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1'().. ase read the instruction%@,yén in the question paper CAREFULLY.
A Ay
\/‘\% This question paper is phﬁted on both sides of the paper.

O 3. This question paper consists of TWO (2) sections: Section A and Section B.
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4, Please answer ALL questions. o
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5. Pleaéwrite your answers on the ansqébbooklet provided.,
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SECTION A (Total: 40 marks)

INSTRUCTION: Tswer All questions
Please use theé}nswer booklet provided
@)

A

| 9 09‘
Question @ U
Explai_n @k supply chain management seeks to incorporate Lean elements? _{"

5 &

(5} QS (10 marks)
Question 2 0 ,\(fb
O

What does the bullwhip effect refer tg_b and what causes it? How then wduld you try tno-reduce
the bullwhip effect? ‘.
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:S) (10 marks})
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Question 3 Ee
Explain the meaning of each _Qf the following concepts: segme@ﬁng customers, target marketing

efforts, and cross selling, crossdocking and reverse Iogistic%ﬁb

=\ (10 marks)
Question 4 e &?' Q—X
Explain what is meanf':by chase produétiqn and Ievel{l?vel strategies? (9 )
Y _ ‘ A o (5 marks)
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Question 5 (g:
A ' - Q
List@ﬁr of the ethical policies of sustiinable sourcing? \’7
R . R (6 marks)
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SECTION B: (Total: 60 marks) QO
INSTRUCTION: Answer ALL questions o
Please use the answer booklet provided @z%' Y
: @ OQ
Case 1 ‘ N @

L35
Today, RFID techiology is revolutionizing the supply chain. Lower prices, new tags éhq@’xe

convergence O{J@FID technology with GPS, WiFi, satellite and sensor technology that radnitor
more than jue the location of goods and driving up adoption rates. Here are the e)@mples of

how RFI D{:& solving problems beyond tracking pallets and cartons.
Y
In th%ﬁ?termodal shipping business, dhe goal is to have just the right number of containers to

maximize the turn time. Without visié}lty into the location of containers and how they're moving
through the supply chain, howevg[;,bshippers can spend a lot of money to have assets to meet
its ends. That is why Horizon Linge, the largest domestic ocean carrier_\with 21 vessels servicing
trade lanes in Alaska, Hawaii, Gué‘i*ri and Puerto Rico, invested in @ID technology to tag and
track its fleet of more than @)OO intermodal containers across\f_ghe supply chain. The system"
uses long-range active RFIDY tags that can be read on a tru@.\travelling at 70 miles per hour
from as far away as 500 meter. The first route is in AlaskaQ&;ere there is just one north/south
highway and the state department of transsortation al@wed Horizon to install RFID readers
along the highway.

Horizon begins tracking its assets in Tacoma and Seattle, Washington, where cargo containers
bound for Alaska are loaded. Each container has an active RFID tag, with a uniq%'identificatioh'.
number. The empty container is read@\ the DC gate, when the container is Io@ed, and finally
when the container is loaded on a ¢bip. As it travels to Fairbanks or Seward, rgaders installed in
the kegbfiocations along the higcl’lway read the long-range RFID tags @d alert Horizon'’s
custon@rs that the container i& route. Meanwhile, Horizon customers a@able to prepare their
DC siaffs to unload the tr@érs soon after it arrives and get it back og™the road. Horizon reads
thq@}ontainer on its return\frip back so'that it can quickly be put back into service when it arrives

iugnchorage.
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A commercial aircraft is one of the most complicated and sophisticated machines ever built.
Getting the right parts to the right place, at the right time and even on t Q*ight side of the
aircraft is imperative. That is why Airbus is developing solutions that will uée RFID to error-proof

. its operations. On e final assembly line for the A380 aircraft in Hanggﬂ;rg, Germany, RFID tags

are placed on t&@containers that deliver items required to finish ‘%@kc‘:abin of the aircraft as they
travel from E{@warehouse to the assembly line. In this applicat@i, parts are placed.inside RFID-
enabled tainers that can be delivered to one of six docks. Each dock has two elevators and
four ﬂQ%'s. RFID readers are located at eééll entrance and exit on each fioor. If the materiais
hander is going too the correct area, he gets,égreen light confirmation. If he tries to get to the
wrong elevator or get on the wrong eIevathQJr get off on the wrong floor, he gets the red light.
With as many as 750 parts containers Q_Ebairplane, this helps avoid disruption later on. Airbus is
also using RFID to track the tranSpo@‘lon of subassemblies, such as fuselage sections, wings
and tailpieces, from a subassem %ite to production facilities. The su_tlassemblies are tagged
and read by readers installed on\$pecial cargo-loading devices that Ic& jigs onto cargo planes.
As with the containers on the elevators, a materials handler will bg@g'fified by lights if he tries to

load the wrong jigs onto the cargo plane. . Q‘_',\
&
Answer the following questions, R
" N
1.1 Brieﬂy\describe how Horizéh and Airbus use RFID in managing the inventory.
& s\
v, U @@0 marks)
1.2 s~(&—\f-_loy.w do Horizon and its customers _l\nenefit from the RFID system? n:i%
& 5 r
A O . (\,)Q" (5 marks)..
e 5 . Y
1.3  What makes Airbus to deciq\'g'\to develop their production system that uses RFID
technology? Q_.Y" ;
Q K
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Case 2

When Frank Mars realized he needed to expand his operations in the early 19203 he opted to
relocate from MiAneapolis to Chicago, purchasing 26 acres of a former golf coui"sé.___(_:ompleted
in 1929, the(J@ctory opened its doors at the very tiﬂe the country was grapplings_&.‘\nrr_ith the
beginners 6§ the Great Depression. The 'showplacg)(%f the candy world’ not only impreg_g.ed
visitors wih its outer beauty but eventually showciggﬂ Mars’ ongoing drive to improve efficiency

LY

througR-automation. A
& &

The\front lawn also remains scrupulously &nded to, atfempting would-be duffers to practice
their putting. No such doing, asserts Bifl Tumpane, plant director of the facility. Tradition
matters. So does Frank Mars’ vision. He cites the phenomenal’improvements made during the
past two years: a 40% boost in output — a result of Kaizen-directed suggestio_Qs from employees
— as well as various investments in infrastructure improvements, evewt@@?vg from processing
equipments investment to parking lot repaving. %Q

g

Ky

What operators and managers want these days at the Chica&k&acility are more efficient, d\ -
problem-free product runs. And thanks to Mars Snackfood'’s Ie@h manufacturing and Kaizen — D@
centered philosophy, it is happening. Kaizen focuses on smgﬁ but continual improvements byt
involving eve "}qe from plant managers to production workers. Typically,‘ the plant will have fifQ\
involving Kﬂﬁ; events during the course of the year; all conducted during off-peak produ@%.n
cycles, ejsglained Jim McDermott, operation manager. “Just recently, we held Kaizen c-:v\éjfci> for
our ling@é wrapping rooms,” he says. “The associate gets together for a week for a week and
lite, attack the line 3 wrappers, lookin f{& issues such as where downtime happens, where
waéte happens. They then come up withdeas to eliminate those problems. After implementing
the suggestibns, we saw a 20% imi,{%vement in efficiencies.” Multiply those events several
times across the production floor the numbers add up. As McDermott points out, output per

shift improved from 48 tons to 6@10n on one line over the course of three years.
Y,

Such involvement partly stems from the empowerment employees have regarding both. quality
and output. “Every associate has the authority to stop a line if they sa&'a serious safety or

00
& N L4
EIB 20603 §uipply Chain Management \2(:\“ '
Q..
{° Q
Y,
k@‘



CONFIDENTIAL

quality issue,” “Tumpane says. “There is an escalation protocol we use, but it is an issue, we
shut it down.” Sug;ﬁnvolvement also applies to quality control.

%

“Operators pWn it,” éays shift manager Dave Spehek. “The. expectations are for the operator to
conduct @hriety of tesié during production.” Those tests, which occur hourly, range from weight
che ltb\to package inspections. In general, quality contro| inspections take up to 25% of an
opéfator's time. The company quality control departmgpt than takes the data and analyzes it,
compiling a track record of each line’s performanceeﬂ quality.

5
Answer the following questions. @
=

2.1 How does Mars execute Kiezen i@s organization?
v

(5 Marks)
O Q
2.2 What are the benefits enjoyed by Mars by adopting Kiezen in their pro%@tion?
. Q:t5
: > (5 marks)
oy
:.{\b

23 Inyoyr own words, elaborate the m@ng of Kaizen as smail but continual
in&)@ovements t,)_y__invoiving every‘glqé from plant managers to production workers.

-i% w%j\ (10 marks)
3 &
Q" > Q
Q
ase 3 . 00

() After first creating online support forums where@‘éerts engaged with customers who ccf o
questions or issues about Dell products, in %(fds Deil.staljted getting engaged with &@Teach. |
The company was listening to customerqionversations spanning the web and \v«t& able to build™
a small team to reach out directly to@ose customers fo connect, engage and converse with
them. In doing so, Dell was able tn:\éttract participation on its site, where a community took root
— in fact, several communities. There's one for general consumers, for small businesses, for
customers in the education market and for its largest enterprise customers. Dell claim to have
made 3.5 million connecticns across the Web so far.
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in 2007, Dell launched the Salesforce.com — %@/ered |deaStorm as a “way to talkd\irectly with
our customers, according to the website. IL«Irfg community was created to give cu§)omers a place
to conduct oniine brainstorming sessiorb‘&o share ideas and to collaborate with Dell. The

company says its goal through Ide Q&"m is “to hear what new product rvices you would
like to see Dell develop. We hope Wiis site fosters a candid and robus@anversation about your
ideas.” A%

On IdeaStorm, members are allowed to view and post suggestions to Dell. They are allowed to
vote up or vote down what they like or dislike. In its three years, |deaStorm has had more than
10,000 ideas posted and has, more impressively, implemented nearly 400 ideas. One example

1

“There was feedback from the Linux community for us to have an offering in that space”, says
Manish {'ﬁa, Dell Online's Vice President of global online. “We made changes in keyboard

desig_rignd layout as well.” A

R
& O
ln@hdition to IdeaStorm, Dell introduced $torm Sessions in December 2009, Unlike IdeaStorm,

A@Hich allows users to comment on an cﬁ"lg, Storm Session is more targeted. Dell posts Q-Iopic
AY)

and asked customers for feedback._ BDelt has a particular area it is interested in gettir@O
suggestions about, it will send 01,@5 Storm Session to a particular segment of the.t{o('rhmunity -
the segment to which that Sessk)’n is most likely to be felevant. Mehta calls tl@?%w feéfl:lre ‘a
really nice way to marry what the community wants to tell'us with what we\, t to know”.

Dell claims its community outclasses many others because customers feel no restrictions on
their input. But any successful community also offers a sense of belonging. Mehta recalls a
meeting Dell had with some of its community VIP's, “We flew in people who have been on our
online comuunity forums for more than a decade.” he says. “There are some people there who
have hel@% 35,000 customers, and you can ongqﬂhagine how many they have impacted by
their sglutions. We asked them why they do ths™Now, some of them are still Dell customers,
sorafe\ have moved.on (to other products)@l:l‘.u (what we have*‘foqnd is that) they are still helping’
ause there's still this underlying ?buy.g?e that sits within communities that's all about

Qhelpfulness and sharing.” v

Answer the following questions.
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4.1 Why dog@ Dell estabiishes online support forum and Qg%’era! other platforms?
Q AN |
Q}Q {.{-‘ _ (5 marks)
% Q A
4.2 Yf@wat do you understand from, “a really nice m@r to marry what the community wants to OQ
QJQJ tell us with what we want to know". O
Ay 1o
v (1@arks)
_ R
4.3  One of the key tools and components of CRM is segmenting customers. Ca@%u
highlight how Dell segments it@'%ustomers?
@)
. 5 k
_\‘-3 | (5 marks)
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