Richard wilding podcast, episode 3

NEVILLE HOBSON
: 
Welcome to the www.BusinessAssurance.com  Supply Chain Podcast series. My name is Neville Hobson.
This podcast is the final episode of a three part series. The series is made up of interviews with Professor Richard Wilding from Cranfield University, one of Europe’s top supply chain management experts.  

In this episode, you will hear Richard talk about four case studies. Each of them are about global brands that have added value to their brand through an innovative approach to supply chain management.
The first case study is Dell Computers:

DELL CASE STUDY

PROFESSOR RICHARD WILDING:

Dell for example is a company which many people have talked about. What they did, was they reviewed the PC market and recognised that, well actually people wanted at that time to configure their computers, configure it to order. So they designed a supply chain that enabled them to configure a product to order in a very short lead time. It enabled them to really carry very low stocks of raw material, and then be able to move the finished goods through to the customer, through a direct channel, within about a week or so. And that was key success in that market and therefore nobody else at the time was doing that, everybody else used retail outlets. What they were able to do by thinking about this differently, was to say, what actually does the customer really want? They want to be able to configure their PC, we will design a supply chain that enable that, but also what we will then design the supply chain to do, is that their PC is made purposely for them and then delivered directly to them. That way we cut out all the retailers and some of the inefficiencies in that channel which then enabled them to be able to do this at a much lower cost, but also increased the amount of value in that transaction. 

NEVILLE HOBSON
:
Zara, one of Europe’s leading fashion brands is Richard’s next case study:
PROFESSOR RICHARD WILDING:

Zara for example, which is a high fashion house in Europe. Their whole focus was around, well if we are going to deliver fashion we need to make sure we have a very, very slick, and fast supply chain. They recognised that what they had to do was to borrow principals from basically automated manufacturing and lean production. They recognised that they needed to have very close market sensitivity. In fact what they do is, they have fashion scouts understanding what are some of the fashion trends walking around university campuses around the world. They also have information systems which link what is being sold in their stores, back in to their design area. This means that between from idea to having it in the shop, can be as short as four weeks. So they will see a particular product, they will come up with a new design, within four weeks that will be in the store. The point is with those products, they understand their market. High fashion, people are not going to wear these products very many times, so it has been rumoured that they are only actually designed to be able to be worn twelve times. But what they were able to do, was to use their supply chain to compete with the traditional model of generally having two seasons a year, the summer and the winter, buyers would go out to Asia and buy what they thought customers would want in twelve months time sometimes. What they were able to do is to say well look, we cant afford to forecast ahead twelve months in terms of fashion, what we want to be able to do is forecast ahead just a few weeks in terms of fashion and therefore we can get the market. 

NEVILLE HOBSON
:
Victoria’s Secret have created demand for their products by challenging the traditional distribution seasons of their industry:
PROFESSOR RICHARD WILDING:

Victoria’s Secret in the United States, they also use their supply chain very effectively. They will have up to 26 seasons a year. That means that the product in their shops, the lingerie in their shops is only there for a matter of two or three weeks. What they are able to do is to actually source that product and because its actually quite a high value product, you can get an awful lot of lingerie packed into a very small area and when you are shipping it, they actually manufacture this in the Far East and they can actually fly it in. But that fits with their business model. If product is not selling rapidly, they are able to actually move that and use other channels to dispose of that particular product. So, really their supply chain once again is designed around this by being able to have so many seasons, it means that people will come into their stores on a far more regular basis, and when people go into stores they generally buy things. So, once again, using the supply chain to innovate and generate demand for their products. 

NEVILLE HOBSON
:
Dyson has changed the way their supply chain works in order to enter new markets:

PROFESSOR RICHARD WILDING:

Dyson the vacuum cleaner manufacturer, they had a very difficult decision to make in terms of their supply chain. They designed the product in the United Kingdom; it was also manufactured in the United Kingdom, all the tooling and everything else was in the United Kingdom. But they recognised that this to some degree was going to be a barrier to growth. What they needed to be able to do was to produce their product more cost effectively and also in larger volumes. So, after a lot of sole searching because they were very keen to support the community, their local community in the United Kingdom. What they were able to do was to actually move some of their operations out to Malaysia and through manufacturing in Malaysia and being able to hit certain cost points and so on and so forth, and be able to innovate further in their product, they were able to move into new markets. One of their new markets was the United States of America, and in that market now they are really starting to grow rapidly and to take a lot of demand. But of course, they still keep some of their activity in the United Kingdom. The design and a lot of the design activity is still held here, so they still employ an awful lot of people within that particular market. And I think this is an example of how the supply chain, one you can use it to leverage moving into new markets which is really key, moving offshore enables you to actually tap into new markets and grow new markets because you are actually manufacturing and producing those markets. But also, it enables you to sort of think differently, well okay how can we sustain our business. And they were able to sustain their business for all their United Kingdom employees as well and the core of those people as well. 
