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2-day Forecasting & Planning Conference with 4 major tracks:
» Demand Driven Supply Chain

* Integrated S&OP Execution

* Supply Chain in Omni-channel

* Leadership & Change of Mindset
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08:15 REGISTRATION AND NETWORKING
09:00 CHAIRMAN'S OPENING REMARKS: Demand

Driven Supply Chain

In virtually every industry, companies are challenged by
ever-higher customer expectations, stricter regulations,
changing market dynamics and the ongoing impact of
the eCommerce - all of which are compeliing them to
reexamine and refine how they forecast and manage
demand.

= Demand forecasting seems to be the focus of many
companies. What are the best practices in demand
forecasting?

» Understanding the TRUE market demand is the first
step in demand driven supply chain. Forecasting
cannot substitute true market demand. Then how to
capture the true market demand?

= Forecasting will never be perfectly accurate, then
what should supply chain do?

09:30 PANEL DISCUSSION: Demand Management
Process Audit - Local Chinese Company vs MNC

Forecasting can mean less wasted inventory through a

stricter inventory control system, happier customers with

a high rate of OTIF delivery and having not to be forced

into excess inventory sales that ultimately devalue your

product. in this session, we will explore:

= Does your company make demand forecast and why?

+  Who isincharge of Demand Management in your
company (Qrganization, R&R) and why?

= How your company validate the demand forecast?

»  What are the most challenging in demand
management in your company?

10:10 CASE STUDY: Demand Shaping Through

Complex Forecast Modelling Tools - More
Science, Less Instinct

Demand planners in the consumer goods (CPG/FMCG)
industries face the challenge of forecasting a large
number of heterogeneous products, withvarying sales
volumes, time series patterns, levels of being promoted,
and different forecasting complexity. On the one hand,
1000s of SKUs require automatic forecasting of baseline
sales, on the other hand the impact of sales and
marketing promotions require well thought out
adjustments. This session explores how you can improve
production accuracy, reduce stock holding, improve
capacity planning and respond quicker to market-related
developments.

= Choosing the right metrics to track: Learn which
metrics are crucial to track and will have the biggest
impact on improving your forecasting

« Using predictive and prescriptive analytics: Learn how
advanced analytics will give you deeper insight into
your forecasts and provide actionable
recommendations for decision-making

10:40 TEA BREAK AND NETWORKING

@ Integration

11:00 CASE STUDY: Minimizing Forecast Bias and
Finding the Blind Spots

"t am biased by choice; | choose to be yelled at only
once. If | under-forecast, my boss yells at me TWICE.
Once for forecasting too low, and then again for being
wrong in my forecast. If | over-forecast, my boss only
yells at me ONCE for not meeting my forecast. You call
it bias; to me it is the SMART THING todo.’ - An
unnamed and ‘unbiased’ forecaster.

Some companies are unwilling to address their sales

forecast bias for political reasons, but a major reason

for their trepidation is they have never actually

measured their forecast bias from alf the forecast

inputs. Therefore without the actual data, they are less

willing to confront enmities within their company that

are damaging forecast accuracy.

+ How is forecast bias distinct from forecast error?

+ The typical sources of forecast bias

= How to identify warning signs that the current
forecasting and planning process needs updating

«  How to find alternate forms of information for idea
generation and support

« How to align demand planning KPI's with your
company's strategy.

11:30 CASE STUDY: Forecast Accuracy and Safety
Stock Strategies

What is safety stock and what is good for? Many times
safety stock is used as a buffer to cover unanticipated
changes indemand. Safety stock covers the

unanticipated changes in many facets of the business.

However, too many times, safety stock is a cover up for
bigger issues or broken processes. Safety stock is
inventory and inventory in cash. There needs to be a
proper balance between the two. Follow one company's
journey of calculating safety stock, explore the reasons
for safety stock in depth. Finally, see how the forecast
can assist in safety stock levels.

Why do we need safety stock?
+ See how the forecast drives safety stock
* How do you calculate safety stock levels?

12:00 ONSITE DIAGNOSIS SESSION

This session will bring up hot topics summed up from
Pre-Event Questionnaire for discussion. This is your
chance to profit from a series of authoritative - and
forthright - insights, along with honest discussion of
common pain points, success stories and lessons
learned.

12:20 LUNCHEON & NETWORKING
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14:00 PANEL DISCUSSION : Managing Complex

Supply Chain Challenges in Omni-channel

Gone are the days of single-channe! retailing - and
supply chains servicing that model. Today, consumer
goods and retail must optimize their supply chains to
deliver products from any point where consumers want
to buy them. Finding a way to optimize supply chains to
meet the new pressures of channel proliferation, while
still servicing the standard need to keep costs under
control and deliver the right products to the right place
at the right time, is the new reality for omni-channel
supply chain leaders.

«  What business impacts have omni-channel brought
to your company?

« In the process of transition, what have changed from
Supply Chain point of view?

= How do you construct your supply chains differently
for different types of channel?

= What are the main challenges in serving Omni-
channel today compared to serving only one type of
channel in the past?

= Do you manage supply chains separately or
together? By same group of people or different
teams?

= Going from one type of channel to omni-channel, do
you think that existing supply chain management
policy or physical assets can still be leveraged?
How?

1440 CASE STUDY: eCommerce and Omni-Channel
Demand Planning

Today as more wholesalers begin selling direct to
consumer retail and eCommerce channels, the Demand
Planning role will also evolve. How do we as demand
planners adapt to the changing environments we find
ourselves in?
In this session we will delve into the planning needs of
the different channels including wholesale, retail stores
and e-commerce, and talk ahout what omni-channel is
and how to plan for it. Not only that, we will reveal how
you can gain influence withinyour organization to better
implement effective demand planning. This session will
also detail the modern Merchandise Planner profile at
retailers, including typical roles and responsibilities as
well as terminology differences.

How to embrace the unique challenges of planning

for multiple channels

Crucial metrics to developing the strongest demand

plans

Key differences between Demand Planning and

Merchandise Planning roles

15:10 TEA BREAK AND NETWORKING

@ Integration

16:30 CASE STUDY: Building Blocks to Demand
Planning Success with CPFR

Are you using CPFR (Collaborative planning, forecasting
and replenishment ) and are you aware of the benefits it
can bring to your organization? If so, have you
implemented it successfully to turn itinto a powerful
strategic tool? CPFR can drive external alignment with
customers and improve forecasting accuracy by
increasing visibility to partner forecasts, order patterns
and retail factors. If executed effectively, CPFR can
provide deeper insights into the business and facilitate
development of more effective sales strategies, as well
as optimize inventory levels for both vendor and retailer
as both sides work to improve end to end operational
efficiencies. In this session, you will learn:
»  When to use CPFR to drive improved operational
metrics and how to set up a model CPFR process
« Expected operational, sales and indirect benefits of
CPFR
* How to integrate CPFR into existing forecasting and
S&OP processes and possible next steps in the
evolution of CPFR

16:00 CASE STUDY: Omni-channel Inventory

Positioning & Replenishment Strategy: What
Where, When and How?

Omni-channel fulfillmentimpacts the placement of
inventory and the overall replenishment process from
store or warehouse to the customer. While variable
costs at the DC may increase, the overall inventory
costs may be reduced by providing more pooling across
channels. In this session, you will learn how to enhance
your speed of fulfilmentand lower costs through data-
driven analysis of optimal inventory locations across all
your channels.

= Unifying distribution assets and integration across
store and online operations

»  Should you over-stock stores or fulfill from
Fulfilment Centers (FCs)?

* Do last milecosts outweigh warehousing
availability?

16:30 CASE STUDY: Is Communication More
Important Than Accuracy in Demand Planning

Demand planning performance is driven by metrics, but
in this session, we will explore whether metrics alone
can truly drive the business results that most executive
leaders are looking to achieve. We will share some
experience that highlights the importance of
communicating the context that surrounds a forecast. It
is highly plausible that synergizing performance metrics
with the right communication strategy creates a formula
that unlocks enhanced supply chain resuits.
= How to enhance Demand Planning communication
formally through process development
= How Demand Planning can help supply chain to
make complex tradeoff decisions
How to define Demand Planning's impact on the
supply chain, beyond MAPE and Bias

17:00 END OF DAY ONE
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08:15 REGISTRATION AND NETWORKING
CHAIRMAN'S OPENING REMARKS: New

Strategies for SCM Optimization in the Era of
Digitalization

» Impacts by digitalization for SCM
Fast growing market of loT
Manufacturing reform by 3D&4D printing
technology
C2B model in the era of digitalization
= The emerging market with digital technologies
+ Some wild guess examples of the future SCM
models
+  The new approaches for future SCM optimization

09:30 CASE STUDY: Improving Inventory Performance
with An Effective S&OP Process

Despite the fact that many S&0OP programs fail to meet
desired goals or returns, S&O0P still holds promise as a
major driver of significant business improvements. in
this session, you will get an insight into a real examples
of advanced S&0P in a food & beverage company, and
the speaker will also examine the factors that may be
holding back your S&OP and see how you can start a new
S&OP process or inject life into an existing one.

+ The correct approach to simultaneously develop
people skills, advance technology, and improve
processes

» Key success factors and barriers to progress

* How to leverage analytics (e. g. reports, metrics, etc.)

» Key selling points of S&0P for keep stakeholders
involvement in the S&OP process

10:00 CASE STUDY: How to Integrate New Products

and Your Sales Funnel in the Demand Planning
Discussion for Better S&0P

Many firms do not integrate new product planning into
their routine supply chain planning processes. Rather
they have a separate team (e.g. R&D, Marketing, Sales,
Production, etc.) that uses different processes enabled
by different planning technology to pfan and manage new
product introductions. When new products compete with
existing products for company resources, the business
risks failing to meet client demand. How can we as
demand planners solve this problem?

*  Why integration of new business planning into the
Integrated Sales & Operations Planning process is
critical to success

»  Examples of parameters and KPls to include in new
business demand & supply planning processes

= lllustrative tools and technigues that demonstrate
how to develop and communicate new product plans
viaintegrated S&ROP

10:30 TEA BREAK AND NETWORKING

@ Integration

11:00 CASE STUDY: The New Wave: Achieving Total
Collaboration with Integrated Business Planning

Companies have been achieving improved business
performance for a long time by successfully
implementing tactical S&OP, but now is the time to lead
the evolution from S&OP to an integrated strategic
deployment and management process. This evolving
process is called Integrated Business Planning (1BP).
What is it and how will it help your business?

IBP is an integrated forecasting tool, linking demand
and supply to align sales plans across functions and
hierarchical levels in the organization. Supply,
Commercial and Controlfing are the main contributors to
1BP process, aiming to drive simplification and
alignment into one number and one plan. In this session
you will be provided withthe tools necessary to identify
ohstacles to participation, key steps to demonstrating
the benefits for Sales & Marketing, and engaging teams
towards the final goal of total collaboration.

+ What is IBP and how does it differ to traditional
S&OP?

» How to implement IBP successfully in your
business?

= Key takeaways of IBP

11:30 CASE STUDY: Leveraging S&OP for

Enhanced Logistics Planning & Execution to
Support End-to-End Supply Chain Success

In this session, you will hear a case study on how
leveraging S&OP routines and outputs could enable
critical supply chain planning and activities, such as
transportation forecasting, inventory optimization at both
internal and 3rd party warehouses, and raw material
planning processes. We will reveal our own insight into
driving efficiency in logistics and optimally managing
inventory from a holistic point of view.
» Leveraging transportation forecasting capability to
reduce costs and enhance available carrier capacity
»  The importance of inventory optimization and having
the right geographical locations for 3rd party
warehousing
Key drivers in developing a holistic end to end raw
material forecasting process

12:00 ONSITE DIAGNOS|S SESSION

This session will bring up hot topics summed up from
Pre-Event Questionnaire for discussion. This is your
chance to profit from a series of authoritative - and
forthright - insights, along with honest discussion of
common pain points, success stories and lessons
learned,

12:20 LUNCHEON & NETWORKING
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KEYNOTE: Communication
Excellence through S&0P to Mamy Sales,

Marketing and Supply Chain

What does it take to get the real story, in a timely
manner, from Sales? What's the most effective way
for supply chain to engage Marketing? Successful
forecasting requires well synchronized cross-
functional communication between sales, marketing
and supply chain.

Establishing S&OP as a cross functional
communication model with a reqular cadence helps
drive visibility and bring demand insight to effectively
improve operations. In our journey to implement an
effective S&0P management review meeting, we
identified several business communications best-
practices that served as key factors to our success.
in this session we will share how you can leverage
emall, centralized cross-functional reporting and
predictable S&0P management review meetings to
gain buy-in and effective participation from all
stakeholders in your S&0P process.

« Effective communication strategies for demand
forecasters and Supply Chain practitioners

+ Leading practices for effective cross-functional
collaboration within your organization

= How to pitch for more from the top management

14:30 CASE STUDY: Analytics in Action - Incorporate
Supply Chain Design Technology to Optimize
End-to-End Supply Chains

Supply chain modeling helps organizations evaluate the
numerous network and policy changes prior to
execution. As the supply chain network extends,
spreadsheet-based calculations and boardroom
discussions alone can no longer accommaodate the
huge volume of data and complex questions. In the
session, we will explore how supply chain design
technology will enable businesses to build digital
models of the end-to-end supply chain to evaluate and
compare dozens of scenarios side-by-side and test
them under real-world variability for better decisions.

*  What are the optimal numbers, focations and
capacities of suppliers, plants and production lines
and processes?

What are the right numbers, locations and sizes of
distribution centers, cross docks, branch
warehouses, etc.?

«  What is the best way to assign customers and
products to distribution centers?

*  How do changes to production and distribution
capabilities impact cost and service?

15:00 TEA BREAK AND NETWORKING
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15:00 KEYNOTE: How Network Optimization can
Improve your Service Level and Reduce Your
Overall Distribution Costs
What does it take to get the real story, in a timely
manner, from Sales? What's the most effective way
for supply chain to engage Marketing? Successful
forecasting requires well synchronized cross-
functional communication between sales, marketing
and supply chain.

Establishing S&OP as a cross functional
communication model with a reqular cadence helps
drive visibility and bring demand insight to effectively
improve operations. In our journey to implement an
effective S&OP management review meeting, we
identified several business communications best-
practices that served as key factors to our success.
In this session we will share how you can leverage
email, centralized cross-functional reporting and
predictable S&0P management review meetings to
gain buy-in and effective participation from all
stakeholders in your S&0P process.

+ Effective communication strategies for demand
forecasters and Supply Chain practitioners

* Leading practices for effective cross-functional
collaboration within your organization

+ How to pitch for more from the top management

15:30 PANEL DISCUSSION: Grow the Role of
Supply Chain in Your Organization

The role of Supply Chain has moved beyond simply
delivering cost savings to being a more integral part of
how an organization deliver value to its customers and
shareholders, gone are the days of cost management
and nothing more.

+  Supply Chain valuable proposition

The changing skillsets required
+  Time for your transformation
Think of the unthinkable

16:00 ONSITE DIAGNOSIS SESSION

This session will bring up hot topics summed up from
Pre-Event Questionnaire for discussion. This is your
chance to profit from a series of authoritative - and
forthright - insights, along with honest discussion of
common pain points, success stories and lessons
learned.

16:35 END OF DAY TWO
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