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Practical Analytics in Supply Chains - How to Use Your
Data to Make Business Better
Andrew Stephens (Resolve)
Many businesses don't use their data further than operational reporting.
There is also a large leap to pure data science. This talk will discuss
the step between reporting and data science - practically using data in
better ways through visualisation and "general" analytics to assist
businesses make better operational, tactical and strategic decisions.
Don't expect algorithms and complex formulas, but rather how to get
value from data quickly for the manager in a supply chain business.
Sharing my experience starting an Analytics as a Service business unit
at Resolve
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Experience
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South Africa:

South Africa:

England:

• ABI (Coca-Cola) (Beverage)
• Unilever (FMCG)
• Nestlé (FMCG)
• Amka (FMCG)
• Johnson & Johnson (FMCG)
• Beacon (FMCG)
• Cadburys (FMCG)
• National Brands (FMCG)
• Amka (FMCG)
• Clover (Dairy)
• Montic (Dairy)
• Bonnita (Dairy)
•Albany Bakeries
• Premier Milling (Baking)
• Bokomo Bakeries
• Nulaid (Produce – Eggs)
• South African Breweries (Beverage)
• Stellenbosch Farmers Winery (Beverage)
• Steinhof (Furniture)
• Nampak (Packaging)
• Reclam Group (Scrap Metal)
• Saint Gobain (Construction)
• Illovo (Sugar)
• The Cold Chain (Frozen and Chilled)
• Vector Logistics (Frozen and Chilled)

• British American Tobacco
• Delta Motor Corporation (Automotive)
• Cape Town City Council (Government)
• Afrox (Gas)
• Easigas (Gas)
• Messer Fedgas (Gas)
• Air Products (Gas)
• PFG (Building and Auto Glass)
• Allied Publishing (News and Media)
• SAPPI (Paper)
• Fidelity Guards (Assets in transit)
• Coin Security (Assets in transit)
• International Healthcare Distributors
• Alpha Cement
• Seally (Furniture)
• Engen (Petroleum)
• Imperial Logistics (3PL)
• DHL / Exel / T&B (3PL / 4PL)
• Super Group (3PL / 4PL)
• Barloworld Logistics (3PL / 4PL)
• City Couriers (3PL / 4PL)
•Spar (Retail)
• Shoprite (Retail)
• Clicks (Retail)
• Pick ‘n Pay (Retail)

• Gillette (FMCG)
• Unilever (FMCG)
• Hewlett Packard (Electronics)
• Saralee (FMCG)
Middle East:
• Petroleum Development Oman
• Pepsi (Saudi Arabia)

What is Analytics
Time, Resources and Focus

Opportunity

your Organize
tell
it and
can
story
a
data you

Data Analytics allows you to become data driven organisation
that knows how and where to drive real business value
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Data Science
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Analytics
Supply Chain Operations

- Efficiency

- Cost to Serve
- Inventory

Operations

- ROI

Finance

Sales
- Forecasting
- S&OP
- Sales targets
- Service Levels vs
- Product performance
Cost impact
- Inventory
- Customer performance
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Data Discovery
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Analytics: Getting value out of Data
Source: Microsoft
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What We Do
Analytics as a Service

WHAT?
DATA

HOW?

What
happened?

INSIGHTS

ACTION

Why did it
happen?

What will
happen?

WHY?
VALUE
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Value Creation
Trade-off Triangle

What does the “VALUE” that we create look like?

Lower Out-of-stock

Lower Out-of-stock

Lower
Cost

Lower
inventory
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Lower
Cost

Lower
inventory

Tips for achieving value
Learning

Have an objective or goal – even if high level
This will at least give the project direction to add value, if there is no value why is
there a project?
Investigation is different to research
Examples could be:
Transport cost seems to be increasing – why?
Our inventory holding is getting out of control – what do I do?

Have a project sponsor – someone who understands the value to analysing data (but
may not have the skill set) and can give direction to analysis
They are the key person to take the findings and unlock the value in the business
They need to drive the actions
Visualise the hard work
Not everyone “speaks” data and numbers
Pictures really should speak 1,000 words in this game, and if its visually
appealing and neat people will pay attention
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Example

Total
Change

2015
2016
Cost to
Revenue
Cost to
Revenue
Serve
(R200/Case)
Serve
(R210/Case)
R 347,800 R
16,540,000 R 386,200 R 18,900,000
111%
114%

Our Revenue has increased more than
our cost so we are heading in the right
direction right?
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Example

Total
Change

Cost to
Revenue
Cases
Serve
(R200/Case)
82,700 R 347,800 R
16,540,000

Cost to
Revenue
Cases
Serve
(R210/Case)
90,000 R 386,200 R 18,900,000
109%
111%
114%

Volume is up 9% and Revenue 14% so
it’s seems to be both a price and volume
increase, but our cost has gone up 2%
more than volume – does that mean we
have operational in-efficiencies???
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Example

Total
Change

Cost to
Revenue
Cases
Serve
R/Case
(R200/Case)
82,700 R 347,800 R
4.21 R
16,540,000

Cost to
Revenue
Cases
Serve
R/Case
(R210/Case)
90,000 R 386,200 R
4.29 R 18,900,000
109%
111%
102%
114%

If we look at a cost per case, actually it has
only had a marginal increased and actually
beats inflation, so we can deduce that our
operational teams have improved efficiency
to fight inflation and prevented cost in the
business!
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Example
2015

Customer 1
Customer 2
Customer 3
Customer 4
Total
Change

Cases
45,000
3,800
7,900
26,000
82,700

Cost to
Serve
R 135,000
R 45,600
R 63,200
R 104,000
R 347,800

R/Case
R
3.00
R
12.00
R
8.00
R
4.00
R
4.21

2016
Revenue
(R200/Case)
R
9,000,000
R
760,000
R
1,580,000
R
5,200,000
R
16,540,000

Cases
55,000
4,000
8,000
23,000
90,000
109%

Cost to
Serve
R 170,500
R 52,800
R 64,000
R 98,900
R 386,200
111%

But how do we improve further? In detail we
can see Customer efficiency, Customer 1’s
volume increased substantially and their cost
only by 3.3% beating inflation. Customer 2
however was a minor volume increase for a
10% cost increase etc etc…. We can find the
reasons by drilling down
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R/Case
R
3.10
R 13.20
R
8.00
R
4.30
R
4.29
102%

Revenue
(R210/Case)
R
11,550,000
R
840,000
R
1,680,000
R
4,830,000
R 18,900,000
114%

Practical Tips to find value
Try and understand big value vs. small value items and prioritise
accordingly
Example: Vehicle tracking gathers a lot of data (big data). Therefore Data
Scientists will love this as the data is fairly accessible and reliable as its
gathered through devices and not manual interaction. Analysing this data
and finding anomalies will help identify drivers poor performance or a
gearbox that might break.
So we can improve how the 12 trucks in a fleet are being driven. There
will be savings but it will be relatively small compared to understanding
that planning is poor and we can do the job with 10 trucks rather then 12.
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Practical Tips to find value
Use ratios or indexes and compare them in the same data set
Don’t just use standard ratios such as “volume per drop”, build your own
ratios that would not normally be reviewed e.g. # Customers with 10km to
understand density of physical delivery universe
Most business people can relate to ratios for comparative purposes –
accountants love them and a lot of management are CA’s
They can be displayed several ways visually

Indicators (KPI’s) to
identify out of
bounds transactions
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Maps to find
geographic
anomalies

“A histogram always tells you something!”
Example with demo data
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Practical Tips to find value
Show data and results over time!
Snapshots of data can give you a picture at a point in time and do add
value, but seeing them change over time gives indication of patterns
Most people just review a monthly or weekly results report, few people
string those snapshot results over time (believe it or not…)
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Inventory over time example

Vs
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Thank You!
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