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Your Warehouse is a Set of Math Problems
Dematic Can Help You Solve Them

In today’s dynamic, omni-channel environment, optimizing warehouse performance 
is a series of complex math problems. That’s why Dematic developed Distribution 
Science, a mathematical, scientific, and systematic methodology of evaluating 
warehouse operations. By anticipating issues, our Distribution Science methodology 
builds agility into your distribution center, addressing the problems that impact your 
ability to fulfill orders — correctly and quickly.
 
Improve your competitive advantage, agility and speed to market. 

Leverage Dematic iQ, powered by Distribution Science, to calculate 

the best solution to speedy fulfillment.

Visit www.dematic.com or contact us at usinfo@dematic.com or  

1-877-725-7500.



TAKING STOCK

It’s time. For anybody in a business that’s even remotely 
driven by the holiday sales season, it’s go time. By the 

time you are reading this, it’s my hope that we will all be 
settled into the routine and will be able to offer you insights 
into some of the challenges you may be facing at work. 

I’d like to introduce a new column: Safety First on page 
38. It will be written by guest columnists with expertise 
in a wide variety of health and safety areas. In honour of 
Global Ergonomics Month this October, our inaugural 
column tackles muskuloskeletal injuries and how to prevent them in your ware-
house. Future topics will look at rack safety and much more. Please drop me a 
note if there is a health and safety topic you are interested in having us cover.

If Amazon ever builds one of the futuristic distribution centres we analyze 
starting on page 20 this issue, there will be unique health and safety issue to 
consider beyond the viability of the distribution model itself. Not too many cur-
rent DC workers need to worrry about drowning! 

But the interesting suggestion in this piece is that Amazon may be using these 
seemingly fanciful designs to fix a problem of its own making. I am interested 
to know whether you agree with our analyst who says Amazon’s logistics model 
and the speed of its development is fuelling the retail giant’s need to adopt “far 
out thinking.” Could it be simply a reaction to the increasing difficulty in finding 
human labour? Or has Amazon truly got a looming supply chain fiasco on its 
hands? 

Finally, I invite you to take a look at page 34. There you’ll find the swan song 
of our 30-year-old Materials Handling column. Author Dave Luton has decided 
to focus his efforts elsewhere in semi-retirement and told me he feels he’s said 
enough about the topic in his long and popular tenure in this magazine’s pages. 
Please join me in thanking him for sharing is his expertise over the years. Materials 
Handling has been a cornerstone of our editorial content, and we will miss it—and 
Dave. His email address appears at the bottom of his column; if Dave has helped 
you over the years, please take a moment to thank him yourself!
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Shifting gears
Transmission parts 

maker solves tricky 

handling problem 

with dynamic rack
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On the cover
TSC’s Sue McGibbon and Brian Rodway of Johnston Equipment show off the 

vertical carousel that has improved operations in TSC’s jewelry fulfillment operations. 

Story on page 16. (Photo by Roger Yip; www.rogeryip.com)
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Toyota turns 50

Emily Atkins

Toyota Material Handling USA (TMHU), 
sold its first U.S. forklift to a grape 

farmer in Fresno, California, in 1967. Today, 
at the company’s Columbus, Indiana head-
quarters, that forklift sits alongside a brand 
new, custom-designed and gold painted 
forklift to commemorate the anniversary.    

To celebrate, TMHU had a party for deal-
ers, staff and officials and made several dona-
tions to the local community. Toyota will 
plant 50 cherry blossom trees on its 
Columbus campus and donate 50 more the 
trees to the city of Columbus. Cherry blos-
som trees are the national flower of Japan, 
home of TMHU’s parent company, Toyota 
Industries Corporation (TICO). In addition 
to the trees, Toyota presented the Columbus 
Department of Parks and Recreation with 
50 youth scholarships for those in need.

“Fifty years represents a golden achieve-

Milestone anniversary of forklift sales in North America

1967
Toyota begins selling 

forklifts in the US and 

establishes its first 

forklift dealership in 

the US.

1990
First US-built forklift rolls 

off the line at the Toyota 

Industrial Equipment 

Manufacturing facility in 

Columbus, Indiana.

2002
Toyota becomes #1 

forklift brand in America.

2002
Zero-landfill status 

achieved by Toyota’s 

Columbus manufacturing 

campus; continues today.

2004
Toyota Industrial 

Equipment Manufacturing 

celebrates 25 years of 

manufacturing in Indiana; 

produces 500,000th 

forklift made in the US.

2017: Toyota Industrial 

Equipment 

2015
Manufacturing 

announced a $17.5 

million investment in 

Columbus, Indiana, 

representing a 150,000 

square feet expansion, 

which will bring the 

facility’s total space to 

1.3 million square feet.

Toyota’s new 

“lighter-than-air” 

forklift was on 

display at the 50th 

celebration.

Photos: Emily Atkins
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ment in the U.S. and we honoured the associ-
ates, the dealers, our suppliers and the 
community who supported TMHU’s journey 
to this major milestone,” said Brett Wood, 
president and CEO of Toyota Material 
Handling North America. “This ceremony 

underscored our legacy here in the U.S., but 
it was also designed to give a glimpse into 
the future of Toyota Forklifts’s ongoing 
leadership and growth in the rapidly chang-
ing material handling and logistics 
industry.”

TICO executives presented TMHU with 
a ceramic roof tile sculpture. The ancient 
roof tiles, called Kawara, are from Japan’s 
Takahama region, and signify the workman-
ship that is a recognized quality of all Toyota 
products. MM&D

TMHU built a special gold painted forklift for the annivaersary. The first Toyota lift truck sold in the U.S.A.
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MM&D Staff

Forklifts are critical in keeping just-in-time 
inventory in motion. Nearly every prod-

uct sold in North America is touched by a 
forklift in its lifetime, and a new report quan-
tifies this manufacturing sector’s strong 
economic impact and employment rates. 

“Forklifts have been lifting the economy 
for over a century and we can now quantify 
our industry’s economic contributions to the 
overall U.S. economy,” said Brett Wood, 
president and CEO of Toyota Material 
Handling North America and chairman of 
the Industrial Truck Association (ITA), which 
produced the report with Oxford Economics. 

The report, Lifting America: The Economic 
Impact of Forklift Manufacturers, Dealers 
and Distributors, includes several significant 

findings, including: 
• Globally, more than one million industrial 

truck or forklift units are sold annually.
• In the U.S., Canada and Mexico, more 

than 230,000 units were sold in 2016.
• With over 200,000 units in the U.S. alone, 

more than 60 percent are electric.
• The industry’s economic contribution to 

the U.S. gross domestic product (GDP) 
was $25.7 billion in 2015.

• The industry’s activity supports a total of 
209,000 jobs in the U.S.

• Each job within the industry supports 2.5 
additional jobs elsewhere in the economy.
Manufacturers of industrial trucks make 

a widespread contribution throughout the 
U.S. economy. Of the $25.7 billion total 
contribution to GDP, some $14.9 billion 
results from supply chain and consumer 

spending activities. 
“Forklifts facilitate the production of 

goods and services, creating increased effi-
ciencies,” said Brian Feehan, president of 
ITA. “Industrial trucks play an important 
functional role in the production process in 
virtually every industry.”

In total, industrial truck manufacturers 
support more than 209,600 jobs. The com-
panies directly employ more than 59,700 
workers in manufacturing, sales and support 
staff positions. In addition, for each worker 
directly employed by the industrial truck 
sector, 2.5 additional jobs are supported in 
the wider economy, either in the supply 
chains of industrial truck manufacturers or 
through the wage spending of those employed 
by the firms themselves or their supply 
chains. In addition, the U.S. Bureau of Labor 
Statistics reports that more than 540,000 
forklift operators are employed across the 
country in all 50 states. 

The report can be found on ITA’s website 
at http://tinyurl.com/ITA-Report. MM&D

Climbing forklift demand 
bolsters U.S. economy

Sponsored by:

Produced by:

Visit MMDOnline.com to participate in the…

 
Help us track the future of the profession, and 

 
this short survey. All participants are entered  

 
$500 Best Buy gift card.

Take the survey at MMDOnline.com for 
your chance to win!

2018 Survey of the  
Supply Chain Professional
Salary • Education • Experience • Scope of Operations

  

NOW  

OPEN!
  



SUPPLY CHAIN SCAN

www.mmdonline.com | September/October 2017 7

FIND OUT MORE TODAY!

  You can power a 24/7 operation with only one battery per lift truck

  There is no battery equalizing

  No battery cool down is required - Simply charge and go!   

  You only have to water the battery once every 2 to 3 months

  

HOPPECKE.CA

IMAGINE A WORLD WHERE…

IT IS ALL POSSIBLE WITH               
THE  HOPPECKE BATTERY          
AND CHARGER SYSTEM.

DONE DEALS

CH Robinson has bought Montreal, Quebec-based Milgram & 

Company Ltd, a provider of freight forwarding, Customs brokerage, 

and surface transportation, for approximately $62 million in cash. 

CH Robinson will integrate Milgram into its global forwarding divi-

sion and single global technology platform, Navisphere.

Milgram has 3,500 active customers, and employs approximately 

330 employees, with six offices in Canada and one office in the 

United States. For the fiscal year ending May 31, 2017, Milgram had 

approximately $155.3 million in gross revenues. The acquisition is 

expected to be approximately neutral to earnings in 2017 and slightly 

accretive in 2018 and will be financed through cash and funds drawn 

from CH Robinson’s existing revolving credit facility.

Toromont Industries Ltd has bought privately held Hewitt Group 

for $1.02-billion. Toronto-based Toromont said the acquisition of 

the 52-year-old Montreal-area company will add 45 branches and 

2,000 employees in Quebec and the Maritimes. That will bring 

Toromont’s total number of Caterpillar dealerships to 120, located 

in Canada’s seven eastern provinces and the northern territory of 

Nunavut. Hewitt is also the MaK dealer for Quebec, the Maritimes 

and the Eastern seaboard of the United States, from Maine to 

Virginia.

International technology group Körber has reinforced its business 

area logistics systems with the acquisition of the US-American 

supply chain software specialist HighJump. The acquisition has 

been completed with effect from August 28, 2017, after receiving 

approval from the antitrust authorities.

HighJump specializes in the development of software solutions 

for supply chain management (SCM). The company is headquartered 

in Minneapolis, USA. The purchase of HighJump will be from its 

parent company, Accellos Holdings and its primary investor, Accel-

KKR, a technology-focused investment firm. Both parties agreed 

not to disclose details of the purchase price. TrueCommerce, a 

cloud based business-to-business commerce network and former 

sister company to HighJump will continue to be owned by Accellos 

Holdings and Accel-KKR.

Material handling equipment manufacturer Magline, Inc has acquired 

the assets of Haulz-All powered industrial steel products by Novative 

Designs, Inc. Darryl Berlinger, currently president of Novative 

Designs, has accepted the role of strategic business development 

director at Magline.

CONTINUED ON PAGE 8 
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 By optimizing positioning to the box wall, workers experience greater handling capacity 
with less fatigue and muscle strain.

DONE DEALS, CONTINUED

Sealed Air Corporation has acquired Fagerdala Singapore Pte 

Ltd, a manufacturer and fabricator of polyethylene foam. Sealed 

Air will acquire 100 percent of Fagerdala shares for approximately 

US$100 million in cash. The sale is expected to close in October.

Fagerdala, established in 1983 with headquarters in Singapore, 

has 14 manufacturing facilities, employs more than 1,300 people in 

China, Thailand, Singapore, Malaysia, Mexico and the United States, 

and generated $80 million in sales in 2016.

Sealed Air plans to use Fagerdala’s manufacturing footprint in 

Asia, expertise in foam manufacturing and fabrication, and com-

mercial organization to grow sales in various sectors.

Logistyx Technologies has been created through the merger of 

Advanced Distribution Solutions, Inc (ADSI), Agile Network

(Agile) and Pantechnik International (Pantechnik) to form the 

world’s first global parcel analytics platform. It combines and builds 

on the established and complementary successes of three dominant 

transportation management companies, which represent over two 

billion parcels annually and 5,000 carrier relationships. Logistyx 

Technologies serves shippers sending any type of parcel, from small 

envelopes to bulk freight, to consumers and businesses across 

North America, Europe, the Middle East and Asia Pacific. 

Several industry leaders join Kevin Cox, CEO of Logistyx 

Technologies and former CEO of Agile Network, on the Logistyx 

Technologies management team, including Ken Fleming, chief 

product and marketing officer; Linda Elliott Zider, chief revenue 

officer; and Peter Nicholls, chief technology officer. Headquartered 

in Tulsa, Oklahoma, Logistyx Technologies also has US offices in 

Chicago, New York, Philadelphia, San Diego and St Louis and 

international offices in Amsterdam, Singapore and Toronto.

Transplace, a provider of transportation management services and 

logistics technology solutions, has been selected by Prysmian 

Group to manage all transportation activities throughout North 

America and support international import/export shipments and 

Customs compliance. Prysmian Group is a manufacturer of electric 

power transmission and telecommunications cables. 

Transplace will employ its Transportation Management System 

(TMS) to manage the execution of all transportation activities, includ-

ing carrier and mode selection and freight audit and payment. 

Transplace will also use its technology to take advantage of additional 

cost saving opportunities, such as converting over-the-road ship-

ments to intermodal, and consolidating freight with multiple shippers 

through the company’s TransMatch co-shipping program.  
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Consumers favour omnichannel options 
Emily Atkins

Retail is facing unprecedented challenges 
While brick-and-mortar stores remain 

popular for consumers in today’s unified com-
merce environment, online options are draw-
ing traffic away from the store. 

In a recent consumer survey conducted 
by JDA Software Group, Inc. about 54 percent 
of respondents reported they prefer to shop 
in store over other channels, like online, 
mobile and social media, but the other half—
46 percent—prefer to skip the store altogether 
in favour of digital channels. 

For the grocery sector, 99 percent of adults 
prefer to buy at least some of their groceries 
in person, according to The State of Grocery 
Shopping, a separate survey commissioned 
by the International Council of Shopping 
Centers (ICSC). 

Together, the two recently released surveys 
demonstrate that omnichannel strategies are 
becoming increasingly important for retail 
survival. 

JDA’s survey confirms that services pro-
moting convenience will be crucial in main-
taining brick-and-mortar shopping. For 
instance, a quick and easy shopping experi-
ence was favoured over a personalized experi-
ence by three in four respondents, and 
year-over-year data showed a steady 44 per-
cent increase in convenient buy-online, 
pickup-in-store (BOPIS) adoption since 2015. 

“Our 2017 Consumer Survey highlights 
the changing role of retail stores,” said Jim 
Prewitt, vice president of retail industry strat-
egy at JDA. “While there has been speculation 
of a ‘retail apocalypse,’ that doesn’t seem to 
hold true for consumers. No longer the only 
channel for shopping, brick-and-mortar 
stores are still a key cornerstone for a quick 
and easy shopping experience and the facilita-
tor for popular fulfillment options, like BOPIS 
and buy-online, return-in-store (BORIS).” 

“The grocery sector remains relatively 
unimpacted by the growth in e-commerce 
sales,” said Tom McGee, president and CEO 
of ICSC. “Consumers are heavily invested in 
the types of food they purchase and they want 
to be able to select the best and the freshest 
to take home.” 

IS BOPIS a cure for the store? 

According to the JDA survey, half of respon-
dents used BOPIS services in the last 12 
months, a 44 percent increase since JDA’s 
2105 survey. By offering incentives, however, 
that uptick could rise significantly; 80 percent 
of shoppers would consider using the service 
if retailers offered price discounts or incen-
tives. This would in turn add value to the 
consumer shopping experience, while push-
ing retailers to differentiate themselves among 
competitors through special offers. 

“While some retailers are already testing 
out ways to incentivize consumers to choose 
BOPIS services over home delivery, our 
research found that this could be a successful 
way to capture shopper attention in today’s 
competitive marketplace and further validate 
the role that BOPIS will play in the success 
of retail stores,” said Prewitt. “By offering 
incentives to shoppers to use BOPIS, like 
discounting, retailers are driving more foot 
traffic into stores, and potentially, buying 
more than they intended to, once they arrive 
at the store, boosting store sales.” 

There is also a strong generational divide 
in shopping preferences. The ICSC study 
showed that millennial shoppers demonstrate 
distinct behaviours. For example, nearly one 
out of four millennials (23 percent) shops 
three or more times a week for groceries, and 
even when ordering online, 81 percent of 
millennials go to the store to pick up their 
grocery order.  

“Millennials have been called the foodie 
generation and blend that with their com-
mand of technology and we see some changes 
in grocery purchasing behaviors, which will 
drive all grocery retailers to make appropriate 
modifications in their business model to 
address the way they shop,” McGee said. 

In addition to leveraging existing store 
inventory and streamlining shipping, BOPIS 
provides another sales conversion opportu-
nity for retailers. Of the JDA respondents that 
use BOPIS services, 40 percent “sometimes” 
made additional purchases in-store. 

Of course, BOPIS adoption remains tied 
to consumers’ desire for convenience. Of the 
respondents who have used BOPIS services, 
avoiding home delivery (39.61 percent) and 
wanting the product sooner (33.14 percent) 
remain the top reasons for selecting the fulfill-
ment option. 

On the grocery side, ICSC found that 
nearly three out of four consumers make 
purchases online (74 percent) and then pick 
up their order in store. Only one percent of 
consumers solely buy their groceries online 
and never go into a store to buy groceries. 
More than four out of ten (44 percent) have 
their grocery purchases delivered to their 
home and over one-third (36 percent) have 
items shipped by mail or courier service to 
their home. Fifty-four percent of the high-end 
supermarket shoppers who buy online have 
the retailer deliver the groceries to their 
homes—the highest of any type of online 
grocery shopper. 

 
Service is key

Issues with BOPIS services continue to be asso-
ciated with mismanaged staffing. In the JDA 
survey 23 percent found that store staff took a 
long time or were unable to find the shopper’s 
order in their store system, and 16 percent 
found there were no dedicated staff in store for 
BOPIS purchases. This shows the need to refine 
workforce management to make new fulfill-
ment channels competitive.

Returns also drive consumers into stores 

When it comes to returning items bought 
online, having to pay for return postage and 
packaging continues to be the biggest frustra-
tion for consumers. Nearly one in three shop-
pers has leveraged buy online return in store 
(BORIS) services this year, up from only 20 
percent in 2016.

Almost half of respondents (44 percent) 
used BORIS services because an item pur-
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GLOBAL FOCUS

International Mail Logistics expands in 

Düsseldorf

Hamburg-based IMN International Mail Net 

(International Mail Logistics) has expanded the 

operational area at its Düsseldorf site to 1,800 

sqm. Up to the end of 2016 IMN had shared 

the logistics centre with another tenant. 

“We are very pleased to be able to use the 

entire hall for our customers and to make the 

rapidly growing areas of returns management 

and fulfillment more efficient,” says Sven 

Schwope, managing director of International 

Mail Logistics.

At the Düsseldorf location, several hundred 

pallet positions are available. The IMN logis-

tics centre is located in the Reisholz district 

of Düsseldorf and is convenient to major 

highways. 

IMN offers international e-commerce cus-

tomers worldwide solutions for package 

dispatch, as well as fulfillment and returns 

management. 

Euro Pallets grows 10 percent in 2Q 2017

The production of EPAL Euro pallets 

increased by 10 percent in the first two quar-

ters of 2017 compared to the previous year. 

In the first six months of this year, 42.5 million 

EPAL Euro pallets were produced worldwide. 

There was also an 11.5 percent increase in 

the number of repairs, with 13.7 million 

repaired EPAL pallets in the first six months 

of 2017.

In 2015 the 100 million mark was achieved 

for EPAL pallets produced and repaired 

worldwide, and in 2016 that number rose to 

105.5 million EPAL pallets in total.

Martin Leibrandt, CEO of EPAL, “I would 

never have thought that EPAL could top the 

historic result of 2015, but the users of EPAL 

pallets’ trust is unwavering, growing all the 

time. At EPAL we are very proud of this and 

would like to sincerely thank all users of EPAL 

Euro pallets.”

CONSUMERS FAVOUR OMNICHANNEL OPTIONS, continued from page 9

chased online was not what they expected it 
to be; this is up by over 10 percent from 2016. 
Over 30 percent used BORIS services because 
they did not want to deal with the hassle of 
return deliveries, and almost one in five 
respondents (17 percent) believed they would 
receive their refund/exchange faster. 

Methodology

JDA collected responses from 1,058 US-based 
consumers, 18 years and older, via a third-party 
provider to determine the findings of its 2017 
Consumer Survey. Among those surveyed, 53 
percent were female and median income was 
recorded between $50,000 and $74,999. 

The ICSC State of Grocery Shopping sur-
vey was conducted online by Opinion 
Research Corporation on behalf of ICSC 
from August 21-23, 2017. The survey rep-
resents a demographically representative 
sample of 1,012 adults 18 years of age and 
older. MM&D
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Latin American opportunities for  
Canadian exporters
According to a recent study, 47 percent 

of Latin American importers are looking 
for new international suppliers, suggesting 
an opportunity for Canadian exporters to 
find new buyers.  

This interest was uncovered in the 2017 
UPS Business Monitor Export Index Latin 
America (BMEI) report. The study focuses 
on the purchasing behaviours of small and 
medium enterprises (SMEs), a segment rep-
resenting more than 90 percent of companies 
in Latin America. It reveals insights about 
importers that will help exporters sell and 
supply products to this growing sector. 

The nine countries included in the survey 
include: Brazil, Chile, Colombia, Costa Rica, 
Dominican Republic, Mexico, Panama, Peru 
and the United States. 

Industry fairs and trade shows were cited 
as the most frequently used channel for find-
ing new suppliers, at 28 percent, followed by 
trade missions, at 21 percent. 

In the region, 21 percent of respondents 
indicated they expect potential suppliers to 
contact them, which reflects an opportunity 
for proactive Canadian exporters to present 
focused and well-researched business propos-
als via email or telephone. 

Brazilian importers are the most proactive 
in seeking new suppliers, with only five per-
cent indicating they do not contact new sup-
pliers but rather wait to be contacted. 
Importers in the U.S. were the least proactive, 
with one out of three (31 percent) indicating 
they do not contact suppliers.   

Importers indicated the top two product 
attributes influencing their purchasing deci-
sion were quality (97 percent) and price (87 
percent) followed by seller services, such as 
flexibility in payment terms and after-sales 
service. 

In the industrial manufacturing sector, 
almost half (45 percent) of companies sur-
veyed indicated that they import raw materi-
als and basic inputs for production. This 
result is fully aligned with the nature of 
industrial manufacturing in the Americas, 
where domestic factories import their pro-
duction inputs. 

In addition, over half (56 percent) of indus-

trial manufacturing importers looking for 
new suppliers use internet search engines to 
contact them, and 34 percent said potential 
suppliers contact them directly via email, 
from which it can be inferred that online 
communications are a viable channel for 
exporters to reach out to new potential 
customers. 

For the automotive sector, Colombia, 
Costa Rica and Peru have the highest percent-
age of importers looking for new suppliers 
and the most marked tendency toward digital 
behaviour. 

The high-tech sector has the highest level 
of online purchasing activity in the buying 
process. This is explained by importers’ pref-
erence for online searches when looking for 
new suppliers, the high number of respon-
dents completing purchases completely online 
(50 percent), as well as the more frequent and 

varied use of online promotional tools. 
In the apparel segment, exporters looking 

for new markets to develop should consider 
the U.S., Costa Rica and Chile. These coun-
tries had the highest percentage of respon-
dents looking for new suppliers. 

“The BMEI study provides importers and 
exporters with a deeper understanding of the 
purchasing dynamics of SMEs in Latin 
America,” said Jose Acosta, president of pub-
lic affairs, UPS Americas Region. “The SME 
sector in the Americas is playing a significant 
role in the region’s economic growth and 
global trade.”  

The 2017 BMEI, conducted in conjunction 
with the RGX Global Export Network, sur-
veyed 2,170 importers from the industrial 
manufacturing, automotive, apparel and 
high-tech industries regarding the factors 
that influence their purchasing behaviour 
about the products they buy. 

“The importance of logistics and shipping 
solutions provided by the vendor, as well as 
flexible payment terms, are two elements that 
must be considered by exporters to address 
these markets,” said Craig Rayner, vice presi-
dent of automotive, UPS Canada. “Canadian 
exporters in this sector would be well served 
to initiate trade activities in markets with 
existing trade agreements in place and, where 
possible, a local industry that is open to inter-
national competition.” MM&DP
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 The small and  
 medium enterprise 
(SME) sector in the Americas 
is playing a significant role 
in the region’s economic 
growth and global trade.   
– JOSE ACOSTA, PRESIDENT OF PUBLIC 

AFFAIRS,UPS AMERICAS REGION. 

‘‘
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MM&D Staff

When assessing where to locate produc-
tion facilities, international companies 

are considering the effects of new technologies 
in making their decision making. This is 

the primary finding of “Nearshoring and 
Onshoring as a Competitive Advantage”, a 
study recently released by supply chain con-
sultancy Miebach.  

The study revealed that 51 percent of com-
panies already use nearshoring as a location 

Nearshoring on the rise strategy for their production processes. This 
high share is expected to increase further as 
26 percent of study participants believe to a 
high or even a very high degree that nearshor-
ing is a future trend. Europe, in particular, 
will see a significant increase in nearshoring, 
while an increase in onshoring can be 
expected for North America. 

Automation and digitization

Production methods will affect location deci-
sions. More than half of those questioned 
believe that automated production, in par-
ticular, is a trend that will influence produc-
tion in future. 

However, the use of new IT technologies, 
one-piece flows, automated assembly, robots 
and the digital factory 4.0 are also important 
trends for future production processes. 
These changes will significantly reduce the 
percentage of personnel costs required for 
production, so that nearshoring will become 
more attractive in future.

Further fueling the nearshoring trend is 
the shift in buying power in some previous 
offshore locations. Parts of Asia, for example, 
that began as attractive offshore havens have 
morphed into nearshore locations for the 
growing markets they exist in. Production 
sites do not need to be relocated or offshoring 
production capacities reduced, instead mar-
ket developments are changing the proximity 
of production facilities.

A competitive advantage

The report illustrates that companies identify 
their strengths to include the quality stan-
dards, availability of technical systems, short-
term flexibility and the ability to adapt to new 
market requirements. Near- and onshoring 
help to further develop these advantages.

The labour market and availability of work-
ers, as well as the complexity of the supply 
chain are seen as “threats”.

The results of the study illustrate that 
nearshoring is a competitive success factor 
and that a complex supply chain must be 
established to meet market requirements.

In all, 127 companies from various sectors 
and sales categories took part in the study. 
Around two thirds of participants were from 
Europe and the remaining third were from 
North and South America. MM&D
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VersaCold Logistics Services has appointed Paul Merrick as senior 

vice-president and general manager of the CPX Business Unit. Merrick 

joins VersaCold with over 35 years of experience in operations man-

agement, supply chain and logistics, human resources, executive 

leadership, sales, and general management. Most recently, he was 

vice-president of field operations, director of operations, general 

manager for western Canada and general manager of British Columbia 

and Northern Alberta with Purolator Inc. Merrick holds a Certificate 

of Executive Leadership from Queen’s University.

Deepak Chopra, president and CEO of Canada Post, will step 

down from his role on March 31, 2018. Chopra joined the corporation 

in 2011 as it was facing the challenge of responding to the dramatic 

decline in mail volumes with a legacy cost structure built for the 

pre-digital economy. 

MHI announced two newly elected Roundtable Advisory Committee 

members who will begin their terms January 1, 2018. Chris Becker, 

president of GW Becker, Inc, and Eddie Murphy, owner/president 

of SpaceGuard Products, Inc, will both serve four-year terms. MHI 

also announced that Kevin O’Neill, president of Steele Solutions, 

has been elected to become MHI vice-president. Gregg Goodner, 

board member of Hytrol Conveyor Company, Inc, will be chairman, 

and Brett Wood, president and CEO of Toyota Material Handling, 

North America, will be president. Each will serve a two-year term.

Kim Langille resigned as CFO of Clarke Inc, effective August 30, 

2017, in order to pursue a financial position at another company. 

Stephen Cyr, Clarke’s vice-president of accounting, has been 

appointed to succeed her. Cyr has been manager of finance, controller 

and then vice-president of accounting at Clarke since 2008 and previ-

ously acted as senior accountant with a professional services firm.

Jerome Peribere, CEO and president of Sealed Air Corporation, 

will retire at the end of December 2017. As part of this succession, the 

Board elected Edward (Ted) Doheny II chief operating officer and 

CEO-designate, and elected him as a director effective as of September 

18, 2017. As COO Doheny will have responsibility for the operating 

businesses and supply chain network and will report to Peribere. 

Doheny become CEO and president, effective January 1, 2018. He 

was as CEO of Joy Global until its sale to Komatsu in May 2017. Doheny 

also spent 21-years with Ingersoll-Rand.
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Terror attacks on supply chain hit record high

MM&D Staff

Attacks on global supply chains by ter-
rorist groups have hit the highest rate 

ever, as have associated costs, according to 
a report by BSI. The type of attack can vary 
from targeting the oil infrastructure, hijack-
ing, and cargo theft through to contraband 
smuggling, extortion and kidnapping 
schemes. This causes considerable direct and 
indirect economic costs, disrupts the inter-
national movement of freight and creates 
reputational risks to organizations.     

Analysis conducted by BSI’s Screen 
Intelligence program found that over the 
past 10 years an average of 3.1 attacks have 
occurred each week, and operations in 58 
countries have been targeted. In 2016 a total 
of 346 attacks took place. With terrorist 
attacks on the rise, and the causes of disrup-
tion also rising, BSI warns that the costs to 
international trade and commerce will con-
tinue to increase. 

Costs to the supply chain as a result of 
attacks are both direct and indirect. Physical 
attacks against the supply chain, such as 
arson, bombings, or armed assaults create 
direct disruption and often result in the 
destruction or loss of transported cargo. 

Additionally, attempts to tamper with 
international cargo shipments can compro-
mise the integrity of the load or result in the 
seizure or destruction of goods by Customs 
authorities. When companies have to unex-
pectedly divert or reroute shipments the 
costs can reach massive figures. For example, 
terrorism related to the Syrian conflict forced 
Lebanese officials to reroute US$1 billion 
worth of exports and resulted in the loss of 
$754 million in revenue for the Jordanian 
trucking industry. 

BSI’s analysis indicates that terrorism also 
imposes significant indirect costs on inter-
national trade and supply chains. Increased 
security measures, while intended to mitigate 
the risk of additional attacks, have disrupted 
the typical flow of cargo, especially for cross-
border shipments. These additional proce-
dures have often slowed the movement of 

equate spending on supply chain security. 
For example, in India, cargo throughput has 
increased sharply over the past decade, with 
airfreight volume alone increasing by nearly 
120 percent. However, this growth in ship-
ping volume has not been met with a match-
ing investment in supply chain security. 
Similar concerns in Bangladesh have led the 
European Union to recently prohibit the 
direct importation of airfreight from 
Bangladeshi airports.

“It is a common misconception that ter-
rorism is strictly a national security issue 
and that counterterrorism is solely the 
responsibility of governments,” said Jim 
Yarbrough, global intelligence program 
manager at BSI. “However, our analysis 
clearly shows that commercial interests and 
private organizations are increasingly threat-
ened, extorted, and directly targeted by ter-
rorist organizations all over the world. 
Corporations must take notice and prepare 
their organizations accordingly. We know 
that industry leaders are implementing 
stronger supply chain security measures and 
ensuring that their business partners and 
international suppliers are fully vetted and 
armed with the information and knowledge 
that will protect their business. They under-
stand that these measures can go a long way 
in maintaining their global operations and 
business continuity.” MM&DP
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freight and increased ship-
ping costs, and companies 
have frequently responded by 
rerouting cargo or modifying 
shipping arrangements, fur-
ther driving up costs. 

For example, following the 
Paris attack in November 2015 
France imposed stricter con-
trols along the borders with 
Belgium and Luxembourg, 
costing companies an addi-
tional $59 per delayed vehicle. 
The total cost to shippers in 
Belgium was estimated at $3.5 
million within the first month 
following the attack.

“The direct impact from acts of terrorism 
and the indirect effects from terrorist orga-
nizations exploiting the supply chain have 
been, and will continue to be, critically felt 
across Europe,” said David Fairnie, principal 
consultant, supply chain security at BSI. 
“Terrorist attacks in major cities and against 
key transportation nodes in the UK, Belgium, 
France, Germany and the Netherlands have 
triggered heightened security levels and 
emergency border controls across the con-
tinent, leading to significant commercial 
impact on our clients’ businesses. I believe 
supply chain terrorism will continue to sig-
nificantly impact Europe for decades to 
come.”

The report also found that in 2016 terror-
ists targeted a wider range of industries and 
modes of transport than in any other year. 
In particular, terrorists increasingly targeted 
industries generally associated with private 
or corporate supply chains rather than state-
owned supply chain infrastructure. Over 
three years of data, terrorist attacks against 
the agriculture and food and beverage sectors 
more than tripled, attacks on the industrial 
and manufacturing materials and pharma-
ceuticals sectors more than doubled, and 
attacks against the metals industry nearly 
doubled. 

Worryingly, despite the upward trend of 
attacks, BSI’s report found there is still inad-

Commercial operations an increasing target
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By Emily Atkins

TSC(formerly known as The 
Shopping Channel) had a prob-

lem in the jewelry department. It accounted 
for 20 percent of the online and TV retailer’s 
business, but it was also a bottleneck. Space 
was cramped in the open shelving where 
jewelry items were stored and a security guard 
was on duty 24/7, watching over the high-
value items.    

“It was all out on the floor,” says Sue 
McGibbon, TSC’s jewelry manager. “We 
might carry two of an item or we might carry 
100 of an item, but for jewelry it’s all really 
small quantities. When you think about the 
amount of product in small quantities out 
on the floor it didn’t make sense. It was taking 
up a lot of space; picking was very difficult 
because we store product in these small card-
board trays. You’ve got to picture thousands 
of those out on the floor.”

Headquartered in Mississauga, Ontario, 
TSC is a multi-channel retailer, offering a 
vast assortment of exclusive products and 
top brand names to customers throughout 
Canada. With roots as a televised shop-from-
home service reaching into over seven million 
Canadian households, TSC expanded to 
online, growing into one of Canada’s most 
innovative retailers. It provides customers 
shopping convenience with products in 
health and beauty, jewelry, home and lifestyle, 

TSC’s 
vertical 
carousels 
deliver 
product and 
efficiencies

Photos by Roger Yip
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fashion and accessories, and electronics. 
Over 15,000 products are available to cus-

tomers 24/7 with the click of a button or 
quick phone call. Managing and distributing 
15,000 rotating SKUs can be quite the chal-
lenge, but TSC needs to met customer deliv-
ery expectations at every turn.

Time for some polish

TSC is supported by a 300,000 square foot 
warehouse equipped with the latest material 

handling technology, shipping roughly 
10,000 orders a day. With increasing demand 
and a premium on floor space, jewelry was 
prime for an operational makeover. 

With help from consulting firm and sup-
plier Johnston Equipment, TSC opted to 
install vertical carousels. This meant a huge 
reduction in the floor space needed to accom-
modate the jewelry fulfillment operation and 
gave the company the ability to revamp the 
department’s whole floor area.  

Brian Rodway, Johnston Equipment’s proj-
ect manager and system sales manager for 
Ontario, says there was a bit of a selling pro-
cess to convince TSC senior management of 
the business case for the carousels, but the 
project went ahead within four months. That 
was in July 2014, ready for the busy fall 
holiday shopping season. 

After testing and training was completed, 
it took TSC three to four weeks to load the 

TSC staff like working on the carousels because of the 

ergonomic benefits, as well as the ease and speed of picking.  

With the divided totes, 120 orders are picked  at the same time. 

CONTINUED ON PAGE 18 



18 MM&D | September/October 2017

carousels, but there was no need to shut any-
thing down since the system can be shifted 
from loading to order fulfillment essentially 
at the flip of a switch. 

Now the three, 29-foot tall Kardex Remstar 
Megamat RS vertical carousels stand side-by-
side against the exterior wall, where, combined 
with Power Pick Global (PPG) inventory man-
agement software, they are used to manage 
the jewelry and coin inventory. 

“Because of the small size and high value, 
jewelry was perfect for carousel technology,” 
McGibbon says. “It was a fit made in heaven.”

With the transition to the automated equip-
ment, over 8,000 jewelry and coin SKUs are 
now managed in 75 percent less floor space. 
The department was reconfigured, moving 
the packing stations closer to the carousels 
and feeding them with conveyors. Packing 
productivity has also soared, according to 
Rodway. Overall, he estimates the equipment 
investment paid for itself in about 14 months.

  
Fluctuating demand

TSC’s fulfillment is driven by customer 
demand. “Our order volume is highly vari-
able. Depending on the shows and promo-
tions some days have 600 orders and some 
days 100 orders,” McGibbon says. “That was 
a big labour challenge for us in the past, espe-
cially at the peak when demand is as high as 
2,000 lines per day with one shift. But with 
the carousels we’re able to manage the fluc-

tuation easily.”
With the implementation of the carousels 

and moving returns handling to another 
department, jewelry distribution requires 10 
people; down from 22 previously required to 
receive, pick, pack, ship and process returns. 

Further, throughput has increased from a 
previous average of 40 lines per hour, per 
person to an average of 165 lines per hour, 
per person, now a standard facility KPI (key 
performance indicator). At peak times the 
system handles 240 lines per hour, per per-
son. Jewelry distribution now requires 54 
percent less total labour and has increased 
productivity by 600 percent. 

As a major employer in the area, TSC 
employs a dedicated and seasoned workforce; 
most employees in the jewelry area have been 
there for over 20 years. “The three carousels 
reduce the work area of the operator to 32 
feet, and with ergonomic delivery there is no 
wear and tear on the body,” said McGibbon. 

In fact, she notes, employees ask to work 
with the carousels: “There is definitely an 
element of employee satisfaction that comes 
with the carousels.” 

The picking process

When customer orders are received via web 
or phone, jewelry orders are split separately 
from floor inventory. Orders for jewelry are 
downloaded into PPG for easy fulfillment. 
“Once the order is placed, then the fun really 

begins,” says McGibbon. 
To start, the operator scans a paper order 

followed by a tote license plate, placing the 
order paper into the tote—this ties the order 
to the cell location. In a process uniquely 
designed for TSC each tote has 12 compart-
ments and there are 10 totes in a batch, 
allowing the operator to fill 120 orders simul-
taneously. The totes rest on a counter across 
a narrow aisle from the carousels. Once each 
order is assigned to a tote location the opera-
tor is ready to pick.

As directed by PPG, the carousels deliver 
the required SKUs to the access window, 
pinpointing the exact location and quantity 
to pick using the transaction indicator centre 
(TIC) monitor located at the work counter. 
The operator picks the correct quantity and 
pivots 180 degrees to the batch totes of 120 
orders to distribute them. 

Above each batch tote position is a display 
monitor that shows the operator the exact tote 
cell in which to place the item, and the quantity 
required. As each SKU is deposited into the 
tote cell, the operator confirms the put. 

Once all of the SKUs are distributed among 
the orders, the operator turns back to the 
vertical carousels to pick the next item, which 
has by now been delivered to the access win-
dow. This allows the automated units to 
always work one step ahead of the operator, 
minimizing operator wait time. 

On completion, orders are sent down the 

The two carousels, sitting side by side, accommodate 8,000 SKUs in 75 percent less floor space than was used with the old floor stacking system. 
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conveyor lines to the shipping area where 
they are checked for accuracy by a scan of 
the paper order and a scan of the item(s) 
within the compartment. “The pick-to-light 
on the carousels works; accuracy is steady at 
99.9 percent,” said McGibbon.

If a show or promotion is planned for a 
jewelry item, it is inventoried in the floor 
area on a pallet. High velocity and high vol-
ume items are not handled in the carousels. 
Once the show or promotion for the specific 
item has ended, the remainder of inventory 
is stored within the carousel.  

Return to sender

Returns are a challenge for any distribution 
operation, but especially retail. Jewelry sees 
an average of 2,500 pieces returned weekly. 
Returns start as a manual process with all 
jewelry having to be thoroughly inspected 
and cleaned before it can be returned to 
inventory. 

Once this process is completed and the item 
is deemed acceptable to return to inventory 
by the returns processing centre, it is sent 
back to jewelry. Upon receipt, the operator 
processes each return individually, using the 
PPG software to assign a storage location 
within the carousel.

Service

The carousels are scheduled for regular quar-
terly maintenance, and have occasionally 
required minor service, McGibbon says. 
“Johnston Equipment has been wonderful,” 

she says, adding that the service tech is always 
on site within an hour of being called. 

Because there are three identical units on 
site, the team has learned that if a minor item 
needs attention on one carousel the other 
two will likley have the same issue shortly 
afterwards, prompting the technician to do 
preemptive maintenance and saving time 
and further visits, McGibbon says.

The crown jewels

TSC’s jewelry distribution is managing and 
filling orders faster than ever. “The carousel 
system has given us the flexible solution we 
need for our operations,” McGibbon says. 
“We are trying to put more and more in the 
carousel. We realized that going up was the 

solution, not spreading out. We carry so 
many products and they are changing daily. 
You have to be looking at ways to use height 
and not the floor space.”

The success of the strategy shows in the 
jewelry department. It’s tidy, quiet and staff 
are smiling. The day we visited there were 
about 100 orders slated for fulfillment. 
McGibbon promised a demo, but the opera-
tor was so keen that she had filled them all 
before we arrived. 

So we had to take McGibbon’s word for it: 
“Just watching it in operation is sweet. It 
really is a sweet little machine.” 

As far as the TSC jewelry fulfillment team 
is concerned the carousels clearly outshine 
the bling they contain.  MM&D

Top right:  Picker Charanjeet Yogi demonstrates retrieving items from the carousel and then turning 

180 degrees to make the put into the divided totes.

Above: Each monitor represents a tote and shows where to place the products.  
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Before we look further at the patents, let’s first catch up on 
Amazon’s evolution. As many know, founder Jeff Bezos launched 
the company as an online book store in 1994. He has since trans-
formed it into the biggest online store on the planet, with an 
ever-growing supply chain and DC network able to deliver a 
rapidly expanding number of products across the world efficiently 
and economically. It is reported that Amazon grossed over US$135 
billion last year and employs more than 350,000 people. 

As it transforms, Amazon has been quietly expanding its focus 
on technology and logistics and also venturing into cloud com-
puting, artificial intelligence, entertainment and more. It 
launched Amazon Robotics back in 2003, and its acquisition of 
Kiva Robotics in 2012 lit a fire under the robotics industry. In 
recognition of these innovations, Bezos is being inducted into 
the Logistics Hall of Fame this year.

Amazon has also been experimenting with drone delivery for 
several years. US-based tech research firm CB Insights reports that 
Amazon filed over 1,100 patents in each of 2013 and 2014, 660 in 
2015 and 310 in 2016. And in 2016, 88 of its patents contained key 
words related to logistics, up from a mere seven in 2009.

It’s clear that at least one of Bezo’s eventual goals is to expand his 
company’s global supply chain so that Amazon becomes the world’s 
primary interface between manufacturers of goods and the people 
who want to buy them. Amazon’s specific plans on that front are 
too numerous to summarize here, but it’s actively building its own 
delivery network rather than relying on existing entities like 

Purolator—for example, investing 
in ocean-based freight forwarding 
and building a US$1.5 billion air 
freight centre in Kentucky from 
which it operates dozens of leased 
cargo jets.  

Along with expanding delivery, 
Amazon has also had to grow its 
distribution centres—which it 
calls fulfillment centres—in size 
and number. In its Amazon “strat-
egy teardown” CB Insights notes 
“early on, Amazon realized its 
shipments were all unique com-
binations of goods, and that its 

warehouse techniques would actually be closer to manufacturing 
than shipping.” 

Amazon has installed tens of thousands of robots in its DCs, and 
its total global number of DCs is exploding. In the US last year 
Amazon had a warehouse or delivery station located within 32 
kilometres of 44 percent of the population, compared to only 26 
percent two years before. This is expected to reach 80 percent in 
the next few years.

These fulfillment centres must be efficient, but whether Amazon’s 
futuristic DC concepts would actually be efficient—let alone fea-
sible—is another matter entirely.  

Are Amazon’s alternative  
DC designs sci-fi or hi-fi?

Patents 

N
ifty or nutty, innovative or idiotic, mind-blowing or mind-boggling? When news hit this summer 

about Amazon’s patents for a multi-level tower DC and airship DC—let alone a distribution centre 

located underwater—it was hard to tell whether the company was simply seeking attention, 

methodically covering its bases or if it really plans to turn these concepts into reality. 

By Treena Hein

pending 

JEFF BEZOS

Illustrations by 

Gerald Heydens based on  

diagrams published in the  

Amazon patents.
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Warehousing, submerged and skyward

In a way, Amazon’s under water DC concept is no different from 
any other DC in that it involves stock placement, storage and removal. 
In this case however, stock is dropped into a natural or engineered 
body of water by parachute, truck or conveyor belt. Non-waterproof 
goods (the vast majority) would first be placed in weighted watertight 
containers, each programmed with a unique acoustic signature. 
When a given container is sonically ‘called’ by the DC system, it 
triggers an air canister that inflates a balloon, causing the container 
to move to the surface for removal. Artificial currents might be 
employed to move goods in desired directions.  

Amazon argues in the patent that this concept addresses a serious 
problem: “For all of their technological advancements, today’s 
fulfillment centres are still plagued by the inefficient use of space.” 

These centres, states the patent filing, “feature storage areas as 
large as one million square feet…Therefore, in order to prepare and 
ship an order that includes a large number or different types of 
items to a customer, a staff member or robot may be required to 
walk several thousand feet or even miles within a fulfilment centre 
in order to retrieve the items.” 

The fallacy of unused space

Charles Fallon, principal at consulting firm LIDD 
in Montreal Quebec, isn’t buying this premise. “It 
isn’t correct to say that unused space is inefficient,” 
he says. “Unused space is fundamental to the dis-
tribution centre—you cannot distribute without 
the ability to move product around, to disassemble 
vendor deliveries and re-assemble that product 
into your customers’ needs. Calling that space 

‘inefficient’ is misunderstanding the function of a DC.” 
Fallon notes that most mega-DCs are typically several DCs under 

one roof—for example a grocery retailer having interconnected 
freezer, cooler and dry grocery DCs on one site. 

“It is almost never the case that humans would be walking thou-
sands of feet to complete a transaction within such a DC,” Fallon 
says. “If Amazon suffers from having humans walking thousands 
of feet…then you can conclude that Amazon’s DCs are probably 
too big for what they attempt to do and Amazon has the wrong 
materials handling systems.”

CONTINUED ON PAGE 23

‘‘
 If you decide that  
 you’re going to do  
 only the things you 
know are going to work, 
you’re going to leave a lot of 
opportunity on the table. 
– JEFF BEZOS

CHARLES FALLON

The‘beehive’ DC uses drones to move packages  

to and from storage.
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Author of its own problem

He believes Amazon’s problem is that in its “enormously expensive 
purchase of Kiva technology, it has committed to a solution that 
exacerbates space utilization problems rather than helps.” Amazon’s 
investment in Kiva, he explains, only solves part of their distribution 
problem while creating new problems, such as how to use clear 
height in a DC and how to make the shelving units readily accessible 
while maintaining the needed throughput. 

“Wal-Mart mega-DCs do not have the same space utilization and 
handling challenges that Amazon does,” Fallon adds. “Amazon 
likely had to move so fast in creating its DC network that it couldn’t 
correct for fundamental design flaws.” 

He believes there are basic solutions to this problem “that don’t 
require far-out thinking.”

But tech industry analyst at CB Insights Zoe 
Leavitt points out that since the Kiva robots travel 
underneath shelves and don’t require as much 
aisle space as humans, they have enabled Amazon 
to fit more inventory in a given warehouse, and 
that “even its underwater warehouse patent is 
focused on saving space.” 

She adds that “if air bladders could push the 
packages around independently underwater, there 
would be no need for any aisles for either humans or robots, and 
Amazon could fit more packages into the same amount of space. 
Also, by storing goods underwater, Amazon could reduce their real 
estate footprint by going deep rather than wide.” 

Under water may be all wet

But saved space or not, Fallon and Dana Magliola, 
owner of consulting firm Supply Chain Forward 
in North Carolina, are not at all convinced of the 
merits of an underwater DC. Fallon dismisses the 
concept as a fun idea that makes for great market-
ing with neither financial or environmental jus-
tification behind it, and “a non-solution to a 
non-problem”. For his part, Magliola calls the 
concept “an environmental disaster waiting to 

happen,” and “pretty far out there, even for Amazon”.

Amazon has also filed a patent for a fleet of airborne DC ‘blimps’ 
which could be stationed above cities or sporting/music events. 
Rapid delivery of items would be handled through large numbers 
of drones, as would delivery of items from Amazon’s multi-level 
‘beehive’ tower DC concept. 

Of these ideas, Magliola asks “What happens if capability leaps 
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ZOE LEAVITT

This series from Amazon’s underwater DC patent application illustrates the process of 
product retrieval using acoustic signatures to activate the required container  

‘‘
 As a company, one of our greatest  
 cultural strengths is accepting the 
fact that if you’re going to invent, you’re 
going to disrupt.  – JEFF BEZOS

DANA MAGLIOLA
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The KNAPP Pocket Sorter System is 
designed to reduce order cycle time, increase 
order accuracy and lower operating costs – it 
saves space too! Our unique sorting algorithm 
organizes randomly picked items into a precise 
piece-by-piece order packout sequence. 

From pick to ship, this intelligent, fully automatic 
matrix sortation solution delivers orders in 30 
minutes or less – for a minimal investment. 
The KNAPP Pocket Sorter also merges both 

them directly to one packing station – eliminating 
the need for two separate systems. 

RFID tracking and order accuracy

and hanging garments

One touch 

knapp.com



www.mmdonline.com | September/October 2017 25

customers.” Magliola believes the concept of mobile 3D printing 
to be inevitable. 

In the end, Fallon sees Amazon’s recent far-out DC patents as 
nothing more than a feeble attempt to shift the focus away from a 
grave misstep. 

“Amazon has spent an incredible sum on Kiva materials handling 
technology that creates as many problems for it as it solves,” he 
explains. “This is a classic situation where a company has made a 
bad infrastructure investment and cannot see a way to correct it, 
so it flails about searching for a ‘paradigm shift’ to deliver a wholesale 
change in the way it does distribution. It’s a way of telling share-
holders, ‘we didn’t make a mistake, we took current technology as 
far as it could and we have re-invent distribution to get where we 
need to go.’ At some point, somewhere a shareholder will grow tired 
of this story and say ‘maybe you made a mistake’. The real solution 
to Amazon’s space utilization dilemma is to admit it made a mistake. 
Then it can fix the problem without introducing modern-day 
Hindenburgs to the mix.” 

“Amazon,” he declares, “is dreaming up the future, while not 
doing the hard work of distributing efficiently today.” MM&D

‘‘
 This is a classic situation where a  
 company has made a bad 
infrastructure investment and cannot see a 
way to correct it, so it flails about...   
– CHARLES FALLON

are achieved in additive manufacturing making delivery itself 
irrelevant? That said, I wouldn’t underestimate the potential for 
this future.” 

Fallon points out that just one ‘beehive’ would likely need 50,000 
drones to achieve a serious production level. “You end up with the 
same kind of space inefficiency Amazon purports to solve with this 
design,” he argues. “Like airplanes, making sure drones don’t collide 
means giving them a wide berth to manoeuvre.” 

As for the blimp warehouse idea, in Fallon’s view it would require 
an “atrocious” carbon footprint that would earn Amazon a fierce 
public backlash.  

There are other literally down-to-Earth DC solutions that Amazon 
is examining, and they are not new. These include mobile mini-
warehouse trucks equipped with 3D printers for enroute 
manufacturing. 

“It’s a fairly conventional idea that Amazon can use,” says Fallon. 
“As to 3D printing—perhaps a limited set of the most popular items 
or category of items could be 3D printed. I doubt it would be game-
changing, but certainly could be useful in expanding the variety 
of SKUs that a truck-based mini-warehouse could deliver to its 

Amazon founder  
Jeff Bezos to be  
inducted into Logistics 
Hall of Fame

Jeff Bezos will be inducted in a ceremony 

at the annual ‘Logistics Hall of Fame’ Gala 

in Berlin, Germany on November 9, 2017. 

“Jeff Bezos has rewritten the history 

of logistics,” stated Anita Würmser, 

executive jury chair of the Logistics Hall 

of Fame. “His name is synonymous with 

successful e-commerce and a generation 

of entrepreneurs whose business models 

are based on algorithms and innovative 

logistics solutions. Had it not been for him, 

not much would have moved in logistics.”

According to the Hall of Fame jury, Bezos 

was the first to realize that software 

and logistics are key to the shift from 

purchasing-driven trading to demand-

driven online trading; Bezos’s use of 

software, efficient delivery, automation 

and long-term strategy has transformed 

transport logistics and intralogistics 

from the ground up, making Amazon a 

benchmark for the sector as a whole. 

Bezos completed a degree in electrical 

engineering and computer science at 

Princeton, then started his career in 1986 

at Taiwanese mobile telecommunications 

company Fitel. He started Amazon as an 

online bookstore in 1994.

A cross section of Amazon’s drone 

beehive fulfillment centre concept
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By Del Williams

Anew product launch is usually a reason 
for celebration, but at Hyundai 
Powertech, making room for the parts 

needed was giving warehouse staff the gears. 
As a main auto parts manufacturer of 

Hyundai Motor Group, Hyundai Powertech 
specializes in automotive transmissions. The 
company manufactures a full line of trans-
mission parts, from compact to full-size, that 
complete more than 600,000 transmissions 
annually.

Staff needed to make room at company’s 
Georgia manufacturing facility for the addi-
tional assembly parts required for a new 
eight-speed transmission product. However, 
warehouse space was tight and the double 
selective upright rack previously used in the 
area was insufficient to receive the additional 
parts, according to Yong Kim, the facility’s 
material department assistant manager.

Kim turned to Mathand, a turnkey material 
handling systems integrator out of Georgia, 
to resolve the issue. Mathand recommended 
pushback pallet rack from Steel King 
Industries, a storage system and pallet rack 
manufacturer. 

Dynamic racking for easy access

Pushback rack offers up to 90 percent more 
product storage than selective rack. Unlike 
static, single-pallet deep selective racks, a 
dynamic pushback rack system allows storing 
pallets two- to five-deep while providing easy 
access to a variety of different SKUs.

Pallets are stored behind each other in a 

series of nested carts and are loaded from 
the same side of the system, eliminating sepa-
rate aisles for each function. With a stable 
rack, along with a series of inclined carts and 
rails, when one pallet is pulled, the one behind 
it rolls forward.

Every pushback rack system is made to 
order, allowing the racking to accommodate 
requirements such as for weak-pallet support, 
non-standard pallet sizes, and other special 
pallets.

Unique requirements

After a factory tour, initial drawings of the 
system were completed. However, an ongo-
ing discussion among the three companies 
revealed a unique material handling issue 
that needed to be addressed.

“Our eight-speed transmission parts are 
heavy and very sensitive,” explains Kim. 
“Most parts are packed in small plastic boxes 
and stacked on plastic pallets. The pallets 
arrive strapped down, but our work process 
involves us unpacking a portion of the parts 
and then repacking and racking the rest. 
These partially packed pallets are more sus-
ceptible to tipping over, so it is important 
they are properly secured.”

As a solution, Mathand recommended a 
custom, level cart pushback rack configuration, 
designed to keep the carts and the unstrapped 
pallets flat and secure.

“We suggested a level pushback cart and a 
level first pallet position so when the carts 
are pushed back or ride down the inclined 

rail slope, the pallets will always remain level,” 
notes Matt Davis, a Mathand product special-
ist involved with the project.

Clever solution

According to Davis, achieving this custom 
configuration required numerous design 
iterations in cooperation with Steel King 
engineers, who provided CAD drawings as 
needed.

“Instead of the cart following the angle of 
the rail, the front of the cart is raised, so it is 
taller in front and shorter in the rear,” 
explains Davis. “On a flat surface, the cart 
and pallet would seem to be leaning back, 
but going downhill on the pushback rails 
they are completely level. This design allows 
the cart to roll down the rails by gravity with-
out it sloping at an angle.”

Safety from every angle

Because Hyundai Powertech placed a priority 

Pushback racking improves storage 
density and safety at transmission parts 
manufacturer Hyundai Powertech

Shifting
GEARS
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on safety, Mathand also worked with Steel 
King to create custom stops on the cart to 
prevent double loading of pallets onto the 
cart.

“Now when a forklift operator loads the 
first pallet position, he cannot set it onto the 
cart incorrectly at an unsafe angle,” says 
Davis. “This helps to ensure proper loading 
and prevents the pallet from potentially tip-
ping over.”

Strong and secure

In Phase I of the project engineers chose 
SK3000 pallet rack, a rugged bolted rack with 
structural channel columns for added 
strength. Compared to typical racking, the 
pallet rack, constructed of hot-rolled struc-
tural channel column with full horizontal-
diagonal bracing, offers greater frame 
strength, durability and cross-sectional area. 
Using all grade-five hardware provides 
greater shear strength, and a heavy seven-

gauge wrap-around connector plate ensures 
a square and plumb installation with a tighter 
connection and greater movement 
resistance.

According to Davis, four double bays, four 
levels high, by two deep were constructed 
for 64 pallet positions of pushback rack in a 
space-constricted area for Phase I. “The push-
back rack provides double the storage capac-
ity of selective rack, and four times that of 
floor storage in the same space,” says Davis.

Three-level pushback

Phase II of the project involves creating 
another 40 bays of pushback rack to provide 
enough storage for the assembly parts 
required for Hyundai Powertech’s eight-
speed transmission product launch. For 
safety, this uses the same level pushback cart 
design, but has three levels with a carton flow 
pick system on the bottom and two levels of 
pushback rack on top.

However, to save cost, the project custom-
ized Hyundai Powertech’s existing SK2000 
selective rack, a boltless, closed tubular 
upright product. Compared to open back 
roll-formed columns, the closed tubular 
uprights are 44 times more torsion/twist 
resistant, with 250 percent greater frontal 
impact resistance and 68 percent greater side 
impact resistance. 

Maximizing storage

With Phase II of the project currently under-
way, Kim is projecting significant benefits.

“The 40 bays of pushback rack will provide 
about 31 percent more storage than double-
sided selective rack,” he says. “In terms of 
safety and efficiency, forklift operators will 
only need to load and unload from one side, 
instead of two, which minimizes forklift 
travel and potential collision or rack impact.”

“Any warehouse that requires greater stor-
age density should consider pushback rack,” 
Kim concludes. “Customizing it can help 
with specialized warehouse applications, such 
as those handling small, sensitive or heavy 
products.”  MM&D

Del Williams is a technical writer based in 
Torrance, California.

  AT A GLANCE
 THE PROBLEM: Not enough space available for new product launch

 SOLUTION:  Dynamic pallet racking

 WHAT’S UNIQUE: The pallets needed to be level so engineers  

  designed them with a raised front, letting the loaded  

  surface stay flat in the angled racking.

 GAINS: 31 percent more storage and less chance of  

  damage from forklifts with single-sided entry

 THE CLIENT:  Auto parts maker Hyundai Powertech

SOLUTION PROVIDERS: Mathand, Steel King
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ACKLANDS-GRAINGER 
PREPARES 
FOR FUTURE 
GROWTH
CANADA’S LARGEST  
INDUSTRIAL 
DISTRIBUTOR  
PARTNERS WITH 
DEMATIC TO GET  
ITS SUPPLY  
CHAIN MOVING

Dematic solution includes  
Omni-directional scanners which 
increase productivity, provide 
visibility and traceability on 
inventory with an accuracy level  
up to 99.9%.

Dematic conveyor, software and 
integrated components like the 
spiral conveyor reduce maintenance 
and downtime while allowing easier 
and faster product release in a 
smaller footprint.

When Canada’s largest industrial 
distributor, Acklands-Grainger, 
consolidated its two Ontario distribution 
centres into a single location near  
Toronto, the company was making a bold 
move to improve its service throughout 
eastern Canada. 

It was a big change, and it meant building 
a distribution centre capable of stocking 
250,000 different products, with the ability 
to ship 15,000 lines per day. Acklands-
Grainger engaged Dematic to help make 
the shift from rudimentary material 
handling to a high-speed, modern order 
fulfillment process – all orchestrated by a 
contemporary warehouse control system. 
The new distribution centre became fully 

operational in 2015. On September 21, 
2017, Acklands-Grainger opened its doors 
to a diverse group of industry professionals, 
offering a first-hand look at the company’s 
current operation and its readiness for 
expected growth in the years ahead. 
The 50 visitors received a guided tour, 
which included an overview of how the 
distributor receives, fulfills and ships orders 
within hours, all through different intake 
and delivery channels..

THE RESULTS  
The Dematic omni-channel solution enables 
merchandise to be shipped direct-to-branch 
AND direct-to-customer, daily. This new 
highly efficient distribution model provides: 

•  Enhanced customer experience – speed  
 and agility of delivery 
•  Lower operational costs 

•  Improved productivity 
•  Efficient material flow 
•  Safe and improved ergonomic operations 
•  Reductions in inventory 
•  Increased reliability 
•  Multiple distribution channels to expand  
 as the business requirements change 
•  Lowest lifecycle cost 

“Building this new facility was all about 
improving the customer experience,” said 
Paul Distefano, senior manager, DC network 
facilities, Acklands-Grainger. “Using 
automation, Dematic was able to translate 
data into a solution that makes the customer 
experience effortless now, and as the 
company grows in the future.” 

Dematic designs, develops and delivers 
solutions and services that optimize the 
supply chain, improve performance and 
increase productivity. 

“The Acklands-Grainger facility is an ideal 
example of how Dematic uses experience, 
data and technical expertise to understand 
the business challenges of our customers. 
Acklands-Grainger explained its plans to 
grow, and together, we developed a plan to 
acquire the land, build the space  
and design the system. The collaborative 
effort was key, from beginning to end,  
on this project. We are incredibly proud  
of the results.” 

- Dominic Caranci, Dematic, Account 
Manager. 

LEARN MORE AT DEMATIC.COM

THE CHALLENGE  
Acklands-Grainger’s supply chain was oriented to serve the company’s branch 
locations, not an omni-channel and direct-to-consumer distribution model. 
A new fulfillment strategy was required to meet the demands of the changing 
market and a growing customer base.
THE SOLUTION  
Working with Dematic, Acklands-Grainger developed a long-term plan, 
implementing automation and preparing for growth. 
As part of that strategy, the company: 
•  Increased capacity – expanding its Ontario distribution centre 
 footprint from 175k square feet to 535k square feet; and 
•  Deployed enabling technology and process improvements, which included  
 logic controlled conveyors/sorters (WCS) 
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By Emily Atkins 

Returns erode profits. This is a simple 
fact of life for supply chain managers, 
but there are ways to turn that nega-

tive into a positive.  
This was the main message in a presentation 

delivered by Eian Campbell, CCLP, director 
of operations at Danby Products Ltd during 
a CITT webinar in September. More than 
80 participants took part in the webinar, and 
many engaged Campbell in a Q&A after his 
presentation, which was entitled, “How to 
turn a cost centre into a profit centre”. 

Campbell based his remarks on the learnings 
he’s gathered at Danby Products, where he 
says a very high percentage of returned 
product is not defective or even damaged. 
Items come back for two basic reasons: 
defective or not wanted. Defective items can 
be either damaged or non-functional. 

On the undamaged side, people change 
their mind or realize they bought the wrong 
thing. They also sometimes buy an item to 
use for a special event and then return it—he 
cited Superbowl week as a prime time for 
sales of big-screen TVs, followed closely by 
a post-Superbowl flood of returns. Items also 
come back at the end of the season as buy-
backs in guaranteed sale programs.

Whatever the reason they come back, 
returns eat into margins for manufacturers 
and retailers. They create costs for freight, 
handling, and warehousing. With storage 
space at a premium these days, returned 
inventory is not what you want piling up at 
the inbound docks as staff try to figure out 
if it can be returned to stock for resale, needs 
to be scrapped, or what level of refurbishment 
or remanufacturing is required. “It creates 
a burden on your day to day warehousing 
function,” Campbell said. 

Design a strategy

To prevent this strain, and to reduce costs, 
it is essential to develop a comprehensive 
plan for dealing with your reverse supply 
chain. Campbell noted that there are four 

moments when you can mitigate the 
pain: Pre- and post-purchase, in the 
reverse logistics process, and by 
managing quality.

In the pre-purchase phase you have 
the opportunity to guide future 
consumers once they have received 
your product. Campbell suggests 
simple measures such as having a 
toll-free phone number available with 
extended hours that accommodate 
consumers across the country in 
every time zone and making sure it’s posted 
clearly. Highly visible hang tags with 
instructions and well-written user manuals 
are also key. He also suggests ensuring that 
when items are packaged inside box inserts 
they are clearly labeled so they don’t end up 
overlooked or in the garbage as the box gets 
unpacked. 

For the second phase, it is critical that the 
returns process be mapped out and roles 
and costs negotiated with all the players. 
Every step needs to be articulated and 
communicated. 

Reverse logistics requires a look at rates to 
ensure they are the same coming and going. 
Campbell notes that cube will be higher for 
returns since items don’t come back in their 
original packaging, making stacking and 
palletization tricky. Handling needs to be 
addressed for the same reason: items that 
are not damaged, but are not in their 
protective packaging, need to be handled 
with more care than normal to prevent 
damage. Will you need extra insurance? If 
an item is returned damaged how easy will 
it be to prove a claim? 

You also need to figure out when returns 
will come back and if they will be sent to a 
central or regional DC or to a specialist third-
party returns handler. The bottom line 
requires that returns be organized to avoid 
interfering with your regular inbound and 
outbound operations. 

“All of those discussions need to be had 

because if you have a whole bunch of returns 
come back in that you don’t have a plan for, 
it cripples your key focus on inbound and 
outbound prime inventory,” Campbell said. 
“It does nobody any good to just receive them 
and stack them up and put them in a back 
corner. You need to decide and have a 
strategy for throughput.”

Quality control

The last piece of the strategy is measuring 
quality. Campbell suggested tracking FITs and 
RITs, which are failures in time and returns in 
time. Take a close look at exactly why every 
return comes back and document in detail. 

You’ll benefit by being able to use the data 
to improve product quality and potentially 
set up thresholds for chargebacks to suppliers 
for unacceptable defects. Having insight into 
defects may also give you a head start if there 
is every need for a recall, he noted.

“It is key to analyze why returns happen 
in order to prevent returns,” Campbell 
concluded. MM&D

Build a returns strategy  
to prevent erosion of profit
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 any good to 
just receive them and 
stack them up in  a 
corner.
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Eco Flower, an Ogden, Utah-based com-
pany, transforms recycled and sustainable 

materials into unique floral arrangements, 
wedding bouquets, and home décor items. 

The idea of developing products based on 
sustainability has proven to be a success for 
this rapidly growing e-commerce company 
that was recently featured on the show “Shark 
Tank.” After just two years, Eco Flower has 
grown 525 percent year-over-year, employs 
more than 100 people and was recently 
acquired by investment company JW Capital. 

To accommodate the growing need for 
product design and packaging space, Eco 
Flower moved into a 30,000-square-foot 
warehouse. With nearly 1,200 shipments a 
day during its initial peak season, improved 
efficiencies in the company’s current pro-
cesses took high priority.

“The growth we’ve experienced has been 
crazy,” said Eco Flower’s general manager 
Jasen Dowdy. “We were having trouble keep-
ing up with demand and knew we needed 
help with our process flow.”

The delicate nature and varied sizes of Eco 
Flower’s hand made products proved to be 
a packaging challenge, requiring an inventory 
of more than 10 different box sizes and large 
amounts of void fill. 

For a company focused on perpetuating 
sustainability through every product source 
and supplier, this was frustrating, not to men-
tion costly. Dowdy expressed added frustra-
tion with relying on box suppliers, citing a 
recent situation that significantly cost the 
company over the Thanksgiving holiday.”

“On Black Friday, our former box supplier 
did not deliver our standard order so we had 
to shut down for an entire day,” said Dowdy. 
“I don’t want to worry about those types of 
problems anymore.”

Amid Eco Flower’s growing pains, Dowdy 

was introduced to on-demand packaging 
by Packsize sales area manager Nick 
Schnurr. He was excited to learn about a 
packaging solution that would allow the 
company to become more efficient in its 
production process, reduce shipping and 
labour costs, and save precious warehouse 
space—all while staying true to its eco-
friendly mission.”

Our focus on creativity and sustainability 
goes hand-in-hand with Packsize,” said 
Dowdy. “Creating customizable boxes and 
using less corrugated and filler material make 
sense with our vision.”

By focusing on right-sizing the product 
shipment and decreasing its reliance on 
void fill, the Packsize solution created addi-
tional opportunities for Eco Flower to fine 
tune their operation and introduced them 
to cubing and weighing system provider 
Quantronix.

With the CubiScan 75, Eco Flower could 
now collect dimensional data for its ship-

Installation 
inventory

Material handling 

and inventory control 

installations  

from around  

the world

Practical and creative uses for on-demand packaging  

ments, which eliminated the guesswork and 
human error when determining the right-
sized box for each product, as well as reduc-
ing the need for void filler.

“The amount of filler we were using prior 
to Packsize has drastically decreased,” said 
Dowdy. “We can now create containers on 
demand with dimensions more specific to 
individual products.”

By doing away with the need to select a 
near-sized box and transport it back to the 
packing area, Eco Flower also significantly 
reduced periods of inactivity in their packag-
ing department. 

Before Packsize, Eco Flower’s production 
team often had to reship products that were 
damaged during shipping. Creating right-
sized boxes gives their team more time to 
spend on designing new products, and less 
time on damage control.

“Our products are so delicate that any 
movement inside a box during shipping 
increases the chance for damage,” said 

Introducing an on-demand packaging machine has helped Eco Flower speed up order fulfillment 

and reduce waste.
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INSTALLATION INVENTORY CONTINUES ON PAGE 32

Vision-enabled order fulfillment

Sinebrychoff—a subsidiary of the international brewing and 
beverage giant, Carlsberg, has ordered a new robotic dolly pick-

ing system for its facility in Kerava, Finland. From its base in Kerava, 
Sinebrychoff—the oldest brewery in the Nordic countries and the 
oldest foodstuff company in Finland—distributes beers, ciders, soft 
drinks, energy drinks and bottled water directly to retailers across 
Finland.

Due to be operational at the beginning of 2018, the Cimcorp solu-
tion will take care of material flow from the high-bay warehouse 
to the loading docks and order fulfillment for beverages supplied 
to customers.

“This is a significant investment for us. We have chosen Cimcorp 
due to the flexibility and scalability of its automation, which will 
enable us to adapt to market changes and accommodate business 
growth,” said Pasi Lehtinen, VP supply chain at Sinebrychoff.

Cimcorp’s solution will replace Sinebrychoff ’s order picking of 
dolly loads (wheeled quarter pallets), which until now has been a 
manual process and accounts for some 30 percent of the company’s 
distribution deliveries. Automating this process represents a sig-
nificant cost saving, as well as providing the opportunity to eliminate 
picking errors and enhance customer satisfaction. 

Sinebrychoff requires the automation to be sufficiently flexible 
to handle its wide portfolio of products—including beverages in 
bottles and cans in various pack formats and sizes—as well as being 
adaptable to its evolving business needs.

“Customer orders vary from whole truckloads to just a few cases, 
so the range of order units includes pallets, dollies, mini-dollies (for 
smaller shops and kiosks), single cases and kegs,” said Kimmo 
Sormunen, automation manager, Sinebrychoff. “The Cimcorp solu-
tion will be able to handle an unlimited number of SKUs and volume 
increases, as well as cater to new SKUs, such as seasonal products. 
The system will be fully automatic, with beverages not being touched 
by human hand until they are loaded into delivery vehicles.”

Pallets of beverages will be transported from the existing high-bay 
warehouse by conveyor to the dispatch area, where a vision system 
will enable the products to be unloaded by robots and deposited 
on dollies or mini-dollies. After being automatically shrink-wrapped, 

the loads will be stored by gantry robots and then picked by these 
overhead robots to fill customer orders. 

After picking, the dollies/mini-dollies will be automatically labeled 
before being transported to the loading area by Sinebrychoff ’s 
existing laser-guided vehicle system.

“Cimcorp’s dispatch solution is proven and this system has been 
carefully designed, with a clear and simple layout. The energy 
efficiency of the robots is another important benefit for us,” 
Sormunen said.

Cimcorp will also supply its warehouse control system (WCS), 
which will receive information about orders, stock and routes from 
Sinebrychoff ’s warehouse management system (WMS) in order to 
manage the material flow and order picking, ensuring that all orders 
are ready for shipment at the right time.

Kai Tuomisaari, Cimcorp’s sales director, said: “The Cimcorp 
solution will ensure 100 percent picking accuracy and 100 percent 
product traceability, as well as providing flexibility for future 
changes. We are really delighted to receive this order and to begin 
co-operation with Carlsberg.” 

Dowdy. “With customizing boxes, we have 
seen a decrease in the space between our 
product and the actual box wall. This 
decreases the amount of movement a product 
will have during the shipping process.”

As a company on the hunt for new and 
innovative ways to incorporate eco-friendly 
materials, it is no surprise that Eco Flower 
also found a way to use corrugated trim as 
a decorative custom material for floral 
arrangements.

Dowdy demonstrated this creative way of 
thinking during a consultation with the 

Packsize Advanced Products Team. 
Once Dowdy saw the glue that is used with 

the Packsize Auto Gluer, he compared it to 
the glue they were using on their custom 
floral arrangements. They discovered that 
not only was the Packsize glue a better con-
sistency than Eco Flower’s, but it was half 
the price. By working together and taking a 
comprehensive view of the entire production 
process, Packsize and Eco Flower customized 
a total solution to benefit many areas of the 
creative company.

“There are so many exciting and innovative 

ideas that are resulting from improved ship-
ping,” said Dowdy. “We are definitely excited 
about our future partnership with Packsize. 
The integration of the Packsize On Demand 
Packaging machine into our business has 
allowed us to create numerous efficiencies 
from a labour and production process stand-
point. In our particular industry, being on 
the cutting-edge of technology and imple-
menting innovative solutions like the 
Packsize machine is something we believe 
will be extremely positive for years to 
come.” 
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Handhelds increase speed, improve productivity 

Bradford Airport Logistics manages air-
port receiving and distribution, includ-

ing services, technology, security, supply 
chain management, and consultancy. The 
company focuses on “command and control” 
of all consumable goods entering the airport 
terminal, such as retail products, clothing, 
food products, FAA non-aircraft parts, 
maintenance materials, parcels, currency, 
and more. Based in Houston, Texas, the 
company has operations across the United 
States, in London and worldwide. 

It helps airports reduce the number of 
deliveries per day by about 60 percent since 
all the consumable material goes to a 
Bradford facility first. Utilizing the com-
pany’s Airport Material Intelligence System 
(AMIS) at one central point, the team is able 
to receive, security inspect, consolidate, and 
deliver within highly precise time windows 
to end-users. 

As the company started expanding to more 
airports, management wanted to improve 
processes and embrace worker mobility. 
They also wanted to improve delivery speeds 
to complete more deliveries per day. The 
solution needed to work with the company’s 
own AMIS platform. 

Staff were slowed down by tasks such as 
manual data entry or image scanning when 
they returned from deliveries. Manual data 
entry slowed operations and could also lead 
to data errors. Beyond that, the old devices 
were beyond their useful lifespan. 

Tunde Akeredolu, the company’s chief 
technology officer, wanted to eliminate 
manual data entry and image scanning. He 
wanted a solution that allowed delivery teams 
to scan material coming into the airport, 
capture signatures when they deliver mate-
rial to vendors, and collect large amounts of 
data to feed into the AMIS system. He also 
understood the teams needed a rugged 
device that could withstand drops to con-
crete or getting wet. 

Additionally, Akeredolu knew the com-
pany needed a solution that gave them vis-
ibility into every interaction of the delivery 
process from arrival to final drop off. He 
created a list of requirements: durability, 
connectivity, no stylus, integration to AMIS, 

scanner functionality, high processing power 
for large data sets, and ability to update the 
devices in real-time and security. 

The company chose Zebra Technologies’s 
TC70 Rugged Touch Computer. It is pur-
pose-built for the enterprise with high-
resolution camera, superior voice capabilities 
and audio quality, Wi-Fi connectivity and 
it runs on the Android operating system 
with seamless integration into Bradford’s 
AMIS. 

For companies in the transportation and 
logistics space, the solution ensures accurate 
chain of custody handoff during the pick-up 
process and delivery, with electronic signa-
ture capture and photo proof-of-delivery. 

They company deployed the TC70 at five 
airports to start—including London 
Heathrow. Akeredolu said they planned to 
roll out the devices over two months, but it 
only took one week because on-boarding 
was simple. 

“The whole organization embraced it right 
away,” Akeredolu said. “It was a tremendous 
success. Even in London where there are strict 
guidelines for training and on-boarding.”

Wes VanMeter, who manages Bradford’s 
operations in Cleveland, Ohio, says the TC70 
plays a role in everything they do. “It starts 
when a vendor brings a delivery to our ware-

house. We use the TC70 to track it, sort it, 
and prepare it for delivery to the airport,” 
VanMeter said. “It completes the loop for us 
with signatures, proof-of-delivery, security 
checks, and much more.” 

It also ensures the right delivery is made 
to the right vendor at the right time. That 
data is captured and can be used to align 
various metrics for the leadership team as 
well as the vendors.

No longer manually scanning paper sig-
natures into the system saves the team about 
four hours per day or roughly 20 hours a 
week because the signature can be captured 
on the device. Another example is the time 
it takes to scan a package—in the past scan-
ning 40 boxes took 10 minutes, with the 
TC70 it takes two to three minutes to scan 
40 boxes. All the extra time lets Bradford’s 
delivery team complete more deliveries per 
week and improve customer satisfaction.

Bradford continues to deploy the solution 
across other airports around the globe and 
is expanding service offerings at many of its 
airports. The solution helps make Bradford 
Airport Logistics a more intelligent enter-
prise overall, Akeredolu said.

“We’re smarter for it, we’re better for it, 
productivity has increased, we’re doing so 
much more.”  MM&D

Installation inventory
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The handheld scanners save employees at Bradford Airport Logistics time and improve accuracy.



www.mmdonline.com | September/October 2017 33

By Christian Sivière

The expanded Panama Canal, a massive 
project that included new locks on both 

the Atlantic and Pacific sides, a new six-
kilometre access channel, and widening and 
deepening at several locations along its 
80-kilometre length, opened on June 26th, 
2016. We reported on it in an earlier issue 
and now it’s time to look at its impact just 
over a year on. 

On its first anniversary, Hapag Lloyd’s 
Valparaiso Express, with a 13,000-TEU 
(twenty-foot equivalent units) capacity, two-
and-a-half times the size of vessels transiting 
the original canal, was the largest of five 
neo-Panamax vessels transiting the locks 
that day. 

The original locks could accommodate 
ships 294 metres long and 32 metres wide, 
with a capacity of around 5,000 TEUs. The 
new locks can handle ships up to 366 metres 
long and 49 metres wide, with a capacity of 
around 13,000 TEUs. 

As of the anniversary date, 1,535 neo-
Panamax vessels had used the expanded 
canal and the average vessel size was 9,000 
to 10,000 TEUs.

In the first year, according to the Panama 
Canal Authority, ships transiting the 
expanded canal have carried nearly 25 mil-
lion more tons of cargo than anticipated, 
however, low oil prices have presented a 
challenge, as the canal becomes competitive 
only when oil is above US$55 a barrel. 

Some ocean carriers opt for longer routes 
around the Cape of Good Hope on return 
voyages, in order to avoid canal fees. To 
remedy that, the Panama Canal Authority 
has been offering discounted rates for ships 
on return voyages, but the competing Suez 
Canal in Egypt also cut its tolls last August.

New canal milestones

Some of the milestones achieved by the 
Panama canal expansion in its first year 
include:
■ On March 19, the 9,008-TEU MSC Anzu 
was the 1,000th neo-Panamax vessel making 
the historic transit through the expanded 

canal. The ship is part of the SAWC-USA-
NWC service between Europe, the United 
States and South America’s West Coast that 
was consolidated to take advantage of the 
expanded canal;
■ On May 24, the largest ship to ever transit 
the canal, the container ship OOCL France—
which is as long as the Eiffel Tower and has 
a 13,926-TEU capacity—crossed from the 
Pacific to the Atlantic en route from Asia to 
US East Coast ports;
■ With the development of the liquefied 

natural gas trade, over 140 LNG vessels from 
the Sabine Pass LNG terminal on the border 
between Texas and Louisiana, have transited 
the canal en route to Asia, the West Coast 
of South America and the Pacific Coast of 
Mexico. This is a totally new trade.

While work on the expansion proceeded 
in Panama, parallel projects were underway 
on the US Gulf and North East Coasts, to 
accommodate bigger vessels: the ports of 
Miami and Savannah dredged and widened 
shipping channels and the Port of New York 
and New Jersey completed its raising of the 
Bayonne Bridge’s roadway this June.

Currently, 15 out of 29 liner services that 
use the Panama Canal now employ neo-
Panamax vessels to take advantage of the 
economies of scale offered by the expanded 
canal, the majority of which connect ports 
in Asia and the US East Coast. 

This has added capacity in the east but 
how full are the ships? Carriers don’t rou-
tinely publish this information so we will 
have to look at yearly volumes after the 
Thanksgiving-Christmas peak season to 
see how much cargo has actually shifted 
from west to east. MM&D

‘‘
 In the first year,  
 according to the 
Panama Canal Authority, 
ships transiting the 
expanded canal have carried 
nearly 25 million more tons 
of cargo than anticipated, 
however, low oil prices have 
presented a challenge, as 
the canal becomes 
competitive only when oil is 
above US$55 a barrel. 

Trade update

The expanded Panama Canal –
One year later

The Miraflores lock in the expanded Panama 

Canal. 
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Dave Luton
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Sayonara 
All good things must end
After over 30 years and over 300 materials handling 

articles written for MM&D it is time to move 
on. 

It has been a good run and I hope the readers have 
learned something. My major disappointment has 
been the extensive secrecy agreements I am covered 
under, which prevent me from publicly disclosing 
some of the most interesting topics and experiences 
I’ve had.

As a consultant, I have been fortunate to work in a 
wide variety of industries ranging from the soup at 
Campbell’s, to the nuts at several hardware wholesal-
ers, and the kitchen sink at Crane Supply. I have done 
time-sensitive facilities for the Olympics (Vancouver) 
and gone a mile underground for a major mining 
company.    

 
MM&D: Why did you want to write a column for 
us? We know you didn’t make any money doing 
it, but was it rewarding?  

Dave Luton: It was rewarding. Functionally it served 
as an advertising and business development substitute. 
This was particularly true because the column appeared 
month after month; year after year. One of my com-
petitors said it best: “Everybody knows you!”

It also helped me get into a lot of facilities that are 
difficult sometimes to get into, and helped give me an 
education. But most importantly, it helped me get my 
favourite type of consulting job: Those I want to do, 
not those I have to do.

 
MM&D: How long have you worked as a materials 
handling consultant? How did you get into the 
field? 

DL: I have worked as a materials handling consultant 
for almost 35 years. I got into the field partly by acci-
dent and partly by plan.  

MM&D: What was the most eventful/interesting 
project you worked on in materials handling? 

DL: Unfortunately I have to decline to answer that (I 
mean no offence.) If you analyze my writing you will see 
that only very rarely is a specific company mentioned. 
The reason is just about all my projects are covered by 
secrecy agreements that I disclose at my peril.  

 
MM&D: If you could give three tips to warehouse 
or DC managers today, what would they be? 
DL: Make sure you and your staff are properly edu-
cated.Don’t be afraid to stand your ground on costs. 
Things cost more than many non-logistics people 
realize.

 
MM&D: You’ve talked a lot about automation 
lately; do you think it will ever fully replace human 
warehouse workers as some believe? 
DL: I first wrote about this 15 years ago. At the time I 
said that management was more threatened than the 
worker. Automation will replace specialty applications 
first. 

 
MM&D: What’s your opinion about Amazon’s wild 
new warehouse patents— the underwater DC or 
the drone ‘beehive’ DC? Can they ever work? 
DL: While I haven’t yet studied them in detail, I feel 
Amazon may have potential for a cross-dock applica-
tion in the beehive. Water needs more study. 

 
MM&D: What are your plans now that you won’t 
be writing for us? 

DL: Don’t worry about me. A few years ago I discov-
ered the ideal niche business for retirement. All it 
means is I make more money and do not have to fight 
Toronto traffic. Here again, I chose non-disclosure as 
it is a limited market! MM&D

Editor’s note: 

It is with no small degree of sadness that I bid farewell to Dave Luton, who has decided to move on from writing his column with 
MM&D. To close off this era, we’ve prepared a short Q&A, which you can read below. Dave has been a fixture at the magazine 
for 30 years, and has reliably entertained and informed our readers for the entire time. Long the most popular column, Materials 
Handling has covered topics of importance to warehouse managers from racking, to health and safety, to planning and the rise of 
automation. On behalf of all of us who have worked with Dave over the years at the magazine and for everyone who has enjoyed 
reading his words: a heartfelt thank you and best wishes in your new endeavours. We will miss your contributions!    – Emily Atkins



TruckingHR Canada just reported the findings of 
its April 2017 survey conducted on best practices 

in driver employment.  
All of the 48 participating fleets reported driver short-

age concerns and what they are doing to combat the  
pattern of continuous driver turnover. Fleet operators 
continue to see that top pay, safe trucks and home 
time are no longer the selling points for drivers to sign 
on and, in spite of initiatives to control turnover with 
retention efforts and signing bonuses, drivers continue 
to move on. 

The employer survey was based on best practices for 
recruiting and retention of local and long haul drivers 
in the private, for-hire and fleet services categories. 
The participants consisted of large, medium and small-
sized fleets. Questions focused on workplace culture, 
on-boarding processes, retention efforts and exit 
interviews. 

One of the top discoveries in the Trucking HR survey 
was the vast difference between attrition rates within 
one to 90 days of employment compared to those with 
employment length of over one year. Drivers land 
jobs and can take another one just as soon as the car-
rier fails to live up to the driver’s expectation—for 
whatever reason. 

The point is, carriers would be best to identify exactly 
what the reasons are for drivers leaving, and pivot 
their business strategy to correct the commitment 
shortfall. Sure, drivers leave for better pay and they 
might not understand the total compensation package 
with health plans, bonuses, vacation time, and other 
perks. 

One of the reasons why compensation continues to 
be the number one reason stated for driver turnover 
is the fundamental problem with industry leaders’ 
focus on driver cost as a liability, not as a strength. 
From the driver perspective, if the overall paycheck 
total is a moving target due to routes, lanes, miles, back 
hauls, weather, truck repair, border delays, clearance 
issues and waiting time then there is no earning stability 
and no quality of work. Put another way, trucking 
companies run lean as it is and most of the costs for 
fleet operation are fixed except labour and fuel—one 
you have control over and the other you don’t. 

Some companies deduct wages and costs from driver 
pay for performance related events that might be due 
to practices that are not included in training and com-
mitment to safety. Other wage models include flat 

rates, activity-based costing models and percentage of 
revenue for the load that ends up with driver pay often 
falling short of a competitive market wage. 

When employers use driver wage as a negotiating 
tool for better returns it isn’t surprising those compa-
nies suffer driver turnover issues that ultimately affect 
service levels, operational efficiencies, on-boarding 
resources, driver training hours and recruiting pro-
grams, and—most critically—customer retention.

Maybe per-kilometre and hourly pay rates are no 
longer the best way to keep a driver happy. Perhaps a 
fixed salary model could work if you weigh up all the 
costs and benefits of a fixed cost but stable workforce 
with consistent performance and reliability. 

Drivers are now given more information on their 
total compensation package and then find themselves 
comparing one company against another, even if the 
work varies and the job conditions are different and 
the company culture is unique. Every job ad seems to 
point to lots of miles, more home time and excellent 
bonus programs. But, the most important need that 
isn’t being met is trusting the employer to support 
them to succeed and the employer not trying to use 
driver wages to offset operating costs and make up for 
pricing errors. 

Drivers use social media now to spread the word 
about companies and the work experience so it makes 
sense to invest in leadership training to address any 
concern drivers have before they decide to turn in their 
keys and drive elsewhere. Drivers don’t just leave for 
pennies more a mile; they leave because they had a 
different understanding of what the employer had to 
offer. Drivers could be retained with better commu-
nication on the full story of total quality employment 
packaging, not just annual earnings and all the other 
so-called perqs. MM&D
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Fleet employer best practices study  
reveals startling fact

Drivers use social media now to spread the word 

about companies and the work experience so it 

makes sense to invest in leadership  

training to address any concern  

drivers have before they decide 

to turn in their keys and drive  

elsewhere. 
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We’re all salespeople. Some of us sell products 
or services, but even if we are not compensated 

specifically for the sale per se, we are still involved 
every day in selling ideas or plans, both at work and 
in our personal lives.   

During my working life I’ve been fortunate to meet 
several outstanding mentors from whom I’ve learned 
important selling principles. Here are a few I believe 
are critical.

1Think before you sell. Don’t overlook the 
research phase before presenting your product, 
service or idea; the thinking/planning stage in 

the sales process is fundamental to success. Your cus-
tomer will know whether you have a thorough under-
standing that’s based on solid research. It’s likely we 
all have been involved with a salesperson whose sales 
plan is so weak that they have very little to say after 
their opening line. Your first question leaves them 
stumped.

On the contrary, I recently met with a very effective 
transportation salesperson who spends significant 
time cold-calling on the telephone. As you know, this 
is not easy work and at times it’s tough to carry on 
even a 30-second conversation before the phone is 
hung up. She discovered that thoroughly researching 
the person and the business she’s calling is essential. 
In fact, her personal guideline is one hour of research 
for each planned minute on the phone. The result? 
She’s very successful.

2 Remember, you are selling to unique individuals 
and your approach needs to be tailored accord-
ingly. The canned sales approach wears thin 

very quickly. 
We’ve all walked into a car dealership and been 

accosted by a salesperson who spends no time assess-
ing our individual needs and instead dives straight 
into a stale script. They’re unlikely to be successful 
with this gambit. 

On the flipside? A salesperson who uses their emo-
tional intelligence to pick up on who they are speaking 
with, how they would like to be introduced to the 
product and—most importantly—reads their verbal 
and nonverbal cues to govern what information is 
shared. As salespeople we will all find much greater 
success focusing on the person in front of us rather 
than being determined to push all available informa-
tion to them as quickly as possible.

3 Learning to wait for sales success is critical to 
winning in the long run. Nobody’s batting average 
in selling is 100 percent. There are times when 

our product, service or idea is not going to be bought. 
There are a multitude of reasons for this, and it’s important 
that we listen and understand exactly why the sale will 
not proceed. It’s critical to exit gracefully if you ever want 
a chance to sell something in the future.

Case in point: I recently purchased a new car and, 
like most people, visited several dealerships before 
making my selection. In so doing I interacted with a 
number of salespeople and treated each one respect-
fully, making it clear that I would keep them informed 
throughout the process, which wouldn’t take very long. 

After buying the car, I reached out to four salespeople 
who did not secure my business and sadly not one of 
them took the time to return my call or send me an 
email. This is very short-term thinking on their part, 
with not much chance of future success. A simple call 
or email would have taken 30 seconds and could have 
kept them in the game for the next purchase or 
referral. 

4Be brutally honest with yourself about the feed-
back you are receiving. If you find the sale of 
your product or idea just isn’t taking flight as 

often as it should, it’s time to carefully assess the feed-
back from your customers. What are their objections? 
Is there a pattern that’s developing? Is it your product, 
service or idea or is it your presentation? 

Seeking honest feedback and making adjustments is 
critical. I recently met with several clients to present 
a business idea that I thought had great promise. I 
knew them well and I trusted them to be honest. As a 
result, after three separate presentations I went back 
to the drawing board to make significant adjustments 
to my plan. I’m thankful they were honest enough to 
speak the truth, and they know I’m persistent enough 
to be back soon with a refreshed idea.

One of the best sales mentors I’ve ever learned from 
has a simple question she routinely asks: “How can I 
help you?” It’s a very straightforward question and 
almost always produces a clear and honest answer from 
her customer. She’s ready for the response from her 
customer because she’s put significant thought into the 
process ahead of time, she remembers she’s selling to 
a unique individual, she understands timing is every-
thing and finally, she’s willing to be totally honest with 
herself on the feedback she receives.  MM&D

Calling all salespeople

Ross Reimer has  
over 30 years of 
experience in 
transportation/
supply chain. For the 
last 20 years he has 
been President of 
Reimer Associates,  
a recruitment firm 
within supply chain.  
rreimer@reimer.ca

Be brutally 
honest with 
yourself  
about the 
feedback  
you are 
receiving.



Sandra Patterson

38 MM&D | September/October 2017

SAFETY FIRST

Sprains and strains account for almost 40 percent of 
injuries registered with the Workplace Safety and 

Insurance Board. That’s why it makes sense to take a 
close look at potential hazards within your warehouse 
that could lead to musculoskeletal disorders, or MSDs. 

MSDs are injuries and disorders of the musculo-
skeletal system, which includes the muscles, tendons, 
nerves and other soft tissues. Many body parts can 
be affected. The back is the most common, but the 
shoulders, neck, elbows, hands, and wrists are also 
frequently involved. 

Simple, low-cost solutions are often all that’s needed 
to offset the impact of these hazards on both the 
employee and the organization.

MSDs can occur in the workplace when the 
demands of the job exceed the capabilities of the 
worker. They’re usually associated with these three 
main hazards:   
1 Force when moving product and equipment;  
2 Repetition when using the same body parts  
 repeatedly, with few breaks or chances to rest; 
3 Awkward posture when the muscle tissue is put at  
 a mechanical disadvantage. 

One of these hazards alone may not result in an injury, 
but the combined effect of all these hazards can create 
the perfect storm for a soft tissue injury. In a warehouse, 
we often see these hazards at play with sub-standard 
conditions, poor lifting techniques or habits that threaten 
the soft tissues over time. For example: 

Repetitive, awkward postures like bending, reaching, 
twisting, and lifting with limited head room to access 
items in the pick location and to build a pallet.
Heavy, awkward lifting to handle large or unstable 
loads; holding the load away from the body; or, 
heavy lifting after periods of prolonged sitting.
Worn or damaged lift truck seats with limited 
suspension or shock absorption.
Working with awkward back and neck postures 
when operating equipment; twisting through the 
trunk instead of shifting the hips to get a clear view 
when travelling in reverse or looking overhead to 
an elevated pick location. 
Exerting extra force to push an overloaded cart or 
struggling to steer a cart with damaged casters.
Working in cold storage areas where dexterity and 
movement may be more difficult due to the cold. 
Fortunately, many of these hazards can be managed by 

taking a few key steps, many of which require little or no 

cost to implement. Try implementing these measures: 
Involve employees when identifying and controlling 
MSD hazards. Employees doing the job often know 
what parts of it cause them the most pain and 
discomfort.
During monthly safety inspections look for ‘home 
remedies’. Changes made by workers to their tools 
and equipment, like wrapping extra padding 
around a handle, may identify potential problem 
areas and solutions. 
Use a regular maintenance schedule to ensure equip-
ment is repaired or replaced to avoid unnecessary effort.
Use a mobile leveler device on the forks of the lift 
truck to optimize the handling height when build-
ing pallets.
Raise heavier items up off the floor with one or 
more pallets or add an adjustable lift table so lifting 
can be done in more neutral postures. 
Verify you’re using the appropriate mechanical 
material handling equipment for the task.  
When possible, speak to suppliers to provide options 
for box size, weight or pallet configurations. 
Provide pull sticks for smaller items to minimize 
excessive reaching. 
Provide training on MSD hazards and safe lifting 
techniques for both staff and supervisors. This will 
help increase awareness of the importance of using 
good body mechanics and proper techniques. 
Know which heavy or larger items require a two-
person lift and promote a culture that rewards sup-
portive behaviour. 
MSD hazards pose a significant threat to warehouse 

staff. Having just one person off work with a back injury 
could significantly impact your operation. You could 
run into scheduling issues with other team members 
who have to backfill. Or, you could run into challenges 
with respect to re-integration because once an MSD has 
occurred, the chance of recurrence is higher. And that 
doesn’t even take into account how debilitating it can 
be for the employee who has been injured.  

Prevention of these types of injuries is key. I’ve 
outlined a few things companies and employees can 
do to recognize and reduce the risk of MSDs but if 
you are unsure, consider an ergonomic assessment of 
your workplace. A qualified ergonomist can isolate 
the specific hazards and offer solutions to ensure your 
staff are working smarter, not harder. After all, work 
shouldn’t hurt. MM&D
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