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BLOCKCHAIN
The new buzzword in town has 
been launched on the world 
by the cryptocurrency Bitcoin.  
Blockchain is the underpinning 
technology that maintains the 
Bitcoin transaction ledger.

By design, anything recorded 
on a blockchain cannot be 
altered, and there are records of 
where each asset has been. So, 
while participants in a business 
network might not be able to 
trust each other, they can trust  
the blockchain.  The benefits 
of blockchain for business are 
many, and include reduced 
time (for finding information, 

settling disputes and verifying 
transactions), decreased costs 
(for overhead and intermediaries) 
and alleviated risk (of collusion, 
tampering and fraud).

This technology has the potential 
to provide a new and immutable 
level of traceability and enable 
frictionless transactions like we 
have not seen before.  However, 
there are still obstacles to 
overcome before we see large scale 
adoption: standards definition, 
cost factors involved due to the 
high computational power needed 
to enable a blockchain, and as with 
any network effect to take off, buy-
in from multiple stakeholders.

TECHNOLOGY TRENDS 
VISIBILITY ACROSS THE 
NETWORK

The term ‘Physical Internet’ was used 
for the first time in the domain of 
logistics in June 2006, on the front 
page of The Economist (Markillie 2006) 
issue devoted to a review of logistics 
practice.

The Physical Internet was defined as an 
open global logistics system founded 
on physical, digital and operational 
interconnectivity through encapsulation, 
interfaces and protocols.

For those who can embrace and take 
advantage of it, this goldmine of 
information is a very exciting prospect.

Achieving the level of collaboration 
needed to evolve towards a fully 
functional Physical Internet will require 
a significant change in business and 
managerial mindsets. Companies 
will have to redefine the competitive 
landscape as they join forces with other 
enterprises – including their rivals – to 
develop the Physical Internet.  This 
demands innovative, open and bold 
conversations.

By using collaborative tools, businesses 
can create strong partnerships across 
sectors and geographies to secure their 
success for the future.

THE WINCANTON GUIDE TO THE DIGITISED SUPPLY CHAIN     TECHNOLOGY TRENDS



IB
M

 W
at

so
n

IBM
IBM is working with large food 
suppliers like Walmart, Dole 
Food Company and Nestlé 
to incorporate blockchain 
technology into the global food 
supply chain.

Blockchain technology can 
quickly track a product’s 
progress from farm to store shelf.
The technology offers a more 
efficient way to figure out 
when and where food items 
are contaminated, which can 
help producers an public health 
officials limit contagions. 

IBM has already started testing 
out the technology with Walmart, 
which was able to track a product 
from a farm all the way to its 
store shelves. That tracking 
process, which historically 
has taken days or weeks, took 
seconds.

TECHNOLOGY TRENDS 
DISRUPTIVE TECHNOLOGY 
FOR LOGISTICS 

ISS
The traditionally reactive 
facilities management sector 
is undergoing revenue and 
experience-led disruption 
through IoT innovation.  
Services in buildings are 
scheduled whether required or 
not, and waste was an issue for 
ISS and their clients.  

Partnering with IBM, ISS 
integrates and analyses data 
from millions of devices and 
sensors embedded into its 
buildings – including doors, 
windows, chairs, meeting rooms, 
dispensers and air conditioning 
systems. Data is uploaded 
onto IBM’s Watson IoT cloud 
platform and its cognitive 

computing technology learns 
from it, helping ISS to optimise 
its services and further its 
understanding of how people 
use buildings.  The buildings 
work for people, predicting 
what is needed for an improved 
experience.  Clients have 
complete transparency of how 
space and staff are utilised. 

The efficiencies and experience 
delivered has been a source of 
new revenue and led the way for 
the sector as competitors have 
prioritised IoT projects of their 
own, and as the sector shifts from 
managing facilities, to better 
partnership, collaboration and 
innovation.
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SCENE SETTING
DATA, THE FIFTH ASSET

Traditionally asset-based logistics 
providers have relied on four primary 
assets: trucks, warehouses, people and 
IT foundation.   

As part of the digitised supply network 
there is a fifth asset: data.  And like 
other assets, we should look to 
optimise this to reap maximum value.

RFID was originally designed to improve 
inventory accuracy, but we are now in 
an environment where 30 billion things 
are constantly communicating what is 
happening.   

Businesses generate data with every 
transaction they make, both internally 
and externally, but on its own the vast 
majority of this data is left untapped.  

Raw data by itself has few or no 
applications. No decision can or should 
be made without first organising and 
synthesising it. 

The difference between success and 
failure will lie in how data is used.  With 
increased transparency, seasonal trends 
and operational demands can be met 
more efficiently.

Data sharing allows item tracking 
throughout the supply chain, delivering 
the visibility challenge which we have 
always shared with our customers.

Better visibility will also open up new 
opportunities, long-term growth 
partnerships and potentially entirely 
new business models.
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“One of the biggest opportunities for 
the industry, is in successfully utilising 
data.”

             Andrew Gulliford, COO 
SEGRO

“The future is definitely data.”
Richard Gifford, CIO

Wincanton

“Every CEO should consider themselves 
a data owner.”

Carl Allen, Senior Manager
IBM Global Business Consulting 

Data fuelled insight 
delivers experiences that 
create value making rather 
than costing money.

Pivotal to problem-solving and  
decision-making in our digital ecosystem 
is the processing of data, information 
and knowledge.  

Information is derived from organising 
data; knowledge is extracted from 
synthesising information. 

Data is driving the new logistics service 
mindset, enabling companies to connect, 
collaborate and engage with their clients 
seamlessly in order to improve the speed 
and quality of service.

Data used to be about volume, 
collecting whatever we could, but the 
business opportunity now lies in the 
variety and value of this data.
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At the heart of every powerful 
digital strategy lies the 
desire to make things better 
for customers.  Operational 
excellence alone will not suffice. 

Competitive advantage may have 
been won or lost by marginal 
differences in speed and accuracy, 
but there is a new expectation of 
experience.

For a digital generation, 
anticipating their needs is only an 
extension of good service; which 
learns from previous behaviour, 
appreciates context and uses 
previously unconnected data to 
improve predictions made.  

People are expecting to work with 
companies that can anticipate 
their needs and make helpful 
suggestions without being asked.   
Amazon has declared its intent 

to ship your products before you 
even know you want them.  This 
may sound unnerving, but, it is 
not new.  The history of 
shopkeeping reminds us of local 
stores, where an owner drawing 
on what he knew or could quickly 
deduce about the customer, 
would locate the perfect product 
and, often, suggest additional 
items the customer hadn’t even 
thought of.  This may sound like a 
dated and quaint scene but when 
time is against us all and we are 
bombarded with information we 
are frustrated when store staff do 
not have insight and information 
to offer this ‘old fashioned’ 
personal touch.

The ability to both manage 
existing customer data effectively 
and deploy new machine learning 
algorithms to make predictions is 
increasingly important.

Better predictions, lead to stickier 
contracts and better lifetime value 
of a customer.

As expectations continue to 
rise, the company that can’t 
efficiently and effectively 
respond by  transforming  
customer data into personalised 
and predictive customer 
experiences is at risk of 
disruption by new technology-
powered innovators.

“I expect my teams to focus on 
the customer.  They are central to 
everything we do.”

Jonathan  Shortis, Director of Energy
Wincanton

SCENE SETTING
CLOSE THE GAP

“Retail Logistics capability has to 
evolve quickly in order to keep up 
with customer demands, to satisfy 
home delivery requirements and 
responsiveness to replenish ever 
decreasing levels of inventory in 
stores. In our business it’s all about 
determining the correct and most 
efficient fulfilment route to provide 
the customer with the best possible 
experience, in store or otherwise.”

Neil Firth, Supply Chain Director
Majestic Wines

Only by working in a 
network of connected 
assets, where customers 
and partners share data, 
can we generate new 
insights and deliver 
happier customers.
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NEXT WEEK

Technology is an enabler of change. But digital transformation will 
only be effective if it is driven by people; leaders who can drive cultural 
change within an organisation.

 This next instalment examines how behavioural change, both within 
and outside a business, is the only way to disrupt the status quo.

5.
DIGITAL  
TRANSFORMATION  
IN THE  
WORKFORCE
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Get in touch 
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