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UCH has been said about
the disruptions and im-
pacts caused by

Covid-19. As the world starts to
open up and recover, supply chain
delays continue for a variety of
reasons, be it a shortage of compon-
ents, delays in shipping, as well as
the continued high price of ship-
ping. Companies have to react to
both changing macroeconomic
factors and technology transforma-
tion at the same time.

To some extent, these trends are
interrelated. A recent report by Citi
and the Economist Intelligence Unit
(EIU) showed that global supply
chain managers have put in more
effort in digitalising their supply
chains since the pandemic started.

Out of 175 managers surveyed,
32.5 per cent spoke of increased in-
vestment in digital tools or pro-
cesses. Forty per cent of managers
in Asia spoke of increased digital-
isation investment, more than in
Europe and North America.

More than ever, visibility and
new channels to access customers
and suppliers are critical to re-
sponsiveness and resilience. There
is a pay-off to that digitalisation, in
both creating efficiencies, as well
as gaining new customers and cre-
ating new business models.

Simplifying the digitalisation
approach

One potential area is in helping
small and medium-sized enter-
prises (SMEs) in Asia gain technical
capabilities is digitalisation. These
SMEs may recognise the need for

transformation, but lack the re-
sources to do so.

They may not see the benefits of
paying for software and system in-
tegration efforts immediately. In
many cases, hew [T and technology
projects can also be time-consum-
ing for management and staff. The
pain can be lessened with a simpler
digitalisation process.

Adera Global's subsidiary Nufin
Data provides supply chain finan-
cing based on verified invoices. As
many of the smaller suppliers did
not have system integration capab-
ilities, Nufin started the companies
with uploading their invoices in
PDF format into a cloud-based sys-
tem for verification.

By providing an option for a
small-step approach to usage of
the financing platform, Nufin made
the onboarding of small suppliers
easier.

Suppliers can also connect to
the platform via system integration
to get a seamless digital document
flow. This allows companies to
send electronic invoices to the buy-
ers, while also using the invoice for
supply chain financing.

An increasing number of solu-
tion providers are providing soft-
ware on the cloud, with Software-
as-a-Service business models.

Customers pay monthly sub-
scription fees based on tiered
levels of usage by number of users
or number of applications. Mainten-
ance and upgrades are taken care
of at the back-end, transparent to
the customers. These are low entry
ways in which SMEs can try out and

use new solutions to assess the plat-
form’s suitability before making
further commitment.

Creating new channels to access
customers

Companies can also look at new
ways to reach customers. Nike has
over the last few years tried to in-
crease its proportion of direct
sales. From selling through distrib-
utors and refailers, it is now shift-
ing to generating more direct sales
on its own digital and retail stores.

This allows it to better under-
stand and respond to customer
needs, as well as improve its profit
margins. Despite the impact of the
pandemic on retail stores, the com-
pany reported its best historical
quarterly results in 2021.

Another method to increase
sales is to make it much easier for
the customer to make a purchase.

SCash is a Singapore-based star-
tup which provides software apps
for retailers to create mobile shop-
fronts via QR code easily. This initi-
ative was started as many of the
small retailers were not familiar
with the use of computers, and also
did not have enough time to cater
to tourist groups coming in to pur-
chase items.

The QR codes created for indi-
vidual products can be scanned for
purchasing. This makes the pur-
chasing process easier for con-
sumers, rather than purchasing on
the website. The products and QR
codes can also be publicised on the
retailers’ own social media groups.

This helps them in digital mar-
keting to their own specific net-
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Companies are continuing to innovate on supply chains. While these initiatives are ongoing, Covid-19 has also
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accelerated the adoption of new technologies and made the need for visibility and adaptability more urgent.
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More than ever,
Visibilit?! and new
channels to access
customers and
suppliers are critical
to responsiveness and
resilience. There is

a pay-off to that
digitalisation, in both
creating efficiencies, as
well as gaining new
customers and creating
new business models.

work. This could be more cost-ef-
fective than trying to break
through on social media where
there are many companies enga-
ging in digital advertising to get
consumer attention.

Improving response time to
market changes

Such digitalisation initiatives not
only improve efficiency of the busi-
ness processes, they also help in
creating new value and business op-
portunities.

Fashion Deepblue Technology is
a company based in the United
States and China that aims to sup-
port companies in the retail supply
chain from design to market. It
provides a data-driven platform us-
ing artificial intelligence and in-
dustry expertise to predict fashion
trends by analysing fashion shows,
social media, pictures and articles.

This information can be custom-
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ised for specific types of clothes or
countries. This helps store owners
with their merchandising, and
clothing manufacturers in creating
samples, allowing them to respond
faster to changes in customer de-
mand. It also provides a collaborat-
ive platform where companies can
track their store and assortment
performances.

Companies are continuing to in-
novate on supply chains. While
these initiatives are ongoing,
Covid-19 has also accelerated the
adoption of new technologies and
made the need for visibility and ad-
aptability more urgent.
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