plans
Ground Level
Registration
Desk

New room
assignments

New room
assignments

Peer Groups Meetings
Sourcing, Procurement & Manufacturing
Apache III & IV
Order Fulfillment & Distribution
Apache II
Demand Planning Responsiveness
Apache I
Supplier Collaboration - Council
Human Resources - Hopi
Inventory Management & Information
Technology - Treaty
Customer Relationships – Papago I
Process Improvement – Papago II
Logistics Strategy – Maricopa II & III
Senior Executive – Maricopa I

The Welcome Reception on Monday –
The Courtyard
Breakfast/Lunches/Circle of Excellence
Awards Luncheon
Grand Coronado
Keynote Sessions

– Grand Coronado

Super Sessions & Breakouts
Innovating the Supply Chain through Collaboration
Arizona II & III.
Leading the Supply Chain in the New Normal – Pueblo
Macroeconomic Factors Affecting the New Normal
Arizona I.
Research & Benchmarking –
Tuesday & Wednesday – Grand Coronado
Thursday – Pima
Peer Groups Meetings
Transportation & Carrier Management – Pima
Distribution Design, Material Handling & Support – Yuma
Sustainability – Board Room
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K-C Steps Up to the Plate
Kimberly-Clark Earns the 2012 DBMA Circle of Excellence
Award for its Impressive Track Record and Comprehensive
Sustainability 2015 Strategy
By Michael Schwartz

140-year-old multinational
A
corporation employing more
than 57,000 workers and earning
north of $20 billion annually might
be forgiven for putting its resources
solely into making all those numbers
rise. Kimberly-Clark needs no such
forgiveness, as its aggressive and
comprehensive Sustainability 2015
strategy sets it firmly on a leadership
course amongst its peers with

regards to social, environmental and
economic responsibility. Because of
this resolute and responsible vision,
supported by its long history of consistently doing the right things, the
Distribution Business Management
Association is proud to honor
Kimberly-Clark with the 2012 Circle
of Excellence Award.
Each year, DBMA’s expert panel
surveys the corporate landscape for
member companies whose dedication to environmentally responsible
operation and CSR demonstrates
not just a desire to avoid EPA fines
and NGO campaigns, but to foster
a culture that recognizes that sustainability and profit must coexist
for a company’s long-term success.
After all, if investors and customers
fear that the air they breathe and
the water they drink is unhealthy,
then buying quality paper products
becomes a decidedly minor priority.
“What Kimberly-Clark has done
and is committed to do is really
quite impressive,” said DMBA
Executive Director Amy Thorn. “At
DBM, we’ve always thought of the
Circle of Excellence as a kind of a
club whose members set a sustainability standard that all companies
should aspire to. Companies like
Kimberly-Clark understand that
today companies have only one
responsible choice. They must
choose to meet the needs of this
generation without compromising
the future generations’ ability to do
the same by creating communities,
policies and practices that continuously improve the quality of life.
Kimberly–Clark is a company that
has chosen to encourage and create sustainable lifestyles with the
nearly quarter of the world’s population that trust K-C's brands and
the solutions they provide to
enhance their health, hygiene and
well-being; instead of being content
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with business as usual.
“The multi-faceted ‘People, Planet
and Products’ framework of
Kimberly – Clark’s Sustainability
2015 initiative illustrates their continued commitment to responsible
business practices and policies and
has earned them the title of this
year’s Circle of Excellence Award,”
Thorn said.
Kimberly-Clark’s distilled mantra
of “People, Planet and Products”
refers to the broader set of sustainability commitments the company
has made to improve its social,
environmental and economic praxes. K-C says its approach will “sustain and build healthy working environments; develop programs to
address United Nations Millennium
Development goals; innovate products and business models to reach
emerging customers; focus our
social programs on global issues
and K-C communities; and implement programs to reduce energy,
greenhouse gas, water and waste.”
“Sustainability is no longer only in
the realm of operations, it has
grown to include virtually every
function, every brand and every
business at K-C,” said Suhas Apte,
vice president of global sustainability. “Sustainability 2015 is a new
way of operating; we now have
clear sustainability metrics that will
measure our progress and hold us
all accountable.”
People
On the people front, K-C’s focus
on involves attaining the following
goals:
• Social programs in all K-C communities
• 100% of Key Suppliers participate
in KC’s program to implement
social standards
• Zero workplace fatalities

Employee health and wellness
training, as well as robust safety programs form the keystone of K-C’s
goal of limiting workplace fatalities to
an acceptable number: zero. The
firm’s focus on its workers doesn’t
end when the whistle blows, however. K-C has begun teaching a number
of informal seminars that offer clear
practical — and environmentally
responsible — advice for reducing
domestic energy use, creating backyard habitats for wildlife, and suggesting simple home improvements
that can dramatically cut heating
costs and energy consumption in
winter.
Planet
Helping ensure that our children
inherit a world healthy enough to
sustain their own children, grandchildren, and etc. is a priority for K-C.
Kimberly-Clark’s Sustainability 2015
initiative introduces an array of ecofriendly measures, but with four
main goals of paramount importance:
• 25 percent reduction in manufacturing water use

management. In addition, the EPA
ranked K-C 12th in its most recent
list of the top Fortune 500 Green
Power Users in the United States.
Products
As with their Planet approach,
Kimberly-Clark’s Sustainability 2015
plan has a great many tactics, all of
which help them toward achieving
three key goals:
• 25% of sales from environmentally
innovative products
• 20% reduction in packaging environmental impact
• 250 million new consumers
touched
One elegant example of the interplay between People and Products
and life-cycle thinking comes in the
form of K-C’s Smart Flush bag.
According to the company, “The
Scott Naturals Smart Flush bag
offers a safe and easy way to save

water at home. When placed in the
toilet tank, the material in the bag
absorbs water and expands, reducing the amount of water consumed
in each flush by up to one liter. A
family of four could save 2,000 gallons of water per year by using the
Smart Flush bag.”
Past Circle of Excellence winners
such as Hershey and PepsiCo all
exemplify the best combinations of
corporate environmental and social
responsibility, that powerful right
stuff this year’s winner has is abundance as well. As Kimberly-Clark
themselves say, “We believe that
the way we do our business is as
important as the business we do.
Simply stated, operating with
integrity and with high ethical standards is the Kimberly-Clark way of
doing business.”
And awarding that integrity is
simply the DBMA way of doing
business. Congratulations,
Kimberly-Clark.

Chiquita Brands Honored with
2009 Circle of Excellence Award

• 100 percent wood fiber from certified suppliers

Chiquita Recognized for Global Supply Chain Management
and Carbon Foot Printing by International University Panel

• 5 percent absolute reduction in
greenhouse gases

Chiquita was honored with the 2009
Circle of Excellence Award for their
multi-year collaboration with the MIT
Center for Transportation & Logistics
(CTL) to recognize the challenges of
carbon footprint measurement and to
determine the correct information and
methodology needed from supply
chains to support ongoing corporate
responsibility and sustainability efforts.
The award was accepted by Manuel
Rodriguez, senior vice president and
corporate responsibility officer at
Chiquita, at last year’s SCLA annual
business forum. “It was my pleasure
to accept this award on behalf of the
Chiquita global organization,” said
Rodriguez. “Our focus on practical
accomplishments in sustainability over
the past 10 years has helped transform the company into a CSR leader.
We’re excited about the future as we
collaborate with top organizations and
universities on the challenges ahead in
sustaining our natural resources and
caring for our environment.” Chiquita
has continued its ongoing effort to collaborate with top organizations and

• Zero waste to landfills
Kimberly-Clark acknowledges that
reducing energy use and cost are
two of its most difficult and complex
problems, but the firm remains
unwavering in its dedication to solving them. K-C has in place its Global
Energy Services Team, made up of
engineers and experts across a
broad spectrum of disciplines and
tasked with making the company as
energy-efficient as possible.
The company is also a member of
ENERGY STAR, a joint program of
the Environmental Protection Agency
and the U.S. Department of Energy
that helps U.S. companies measure
energy use, set goals, track savings
and recognize improvements. In
2008 and 2009, Kimberly-Clark
earned the EPA’s ENERGY STAR
Partner of The Year award in recognition of the company’s broad and
thorough commitment to energy
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universities on the challenges in sustaining natural resources and caring
for the environment.
Additionally, Congresswoman Jean
Schmidt congratulated Chiquita for
receiving the 2009 Circle of Excellence
Award, presenting a copy of the
Congressional Record statement she
made on the floor of the U.S. House of
Representative honoring Chiquita’s
achievement. “This award shows what
I already knew about Chiquita – they
are a model corporate citizen – always
.

Pictured from right to left is Representative
Schmidt presenting Congressional Record to
Chiquita CEO, Fernando Aguirre, Manuel
Rodriquez and Deverl Masserang.
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A Case for a
New Definition
of Supply Chain
Sustainability
By Jack Buffington
cientific evidence of an
anthropogenic impact on the
environment is indisputable. CO2
emissions are climbing rapidly,
increasing by 31% from 280 parts
per million (ppm) to 380 ppm from
1850 to 2005 [8]. At the present
rate of growth, emissions will reach
560 ppm by the end of the next
century, which is double the preindustrial era level [7]. From a point
of reference, the 100 ppm increase
that has occurred over the past century is equal to that which had previously occurred within a 100,000
year glacial cycle [2]. Of this
impact, scientists have attributed
75% of CO2 emissions to anthropogenic activity, largely driven by
fossil fuel combustion, and cement
manufacturing, with the remainder
due to land-use changes of deforestation, associated biomass burning, and agricultural practices [4].
With regard to the economic impact
of climate change, scientists have
estimated the future cost to mitigate this damage will cost over 22%
of the U.S. G.D.P. [7], and a reversal
of this trend would take a 60%
reduction of CO2 to stabilize,
assuming no world economic
growth, and 75% given current
world economic growth trends.
While almost every study has
found that “a growing number of
executives view sustainability as
important to competing in the
future” (e.g., GreenBiz, “The State of
Green Business 2011”), few, if any,
company’s eco-commitments are
sufficient relative to the problem, as
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noted above. To further exacerbate
the problem, the consumer’s interest appears to be waning: a 2011
Gallup poll showed Americans giving priority to economic growth over
environmental protection by the
largest margin in the last 30 years
(54% to 36%) [3]. With most companies struggling to achieve shortterm financial benefits from supply
chain sustainability, and consumers
generally apathetic toward the
cause, most present day (that I am
calling Supply Chain Sustainability
1.0) programs have been of limited
success relative to its objectives.
In this paper, I will explore the
possibility of a supply chain sustainability program that enables a company to address the real scientific,
ecological challenge while at the
same time, improving the company’s bottom line. To measure the
viability of a sustainability program, I
will use the Waste Hierarchy
Model, as is illustrated in Figure 1,
to measure the materiality of a
waste mitigation effort: activities in the higher levels of
the hierarchy will have a
greater positive impact
on the environment/companies financials than
those on the bottom.
I will present three
models for comparison:
Figure 1 –
Waste
Hierarchy
Model
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lthe current state, generally accept-

ed practices of Supply Chain
Sustainability 1.0, the emerging
trends of the future (Supply Chain
Sustainability 2.0), and that of the
most efficient, sustainable supply
chain, that of the natural ecosystem
(Supply Chain Sustainability 0). For
the remainder of the paper, I will
compare sustainability commitments (as shown in the Waste
Hierarchy Model) for each of these
three models.
Option 0: The Natural
Ecosystem “Supply Chain”
In business, a supply chain system is defined as a system of people (people, organizations), processes (activities, information) and technologies involved to move a product or service from a supplier to a
customer. In a natural ecosystem
(such as a forest, desert or ocean),
the same general associations
apply, but the intricacies of relationships between these “organisms,
processes, and technologies” have
often been formed and perfected
over millions, if not billions of years.
For instance, oxygen as an element
has been on Earth for roughly 2.5
billion years [5], which means that it
was absent from the Earth for the
first couple of billions of years of its
existence. Earth without oxygen
means that there was no animal life,
and no photosynthesis enabling the
symbiotic relationship of life.
Perfected over millions of years,
photosynthesis has created a homeostatic relationship in which plants
use the sun’s energy to split water,
combining hydrogen with the
CO2 received from the atmosphere to make energy intensive sugars and freeing oxygen, enabling animals to
live. Either directly or
indirectly, photosynthesis is the source of
energy for nearly all
life on Earth.
The Amazon
rainforest is an
impressive
example of a
natural supply chain
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system: 25% of the Amazon’s
water is recycled by the forest itself,
and about half of its water is
returned to the air via leaves, with
the rest being distributed through a
network of rivers and lakes. The
clouds that are developed through
the forest are planet cooling,
enabling the whole supply chain
system to not only support and selfregulate itself, but the entire Earth
as well. In a definition of arrangements and relationships that is infinitely more complex than the most
sophisticated global manufacturing
and fulfillment supply chain, a relationship of bacteria, plants, and animals within a natural environment
creates the most formidable example of waste management; the prevention of resource use if not optimal, then the optimization of
resource use through minimization,
and finally reuse. Very few natural
resources within a natural ecosystem have to be recycled, as we
define the term, and almost nothing
goes to waste (having to be disposed). Through the refined relationships of an ecological supply
chain, the waste product of one
becomes the food for another, perhaps with an intermediary (such as
a bacterium) breaking elements
down along the way. A dead, rotting animal does not needed to be
recycled or disposed of, rather it
decomposes through bacteria, leading to becoming a food source for
another. Over time, a supply chain
system has emerged to a perfect
combination of resources, processes and technologies (per se), leading to the optimal use of all
resources within the system.
Option 1: Supply Chain
Sustainability 1.0
Obviously, a comparison between
Supply Chain Sustainability 0 and
our current state efforts (Supply
Chain Sustainability 1.0) is no comparison at all. While waste management efforts have occurred during
the Industrial Era (resource management during World War II as an
example), widespread private company programs legitimately started
to appear in the 1970s, with the
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advent of rising fossil fuel costs,
dard benefits. Table 1 [1] provides a
and rampant industrial environmencalculation of the energy balance
tal damage. To combat these cirfrom different biofuel types/techcumstances, environmental cleanniques. While companies have
up and energy efficiency programs
sought to use more biofuels as an
appeared, making a significant
effort in their sustainability proimpact to the problem, but offset by
grams, this has not led to significant
burgeoning global economic growth
improvements in cost/efficiency or
rates, which offset any gains. The
environmental sustainability, as was
driver of economic activity is an
originally anticipated.
energy that is a non-renewable
Table 1 – Energy Balance
source (fossil fuels, produced only
Nation of Origin
Type of Fuel
through millions of years of decomEnergy Balance
posing plant/animal life being
United StatesCorn Ethanol 1.3
shielded from oxygen) in compariBrazil Sugar Cane Ethanol
8
son to that of our natural ecosysGermany
Bio Diesel
2.5
tem (photosynthesis), which is
United StatesCellulosic Ethanol
100% renewable and the driver of a
2-36
symbiotic supply chain system.
Therefore, scientists are only beginRecycling, which is a lower tiered
ning to learn of the wastes (both
initiative in the Waste Hierarchy
economic and environmental) assoModel, has also led to limited succiated with our economies energy
cess thus far in results for U.S. comsource versus that of the natural
panies. While almost every compaecosystem.
ny in the U.S. has touted their recyTherefore, while today’s supply
cling program, these efforts have
chain sustainability programs are in
often led to a result of downcycling,
their infancy, the challenges that
which is the reuse of a product, but
companies are facing (both econot in the same available use. For
nomic and environmental relative to
example, a food manufacturer who
waste) are of high urgency, leading
recycles its organic residuals from
to present day efforts in being insuf- the manufacturing process will
ficient. Initial efforts to regulate use
often downcycle the materials out(through federal fuel standard and
side of its own supply chain (such
energy efficiency guidelines) have
as for cat or dog food) rather than
led to benefits that have been offset reusing it themselves. PET plastic
by greater automobile/device
bottles can be 100% recycled, but
usages, leading to higher CO2 emis- not in its original use (soft drink, for
sions. Efforts to replace our nonexample), but rather is gaining
renewable fossil fuels with more
adoption as a carpet fiber. In alurenewable enerFigure 2 – U.S. Exports of Nonferrous Scrap
gies (mainly
plant based
bio fuels) has
been limited in
benefit, due to
lower than
expected energy balance
(energy
acquired/energy expended)
rates due to
higher energy
utilization in
the production
(fermentation)
process and
emission stan74

minum can recycling, which is highly viable as a material, only 55% of
all cans in the U.S. are recycled,
which includes a significant growth
in export markets (shown in Figure
2) where secondary supply reusability is more viable [6].
In comparison to foreign markets,
U.S. companies have been hampered by consumer apathy in personal use recycling, or perhaps the
business case of doing so. While
the U.S. has a 55% collection rate
for aluminum cans, other developed
nations have rates in the 90%+
range, such as Switzerland,
Sweden, Norway, Japan, and
Germany. This appears to be an
indication of a lack of a symbiotic
supply chain, as well as a culture of
civic responsibility, to improve the
reusability of its materials.
Option 2: Supply Chain
Sustainability 2.0
From Option 0, which is the most
perfect sustainability program that
has evolved over millions, if not billions of years, to Option 1, which is
in its infancy, and largely insufficient
to the task, we find a need for
Supply Chain Sustainability 2.0 that
bridges the gap, both environmentally and economically. If we learn
from nature, we realize that the
greatest act of sustainability is to
prevent or minimize use, which is
what waste reduction programs
(like Six Sigma) have addressed
since W. Edwards Deming in the
early 20th century. Quite surprisingly, many companies have undertaken supply chain sustainability programs that are discretely unique
from a Six Sigma program, leading
to questions whether they understand the nature of waste/sustainability. Therefore, a company that
wishes to implement a Supply
Chain Sustainability 2.0 program
should understand that a prevention
and minimization of waste is the
best result, therefore, combining
these programs, or starting a waste
reduction program as the first step.
Manufacturing companies that
reduce or prevent the use of raw
materials, gain a greater yield from
these raw materials, lower inventory
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levels, energy use, improve product
design, and eliminate/minimize
product packaging, can take a big
step forward in achieving sustainability.
A company that wants to take the
next step toward Supply Chain
Sustainability 2.0 must think of its
company and its supply chain as a
natural ecosystem. It must not use
resources it can avoid, minimize the
resources it must use, reuse
resources within its own supply
chain (rather than downcycling), and
never use a resource that must
inevitably be disposed of at some
point. Renewable forms of
resources (petroleum energy or
petroleum based products) are
finite, difficult to reuse and disposed of in a sustainable manner.
Many of today’s consumer products are either made of, encased in,
and/or packaged in plastic, which
can be recycled (often downcycled),
but not renewable. Due to a low
cost of production and design flexibility/strength, plastics and other
petroleum based products have
dominated our supply chains, given
our perspectives of cost, and other
factors. If we change our perspectives, can we create thermoplastic
products derived from a plant
starch (such as corn, sugarcane,
grains, or other carbohydrates), and
even better, these starches after
they have been used for other purposes? Can a company that manufactures and has an organic waste
stream as a residual, find a process
to reintroduce these materials back
into its supply chain, as does
nature?
Not only can companies find
opportunities to act as a natural
ecosystem within its own supply
chain, it can also repurpose itself
geographically to be surrounded by
other companies (not necessarily in
its supply chain) that can lead to an
improvement in the use of
resources. The concept of “industrial symbiosis” is one in which
companies create a “geographical
ecosystem” of collocation where
the wastes of one company can
become a resource of another. An
Eco-industrial park (EIP) may be
76

planned as a systems approach to
efficiency/environmentalism, where
goals are integrated to improve
results. Studies have found these
sites (such as the most noted EIP in
Kalunborg, Denmark) to lead to significant economic and environmental benefits as a result.
Summary: The Future of
Supply Chain
When companies begin to look at
their supply chains from an ecological standpoint (Supply Chain
Sustainability 2.0), they not only
begin to improve their sustainability
efforts, and they also begin to redefine their supply chains and companies as a result. The pressures that
producers and consumers face
related to our natural environment
are enormous, and will only grow in
importance with time. Perhaps we
should reflect upon Jim Collins’
2001 book, Good to Great when
thinking of our present day efforts
in supply chain sustainability, concluding that “good is the enemy of
great”. While your companies’
efforts thus far in sustainability may
be good indeed, and perhaps better
than your competitors, your company and its supply chain is reliant
upon you, as a supply chain professional, to arrive at great!
FOOTNOTES
[1] Bourne, J.K., Clark, J.R., Green Dreams,
National Geographic Magazine October 2007
p. 41
[2] Erkman, S. (1997). Industrial Ecology: an
historical review. Journal of Cleaner
Production, 5 (1-2), 1-10.
[3] Gallup Study, Sustainability, April 22, 2011.
[4] IPCC Working Group II. IPCC, Geneva,
Switzerland: 2007. Climate change impacts,
adaptation and vulnerability.
[5] NASA Research Indicates Oxygen on
Earth 2.5 Billion Years Ago (press release –
NASA)
[6] U.S. Commence Department, 2011.
[7] Vandenbergh, M., and Steinemann, A.
(2007). The Carbon Neutral Individual. New
York University Law Review.
[8] WMO. World Meteorological
Organization; Geneva Switzerland: 2006.
Greenhouse gas bulletin: the state of
greenhouse gases in the atmosphere using
global observations up to December 2004.
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Eliminating
‘Logistics
Inventory’ To
Benefit Your
Bottom Line
By James W. Moore and Mario Rivera

s companies today find
themselves grappling to
strengthen their competitiveness
while operating within a volatile
economic environment, the need
for inventory control is greater
than ever. Yet, for many companies economic uncertainty
requires more inventory, not less,
and thus they are faced with an
interesting dilemma: How do
they reduce inventory — and
thereby costs — in the face of
wildly fluctuating customer
demand? One solution is to identify and improve the portion of
inventory that can be controlled by
logistics execution — or what we
at Ryder call logistics inventory.
Logistics inventory is a form of
waste. Essentially invisible to the
undiscerning eye, logistics inventory can be deadly to balance
sheets and toxic to effective operations. It requires the right expertise to measure it, and excellence
and precision to eliminate it.
Cycle Inventory, Safety Inventory
and Logistics Inventory
Most supply chain managers
think of total inventory as either
cycle or safety inventory, but
whatever they call it, in the end,
having more inventory than you
need = waste.
Cycle inventory is the amount of
inventory needed to satisfy the
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average demand for a product
during the replenishment cycle, or
lead time. In a perfect world, this
is the only inventory that would
ever be needed, because demand
would never change and the lead
time to replenish the product
would never deviate from the
plan. However, we all know this is
rarely the case, and thus the need
for safety inventory is born. Safety
inventory is what is required to
account for variability in demand
and lead time. However, if a supply chain operates at maximum
efficiency, and customer demand
is very mature and consistent,
there should be no need for safety
inventory.
Logistics inventory is how Ryder
describes those components of
total inventory that are driven by
poor logistics design and/or execution of the supply chain.
Logistics inventory can be eliminated by looking at its two primary
causes — lead time and variability
of logistics execution. While lead
time is determined in part by factors that are not generally related
to logistics design and execution
— for instance, manufacturing
lead time — it also is determined
by factors that are directly related
to the supply chain’s logistics
design, i.e., transit time. For example, time spent crossing a border
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between two countries or during
an import/export transaction is
part of the transit time and overall
lead time, and it drives the level of
cycle inventory. Using alternative
logistics designs and operating
models can reduce this transit
time and consequently, cycle
inventory.
The second important component of logistics inventory is variability in logistics execution, causing the need for safety inventory.
Variability affects transit time and
therefore lead time. By standardizing logistics management processes and achieving operational excellence and precision, variability and
lead time can be reduced, thereby
reducing the need for safety inventory. The predictability that results
from performing standard work
processes reliably and consistently
mitigates the need to hold inventory "just in case.”
Calculating Logistics
Inventory
To illustrate the potential that
logistics design and operational
excellence can have in reducing
an industry’s overall inventory levels, Ryder has developed the
Logistics Inventory Index. By leveraging published Monthly Sales
and Total Inventory figures by
NAICS Code, Ryder engineers can
determine the estimated savings
— by industry — that can be
expected through improvements
in a supply chain’s lead time and
variability.
Ryder’s Logistics Inventory
Index quantifies the potential
inventory reductions of:
1. Reducing Lead Time Variability
in 1 percent increments

In this example, if the Merchant
Wholesalers-Durable Goods industry segment as a whole could
reduce its average lead time by 2
percent and reduce the standard
deviation of lead time by 3 percent, average total inventories
would be reduced by 2.4 percent,
representing $5.7 billion in potential annual cash savings. ($239,221
* 2.4 percent = $5,741 ($5.7 billion) in working capital. Assuming
a holding cost of 20 percent for
estimation purposes, the actual
potential savings equals $1.148
billion.)
Using this framework, it
becomes apparent that industries
operating with large average lead
times have a higher potential of
inventory savings from a reduction
in lead time variability versus
industries with lower average lead
times. This implies that in an environment where increasingly more
product is being sourced internationally with longer lead times,
companies would be well served
to focus their time and energy on
reducing transit time variability
through logistics design and operational excellence.
Eliminating Logistics Inventory
You may be thinking, “I know
that reducing transit time and its
variability will reduce inventories,

but how do I do it?” This is the
question that all supply chain professionals ask themselves as they
work to meet the financial objectives set forth by their leadership.
Below are some examples of
how you can reduce your inventory through logistics design and
operational excellence.
Supply Chain Visibility —
Visibility is the basic building
block necessary to (1) gain control of your lead times and (2)
decrease variability. After all, how
can you solve a problem if you do
not know where it is happening?
Supply chain visibility in and of
itself does not improve the average lead time or its variability, but
it does improve the supply chain
decision making that can impact
operations.
Exception Management —
Once you have visibility, what can
you do with it? At the core of visibility is understanding when a
supply chain disruption has
occurred, at which time you have
the opportunity to respond in a
timely manner to eliminate the
downstream effects — or at the
very least, mitigate them. This is
where effective exception management procedures can be useful. Differentiating between necessary information and random

Exhibit 2: Description of Survey by Section

2. Reducing Average Lead Time in
1 percent increments
On the right is an example,
using the industry segment
Merchant Wholesalers-Durable
Goods, which demonstrates the
potential reduction in average
inventory associated with making
improvements in lead times and
variability.
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“noise” is critical to this process.
For example, customer service
representatives may log into a visibility system to find that a shipment has not yet arrived at its final
destination and initially interpret
this to be a problem. However,
upon further investigation, they
realize it wasn’t due to arrive for
another two days anyway, so
spending time managing it would
be an imprudent use of their time.
Effective supply chain visibility
requires not only access to the
data, but also an exception management platform that can be programmed to elevate information
to varying levels of scrutiny based
on its likelihood to cause supply
chain failures. This then can
ensure that supply chain managers are focusing their limited
resources on monitoring and solving the problems that are most
critical.
Coordination of Trade
Transactions — One area where
significant improvements can be
made to the average lead time
and its variability is in the coordination of trade (import/export)
transactions, specifically where
multiple parties are involved. Trade
transactions often involve several
service providers — such as customs brokers both in the country
of export and import, a freight forwarder, sometimes many transportation providers, and even disparate companies performing
consolidation and deconsolidation
services. As you can imagine,
every time a transaction takes
place between two parties who
operate independently from one
another, there is potential for
increased dwell or processing
time. Take, for example, a shipment crossing the Mexican border
into the United States. A Mexican
carrier transports the load to the
border crossing, at which point
the customs broker receives it and
works to process its exit from
Mexico. This probably will include
engaging a separate carrier to
move the load physically across
the border. If the initial carrier and

