Cadbury reveal the sweet taste of successful collaboration

By The Shippers' Voice ⋅ May 4, 2010 


Collaboration between manufacturers and retailers is a great idea, but can be very difficult to achieve, Philip Wood, Head of Distribution at Cadbury told delegates to a Shippers’ Voice Seminar at the Multimodal Exhibition, NEC in Birmingham
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“It is not as simple as it might at first appear,” he said. “Companies have different systems, processes and procedures.  And the customers often also need to be educated, for instance to separate category buying by specific locations. It will only work for certain customers on certain customer delivery points.”

He cited two examples where Cadbury is collaborating. It has taken about 12 months to set up a joint service with Premier Foods even though the two companies have the advantage of having a location on the same shared user site.  The innovation will allow both companies to offer a more frequent delivery to their customer in common – a supermarket in the north of England called Booths.

Alan Waller, Chairman of ELUPEG (European Logistics Users, Providers and Enablers Group) says that while no one is suggesting that it is simple, it is an important aim. He said the first thing to find is a champion within each company. “It is not in any one’s job description to find a collaborator. We all know that it can be difficult to get collaboration between different parts of one company, let alone with another company – and then if it’s a competitor….”

Brian Bolam, founder of OmPrompt, says it is all about people and having a shared vision. And he stressed that companies should not waste years trying to find the perfect solution. “Accept that it works at some level and get started.”

He also warned that if industry does not make changes to reduce empty running and carbon emissions, they will be forced into making changes by government. “If we don’t solve it, we will be told how to do it in ways we don’t like.”

Larry Woelk, Director International and Business Development, BIS Henderson,  said there are good reasons for collaboration: “Its’ more efficient, gives more frequent delivery, lowers costs –and it’s greener.” But he acknowledges that it can be hard for the operations team to convince the marketing team who are protecting the brand, that collaboration with a major competitor is a good idea.

Alain Beerens, Managing Partner, Groenewout Consultants & Engineers, outlined a plan for the Fresh Corridor in the Port of Rotterdam. This would create a central hub for the fresh fruit and vegetables coming into Rotterdam – by sea or by road from southern Europe. This would increase opportunities for barge and rail deliveries into Germany and Scandinavia as well as efficiencies for local deliveries in the Netherlands.

He was more optimistic about collaboration. “If AC Milan and Inter Milan can both play in the same ‘home’ stadium, then there has to be other competitors who can work together.”

After the session, host and moderator of the Shippers’ Voice Seminars, Andrew Traill, said, “I think we can conclude from this presentation and the many others we have heard today and yesterday, that collaboration is extremely worthwhile but a very a big challenge for those that go down this route. Perhaps people, including myself,  have previously treated collaboration too lightly, and something that everyone should and could do easily. Listening to Elupeg representatives and members I have perhaps a more realistic perception on it now.”

Dr Traill continued, “Shippers have a lot they can learn about how one finds the right partners with whom they can collaborate; Elupeg seems to me to be a good place for those interested to start; but I also think that we should be looking for tools to make it easier to find ideal partners, rather like a ‘dating agency’ concept: and like all relationships, we might also need an equivalent to  ‘marriage guidance counselling’ to ensure the relationships last, because so much of this depends on trust between the partners, and a huge investment in time, systems and other resources.”

