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September Message from the President
By Russ Thorne

1 §

President s Message

Congratulations! We 6 ve just been a:
status! After maintaining Gold level status for five
consecutive years, we have achieved Platinum!

[
| may not look like much of a runner, but | do enjoydmne of the les-
azya LQ@OS fSIFENYSR Ay NizyyAy?3
start picking up the pace a little, then kick for the finiaNell here we
are in September, and the pace is starting to pick Many of us will
be getting ready to kick as the yeand deadline of our goals comes
Ayli2 ar3akdoe {2 tSGQa 3ISG adlr N

Is your goal for the year process improvement relatdti8o, join us at our September dinner meeting

as we welcome Ed Robinson of Definity Partners, our 2010/2011 Company of theedenitl be

joined by Jason Marion of Southeastern Mils2 3 SG KSNJ 6 KSe gAff LINBSaASyd |
Managementt S2 LJX S 3 t NBOS&aaSa¢ yR K2g (2 3IABS &2 dzNJ
they race toward continued success.

L¥ 3SdaGAy3 GKIFIG yS¢é 220 Aa @2dzNJ 32+t F2NJ GKS &8
G! Gt yial Wwdnae seSsidribie adllbe lghtihg a discussion on our use of Social Media

Ay (GKS 220 YINJSG SydAaidt SR a9 AThé&eSmlDalsobezmnhds [ A Y |
time to network with other professionals and build a strong networking base to operate from.

What about professional development® 2011 the year that you pursue an APICS certificatibs8,

& 2 dzQ NB If EBIM i tieCértification that you choose to pursue our next class will be the Master
Planning of Resources module beginning Saturday OctoberT8tis. module focuses on resource con-
straints, demand planning, S&OP and master scheduldmyyou think your company could use a little
help in any of these areas?

If CSCP is your choice for certification then your start time is Saturday Octobe2&dule one, Sup-
ply Chain Management Fundamentals will give you an overview of Supply Chain Management, Supply
Chain Management Strategy, and Measuring & Improving the Supply Chain.

2 KFGSOSN) @2dzNJ 321> AGQA Ffgl &a Sk aiSNheaMay & 2d
ta APICS Chapter is filled with dedicated professionals and opportunities to get invlveadvill

quickly find out why we have achieved our Platinum level status with the APICS organiZatioa.

join us as we kick to make 2011 our strongest year yet.

Sincerely,

Russ Thorne CPIM, CSCP
President



"Change ManagementPeople & Process"
Presented by Ed Robinson, Definity Partners &

Jason Marion, Director of Human Resources, Southeastern Mills
Come join us as Jason & Ed share the story of how a successful Georgia
based food manufacturer leveraged its culture to drive significant process
change. They will speak to the immense value of engaging your employees to

drive improvement, transformation, and success.
ABOUT OUR GUEST SPEAKERS :

Ed Robinson has been transforming manufacturing operations for over 15
years. Ed started as a Process Engineer, after earning his BS in Mechanical
Engineering from the University of Dayton. Ed quickly transitioned to opera-
tions where he developed his passion for developing people and process
excellence, while serving as the Plant Manager for one of the top perform-
ing plants in his organization. He has worked in a variety of manufacturing
segments, including: plastics, metalworking, electronics, chemical and food. Ed, who
currently serves as the Managing Partner for Definity Partners in Atlanta, also recently
served as a featured presenter at tlieorgia Association of Manufacturekiman Re-
sources & Plant Management Seminar in St. Simons Island.

JasornMarion, a graduate from the University of Georgia in 1993 with a BS in Food Sci-
ence began his career as a QA Technician for the Mondo Baking Co. In 2000, he was
SYLX 2SR o0& YSft233Qa |a tNRRdzOGA2Yy al ylI
sors. As Production Manager, Jason and his teams exceeded plant goals in efficiency,
downtime, scrap, and overweight for the next four years and contributed $4.27 MM
from 2001 to 2003. In 2004, Jason joined Southeastern Mills, Inc as a Process Manager
responsible for the mixing and packing operations. He led the production teams to a
15% production efficiency improvement in 6 months through training, effective commu-
nication, planning, and employee involvement. In 2006 he accepted an assignment into
the position of Human Resources Manager and has was promoted to Director of Human
Resources in 2007. Jason has been a practicing HPWP advocate for the past 15 years
and has taught this philosophy during orientation for new employees.

APICS Atlanta Dinner Meeting

Tuesday, September 20th, 2011
Villa Christinag 4000 Summit Blvd, Atlanta, GA 30319

Agenda
4:30 PreDinner Workshop, "Either you're LinkedIn or you're locked oltiths for using LinkedIn", By

Steve Hines, author of Atlanta Jobs and "Ask the Employment Experts".

5:30 Normal meeting registration and networking

6:15 Dinner

7:00 After Dinner speaker, "Change ManagemeReople & Process" Presented by Ed Robinson,
Managing Partner, Definity Partners.



Directions to APICS Atlanta Chapter Meetings

Directions to Villa Christina

4000 Summit Boulevard Atlanta, GA 30319

404-303-0133

From GA 400:

Take 1285 East to Ashford Dunwoody Road (Exit 29). Stay in the far right hand lane, which will put you onto
Lake Hearn Drive. At first traffic light turn LEFT onto Parkside Place. Travel one block and turn RIGHT onto
Perimeter Summit Drive (into the Perimeter Summit Complex.) At the stop sign, turn LEFT onto Summit Boule-
vard. Villa Christina is the last building on the LEFT.

From 1-85 & | 285 (Spaghetti Junction):

Take 1285 West to AshfordDunwoody Road (Exit 29) and turn LEFT. Crossov@B85. At the first traffic light
and turn RIGHT onto Lake Hearn Drive. At next traffic light turn LEFT onto Parkside Place. Travel one block
and turn RIGHT onto Perimeter Summit Drive (into the Perimeter Summit Complex.) At the stop sign, turn
LEFT onto Summit Boulevard. Villa Christina is the last building on the LEFT.

From the West or I-75: Take 285 East to Ashford Dunwoody Road, Exit #29. At the end of the ramp, turn
right, onto Lake Hearn Drive. At next traffic light turn LEFT onto Parkside Place. Travel one block and turn
RIGHT onto Perimeter Summit Drive (into the Perimeter Summit Complex.) At the stop sign, turn LEFT onto
Summit Boulevard. Villa Christina is the last building on the




Product Flow Path Design i
An Operations Management Technique to Reduce Costs and Improve Service
By Tim Brown, CPIM, PMP, DirecteBupply Chain Servicesortna & Tom Tiede ,VP, Supply Chain Servidesrtna

One Size Should Not Fit All

If you are like most distribution intensive businesses, you have multiple products in a variety of shapes and siz-

es sourced from points across the globe. And, you are likely to be distributing through multiple sales channels

each with differing expectations regarding service (e.qg. fill rate, delivery times, order consolidation, etc.). If you

manage your operations to provide the highest level of service to all customers you are likely incurring excessive

inventory, distribution center, and transportation costs. Clearly, a one size fits all approach to your Distribution

Net wor k Strategy isnét the opti mal path forward for your

When comparing the distribution networks of U.S. retailers, analysis indicates that companies within the same
retail category have similar inventory performance. This is especially so when retailers employ similar network

designs as their competitors. Ités certainly not surpris
same customer expectations for inventory availability. S
itds not an approach that | eads to breakout performance

organization.

251658240
Company Inventory Turns Distribution Network

Sporting Goods A | 2.0 1DC

Sporting Goods B 35 2DCs

Sporting Goods C 2.7 4 RDCs
Electronics A | 6.9 | 8 DCs and 13 satellite facilities
Electronics B | 4.7 14 RDCs
Auto Parts A 1.6 8 RDCs 16 Local DCs, 1 DC for Slow Movers

8 RDCs

Auto Parts B

HEE

Auto Parts C ‘ 1.6 6 RDCs 1 Smaller DC for large non-conveyables
Office Supplies A 6.0 4 DCs & 30 Fulfillment Centers
Office Supplies B 7.3 | 10 Crossdock facilities
Books A —| 2.6 3DCs
Books B | 21 5 US DCs
Home Supplies A | 3.9 8 RDCs
Home Supplies B ‘ 4.0 16 Import DCs and multiple business specific DCs

Source: Fortna Analysis of Most 2006 Company 10Ks- Courtesy of Edgar Online
Note: Inventory Turns reflect global Cost of Revenue and Invent ory




Company Inventory Turns Distribution Network

Of more interest is the relationship between inventory performance and the

sophistication of the network design. There tends to be a correlation between organizational maturity and a
more tailored approach to Product Flow Path Design. Larger, more mature organizations have the economies of
scale to employ more innovative methods of flowing product from suppliers to customers. Those that excel take

advantage of their scale. But, you dond6ét have to be a | a
may be easier for smaller, more nimble businesses to tailor their line of attack in servicing customers. Regard-
|l ess of size, remember that itds not simply a matter of

path alternatives can and should be considered.
Start with Product Flow Path Design

Too often, organizations put the proverbial Afcart before
tends to be facility focused rather than path and product focused. We have all learned that the goal is to get the

right product to the right place at the right time in the right quantity. How many facilities you have and where

you place them on the map are a fifacility focusedd means
mine the optimal number and location of facilities unless you first step back and align the many flow path alter-

natives available to you with the unique characteristics of your product offerings. This alignment process is

called Product Flow Path Design.

The Distribution Network Strategy Cycle

Product Flow Path Design defines the most cost efficient and service effective paths by which to flow products
from suppliers to customers. It also provides a strategy, a business case and prioritized road map for moving
forward. It can be considered as the critical link in the Distribution Network Strategy Cycle.

To execute the Product Flow Path Design, the next quest.:
where should they be?0 I deally, this is done through a n
takes a deep dive specifically into the estimated freight costs associated with alternative distribution facility loca-

tions. Most often, a commercial software tool is used that has an optimization algorithm that essentially func-

tions like a linear programming model to determine the minimum cost of alternative locations and product flows.

Ités a highly data intensive and theoretical process req
portant input to this process is identifying the alternative scenarios and flow paths in which to analyze. Rarely

do these projects have sufficient time or budget to evaluate all the potential flow path scenarios or product seg-

ment permutations. So, a Product Flow Path Design avoids sub-optimizing your network optimization study by

providing a prioritized set of alternatives to evaluate.

The resulting network optimization analysis following Product Flow Path Design is valuable input to the broader
and more comprehensive requirements of a Distribution Network Strategy. A Distribution Network Strategy in-
cludes inventory deployment planning, service capability definition across channels, systems planning, and de-
tailed financial budgeting. It is also based on practical constraints and considerations such as the availability of
resources and logistics partners to execute and maintain the strategy. Because all businesses change over time,
the network strategy needs to be periodically re -evaluated. This need creates a loop back to Product Flow Path
Design.



Strategic Questions Addressed

The intent of a Product Flow Path Design is to answer three strategic questions.
Product Flow Path : What are the most effective and efficient methods (balancing cost and service) to
flow unique product groupings from suppliers to customers or stores?
Supply Chain Operations _: What is the impact of the recommended product flow paths on existing oper-
ations (near and longer term)?
Business Case/Migration Plan _ : What is the supporting business case and migration plan to support the
recommended changes?

Recommended tasks and deliverables from this effort are outlined in the chart below.

Distribution Network Strategy Cycle

Prioritize the

Alternatives Re-assess

z‘oAssess/ 1. Define the Future Flow Path Design 4\0ver Time

Product Flow Path

2. Determine the Number Design 3. Develop a Detailed
& General Location of Emphasis: Strategy and Plan Based
Facilities APhysical Attributes Upon Practical Constraints
ASupply Chain Characteristics
Network AAssessing Alternative Flow Network
Optimization Paths from Supplier to Strategy
Emphasis: Customer Emphasis:
A# & Theoretical Location of AHigh Level Business Case & AActual Locations
Facilities Road Map APractical Constraints and
AService Assumptions Considerations
AFreight Cost Analysis Alnventory Deployment Plan
AHigh Level WH and AService Implications
Inventory Costs ADetailed Transition & HR
Aldentifying Minimum Prioritize the Areas in Planning
Logistics Costs of Scenarios which to Focus ADetailed Budgeting & Cash

v

via Optimization Engine
AFinancial Justification

Flow Requirements

Evaluating and Trimming Flow Path Alternatives

A highly tailored approach to product flow path design ¢

not economically practical to implement and maintain too many unique paths. Some consolidation is necessary,

which | eads to a more manageable set of alternatives to

oceanoOo in assessing every alternative imaginabl e.
Apply deductive reasoning in developing a set of hypotheses for the future supply chain;
Allow business priorities to dictate where to focus you analysis (e.g. inbound vs. outbound alternatives);
Create a set of logical product segments by which to assess alternative flow paths within the hypotheses;
Devel op and use a financial model to compare the

ingd baseline alternative.
The resulting financial comparison will provide the means to prioritize efforts and investments moving forward.
The diagram below outlines many of the potential alternative flow paths available to distribution intenstive or-

ganizations.

The n
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The diagram below outlines many of the potential alternative flow paths available to distribution intenstive or-
ganizations.

251658240
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iRul e of Thumbo Consi

derations
Obviously, not all of the alternatives depicted will make sense for every organization. Product attributes such as

size, volume, value, source, and destination largely dictate how a product should flow through the supply chain.
As such, suggested Arules of thumbo on when to consider

table.

Flow Path Alternative

Ship Direct from Domestic Supplier

fRul e of Thumbo Consi

Low margin, high volume product

Locally sourced product (e.g. perishables)

Product with highly variable demand

Parcel shipment quantities to relatively few customer or stq
Store generated purchase orders

Direct from Customs

Very few stores or customers with pabocated product
Parcel shipments
Low margin, high volume product

Border Transload Consolidation

Frequent receipts of small or less than full containers f
foreign suppliers

Inbound Consolidation/
De-consolidation

Postponing inventory allocation decision until need for Igng

lead time product (e.g. foreign supply)

Break bulk (deconsolidation) of same product going to multi-

ple destinations
Make bulk (consolidation) of LTL quantities from dense s
plier base

Central Transload Facility

Final destination is unable to receive an ocean or a rail
tainer

Central DC

Economies of scale for automation, systems, and freight
Customer lead time does not require multiple DCs
As Hub for downstream facilities:
High cost and/or slower moving product
Long lead time product
Consolidating small shipments from multiple suppliers
Deconsolidating container and truckload receipts

Regional DC

Customer lead time requires multiple DCs
Region specific product
Faster moving product

Cross Docking Center

Preallocated supply in frequent LTL quantities from multi
suppliers destined to multiple locations

Outbound Pool Point

Break bulk (deconsolidation) of product going to multiple
cations, generally within a 150 mile radius

Local Warehouse

Safety stock for high availability product serving multig
stores or customers
Large, bulky product otherwise consuming store floor spac

D

Product for consumer delivery in local market

Impact on Financial Performance

So, what is the impact of Product Flow Path Design on the supply chain? And, more importantly, how does it
impact financial performance? The ultimate goal of any supply chain leader and any large investment in the

supply chain is to maximize the return on invested capital (ROIC). The primary components of the equation are
profitability and capital efficiency. So, the key

res
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quest

company maximize profit and minimize capital assets?o0



Increase
REVEIES

Increase

Gross
Profit
Decrease
COGS

Increase Net
Operating

Profits

Reduce
Selling Costs

Profitability Reduce
Distribution
Decrease Costs
Return on Operating

Invested Expenses
Capital

Reduce
Admin.
Costs

Reduce
Capital Efficiency R&D costs

Capital
Deployment

Working
Capital

Improve
Capital Costs
& Allocation

Cost of
Capital

Fixed
Assets

251658240
The simple answer is that there are a number of ways Product Flow Path Design can impact ROIC.

On the profit side, Product Flow Path Design impacts costs by minimizing net landed costs to the customer
(which includes freight and warehousing expense). It also impacts revenue by enabling higher levels of service.
For example, higher product availability of the right product in the right locations and at the right time means
fewer stock outs and more sales. Less of the wrong product at the wrong place and the wrong time means less
excess inventory needed to be sold at discounted prices or not sold at all.

On the capital side, Product Flow Path Design provides a myriad of opportunities to minimize the required in-

vestment in inventory and capital assets necessary to meet service needs. For example, flowing product

through distribution nodes other than a large DC may mean a smaller commitment in space. Flowing slow mov-

ing product through a single DC rather than multiple locations may reduce inventory investment.

As you can see, Product Flow Path Design is not myopical
pictureo view of supply chain assets, service |l evels, co
sible logistics costs could rise by redesigning your product flow paths. But that should be perfectly acceptable

so long as the business as a whole benefits from doing so. That is why we suggest using a broader economic

model such as ROIC when evaluating product flow path alternatives.

Summary

Your Distribution Network Design requires a very tailored but practical approach unique to the needs of your
company, the products you offer, and the customers you serve. The strategic and tactical challenges you face

are likely very complex. So, how successful and competitive will you be long term if you over -simplify your ap-
proach to distribution? Gain a step on your competition by tailoring your approach and innovating the paths

you take to flow product across your supply chain. T
past or what youb6re competitors are doing. Define th
the substantial financial benefits that await a tail



Il n Todayds Economy, YOU Need to be Bet

Is it just me, or does every product and service provider have a solution that offers the cure and magic
pill for your personal situation or your business problems? Feeling depressed? Try this therapy. Dealing
with stress? Take this drug. Business not growing? Revitalize your website. Employees not productive?
Use these incentive products.

I think if we all step back, we clearly see that these solutions are good offerings, but just touches on the

symptomrand does not fully address the root proble
in your cari when that light comes on you have at least 4 options:
Ignore it

Put some black electrical tape over the light to hide the warning
Unplug the light from the fuse box
Take the car to a qualified mechanic and fix the problem

The solution may seem obvious in the above example, but as | talk with individuals every day | see
them choosing options 1,2 or 3 for problems wit

il ssue youodore dealing with that doesnét |l ook | ik
nately, problems you feel are fAout of your <cont
are worse than just the oil needing to be changed in your car.

Il think youbéll agree that the root \ i ssue

This could be any number of things s é
how you respond to problems thrown at you

your mindset to address difficult situations

having being influenced incorrectly or being in a wrong crowd
lack of focus / attention

paralysis of analysis

Now let me clarify something before | continue. We ALL have our thorns in our side we deal with.
Every one of us has strengths, weaknesses, healthy attributes and unhealthy habits. No one is immune!

The difference 1 6m talking about, is making a b
R.O.U. (Return on You) vs. focusing on just an R.O.l. (Return on Investment). Certainly in this tough
economy, or any economy, youbre concerned with

ple I talk with are looking to be head and shoulders above their competition or in more control of their
personal or professional life (do you see a lot of that too?).

One thing | know for sure is this: in todayods e
a better pill, not a better CRM (customer relations manager), not a better prospect list and not a better
book off the shelf! Using the car example from

of your own lifei the best turnaround for performance enhancement is a better Return on You. An
R.O.U. that moves you past your reoccurring personal situations, and more competitive against your
growing competition!

A |l ot of people dondét know it, but this is what
i ndividual s have already found out from private
coaching was the second fastest growth industry in the US and it became worth $100 MILLION. A

coach is beneficial to anyone, from top celebrities to housewives and small to large businesses. People
who have used and are using coaches include: Madonna, sports athletes and corporate giants like IBM.
Coaching is for people who want to take their life to the next level, and already successful people often
use life coaches because they know the importance of making the most of every opportunity for person-
al growth.


http://begintoshift.com/wp/archives/749

I n order to REALLY turn the tables for your | if
uation, a person has to be able to see from a different

perspective and position than you see from. This is

al most al ways the case for us humans! |1 toés a co
occurrence for someone needing strength training,

weight loss, career development, addiction recovery,

performance help, etc. to get outside influential assis-

tance!

fRecent studies show business coaching and executive coaching to be the most effective means for
achieving sustainable growth, change and development in the individual, group and organiation

HR Monthly

fA major benefit of coaching is having someone who helps you see your strengths and weaknesses and
uses them to accomplish your goalBMinneapolis StaiTribune

fA study featured in Public Personnel Management Journal reports managers that underwent a mana-
gerial training program showed an increased productivity of 22.4%. However, a second group was pro-
vided coaching following the training process and their productivity increased by 88%. Research does
demonstrate that oren-one executive coaching is of valub F. Turner, Ph.D.
A coach helps you achieve your goals by providing support and being dedicated to your success. A
coach will offer insights and perspectives and he/she will be there to listen to you and help you become
a better YOU! According to a Lee Hecht Harriso
coaching for leadership development, style issues and talent retention, so it makes sense that 55% of
respondents said that their organization uses coaching asom-one process intended to maximize
management and | eadership potential and 54% do
|l would encourage you to take action TODAY. Whe
myi the differentiating factor for your success or happiness is YOU! Let a qualified coach work with
you to get you from where you are today to wher
yourself in a powerful new mindset and position like John Russell (see quote below). Take action today,
and call or email me to begin making the major shifts that will change your life forever!

fil never cease to be amazed at the power of the coaching process to draw out the skills or talent that
was previously hidden within an individual, and which invariably finds a way to solve a problem pre-
viously thought unsolvable 0
- John Russell, Managing Director, HardByavidson Europe Ltd.

So, now t h athis aytidejhdw ae yougyaing) to use this information to make 2011 a fan-
tastic year for your life and/or your business?

Enjoy the rest of your day'~ Kris

About Kris Cavanaugh

Kris Cavanaugh, owner of SHift, is a Speaker, Author and Coach who specializes in helping others
cultivate a C.E.O. mindset in every area of their life so their businesses, careers, and personal lives
thrive. She is an expert strategist with an amazing ability to pull her clients through difficult challenges
to obtain the life they truly want.

I f you have a desire to |live your | ife Aon purp
ities and maintain an unwavering belief that you will overcome any obstacles to achieve your persona

and professional goals more easily, call Kris at-B843601 or go tdittp://begintoshift.com/landpage/
MakeTheSHIFT.htnto schedule your complimentary meeting today.

Kris is author of fofAmazoR) attitm/st@kideeo©amd (avail abl e



http://begintoshift.com/landpage/MakeTheSHIFT.htm
http://begintoshift.com/landpage/MakeTheSHIFT.htm
http://stucktoceo.com/

