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by John A. Caltagirone

In my work, I’m constantly
reviewing the supply chains of
various organizations. It’s eye
opening to see how far we’ve
come in the supply chain management (SCM) profession, and
yet, I realize how much more
there is for us to accomplish.
Another eye opener, however,
is that it appears that the larger
the organization, the more
behind the curve it is when it
comes to being world-class,
which could be the subject of
an entire separate article. Why
isn’t SCM further along than
it should be? Why are orders
from top retailers continuously
be filled imperfectly?
When it comes to running a
well-oiled supply chain organization, we talk about having
processes that are efficient and
have added value in them, yet,
why is it that when we look at
the latest marketing ad from a
software provider, we think that
its technology could make us a
better company?
I submit to you that creating
world-class SCM organizations
starts at the top—it all begins
with our leaders.
Leaders need to have a clear
understanding of the importance of the supply chain and
how it must be interwoven into
the overall business plan.
continued on page 3
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When Cheaper,

Faster, Better

Is Not Enough
by (Arnold) Mark Wells, CPIM

What could be better than cheaper raw materials, lower-cost production or assembly,
full-capacity utilization, faster warehouse
processes, faster order processing, and lowercost shipping contracts? You’ve been urged
by the experts to eliminate waste, aggregate
purchases, balance resource loads, receive
orders through any channel, and ship within
24 hours. So…aren’t these laudable goals?
They are, in fact, noble achievements, but
only under one condition. All of these improvements in business activities can create
significant value if they have been deliberately undertaken with a set of integrated decisions that were carefully developed in order
to create a more valuable enterprise. This is
just common sense, but in my experience, it
is not common practice.
continued on page 4
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Rick Blasgen

UNLOADS…

what the highlight of this year’s
CSCMP Annual Conference was
for him
The highlight for me was the clear understanding that our professions have
come a long way. When you’re a part
of the annual conference, you experience firsthand the excitement that attendees have for what they do. You
can’t help but consider the decades
of evolution our professions have
been through. We’ve led logistics and
supply chain management into the
mainstream of business today. I have
always believed that supply chain
management should be a core competency within companies, and that
successful SCM will be distinguished
by supply chains managed by people
who are focused on the customer and
unwavering in their inherent desire to
constantly improve. The conference
sessions brought these concepts
home.

ABOUT
what the buzz was on the floor of this
year’s conference
The buzz was expanding into new arenas—
going global, yet ensuring we collaborate for
success. I also heard a lot of, “What’s next?
What does the future hold for creative
and innovative supply chain professionals?” From everything I heard at this year’s
CSCMP Annual Conference in San Antonio, supply chain management professionals have a very bright future in the
field as it is exploding with opportunity.
How do you take advantage of this?
That’s where CSCMP comes in. CSCMP
is your global SCM resource.

CSCMP CEO Talks Shop, etc.
They loved them both. These two forums gave attendees some
great opportunities to participate in lively discussions with peers
from around the world and make connections with folks they’ll be
able to call upon for business opportunities. Professionals were
able to learn from the experience of others who’ve been there
before and voice their opinions about what we should be doing
as a profession, thus, shaping our future course.

ABOUT

how attendees liked the Sit With an Expert sessions
and Discussion Forums

ABOUT
Like any successful supply chain, we will be agile and will improve in
areas we need to. We’ll take what you told us worked and build it into
next year’s program. We’ll also change or eliminate what you told us
didn’t work. We will involve those professionals with expert knowledge
and the willingness to share it in Philadelphia 2007.

CSCMP Supply Chain
CSCMP Supply Chain Comment is
published six times a year by the:
Council of Supply Chain
Management Professionals (CSCMP)
333 East Butterfield Road, Suite 140
Lombard, IL 60148-5617 USA
Phone: (630) 574-0985 Fax: (630) 574-0989
Web Site: www.cscmp.org
Editor: Madeleine Miller-Holodnicki, ABC
Direct Line: (630) 645-3487
E-Mail: mholodnicki@cscmp.org
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what’s in store for next year’s annual conference

the direction that he and the
new Board of Directors are
leading CSCMP in the coming
year
We have two ears and one mouth,
and we’re listening to our customers,
our members, worldwide. We have
to offer compelling, relevant, and
meaningful programming in all that
we do. Our products must be useful, and they must offer real-world
and actionable tools, whether that’s
knowledge, collaborative partners,
technology, or mentors. We will
drive to connect, collaborate,
and develop innovative solutions for you!

continued from front cover

21ST CENTURY
LEADERSHIP:
How We Can
Become Better
Supply Chain
Management
Leaders
by John A. Caltagirone

They must also realize how an efficient supply chain can increase market
share, improve profitability, and enhance shareholder value. Once a leader embraces this concept, it will enable him or her to communicate a clear
vision and mission, and clear objectives to the rest of the organization.
Strategic knowledge includes understanding the industry, the company,
and its business units. It’s having a grasp of evolving trends, emerging
technologies, business principles, organizational roles and responsibilities, organizational culture, corporate and business unit visions, missions,
and clear objectives, as well as knowing how to lead, manage, and motivate people.
Leaders must have an abundance of strategic knowledge, but what
should they do with this knowledge? They should get results. And,
what kind of results should they strive for? The best results possible, of
course. In other words, as leaders, we must not look just at improving
performance, we must also demand and achieve the best performance
throughout our supply chain. The savings derived from achieving topnotch performance can be huge.
The savings I’m referring to can be achieved without new technology,
labor-saving equipment, or a reorganization. When a respected leader
issues a mandate to his SCM team for improved performance, good
things happen.
Companies can realize small, medium, or significant gains, but most
never obtain the successes they’re capable of. This is because the majority of employees in a supply chain organization just keep doing things
the way they’ve always been done, and don’t have the passion or the
commitment to help the company become a top-performing one.
This reminds me of a term I learned early on in my career, and one I still
use today—“station fill.” This means that if you give a worker a stack of
things to do two inches high or two feet high, it will still take him eight
hours to get the work done, unless you’re measuring his productivity
and setting the bar where it needs to be set.
Just like the term “station fill,” we, as leaders, are not setting the right
expectations in our chain of command of what is truly capable of being
achieved. We cannot afford to be timid when setting supply chain performance expectations if we believe that more can be accomplished
than has been in the past. I realize that the greater the demand, the
more resistance you’ll get from others and the higher potential for
failure, but isn’t the risk worth taking?
Leaders charged with overseeing a supply chain organization need to
possess an integrated and diverse knowledge base that extends beyond
one primary area (e.g., warehouse management) to cover all business
functions within the company. They should also try to absorb as much
knowledge as they can…every day.

John A. Caltagirone is
a CSCMP member and
founding member of the
Global Virtual Roundtable
of which he served as
its first President. He
also served on CSCMP’s
Education Strategies
Committee as chair of the
DVD project. Caltagirone
is the Vice President and
Global Practice Leader for
Supply Chain Strategy at
The Revere Group, an NTT Data Company, in Chicago,
Illinois. He teaches global supply chain management at
the Illinois Institute of Technology and in the Executive
MBA and MBA programs at Loyola University Chicago.

A strong leader knows how to encourage teamwork from his people and
integrate cross-functional teams, which can then become a cohesive unit.
The person at the top must always be thinking of customers, suppliers,
and other organizations as partners and collaborators.
Last, but not least, supply chain leaders must have a thorough understanding of how to apply technology to their company. They don’t need
to be “geeks,” but they do need to know what technology is available
and how best to leverage it to do things better, faster, and cheaper.
If SCM leaders are willing to invest their time and focus their energies,
they can expect more from their companies—and, can achieve more.
The best SCM leaders in the world have the ability to work with others
collaboratively and effectively lead change. Isn’t this what needs to be
done in order to become a world-class supply chain organization?
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Faster,

Better Is Not Enough

onsider this simple example. Shortly after my
wife and I were married, we took a cruise to
several destinations in the Caribbean Ocean. We
had a set itinerary and the ship’s captain navigated to each port of call as scheduled.

find the best possible shot. The plays had been developed to fit the strategy, and each player made decisions
that were consistent with moving the ball quickly with
crisp passes, only dribbling to set up a pass or an open
shot at the basket.

When Cheaper,

C

Can you imagine our alarm if the captain had suddenly come
on over the ship’s intercom and made the following announcement? “Ladies and gentlemen, I have some good news to
report. First, I’m pleased to tell you that we’re traveling at
record speed and that most all of the systems are running
optimally. The bad news is that our navigation system is not
working properly and the cloud cover is not expected to
break for the next several days.”
In other words, the ship would have been traveling fast and
without incident, but the captain would have had no idea
where he was or in what direction the ship was heading. No
doubt our admiration for the record knots would have quickly dissipated.
I’ve seen many companies in this same predicament. If yours
is one of them, what’s the best course of action to take to
regain control of your own ship? You might wonder if I’m
going to recommend a new Three (or Four) Letter Acronym
(TLA). Maybe, since I work for a software vendor,
I’ll suggest that the solution for your company is
purchasing new cutting-edge software technology from mine. Perhaps the answer lies in more
aggressive mergers and acquisitions. Without discounting the potential benefits of any one of the
above actions, I believe that you already know
what the proper prescription is.
Please allow me to illustrate my point from
another, rather unrelated field. Last year, I
watched the University of Connecticut women’s basketball team play another (lesser)
team. UConn was ranked in the top ten in
the nation at the time and was winning the
game with relative ease. I noticed that the
UConn players almost never dribbled the
ball in their front court (the half of the
court where you can score a basket). They
would make eight or nine passes to find the
open player with the good shot. As I reflected
on this and watched other basketball teams play
at various levels that season, I noticed that the
winning teams had established the fundamentals of
strategy and decision-making.
In the case of UConn, the decisions made by each
player were perfectly in line with the strategy of
using front-court passing to tire the defense and
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by (Arnold) Mark Wells, CPIM

In contrast, players on the losing team would often dribble the ball capably in the front court, but accomplished
little in doing so. The decisions made by each player
were not optimized to run a play that would carry out
a winning strategy, if, indeed one existed at all.
This same phenomenon happens all the time off-court
in businesses all around the world. In some cases, the
strategy has not been fully developed. In others, it has
been poorly communicated, or perhaps the goals and
metrics by which it should be measured have not yet been
established. In many cases, these strategic goals and metrics do not
align with the day-to-day decisions of each business function.
Just as frequently, the decisions made by managers in each business
function may not align with others in an organization. If this same
process were applied to basketball, each player would then be making
individual decisions that would not result in a team effort.
If you’ve developed a sound strategy for your company,
and have established the metrics to measure the effect
of the strategy (many companies use analytical tools
like the Supply-Chain Operations Reference [SCOR®]
model developed by the Supply-Chain Council), then
the answer to leveraging all of your business functions and the investments you’ve made in improving
their transactional efficiency (e.g., cheaper raw materials, lower-cost production or assembly, full-capacity utilization, faster warehouse processes, faster order
processing, lower-cost shipping agreements) lies in a tried
and true fundamental process—Sales and Operations Planning (S&OP). S&OP will force you to tie tactics to strategy and
day-to-day decisions to the goals, as well as align decisions across
departments.
Volumes of research exist on this topic, the methodology (or variants thereof) is widely published, and the benefits have been well
documented. S&OP will force you to assess the metrics by which
you evaluate each business function so that managers are not rewarded to act at cross-purposes. It will highlight when a departmental metric must be subverted in favor of achieving corporate goals
and will eventually result in a more profitable business.
Why have so many organizations struggled with S&OP? The significant challenges that I’ve seen in bringing S&OP to the level
where business functions create sets of demand and supply decisions
that are synchronized, feasible, and optimized to achieve corporate
goals have been technical in nature.

[corner]
C O N S U LTA N T S

Ed Kugler
Direct Hit, Inc.
P.O. Box 190
Big Arm, Montana 59910 USA
Phone: (866) 725-5506
Fax: (866) 422-2895
E-Mail: edkugler@nomorebs.com
Web Site: www.nomorebs.com

Question: What is the single, biggest key to driving
organizational change?

Finance, sales and marketing, manufacturing, procurement, and
logistics department leaders all make decisions. Ostensibly, they
make these decisions collaboratively, based on the same data
and assumptions. For years, the challenge of providing business
functions with the same data in their own terms and at their
preferred level of aggregation all at the same time was almost
insurmountable. That’s no longer true.
Some demand planning applications embody multidimensional
repositories for all of the S&OP information. Leveraging such
a tool that is integrated with your transaction system and advanced supply chain planning, or even basic capacity planning,
can provide a significant, step-function improvement in your
S&OP process. This removes the technical barrier to a truly
collaborative and interdependent process.
If you aren’t leveraging this technology today, it’s worth a look.
If you have an ERP system, consider your ERP vendor as your
first option. This could save you significant integration and
maintenance costs. You may also receive a preferential price
since you are a current customer. Some of you may have these
applications on the shelf, but haven’t implemented them yet. It
might be time to dust off the “bits and bytes” and take a look
at what you already own.

Mark Wells is a CSCMP member and a Supply Chain
Solution Principal with SAP America in Uniontown,
Ohio. He is APICS-certified and served as a Captain
in the United States Marine Corps.

Ed’s Answer: The single most important component
to the success or the failure of your change project is
the most senior-level person in the organization responsible for the change—and his or her unwavering
support of it throughout the entire process.
As a supply chain management or logistics professional,
maybe you’re attempting to effect change throughout
your entire company to streamline processes and increase efficiency. The CEO—or another high-ranking
officer within the company—must think through this
large-scale project from beginning to end and decide
if he wants to go ahead. He will have to thoroughly
think through the costs, the pain, the risks, and the
possible implications to determine if he wants to
move forward.
Let’s say, after considerable thought, he gives your organizational change effort the green light. That’s good
news! But from this point on, the single biggest factor
in your project’s success will be his steadfast support
of you and your efforts. However, if there are people
in your company who begin to resist this change and
the CEO is unwilling to terminate them for the ultimate success of the project, then I would advise that
you not embark on your organizational change mission at all. It would be a waste of everyone’s time and
money. When you evaluate why large-scale change
projects fail, it always boils down to a leadership problem. Somebody at the top hesitated, and it stalled—or
derailed—the whole train.

If you’re a consultant, ‘Supply Chain Comment’ would
like to feature you in an upcoming issue. Please send
your contact information to mholodnicki@cscmp.org.
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LEAN

OPERATIONS:

The New Point of Attack for
Supply Chain Improvements
by Kevin Fallon

There is much ado about collaboration, synchronization, demand-driven
networks, CPFR, and a host of other new business performance movements
in the manufacturing sector. In the drive to improve customer service while
improving profitability, where do you begin?
Believe it or not, supply chain executives have a new technology weapon
available that enables and sustains lean transformation in production
operations, throughout an enterprise or across broad partner supply
networks. You might be skeptical of the impact of this technology after
being disappointed with the results of enterprise resource planning (ERP)
in facilitating supply chain improvements.
The problem is that the core belief systems of ERP-driven companies
focus on information flow with a top-down push viewpoint, while the
real goal of a manufacturing company should be profitable demand-pull
product flow. Fortunately today, there is an emerging decision support
and execution technology category built on a goods flow core belief
system, or, as we like to refer to it, “the Voice of the Product.™”
These technology platforms facilitate unprecedented improvements
in customer service and profitability simultaneously because they are
built from a bottom-up perspective to create pull-based supply chains.
Much information has been published on the great results achieved
from lean initiatives in production. Many companies have shown
improvements in customer service from production by as much as 30%
to 60%, while slashing inventories 25% to 50%. While it makes sense
to attack operations first based on these figures, enterprises now have
lean platforms available to power and sustain these initiatives across
entire collaborative, demand-driven supply networks.
This is great news for supply chain executives since corporate initiatives
can now be undertaken with confidence that the end result they
visualize will be improved customer service and profitability.
However, they must wean themselves from believing that
extending ERP reach will produce the intended results.
Instead, heed the call of the Voice of the Product and consider
deploying technology that utilizes master production
schedules from ERP systems while allowing product to
flow in a synchronized fashion to the pull of the customer
demand drum.

Kevin Fallon is a
CSCMP member and
the President and CEO
of Pelion Systems, Inc.
in Boulder, Colorado.
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CSCMP Announces the 2007 Schedule for Fundamentals of
Supply Chain Management Workshop Series
CSCMP will hold its popular Fundamentals of Supply Chain Management
Workshops in several locations throughout the United States in 2007, as well
as in Canada and Mexico. The organization will also introduce the Fundamentals of Supply Chain Management II Workshops, which will offer participants more advanced supply chain management (SCM) learning.
The CSCMP Fundamentals of Supply Chain Management Workshops were
created by long-time CSCMP members Kenneth B. Ackerman of the K.B.
Ackerman Company and Art Van Bodegraven of The Progress Group LLC.
These workshops were specifically designed for professionals just entering
the supply chain industry. They were also developed for those whose knowledge was limited to one area and wished to broaden their understanding
of the separate functions and how these functions fit under the supply
chain management umbrella.
Due to its popularity, the 2007 supply chain management fundamentals
program has been expanded to offer the next level of SCM understanding. According to Ken Ackerman, the new program was developed to cover topics that past workshop participants expressed a desire to learn more
about. “The Fundamentals of Supply Chain Management II Workshops
are designed to make the move from tactical to strategic fundamentals,”
Ackerman stated.
The Fundamentals of Supply Chain Management II will feature the same
faculty, the same case-based learning approach, and the same fast-paced
“all-you-need-to-know” content, including: tactical and strategic components of supply chain management issues; solutions in security; performance
management; cost reduction; strategy; organization; and health, safety, and
ergonomics.
The dates for the 2007 Fundamentals of Supply Chain Management
Workshop series are:
• January 22-23	Fundamentals of Supply Chain Management—
Houston, Texas, USA
• February 8-9

Fundamentals of Supply Chain Management II—
Chicago, Illinois, USA

• March 5-6	Fundamentals of Supply Chain Management—
St. Louis, Missouri, USA
• May 7-8	
Fundamentals of Supply Chain Management II—
Newark, New Jersey, USA
• August 21-22	Fundamentals of Supply Chain Management—
Vancouver, British Columbia, Canada
• September 17-18	Fundamentals of Supply Chain Management—
Charlotte, North Carolina, USA
• October 8-9	Fundamentals of Supply Chain Management—
Monterrey, Mexico
• November 12-13	Fundamentals of Supply Chain Management—
Phoenix, Arizona, USA
Visit www.cscmp.org for registration information.
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Mercy-Resource Optimization & Innovation
Selected as CSCMP’s 2006 Supply Chain
Innovation Award Winner
CSCMP announced the selection of the Sisters of
Mercy Health System-Resource Optimization & Innovation (Mercy-ROi) as the winner of the 2006
Supply Chain Innovation Award.
The winning case study, The Integration of Innovation and Clinical Need—Mercy’s Resource Optimization and Innovation Supply Chain Story, was
selected from among seven finalist case studies
presented at the 2006 CSCMP Annual Conference
in San Antonio, Texas. Presenting for the Mercy-ROi
team were Mike McCurry, president, Resource Optimization & Innovation, and Vance Moore, chief operating officer, Resource Optimization & Innovation.
Resource Optimization & Innovation (ROi) is a
new supply chain division created by the St. Louisbased Sisters of Mercy Health System to establish
the supply chain as a strategic imperative for business. The case study illustrated how ROi has simplified the healthcare supply chain by reducing its
dependence on third party intermediaries. Based
on the results, ROi created a new model that more
closely links the makers and users of healthcare
products, providing greater value for the essential
trading parties.
The Supply Chain Innovation Award was presented
at the CSCMP Annual Conference’s Closing Session by Brad Berger of Global Logistics & Supply
Chain Strategies (GLSCS) magazine and Nancy Nix,
CSCMP Research Strategies Committee Chair. ROi’s
Vance Moore accepted the award on behalf of the
Mercy-ROi team.
The Supply Chain Innovation Award, cosponsored
by the CSCMP Research Strategies Committee and
GLSCS magazine, annually recognizes a project
team’s outstanding innovations as demonstrated by
quantifiable and sustainable cost-savings, revenuegenerating, or customer satisfaction achievements.
Finalists present their success stories at the CSCMP
Annual Conference. The winner is chosen from
these presentations by an evaluation committee.
Finalists and their company representatives are
featured in the December issue of GLSCS. All submitted case studies that were approved for publication by the selection committee are published
on the CSCMP web site at www.cscmp.org.
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CSCMP Elects Officers for 2006-2007
Members of the Council of Supply Chain Management Professionals elected officers for 2006-2007
during the Annual Business Meeting held on October 17, 2006 in conjunction with CSCMP’s 2006
Annual Conference in San Antonio, Texas.
Edward Huller

Under CSCMP’s bylaws, the Board Chair Elect
automatically succeeds to the Chair of the Board
of Directors at the next annual meeting following
the meeting at which he or she was elected. Thus,
the 2005-2006 Board Chair Elect, Edward Huller,
president of Alden Consulting Group, automatically
became the Chair of the Board of Directors. The
2005-2006 Chair of the Board of Directors, MaryLou Quinto, automatically became the Immediate
Past Chair of the Board of Directors. Ms. Quinto is
the director of global logistics for Genentech, Inc.

Mary Lou Quinto

Those officers elected to serve on the 2006-2007 Board of Directors also include:

Board Chair Elect
Richard Murphy, Jr.
President and Chief
Executive Officer
Murphy Warehouse
Company

Board Vice Chair
Roger Woody
Manager, Transportation
Management Group
EMBARQ

Secretary and Treasurer
Robert Silverman
Vice President, IT Business
Systems
Tommy Hilfiger USA, Inc.

Immediately after the election, Ed Huller announced the appointment of the
following chairs who will round out the 2006-2007 Board of Directors:
Planning Chair
Abré Pienaar
CEO
iPlan Industrial Engineers

Program Chair
Heather L. Sheehan
Corporate Director—Logistics
Danaher Corporation

Roundtable Chair
Michelle Meyer
Director Client Service—SCM
Resources Global Professionals

Education Strategies Chair 		
Keith Turner
GM, Alumina and Bauxite Sales
ALCOA 		

Membership Chair—North America
Noemi Alexander
Director Business Development/Build-to-Suit
USAA Real Estate Company

Research Strategies Chair		
Nancy Nix
Director Supply and Value Chain
Center
Texas Christian University

Membership Chair—International
Jan Willem Proper
Associate Professor
NHTV Breda University of Professional
Education
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Information Technology Chair
Donald (Dee) Biggs
Director of Customer Logistics
Welch Foods, Inc.

President/Chief Executive Officer
Rick D. Blasgen
Council of Supply Chain Management
Professionals (CSCMP)
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CSCMP Announces the
Recipients of the 2006 E.
Grosvenor Plowman Award
The Council of Supply Chain
Management Professionals is
pleased to announce the selection of M. Douglas Voss, PhD
candidate, Michigan State University; George A. Zsidisin, assistant professor of supply chain
management, Michigan State
University; and Matthew Schlosser, manager of transportation
sourcing and systems, The Hershey Company, as the recipients
of the distinguished 2006 E.
Grosvenor Plowman Award.
The recipients were honored for
their coauthored research paper,
Shipper-Carrier Relationships
and Their Effect on Carrier Performance, at the opening session of the 2006 CSCMP Supply
Chain Management Educators’
Conference in San Antonio,
Texas.

M. Douglas Voss

George A. Zsidisin

The research examines the potential need for firms to form
closer relationships with carriers Matthew Schlosser
because of the significant role that transportation
plays in efficient and effective logistical operations.
Its focus is to delineate the levels of relational closeness found between shippers and carriers, and to
assess the effects of relational closeness on carrier
performance.
Based on data and expertise provided by Hershey
Foods, findings indicate that closer shipper-carrier relationships have no effect on carriers’ on-time performance, but significantly influence carriers’ willingness
to commit assets to the shipper and accept loads
during times of constrained transportation capacity.
Plowman Award papers are selected by an editorial
review panel from research accepted for presentation at the Supply Chain Management Educators’
Conference. The educators’ event is held in conjunction with CSCMP’s Annual Conference. The award is
given in honor of E. Grosvenor Plowman, a pioneer
in the field of logistics and recipient of CSCMP’s
Distinguished Service Award.
“My coauthors and I are very pleased to receive the
Plowman Award,” said Doug Voss. “CSCMP and Dr.
Plowman have both done a great deal to further and
support logistics knowledge creation, and we hope
that our work upholds the standards of excellence
that they have set.”
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CSCMP Announces the Recipients of the
2006 Bernard J. La Londe Award for Best
Journal of Business Logistics Research Paper
The Council of Supply Chain Management Professionals announces the selection of Keely L. Croxton,
associate professor of logistics at The Ohio State
University and Walter Zinn, professor of logistics,
also of The Ohio State University, as recipients of
the prestigious 2006 Bernard J. La Londe Award
for Best Paper.

CSCMP Staff at
Your Service—Sue
Paulson, Assistant to
Rick Blasgen, CSCMP
President and CEO

Keely L. Croxton

The award is given annually to the paper published
in the Journal of Business Logistics (JBL) that makes
the most significant contribution to furthering logistics knowledge. It is named in honor of Dr. Bernard
J. La Londe, professor emeritus at The Ohio State
University, and a lifetime supporter of both CSCMP
and the logistics profession.
Dr. Croxton and Dr. Zinn were honored for their coauthored paper, Inventory Considerations in Network Design, at the opening session of the 2006
CSCMP Supply Chain Management Educators’
Conference in San Antonio.

Walter Zinn

The research conducted by Drs. Croxton and Zinn provides a model
that integrates inventory costs into a standard network design model,
while analyzing scenarios where the inclusion of inventory has a substantial effect on the optimal network. It concludes by examining the
potential impact of the model on network design.
According to Dr. James R. Stock, editor of the Journal of Business
Logistics, the paper provides a superb blend of practice and theory,
holding a particular interest for practitioners with its model illustration
of data collected from a national retailer.
Dr. Croxton, whose primary research focuses in part on developing
and applying mathematical models to logistics issues, is pleased
that the research has implications for both the academic and business communities. “For academics, it exemplifies how more inclusive
mathematical models can be developed to better demonstrate the
entire cost structure of a distribution network,” she stated. “For practitioners, it highlights the need to examine the potential impact of
inventory on network design decisions and to engage in additional
analysis beyond the capabilities of their current models.”
Dr. Stock recognizes that, as the preeminent journal of logistics and
supply chain management, the JBL’s audience includes both academicians and practitioners. “Articles such as those authored by Croxton and Zinn provide benefits to both groups by examining practical problems using sound theory and methods,” he said. Dr. Stock
believes that the 2006 winning research clearly illustrates the type
of work that meets the JBL’s objectives by publishing leading edge
research that is relevant to the entire logistics and supply chain constituency.
Dr. Zinn, whose numerous research articles appear frequently in global refereed publications, added, that, “the Bernard J. La Londe award
is the most prestigious award that a logistics researcher can hope for.
It is an honor both to me personally and to The Ohio State University’s logistics program.”

“I work on a wide variety
of interesting projects at
CSCMP, from serving as a
liaison to our Board of Directors to facilitating staff
meetings and organizing visits to our headquarters
for international guests. Even after nine years with
the organization, I’m still impressed with the professionalism of our members and how appreciative
they are when we’re able to assist them with their
requests. We also have a terrific and very supportive
staff which makes it fun to come to work each day.
Rick (Blasgen) has brought new energy to CSCMP.
It’s exciting to be a part of the dynamic changes
he’s implementing, and the positive direction the
organization is heading.”

CSCMP Releases Two New Must-Read Books
Global Perspectives/China
Global Perspectives/China is a
detailed guide for doing business
in China. China has a set of challenges and issues that are unique
to this part of the world. Its logistics is playing a key role in world
business that no one can afford
to ignore, which is why this book
is essential to anyone involved in
global business. Global Perspectives/China offers insight
into a complex, but extremely important country. Written
by Charles Guowen Wang, PhD. 40 pages, soft-cover.
$19.95 CSCMP members; $29.95 nonmembers.
CSCMP Explores…A Compilation
This book includes five issues of
CSCMP Explores…: Forecasting
and its Uses in Logistics; Is Your
Metrics Program Measuring Up?;
Supply Chain Security: Legal and
Regulatory Changes; Optimization Models for Supply Chain
Management; and Negotiating
Effectively. This publication will
provide you with a wide variety of
important information to enhance
your career. 52 pages, soft-cover.
$19.95 CSCMP members; $29.95 nonmembers.
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Staff Development
for Strategic Supply Chain Leadership

Lowell Hoffman

This is the second article in a two-part series on staff development by
Lowell Hoffman, Managing Director of Global Sourcing Solutions in Chapel
Hill, North Carolina and Adjunct Research Professor and Industry Fellow
at the Kenan-Flagler Business School, University of North Carolina.
3. Inspiring Instructors

Creating a supply chain of qualified
and creative leadership for your
organization is truly a “team sport.”
While the initiative must come from
supply chain organization executives’
leadership, involvement of management
and supply chain allies is imperative.
As with any collaborative activity, the
needs of all participants must be
considered and met. This article will
share proven ideas for building your
own enduring legacy through staff
leadership development.
Based on my own research and experience with leading corporations,
I offer the following insights and
suggestions to assist you in creating
more dynamic and successful programs to develop your employees
who are so vital to your strategic
supply chain goals. (We covered the
first two insights in the September/
October 2006 issue of CSCMP
Supply Chain Comment—1. Focus
on Leadership and Strategy, and,
2. Integrate the Curriculum.)

Your choice of faculty is an opportunity to acquire external knowledge as well as leadership by example. Instructors who can add
their own “war stories” and anecdotes will enable participants
to move beyond classroom theory to visualization of ways to
apply their new learning. The utilization of qualified “in-house”
instructors is often a good strategy. While e-learning also has its
place, adding external faculty who bring stimulating and relevant
content and an interactive approach to sharing their knowledge
will verify the corporation’s commitment to effective learning and
personal growth.
Support for this recommendation is offered by Chris Turner of
Xerox Business Systems in a FAST COMPANY magazine article.
According to Turner, “Figure out what kinds of learners make up
your organization, and immediately begin to modify the training,
meetings and workshops you offer to acknowledge different
learning styles. Teach the way people learn; don’t make them
learn the way you teach.” … “50% are ‘action learners’ who
learn by doing, 33% are ‘people learners’ who learn through
conversation and exchanging ideas with others, only 17% are
‘information learners,’ people who read texts, listen to lectures,
learn through traditional school experience” …“we keep designing
learning programs that work for only 17% of the people in most
organizations.”
In a recent conversation with a European professional who has
attended numerous training sessions, the word “authenticity”
was utilized to describe the instructors from whom the most was
learned. The importance of inspiring instructors who possess
the credentials of effective implementation cannot be overemphasized.

4. Don’t “Send” People to Training, “Take” Them
“The best people want you to be interested in their development and in turn, they will thrive and benefit from
constructive coaching and developmental actions.” So stated Terry Sueltman, VP supply chain management,
Temple-Inland in a recent article. (Your Next Great Employee, Inside Supply Management, March 2006)
Too often, attending training workshops is seen as the fulfillment of an annual goals requirement. In one organization in which I was working, people chose their required seminars based on a desired travel location
rather than needed learning objectives. In another workshop in which I was teaching a six-module program,
neither the vice president nor his directors attended a single session. The message to the participants was
clear: “This is not really that important.” A “kick-off” speech by a senior executive is an appreciated endorsement but does not deliver lasting impact.
A better example was a very successful program in which the sponsoring supply chain management program
manager sat in on the two-day session. When the session ended, the manager and I discussed the key learning points and their relevance to the corporation. Needless to say, the evaluation of this session was
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overwhelmingly positive, and participant responses noted the
commitment to apply the new learned skills. In Tom Peters’
book, In Pursuit of Wow!, he offered this wisdom, “Training is
largely worthless unless it is put to work on Monday morning.”
Participation by a respected executive underscores the commitment to put new learning to work.

5. Pull Training Through!
Training and development is not something that you just “do;” it
is something that is expected to add to the organization’s ability
to compete and win in the marketplace. A short article that I cite
in every training workshop is entitled Strategy as if Knowledge
Matters. (Manville and Foote, FAST COMPANY Magazine, AprilMay 1996). As the authors put it, “People networks leverage
knowledge through organizational ‘pull’ rather than centralized
information ‘push.’ The engine that drives knowledge development and sharing is the worker’s need for help in solving business
problems. The power comes from the demand side rather than
the supply side.”
The most effective illustration of this principle came from a German
client for whom I provided a series of supply chain strategy workshops. The sponsoring vice president, who had attended a major
portion of each session, provided his own program wrap-up. He
summarized what he had heard and what he, personally, had
learned. This VP then selected one specific strategy tool that had
been covered in the program content and made its use “mandatory.” From here on out, no recommendation, strategy, or
presentation reaching him would be accepted unless it incorporated the use of this tool. In this way, he certified the relevance of
the training and placed his personal stamp of approval upon its
importance. Content and learning was “pulled through” the
organization by using it daily. Organizational culture was
permanently changed.

Summary
In a WSJ article (April 17, 2006), Jim Owens,
CEO of Caterpillar, stated the case for training
very clearly. “Manufacturers must invest in
people—providing the education and workforce training they need to help us succeed.
... The ideas and competitive spirit that our
people bring to the workplace must be nurtured.” In a FORTUNE magazine article entitled,
Peter Drucker Sets Us Straight, Jan. 12, 2004,
the management guru of our time added this
thought: “We are the only country that has a
very significant continuing education system.
And we are the only country in which it is easy
for the younger people to move from one work
area to another.”… “Consequently, our most
important educational system in the US, unlike
Europe, is in the employee’s own organization.”
In order to develop a workforce that can both
conceive and implement groundbreaking supply chain strategy, we must do our part to provide continuing education, strategy-based
content, and the spirit of proactive leadership
support. There is no more important task for
a leader than to create the next generation of
leadership for his or her own functional unit as
well as for others. The ultimate supply chain
is a progression of effective managers who
will lead your organization to new levels of
success in the ever-changing marketplace
of the future.

6. Include the Entire (Global) Supply Chain
Deere and Company, among others, has reported the benefits
of providing supply chain education for its suppliers. I strongly
endorse this initiative but also suggest that you extend your
training and development programs to your own internal “endto-end” supply chain. You can accomplish this by inviting your
internal stakeholders and customer-functional organizations to
participate. Don’t forget to include your multinational colleagues.
My own “best-in-class” example is a series of two-day Supply
Chain Effectiveness programs for a European company. Each session consisted of 24 participants focused on a specific business
unit and product category. Half of the attendees were from this
country; half from more than a dozen countries around the world.
Half consisted of purchasing personnel; half from other functions.
Over the course of several workshops, attendees spanned the
supply chain from research and development (R&D) and engineering to manufacturing and materials management to logistics,
customer service, and marketing. In addition to the shared learning, other benefits became evident. New relationships were
formed as many participants had corresponded but never met.
Additionally, the entire product supply chain group now shares a
common vocabulary of process, tools, and strategy. Once again,
organizational culture was permanently changed.
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VOICE TECHNOLOGY
in the

TECHKNOWLEDGE

Distribution Center:

A BETTER WAY TO ACHIEVE ACCURACY PART 1
by Allan Kohl

This is the first article in a threepart series on voice technology
in the distribution center by Allan
Kohl, President and CEO of KOM
International in Montreal, Canada.
Since the late 1990s, an increasing number of highvolume distribution companies have invested in
speech technology solutions to increase order accuracy with the goal of improving customer or store
service levels.
As voice recognition technology use increases, so,
too, do the questions about using these new systems.
Some of the answers indicate that voice recognition
is an expensive technology. At the same time, it’s
one that many users believe pays for itself with improved warehouse accuracy and productivity.
Scientists at Bell Laboratories began working on
speech technology before World War II. Much later
came the incorporation of speech recognition technology into portable, or “wearable,” computers. This
application is proving to be valuable to the industrial
workplace, saving money in labor-intensive applications, such as distribution center order picking, maintenance, repair, package sortation and handling,
returns processing, and inspection.

Proven technology
Allan Kohl is a CSCMP member and Chief Executive
Officer of KOM International in Montreal, Canada.
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At this point in their development, voice recognition
systems can be considered mature and proven technologies. Worldwide, voice recognition systems have
been installed in more than 550 distribution centers
in 22 countries. They are capable of handling partialcase selection as well as full-case quantities.
The majority of companies investing in voice technology cite order accuracy as the primary benefit to
justify the cost of their capital investment. There is a
quantifiable price tag to pay for order-picking errors,
and these companies have determined that a significant reduction of pick errors and, therefore, reduced
checking labor and reduced returns is enough to
justify the expenditure.
In most cases, the deployment of voice technology
in the distribution center reduces pick errors between 70% and 90%, and short shipments by about
the same amount. In a company where an order error can easily result in $20 to $50 of lost income—
or more—this is significant.

The cost of investing in voice
Voice recognition is expensive, but does offer advantages. On the customer side of the equation, voicedirected systems provide better warehouse accuracy
and fewer shipping errors. And everyone knows that
a high level of shipping accuracy makes customers feel
better about their vendors.
Pricing varies according to warehouse size and the number of workers involved. For illustration purposes, KOM
International bases pricing estimates on an operation
with 50 or fewer workers in a warehouse with less than
100,000 square feet, or on a warehouse larger than
100,000 square feet with more than 50 selectors.
The first step is the installation of a radio frequency
network. In a small operation, the installation may cost
between $40,000 and $50,000, while the same installation in a larger environment may cost $70,000 to
$100,000. The hardware, software, and database for
a small operation may cost $15,000 to $30,000, and
escalate to as much as $30,000 to $40,000 for a larger
installation.
The professional services required to install a system
seem to be independent of size, usually ranging from
$20,000 to $40,000 per site. The hardware and software
required for each user can run between $5,000 and
$6,200 per worker in a small warehouse and can cost as
much as $4,800 to $5,200 per user in a large system.
Total installation cost might be $270,000 for a small
warehouse or as much as $555,000 for a much larger
system. In a small warehouse with 25 order selectors, the
cost per user could be as high as $11,000 per worker. As
systems become larger, the cost per user falls, perhaps
to as low as $7,400 per user in a large warehouse with
75 selectors.
Unlike some radio frequency applications, voice-directed
order selection does not replace traditional warehouse
management systems. Voice recognition simply acts as a
link to workers and to the warehouse management team.

In Part Two of our three-part series,
we will discuss voice technology
systems, such as two-speech systems
and synthetic speech systems, and
how to prevent worker mistakes in
the warehouse.

Malcolm Winspear
Chief Executive Officer
Power Freight Systems, Inc.
Newark, California USA
Education: Bachelor of Business Administration
degree from University of Texas at
Austin in operations and marketing
CSCMP Member—15 years

[Malcolm Winspear]
MEET CSCMP MEMBER

What lured you into the logistics and supply chain management professions?
After graduating from college, I was hired by Sanger Harris Department Stores, which at the time was a Dallas-based division of Federated Department Stores. Although recruited specifically for store
operations, about two weeks into my junior executive orientation
and training, I was pulled out of the orientation and asked to take
a position at the distribution center. The VP of distribution explained
to me his belief that this function (and logistics management) was
the lifeblood of the organization, and convinced me to give it a try.
Although doubtful at the time, he proved to be correct, not only for
retailers, but for businesses in general. I’ve been in supply chain
management ever since!
What do your responsibilities as CEO of Power Freight Systems
entail?
My primary activities are to establish, monitor, and manage the strategic and tactical performance objectives for the organization; whether financial, operational, customer/service-related, or human resources. This means I need to be present, in touch with, and accessible to
my customers, employees, and suppliers.
What is your definition of exceptional leadership?
Great leadership is having the ability to define and effectively communicate an organization’s vision in a way that inspires employees
to achieve its goals. Exceptional leaders instill passion and excitement into their people and, thereby, into their organizations.
What are the traits that a successful CEO must possess?
Beyond the obvious traits of intelligence, vision, and knowledge,
I believe that today’s C-level executives must also possess empathy;
that is, they must have a deep understanding of and a desire to address the needs of their customers, their employees, and their business partners.
How does leadership shape an organization, for better or for
worse?
Effective leaders, whether in a business organization, the military, or
even with a sports team, directly impact the performance of the players and their desire to succeed.
Ineffective leaders will lack the respect of their teams, and, although
they may enjoy short-term success through force of will, domination,
or intimidation that comes from their position or personal drive, they
will fail to develop the internalized passion in their team that fuels
long-term success.
What are three things a CEO does that can sabotage his business?
Because of the power inherent in this position, the list of potential
pitfalls is long. However, the top three are probably:
•	a lack of effective communication to the organization, to customers, and to the peripheral partners and shareholders
•	indecisiveness, which may manifest itself as a lack of consistency
in direction and strategy, as well as delays in decision-making
•	a lack of trust of the CEO by employees, which fuels a lack of
trust of the organization itself

What are the most important things you need to do to run a
successful company?
Without a doubt, hire excellent people, empower them, and then
recognize their accomplishments. It is far better to find and hire an
intelligent and driven—but untrained individual—than a highlytrained incompetent.
What is the most out-of-the-box idea you ever had that you
implemented and found that it worked?
Several years ago, I was hired by a manufacturer with four plants
and over 1,000 employees. The company was wrestling with low
productivity, long order fulfillment times, quality issues, high absenteeism/turnover, and not surprisingly was using a lot of temporary labor as a result. Rather than invest more in front-line supervision and
management, we completely restructured and improved the employee
hiring, compensation, and benefit programs. It was a sizable gamble
in expense, but we were rewarded with loyal, productive, high-quality employees. The improvements in productivity, quality, and lead
times justified the considerable investment several times over.
What supply chain management/business issues are most
important or relevant to you today?
Probably the most important issue to me is the ongoing trend of
mergers, acquisitions, and consolidations as this impacts these firms’
ability to effectively service their customers and impacts the activities
on smaller logistics firms. I believe there are opportunities for smaller
players to benefit from this trend.
A point in closing…
Supply chain management has come a very long way in the last three
decades. No longer the “necessary evil” of trucks, warehouses, and
back-office traffic managers poring over freight rate tables, supply
chain and logistics management are now recognized by most all
major organizations as integral to their success.
Logistics managers command C-level positions, and CSCMP’s 2005
Annual State of Logistics Report lists logistics spend in the US last
year at $1.183 trillion, or almost 10% of the Gross Domestic Product (GDP). Many major universities contain a logistics department or
school with a multitude of undergraduate and graduate degrees. This
is truly a dynamic, growing, and recognized profession, and we, as
supply chain management professionals can—and should—help
stimulate interest in students and young professionals. They are
the future of our profession, regardless of industry.
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University Research Centers:
Introduction

In Thomas L. Friedman’s best-selling 2005 book, The
World Is Flat, he says that… ‘those who can create value
through leadership, relationships and creativity will transform the industry as well as strengthen relationships with
their existing clients.’
Globalization is the word used to describe this rapidlychanging, competitive landscape where there is faster
technological development, shorter product lifecycles,
and more intense global competition. This new competitive landscape is forcing forward-thinking organizations to
actively seek and acquire knowledge they can use to create
value and differentiate themselves in the global marketplace. To acquire this knowledge, industry is looking towards university research centers as a viable resource.
In the past, industry/university relationships were primarily “sponsorship” relationships where industrial firms provided university researchers with resources and financing.
In return, firms received value from university research
by having specific problems solved or by receiving basic
knowledge within a longer-term time horizon.
Today, there are other equally compelling reasons for industry and universities to work together. Benefits of industry/university collaboration to a firm include access to
highly-trained students, facilities, and faculty, as well as an
enhanced image when the firm is associated with a prestigious institution. Stronger relationships are being developed between industry and universities that are more akin
to “partnerships” where universities are viewed as valued
partners providing complementary expertise, knowledge,
and resources that are unavailable from other sources in
the industrial community.
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Fulfilling Industry’s
Knowledge Needs
by Joel L. Sutherland and Dr. Michael Santoro

The Industrial Environment

Industrial firms are inherently focused on applying knowledge
to solve immediate problems in order to maximize earnings and
shareholder value. Industry’s focus is much more problem-centered in concentrating on critical situations requiring immediate
attention. Being problem-centered, firms actively seek input from
key external constituents (e.g., customers and/or suppliers). Moreover, industrial firms normally maintain or acquire specific competencies on an as-needed basis and tangible results are expected for
the achievement of both short- and long-term objectives.

The University Environment

Universities consider the creation and dissemination of knowledge
as their primary mission. This is in line with the three primary
functions of a university—the triad of teaching, research, and
service. The research conducted in universities, however, has been
and, to a certain extent, is still often based on the personal interests, skills, and expertise of its resident faculty. A faculty member’s
research agenda can also be influenced by the academic calendar,
the availability of graduate assistants, and his or her own teaching schedule. With respect to publications, faculty view them as
the critical output of their research—placed in scholarly journals
by academics for academics. The creation and dissemination of
knowledge, therefore, is often targeted to scholars rather than to
those outside the academic community.

The Changing World of Research

While differences in research objectives still exist, the gap between industry and university agendas is lessening. For the industrial firm, the changing competitive landscape is also beginning
to shape a new dynamic, especially with knowledge becoming
increasingly more important to achieving competitive advantage.
This shift pushes the industrial firm toward the university as a
source of that knowledge. Universities also want to expose students and faculty members to practical, real-world problems
and create employment opportunities for graduates
In recent years, there has been a substantial decrease in federal
and state support for research. As a result, universities have begun to pursue and rely more heavily on industrial funding. In
order to attract industry sponsors, research-oriented universities
have begun to modify their focus, strategies, and structures to
encourage and facilitate effective liaisons with industry through
a number of initiatives, one of which is the university research
center. As such, the dissemination of knowledge to non-scholars
through university research centers is becoming increasingly
important.

Making Industry/University Relationships
Work

Universities are now offering firms a variety of new relationships
specifically intended to create relevant knowledge that can be
effectively applied by industrial firms. Universities recognize that
offering flexible alternatives that meet specific industry needs
is essential to fostering strong industry/university relationships.
For example, some university research centers carefully balance
knowledge dissemination with the need to withhold certain information in order to protect their corporate partners.
Additionally, a large percentage of these same centers also allow
their corporate partners to delete or modify selected information
prior to publication of research results. This is not to say that research information is “doctored,” but that sensitive information
may be left out or camouflaged in some way to protect the corporate partner without lessening the overall value of the research.

The Importance of an Industry/University
Champion

Research points to the increasing importance of industry/university champions at both partners in an industry/university relationship. Effective champions are influential, sensitive to changing
market conditions, and serve as the chief liaisons and communication links between partnering organizations. In their role as inter-organizational liaisons, effective champions function as scouts
who seek external information important to inter-organizational
partnerships, and as ambassadors who maintain good relations
with partnering organizations. Effective industry/university champions also seize the opportunity to assess situations and determine
which university policies are acceptable, which policies need to be
modified, and where creative solutions are needed.
A firm’s industry/university champion is uniquely positioned to
ensure that industry/university relationships properly leverage
each organization’s skills, knowledge, and resources. Through an
appreciation and focus on the complementary nature of these relationships, the champion is often the key player in formulating
mutual benefits for the affiliated organizations.

Conclusion

Industry/university relationships have evolved in line with a
changing competitive landscape. Industry is developing and pursuing new and innovative ways to partner and gain value from
university research centers as university research centers are developing new and innovative ways to serve their industrial partners. To ensure success, there needs to be effective industry/university champions in both the industrial firm and the university’s
research center to stimulate, promote, and support industry/university relationships.
Universities’ missions are changing. As a result, they have modified their strategic focus to become more integrated with industry
in the development of new knowledge. In the past, the principal
outlet for research results was scholarly journal publications
where knowledge was generated by academics and disseminated
to other academics. Today, output from academic research is also
disseminated to management practitioners who are finding much
value and practical application in this work.
Finally, from the university center directors’ perspective, there are
a number of key factors and distinct strategic objectives that exist
that drive industrial firms to establish industry/university relationships. By focusing on and responding to these key areas, university research center directors can build more industrial partnerships and raise the intensity levels of their existing relationships.
Considering the increasing financial pressures that many firms
currently experience, efforts here can prove quite beneficial.
For many companies, industry benchmarking conducted by a research center can provide valuable information related to industry
best practices. That is, these types of organizations join university
research centers in order to gain first-look privileges of the latest
developments and emerging trends.
In addition, a large number of firms work with university research
centers in order to develop and commercialize specific technologies and processes, while others may join research centers in order to gain access to university facilities and graduate students.
Thus, firms have a number of different reasons for working with
university research centers, and universities are providing an increasing number of alternatives for helping industrial firms become
more effective and profitable.
While much work remains in this area, it is clear that meaningful
relationships between industry and academe are beginning to take
shape where there is a positive fit between industry’s needs and
universities’ changing missions.

Joel L. Sutherland is a CSCMP member and the Industrial Liaison Officer
for the Center for Value Chain Research at Lehigh University in Bethlehem, Pennsylvania. Dr. Michael D.
Santoro is the Co-Director of the Center for Value Chain Research and an
Associate Professor of Management in
the College of Business and Economics at Lehigh University in Bethlehem,
Pennsylvania.

Joel L. Sutherland

Michael D. Santoro
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Highlights of the 2006 CSCMP Annual Conference

Networking in the San
Antonio Sun
Engaging Educational Sessions

Informative Speakers

Save the Date!

Energizing Topics

Informal Discussion Forums
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