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Literature review
This part will contain all appendices used for literature review.

Appendix I Collaborative Process Innovation tools

The tools elaborated on here are:
Advance demand information
Collaborative planning forecasting and replenishment
Continuous replenishment planning
Demand Chain Management
Efficient consumer response
Electronic data interchange

Every day low cost

Just in time

Lean manufacturing

Point of sale

Vendor managed inventory
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Advance demand information

Advance demand information concentrates on establishing a relation between a supplier and a
customer in which orders are passed through the supply chain as soon as they reach a certain level of
certainty. This way, suppliers are better able to plan production and do not need as much buffer
capacity. In business o business relations, retailers may share their forecasts with the supplier.
Consequently, this information may serve as an action to reserve capacity, and hence the supplier can
devise a probability structure to estimate their conversion into customer orders. Vendor managed
inventory environments is a typical example, but also collaborative planning forecasting and control is
a good example (Tan, (2002)).

Collaborative planning forecasting and replenishment

According to the voluntary inter-industry commerce standards (VICS), collaborative planning
forecasting and replenishment is a business practice that combines the intelligence of multiple trading
partners in the planning and fulfillment of customer demand. CPFR links sales and marketing best
practices, Examples of best practices are category management to supply chain planning and
execution processes to increase availability while reducing inventory, transportation and logistics
costs. A detailed description of the concepts is depicted in figure 1.1, in which the block arrows show
the collaborative part of the cooperation between a retailer and a manufacturer. When attention is
paid to the different focus areas of the different actors, it shows that a few ideas are already mentioned
in the context of other tools. For instance, category management was already mentioned as one of the
core practices of Efficient consumer response. Vendor managed inventory and joint managed
inventory were used as inspiration to create the CPFR tool. Van Goor et al. (2002) even claim that the
only new aspect to the concept of CPFR is the collaborative forecasting. ‘

CPFR originated around 1990 in the United States and is implemented by various, mainly large
companies since. Originally CPFR was designed for the consumer packaged industry, but the
automotive embraced the concept as well. The CPFR initiative has been driven by Wal-Mart. After a
successful pilot between Wal-Mart and Warner Lambert, a VICS subcommittee was established to
develop the proposed CPFR standard for the industries mentioned above. A survey about the state of
CPER conducted in 2003 by Retail Systems Alert Advisory, is recommended.!

1 http/fwww retailsystems.com/Advisory/CPFRsurvevanalysis.pdf Last checked on 19-09-2005.




The benefits from CPFR are improved forecast accuracy and operational efficiency.

Figure 1: Collaborative planning forecasting and replenishment

Continuous replenishment planning

Continuous replenishment planning (CRP) represents inter-organizational coupling, in which firms
interconnect their business processes with those of suppliers and customers by using advanced
information technologies. The inter-organizational coupling enables firms to benefit from increased
control over environmental uncertainty without vertical integration. It is also used to establish
stronger channel relationships between up-stream and down-streamn firms in the value chain (Clark
and Lee (2000). Furthermore Clark and Lee (2000) claim that CRP is a vendor-managed inventory
program that completely eliminates the need for product orders in the channel. Instead of orders,
retailers transmit data to the manufacturer on retail warehouse inventory levels and retail sales at
their stores. Using this data, the manufacturer determines what products to ship to the refailers’
warehouses in order to maintain mutually acceptable retailer inventory and stock out levels.

This concept originated because of a shift from vertical integration towards outsourcing. The shift
from vertical integration towards ouisourcing could be explained by the development of information
technology capabilities. Buying was preferred over producing because the uncertainty surrounding a
transaction, which increases the transaction costs, could be migrated by the superior capabilities of
information technology. One of the early adapters of CRP is Procter & Gamble, who implemented the
concept, supported by EDI and an every day low costs pricing strategy discussed in paragraph 1.2.10.

The concept of continuous replenishment planning is mainly adopted by the retail industry. The retail
industry is really suited for continuous replenishment, because most products have a limited storage
life, which implies that low inventory levels are preferred. CRP tries to avoid stock points at the
interface of two companies and tries to develop a continuous flow. Therefore every product sold is
registered, and once a day (or even more often) the exact amount of products sold are delivered at the
store. (Clark and Lee (2000))

One of the consequences of implementing CRP is that the retailer becomes very dependent on the
supplier. However, the supplier can only deliver on time when he gets the demand information as
5



soon as possible. Therefore the supplier becomes equally dependent on the retailer. This mutual
interdependence argues for a more intense cooperation. So a restriction for implementing CRP is a
strategic relationship between both actors.

Demand chain management

In November of 1973, Ito-Yokado Group (IY) entered into an agreement with U.S.-based 7- Eleven,
Tnc. {formerly The Southland Corp.) to introduce the convenience store concept. Initially, the product
mix was based on the fastest-selling supermarket items and items that would be consumed within one

hour of their purchase. However, consumers demanded something new and store performance was

showing it. The majority of merchandise in stock was not being sold and the cost for carrying this

dead stock was enormous. Realizing that demand is constantly changing, the company began to think
like the consumer. A manual system was developed that could identify specific customer needs at the
local store level and anticipate the impact of their sales. In addition, this “demand information” was
communicated throughout the franchise. In 1975, a decision was made to automate this system and
enable the online exchange of order information between stores and suppliers. The outcome was
remarkably faster moving merchandise, resulting in a 40% decrease in stock, and streamlined

logistics.

DCM's core competency is the continual alignment of products and services to match ever-changing
customer demand. The principles of Demand Chain Management complement traditional supply
chain management efficiencies by optimizing the demand chain from consumer to individual store to
distribution center(s) to corporate headquarters and continuing on into the supply chain.

The bottom line benefits of demand chain management include increased profitability, revenue and
daily sales and reduced inventory, lost sales, waste and write-offs. In today's environment, this
translates into increased profits, operating capital and a tremendous competitive advantage.2

When suffering from highly volatile demand, long lead times for product development, and short
product life cycles, customer demand forecasting becomes quite important. Having better insight into
demand not only leads to better operational efficiencies, but also helps ensure maximum ability to
increase demand through more informed promotion, pricing, merchandizing and other activities.
Demand chain is a leading driver that helps to create the efficiencies in operations, procurement, and
supply chain. Squeezing penny savings here and there from procuring components via more efficient
supply chain management is useless if a bad demand forecast leads the company to make more
products than needed and then run inventory costs that overwhelm any SCM savings.

DCM is a process of viewing and analyzing the most recent and accurate data available product by product,
customer by customer, with granular data all the way down to the individual sales account level. Add to that
an ability to create "what i scenarios and to coilaborate across business departments on these scenarios,
and then the predictions of demand become more timely, more accurate and more powerful than ever

before. Demand-driven strategies rely on fast turnover cycles, low inventories and quick response of
the supply network as well as real visibility across the supply chain (Cassivi et al., (2004)).

This concept is not a wide spread phenomenon, probably because it only offers a line of thought,
without providing clear acts. Furthermore it is likely that companies who actually use this tool use
another name, because this concept is quit similar to the ideas used in other concepts.

Efficient consumer response

The concept of efficient consumer response is mainly used in the grocery industry. It originated in
1992 in the United States. The three pillars of ECR are:

z www.dcmsolutions com Last checked on 19-09-20035.



« Providing consumer value.
« Removing costs that do not add value.
« Maximizing value and minimizing inefficiency throughout the supply chain.

To implement ECR, distributors and suppliers are making fundamental changes in their business
processes using high tech technology tools. Their goals are clear:

« Provide consumers with the products and services they want.

» Reduce inventory.

« Eliminate paper transactions.

« Streamline product flow.
The ECR movement is a voluntary and an industry wide effort. It is not narrowly focused on one
particular aspect of the grocery industry, but rather its goal is to raise the performance levels across
the entire industry. Although it is extremely unusual for an industry as a whole to perform a self-
examination of its processes and procedures, recommend improvements and adopt those
recommendations, this is exactly what is happening under ECR. It should also be noted that the
concept is so compelling from a business perspective that ECR is not only underway in the United
States, where the movement started, but also in Canada, Europe, Australia and parts of South
America.

Although an unusual occurrence, it is not without precedent. Prior to ECR was an industry wide effort
by US. general merchandise retailers called Quick Response (QR). OR focused on shortening the retail
order cycle: the total time elapsed from the point merchandise is recognized as needed to the time it
arrives at the store.

ECR builds on QR techniques but addresses a much wider scope of issues. Not only is the order cycle
addressed, but so is a wide variety of business processes involving new product introductions, item
assortments and promotions. The key enabling methods are similar however. ECR uses technology to
improve every step of the cycle (or business process), which results in making every step faster and
more accurate. ECR also uses collaborative relationships in which any combination of retailer,
wholesaler, broker or manufacturer works together to eliminate inefficiencies and reduce costs by
looking at the net benefits for all players in the relationship. The idea is that true efficiency comes only
when overall costs are reduced for all the parties in the relationship.

The ultimate goal is to drive the order cycle and all the other business processes with point-of-sale
data and other consumer-otiented data, giving an accurate read on consumer demand. This data is
passed by way of EDI to the manufacturer so products can be made in quantities based on actual
consumer demand, and then distributed to the end consumer in the most efficient manner - hence
Efficient Consumer Response.?

Electronic data interchange

EDI is the computer-to-computer exchange of structured information, by agreed message standards,
from one computer application to another by electronic means and with a minimum of human
intervention. Itis used in business to business relationships.

Despite being relatively unheralded, in this era of technologies such as XML setvices, and the internet,
EDI is still the engine behind 95% of all electronic commerce transactions in the world. However the
alternative intranet is used more and more. Intranet is a site (like internet) which can be used for
sharing information. The difference with a common internet site is that companies/individuals who
are not involved in managing the supply chain, are denied access.4

3 Food Marketing Institute
4 http.//encvelopedia thefreedietionary.com Last checked on 19-09-2005.



Organizations that send decuments to each other are referred to as "trading partners” in EDI
terminology. The trading pariners agree on the specific information to be transmitted and how it
should be used. The most common use of EDI is for continuously sharing customer demand
information with supplier(s), which shortens the reaction time of the supplier(s). Most research about
EDI arrived at the same conclusion, EDI has a positive influence on the accuracy and the speed of
processes, compared to non electronic data-interchange. Research even shows that EDI could be a

competitive advantage.

It is important to notice the difference between EDI and POS. EDI is used for the exchange of
information between two players, instead of all actors within the supply chain, Furthermore, EDI is
used for all kinds of other information besides demand information. And the demand information
does not necessarily have to be the end customer's demand. EDI is often used as a support tool for the
concepts just-in-time, continuous replenishment planning and vendor managed inventory.

Every day low cost

Proctor and Gamble was the first company to adapt the concept of every day low costs in the fall of
1991. The major reason was the fact that the high number of promotions made consumers buy from
deal to deal, which had a destructive impact on brand loyalty.

Another reason for using EDLC was to reduce forward buying. Promotional deals have been widely
used by retail firms since the 1970's, during which the combination of high inflation, relatively low-
interest costs, and promotional discounts made the economics of forward buying very attractive for
retail firms. Retailers typically purchased products from manufacturers during the promotional
period and kept them in their warehouses to sell later at high prices. Retailers had become dependent
on forward buying as an important source of profits, and had emphasized "buying for profit" rather
than "selling for profit". However, reliance on promotional programs resulted in high demand,
artificially created by forward buying and increased inventory levels in retail warehouses. The
combination of promotional pricing and forward buying increased channel lead times and
exaggerated demand variations, creating dramatic inefficiencies in the channel (Lee et al., (1999)).

The concept of every day low costs tries to avoid the high-low buying and selling structure. Instead it
offers retailers an average purchase price. Cambell Soup Company (Cachon and Fisher, 1997) offered
retailers an average price equal to the average price paid, using the traditional pricing structure,
including all discounts realized through forward buying. This created a win-win situation, which
created the opportunity to further optimize the supply chain.

The concept of every day low costs is often implemented to support another concept like continuous
replenishment planning, or efficient consumer response. A concept that is almost entirely the same to
every day low cost is every day low price. Because of the large overlap this concept will not be
presented separately.

Justin time

This technique was first adopted by Toyota Motor Corporation of Japan as part of its Toyota
Production Systems (TPS). Japanese corporations could not afford large amounts of land to warehouse
finished products and parts. In 1950 Toyota solved this problem by implementing JIT. JIT could be
referred to as a management philosophy aimed at eliminating waste from every aspect of
manufacturing and its related activities. The term JIT refers to producing only what is needed, when it
is needed, in just the amount needed (Suzaki (1987)). It is a set of techniques to improve the return on
investment of a business by reducing in-process inventory and its associated costs. The process is
driven by a series of signals, or Kanban, that tells production processes to make the next part.



The result for Toyota was a factory that became the envy of the industrialized world. the just in time
philosophy has been widely applied in other segments of the supply chain in several types of
industries.

Just in time not only increases the return on investment, but also improves customer satisfaction by
shorter lead times and a more flexible supply chain. A flexible supply chain provides opportunities to
shift the customer order decoupling point upstream the supply chain, which gives the possibility to
make products on customer demand without the requirement of long lead times. Disadvantages of
just in time are the increase of costs for set up times, and that the process becomes more sensitive to
problems, because these cannot be compensated by safety stocks. '

When implementing JIT, it is important to have long-term relationships to be sure the right quality is
delivered on time. Because there is no slack left within the process, the whole production would have
to be stopped when a supplier does not deliver the components.

Lean manufacturing

The concept of lean thinking was just like JIT first implemented by Toyota, but the concept became
known all over the world through the book "The machine that changed the world" (Womack and
Jones (1990)).Lean Manufacturing can be summarized in five principles: precisely specify value, by
specific product, identify the value stream for each product, make value flow without interruptions, let
the customer pull value from the producer, and pursue perfection (Womack and Jones (1996)). Lean
manufacturing is about banishing waste, the concept has a broader view than the just-in-time concept,
because it does not only try to optimize the process, but the product as well.

To make full use of the concept, it has to be used during the design phase as well. The basic idea is to
reduce the cost systematically, throughout the product and production process, by means of series of
engineering reviews. The crucial insight is that most costs are assigned when a product is designed.
Often an engineer will specify familiar, safe materials and processes rather than inexpensive efficient
ones. Implementing lean manufacturing contains always weighing project risk against financial risk.
An often-used tool for evaluating the product design is quality function deployment, also known as
the house of quality. Quality Function Deployment (QFD) is a systematic method for tying product
and service design decisions directly to customer wants and needs.

The results that may be expected when implementing lean manufacturing is a product, which is
exactly according to customer wishes, nothing more and nothing less, and an efficient production
process. Because there are no slacks at all, the work in process would decrease dramatically, the lead
time will be improved, because the batch sizes will be smaller. Inventory costs will decrease.
Furthermore the material costs will decrease, because conscious decisions are made about the product
design.

Point of sale

Point of sale (POS) was initiated by Microsoft, NCR Corporation, Epson and Fujitsu-ICL and first
released in 1996. The term is often used in connection with hardware and software for checkouts. POS
systems started as UPC/EAN barcode reader systems, and have evolved into fully computerized cash
register systems. The main goal of POS is making the supply chain more transparent. The availability
of customer demand information through the whole supply chain implies the following, based on a
simulation (Baan et al. (2003)):

Amplification ratio
The amplification ratio indicates the extent of oscillation of the demand. The higher the amplification
ratio, the harder it will be for a supplier to forecast, and plan production. The amplification ratio will

9



decrease when using POS, because of a decrease in the Bullwhip effect>. In the normal situation the
producer bases his forecasts on the consumer demand and adds a safety margin to make sure he will
be able to deliver. Then the supplier will base his forecasting on the producers’ demand and also adds
a safety margin. So there will be a safety margin added twice. In the new situation using POS this will
not be the case because both the supplier and the producer will base their forecasting on the customer
demand, so a safety margin is only added once. Furthermore, without POS, the supplier received
customer demand combined over several days, because the manufacturer ordered in batches. This
also made the amplification ratio increase.

Suppliers delivery delay and order fulfillment ratio

Implementing POS, results in eliminating delays and distortions in the information suppliers need to
plan production and capacity. Therefore the suppliers delivery delay will decrease. However, when
the concept is not executed consequently, this will lead to disadvantages. Suppliers will not calculate
for the safety margin the manufacturer still adds to his part of the demand. Therefore the order is
more likely to be late, or not delivered at all because of an increased chance of a stock out. When
implementing POS, all actors must therefore be aware that communication about uncertainty, and
safety margins/stocks is important to perform according to target.

Work In Process (WIP)
The level of WIP will decrease because of a better planning of production at the supplier. Next to this

the WIP level improves, because one safety margin in the chain has become obsolete.

Inventory
There will be a decrease in the level of inventory at the producer. Because the supplier bases his

forecast on the customers’ demand the surplus of products in the supply chain; due to over estimating
demand, will disappear .

Vendor managed inventory

The final concept under discussion is vendor managed inventory (VMI). VMI originated around 1980
with mass merchants and "big box" stores that demanded vendors to shoulder the respoensibility for
monitoring sales and the subsequent reorder process. Today, VMI has spread to other industries,
including the automotive and hospiial categories. When implementing VMI, the supplier becomes
responsible for managing the inventory at the customers' site. This means that there will no longer be
any orders. With VMI it is not necessary that the supplier actually owns the stock, but in many
situations this will be the case. VMI assumes a complete and honest data exchange. Examples of data
that has to be known with the supplier are:

Inventory level

Expected demand or planned production schedules

Promotional activities
Insight into this information provides a lot of advantages. For instance, the supplier is able to better
align his own production. Less uncertainty about expected demand exists at the supplier, which
decreases the bullwhip effect. And a final advantage for the supplier is a decrease in emergency
orders, which results in a more stable production and transport planning. Advantages for the
customer are the fact that when implemented and executed right, there are always just enough
products available, so the service level increases. Next to this the lead-time will be reduced. Also
customers do not have to manage the actual purchasing of the products anymore, which results in a
decrease in administrative costs. Finally for the supply chain as a whole, the inventory level will be
reduced.

The concept of VMI is also known as supplier managed inventory, supplier managed and owned
inventory, joint managed inventory and co-managed inventory.

5 Fransco and Wouters (1999) Measuring the Bullwhip Effectin a Supply Chain
10
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Case studies

This part contains all appendices used for the case studies.

Appendix IV: Structured interview

Datum:

Plaats:

Afdeling:
Gesprekspartner:
functie:

Introductie
Agenda

Doel
Achtergrond
Aanpak

Andere bedrijven

Situatie Schets

Voor hoeveel producten is het ingevoerd

Wat voor een soort producten (strategisch?)

Met hoeveel leveranciers

Zijn zij de enige leveranciers voor dat product

Welke constructie (vendor owned?)

Welke afspraken zijn er verder gemaakt

Met welk doel is het ingevoerd (verwachte voordelen)

Is er rekening gehouden met de leverancier, en zijn mogelijke voordelen
Wie heeft wie overtuigd om VMI in te voeren, en was dit lastig

Zagen beide partijen het voordeel van VMI

Hoe verliep de implementatie (verschillende stadia, leereffect van andere projecten?)

Factoren

Informatie voorziening

Welke informatie wordt doorgegeven

Hoe vaak wordt informatie doorgegeven (vertraging)

Hoeveel aandacht wordt er besteed aan het opstellen van die informatie
{automatisch of handmatig?)

Is er van tevoren besproken welke informatie nodig is

Is er tijdens het project nog geévalueerd of dit de juiste info was

Samenwerking

Hoeveel contact is er, en in welke vorm, en op welk management niveau

In welke mate is er vertrouwen

In welke mate is vertrouwen belangrijk

Weerhoudt vertrouwen men ervan om belangrijke informatie doot te geven

Informatte verwerking
IT-systeem

15



Manier van doorgeven van informatie (via mail, edi, anders)
Is hierin geinvesteerd

aantal vertaalslagen nodig

foutgevoeligheid van het systeem

gevoeligheid voor vertraging

Personeel
Is er door invoering minder personeel nodig
Training, wie wanneer en met welk doel

Bespreking Prestatie indicatoren
zie bijlage

Bespreking verdere traject
benodigde informatie
vervolg gesprekken

Resultaten

‘Voordecl

table 3; potentlal results of a VMI tmplementahon
A S Opmerkmg

Minder fouten in gegevens

Hechtere samenwerking

toename in verkopen

Beter klantspecifieke planning

Hogere marge

Reductie van het bullwhip cffect

toename van de pauwkeurigheid van de
vraagvoorspellingen

Afname in bestelfouten en retouren

Befere planning van capaciteit bij de leverancier

Afname transport kosten

Minder stock outs

verhoogde turn over ratio van de voorraad

afname in planings- en bestelkosten

toename van service levels

Minder voorraad kosten

kortere levertijden

16
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Survey
This part contains all appendices used for the survey.

Appendix VI: Introduction letter

TU ie technische universitalf eindhoven

Eindhoven, 6 september 2005

Geachte heer/ mevrouw,

Ketenoptimalisatie is voor veel bedrijven nog steeds een belangrifke manier om
concurrentievoordeel te creéren en te behouden. Ketenoptimalisatie kan onder andere
leiden tot kortere time-to-market, lagere kosten en kortere lead times.

Vendor Managed Inventory (VMI) is een specifiek voorbeeld van ketenoptimalisatie. Het
is een concept waarbjj de Jeverancier de voorraad bij de klant beheert, met als doel de
totale kosten in de keten te verlagen. Het principe van VMI is dat leveranciers door hun
afnemers worden voorzien van gegevens over voorraadniveaus en marktvraag. Op basis
van deze gegevens kunnen leveranciers betere beslissingen nemen over voorraden en
leveringen, en kan suboptimalisatie in de keten worden gereduceerd. Deze vorm van
ketenoptimalisatie is ook bekend onder ncemers als "Supplier Managed Inventory”,
"Supplier/ Vendor Managed and Owned Inventory" en "Co-Managed Inventory”.

In de praktijk blijkt dat VMI niet altijd oplevert wat men er tevoren van had verwacht.
Vanuit de TU Eindhoven willen we middels dit onderzoek inzicht krijgen in het feitelijke
succes van VMI in de praktijk, en willen we in kaart brengen welke specifieke factoren
bijdragen aan het succes van VMI en in welke mate.

Om dit te onderzoeken is een vragenlijst opgesteld, waarbij zowel leveranciers als
klanten gevraagd worden naar hun mening over VMI. Wanneer u als klant of als
leverancier betrokken bent geweest bij een VMI project, wil ik u graag uitnodigen om
mee te werken aan dit onderzoek. Het vergt ongeveer 10-15 minuten van uw tijd, en als
tegenprestatie ontvangt u van ons een managementsamenvatting van de resultaten,
waarmee u uw voordeel kunt doen bij toekomstige VMI projecten.

U kunt de vragenlijst starten door op de onderstaande link te klikken:

http:/ / www.surveymonkey.com/s.asp?u=29261283344

Om de anonimiteit van uw bedrijf te waarborgen zullen de resultaten geaggregeerd
worden tot op het niveau van uw bedrijfstak. Het onderzoek wordt uitgevoerd door
Marloes Claassen. Wanneer u vragen heeft over dit onderzoek kunt u met haar contact
opnemen via email op mj t.claassen@student.tue.nl of per telefoon op 040 - 247 2434.

21



Wij danken u bij voorbaat voor uw medewerking.
Met vriendelijke groet,

Professor Dr. AJ. van Weele

INEVI Chair Purchasing and Supply Management
Eindhoven University of Technology
Institute for Purchasing and Supply Development (IPSD)

Wanneer uw bedbrijf niet betrokken is (geweest) bij een VMI project, klikt u dan op de

volgende link http://{jlsite.onward.nl/tue-enguete_vmi

Verklarende woordenlijst:

Communicatie systeem:
Systemen die gebruikt worden voor het doorgeven van informatie, denk hierbij aan
bijvoorbeeld EDI, web-based solutions, email etc.

IT-systeem/ informatie systeem:
Het overkoepelende systeem dat gebruikt wordt voor informatie beheer, denk hierbij aan
bijvoorbeeld SAP, ERP etc.

Opslingereffect/bullwhip effect:

Doordat er een vertraging plaats vindt in het doorgeven van vraaggegevens, en doordat
er onzekerheid is over de toekomstige vraag, wordt er door spelers verder upstream in
de keten meer veiligheidsvoorraad aangehouden.

Toelichting NEVI:

Regelmatig ontvangt NEVI een verzoek om medewerking aan diverse (promote-)onderzoeken.
Afhankelijk van professionaliteit, betrouwbaarheid en relevantie worden deze verzoeken wel of niet
ingewilligd. Fherbif stant voorop dat het mailbestand van NEVI-leden ruet aan derden ter
beschikking wordt gesteld; indien nodig geschiedt verzending door het NEVI kantoor in
Zoetermeer.

NB Mocht u niet tot de gewenste doelgroep behoren, dan kunt u dit bericht als niet verzonden
beschovwen.



Appendix VII: Results survey customer

1 Blok 1 van 5: Iriformatie
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3. Blok 2 van 5: Resources
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met deze
leverancier

" Ons bedriff is

fevreden met de.
presiaties.van

verwachiingen,
Ziinwe erg
tevreden over

“Vergéleken et |

tevreden metde |

nigt helemaal |

1% (1)

1% (1)

8% (6}

deze leverancier |

1% (1)

3% @) |

3% (2)

1% (1)

4% (3)

6% (4)

19% (14) | 21% (15)

14% (10)

25% (18)

21% (15)

22% (16)

17% (12)

36% (26)

17%(12)

36% (26)

33% (24)

3% (22) | 3% {2)

29% (21)

12% {9)

29% (21)

4% (3}

0% (0)

1% (1)

| deze leverancier | - - . N
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Voor _fangn‘jk'e :

De [everancie

Wanneer er
belangiijke
beslissingen
_-genomen
mosten worden

‘houdt dg -

leverancier
rekening.met
ofize belangen:
We kunnen er
op vertrouwen
dat anze
leverancier
carrect omgaat
met onze
verirouwlijke
informatie

.benodigdheden

en eisenkunnen |

weop steun van
onZe leverancier
) Kehen

We ziin ervan
overtuigd dat de
leverancier alie
cvereenkomsien
en afspraken
nakomt

is.niet aitijd
eerlijk en
oprechi naar

We kunnen er
op rekenen dat
de leverancier
zijn beloftes
akomi

op langé tefmijn {

doclenin'deze
. ra’ﬁe :

We zijn bereid
om tiid en
andere middelen

fe investeren in
de relatie mef.

deze leverancier

B We vmd de :

lange temiin
samenwerking

mit deze -
leverancier
belangrijker dan
onze winst op
korte termiin
We zouden

graag nog meer
zaken doen met

deze leverancier

Wil'nemen het
voor deze
leverancier op

wanneer |

buitenstaanders
kritiek hebben
op deze

1% (1)

1% (1)

1% (1)

1% (1)

1% (1)

1%:(1)

1% (1)

1% (1)

3% (2)

%@

3% (2)

3% 12}

4% (3)

11% (8) | 29% (21)

1% (1)

3% (2)

6% (4)

6% (1)

3% (2)

4% (3}

8% (8)

4% (3)

19%.(1) .

14% (10)

12% (9)

8% (6}

1% (1)

1% (1}

10% (7)

7% (5)

4%.(3)

28% (20)

11% (8)

17% (12)

15% (1)

20% (21)

18% (13)

14% {10}

10% (7)

24% (17)

40% (29)

33% (24)

leverancier | ]

33% (24)

22% (16}

A2% (23)

22% (16)

10%.(7)

26% (19)

31% (22)

31% (22)

18% (13)

25% (18)

35% (25)

[25% (18Y

44% (32)

39% (28)

8% (6)

33% (24)

38% (27)
40% (29)
3M%.(22)
19% (14)

18% (13)

36% (26} |

14% (10} |

10% (7)

4% (3)

0% (0)

11% (8)

12% (9)

1% (8)

11% (8). |

4% (3)

3% (2)
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Onze visie wat

betreft de relatie
komtovereen | 1% (1) | 1% (1) | 8% (4) | 28% (20} | 31%(22) | 31%(22) | 3% ()
met die van de
leverancier

nZ'eIen.'
wat betreft de . ] : |-
refatiekoment o iy 4 g1y | 7% G) | 20% 20 | 28% (20 | 20% (21)

overesn met die

v vande |
2 leverander{. .

5. Untitled Page

S Uw : '
contribulie.{ 4o, 4y 5% (4) 15% (11) | 46%(33) | 28%20) | 3%

confribufie
van uw
leverancier
aan de
felatie

T De
vobrdele
?J'zd‘;‘;‘; 1% (1) 3% (2} 10% (7). 42%(30) | 38%(27) 6% (&Y
Qntvam;i van ' '
deralalie

1% (1) 1% (1) 17%(12) | 48% (34 | 31% (22 1% (1)

De voordelen
die uw
leverancier 1% (1) 1% (1) 17% (12) 42% (30) 35% (25} 3% (2)
onhivangt van
de relatie

6. Blok 4 van 5: Het resultaat

het totaal aantal
verkochie

23%{15) | 8% (5)
voorraadkosten in 3% (2} | 15% (10} | 38% (25) | 34% (22}
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Cvanvraag | 2% (1) | 2% (1) | 3% (2) [ 48%(31) ] 20%(13) | 25% (16) | 2%.(1)
- voorsoellingen? I oo b S0 ERELRETS. ! ;
' het opsilingereffect

(ook bekend onder o o, 0 0 o 9
de naam bullwhip 2% (1) 1 0% (0} | 8% (5) |42%(27) | 28% (18) | 20% (13} | 2% (1}
eifect)?

(" de mate waarop we .

kunneningnelenon 1 o o 1 .0 o o 15 -' . .c . e nor 1a
-'iuﬁieke-’wet;'_s'en:.van_ 2% (1) [ 0% @) .1 1:1%’-(.’._)-_.: 49% (32 ‘9% (6) 1 23%(i5) | 8% {4)

| 40% (26)

gegevens zoals
bijvoorbeeld
vasnd? ‘

o Het]
introduceren |-
van VMJ was )

0% (0). | 15% (10) | 28% (18) | 25% (16} | 31%(20)

2% | 0%:(0)

VM heeft
voor mij
meer | 3% (2) 0% (0} 3% (2) 17% (11} | 20% (13) | 32% (21} | 25% {16}
voordelen
dan nadelen ]

VIl heeft
x_ioorde-
‘e"emﬁg 3% | 2% 0% (0) | 25% (16) | 26% (17) | 31% (20) | 14% (9)
voordelen '
i dannadelen 4

ij ervaren

evenveel

voordelen

van VM als 3% (2) 2% (1) 6% {(4) 35% (23) | 23% (15) | 22% (14) 9% (6}
onze

leverancier
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7. Blok 5 van 5: Ailgemeen

Leverancier
{sla de

Collaborative

* Planning:
Farecasting and
Replenishment
. {CPFR
Efficient
Consumer

i Caontinuous
Replenishment | g

| orannk

[ Quick F esponse




‘Wij hebben.veel
informatie m.b.t.
voofdelen,
consequenties,
beperkirigen'en:
glternatieven
ingewonnen aver

.. VIt voordat we.
besloten het'{e,

van de
consequenties van
VM voordat we
VMI daadwerkelijk
geimpiementeerd
hebben

. e al v
rvaring met
verbeterinitiatioven
in samenwerking
met andere

1

vooroper in het
initieren van
verbeterprojecten
binnen de Keten

ervaring in nauw
samenwerken met.
" deze leverancier

van VM

Ook wanneer het
financieel minder
goed gaat, houden
we rekening met
de voordelen van
de leverancier

" Het optimaliseren
vande keten is

het gptimaliseren
van-eigen succes

j waren bewust |

spelers in de |

Wi hadden al veel |-

voor het inveeren: |

belangrijker dan |

5% (3},

2% (1)

en. ; e.ei; T

5% (3} |

5% (3)

3% @)

5% (3}

7% @y

%) |

0% (0)

8% (3)

5% (3)

3% (@)

3% (2)

%@

11%(7) | 25%(19)

11% (7) | 28% (17)

18%.(11) | 20% (i2)

11% (7) | 31% (19}

8% (5) | 15%(9)

7% (4) | 34% (21)

26% (16).| 18%(11)

33% (20) | 18% (11)

'30% (18) | 13% (8)

18% (11) | 23% (14)

38% (23) | 21% (13)

31% (19) | 15% (9)

15% (9) | 25% (15) | 18% (11) | 15%(9)

- 8% (5)

8% (5)

7% @4y

7% (4)

11% (7)

5% (3)

15% 9

=

| 2150

51-150

151-500
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| 500 | &

mgs— en
genoimiddelen
indun'e

Textiel e leder
. -insirie
Papler industrie
en uifgeverijen en
keri

Chemische
basisproducten
indusfrie

~ Chemische|"
eindproducien ||

roducten

industrie{ -

Zorg en overige
diensiverlening
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Appendix VIII: Results survey supplier

I2. Blok 1 van 5: Informatie

Onze Kant
informeert ons
wanfieer de vraag
verand €

Onze klant houdt
ons volledig op de
hoogte wat betreft
zaken die ons

Onze klant deelt
kennis over hun
helangtijkste
hedrijfsprocessen
ij wisselen
informatie uit met
elkaar die ons beide
hetpt beter te

.lnﬁ)rmatae met
elkaar over
‘gebeurtenissen of
veranderingen die
inviogd hebben op
andere strateglsche
parthers

Wii kunnen het
werkelijke

verbruik/verkoop
opvragen bij de

wij S
-vgorraadstanden
opvragen bij de

Wi Krijg
vraagvoorspellingen
van de klant

7%(3) |

7% (3)

9% (4)

7% {3)

9% (4)

9% (4)

9% (4)

7% (3)

%.(3)

49 (2)

4% (2)

7% (3)

4%.(2)

9% (4)

9% (4)

4% (2)

0% (0)

24%
(11)

11% (5)

11% (5)

11% (5)

7% (3)

- 4% (2)

2% (1)

. 25_‘.%.
{12)

24%

11)

269%.
12)

11% (5)

22%
(10)

17% (8)

13%:(6)

17% (8)

13% (6) |
11% (5)

10w (9)

17% (8)

22%
(10)

17% (8}

20% (9)

(11)

26% | 5504 (10)

(12)

22%
(1¢)

{12)

30%
(14}

15% (7)

24%
{(11)

28%
(13)

24%

15% (7)

9% (4)

4% {2)

17% (8)

17% (8) |

17% (8}

17% (8)

30%
(14)

Wij
ontvangen

2. Wilt u aangeven.in ha
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informatie
die wij
ontvangen
van onze
kiant is

nauwkeurig
informatie
die wij

ontvangen 7% {3)

vanonze
kantis

wij
ohivangen
voldoende
informatie
van onze
kiant

De
Informiatie
die'wij

ontvangen 9% (4)

van onze,
kiantis

7% (3)

6% (3)

24% (11)

5% (7)

19% (9)

| 229% (10)

15% (7)

2 5°/s_s
(12)

28%
(13}

22% (10)

28%
(13)

122% (10)

21% (10)

26%
(12)

3. Biok 2 van 5: Middelen

dat gebruikt wordt
veor VMI sluit goed
aan op onze reeds
bestaande IT-
 systemen’

nze IT -syen T

sluiten goed aan op
di de Kl:

'He aantal . o
vertaalslagen dat

nodig is-ont informatie:

van de klant'in ons
systeem in te vderen
IS beperit -
Het systeem dat
gebruikt wordt voor
de communicatie van
gegevens is erg
fout: li

Het communicatie-

Sy IS

communicatiesysteem

6% (2)

0% (0)

6% (2) | 10% (3)

5% (2) | 16% (5)

26%

(8)

13% (4) }

16% (5)

19% (6)1 19% (6)

10% (3)

35% | 16%

(13) {5)

16%
{ii} (5}

39%
{12)




v i

Het systeem dat
gebruikt wordt voor
het beheren van de
voorraad is makkelijk
| in gebriik

ijn tevreden over
hef s\rgtepm dat
gebrulkt wordt voor’
de communicatie van
degevens:

Het systeem dat
gebruikt wordt voor
het doorgeven van
gegevens is goed

beveiligd

mogelijkheden waar
wij geen gebraik: V"n
| maken -

I Ons informatie-
< up-to-date

- Het informatie-

alle klanten hetzelfde
systeem voor de
communicatie

Onze planners .
_hebben tramlng(en)
gevolgd inhet.
gebruik van het
plannlngs— en”

Onze planners
hebben training{en)
gevolgd in supply

chain management

‘gebruik-van nietiwe |-
versies voor ons TT-

cofmmunicatiesysteem |

_systeem van de klant

:commu CatlES steem .

 We: maken regelmatig

13% (1)

3% (1)

G% (0F

3% (1)
23% (7)
3% (1)

13% (4)

3% (1)

3% {1)

3% (1)

10%
(3

10%
3

16% (2)

16%
(5

5% @

6% (2)

13% (4)

10% (3}

10% (37

13%-(4)

| 10% (3) |

0% (0)

13% (4

10% (3)
6% (2)

10% {3)

6% (2) |

29% (9)

23% (7)

42%
{13)

29% (9)

16% (5)

29% (9)

26% {8) |

16%
(53

1_5“/0 .
(3)

13%
{4)

16%
(5

16% (5) | 2oy

26%‘
(8) .

3% (1)

139

aTC

(4)

23%
6

16%
(a)

29%
=)

23% (7)

35%
(11)

13% (4)

9
29%
(o)

19% (6)

35%
(11)

3% (1)

23% (7)

10% (3) |

10% (3)

3% (4)

13% (4)

6% (2)

I

0% (3)

0% (0)

19% (6) |

3% (1)

6% 2)

| Electronic Data
Interchange
EDI
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i Requirements
¢ Planning

| planning System

- Handmatia

i ‘Ja!lelg_-- PR
geautomatiseerd |
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Instructies-met’ :
hetrekking tot het nemen
vah © o
replemshmentbeslrssmgen
_in standaardsituaties

Instructies met

betrekking tot het nemen
van 2
replenlshmentbeshsslngen

4, Blok 3 van 5: Samenwerking

Hoewas de
verhouding
tUSSen uen . ) .
g‘;"ﬁ':;ae?;;e 14 (4} | 21%(6) | 14% (4} _:'(,‘fo? 1@ || 2@
voor de: : 3
implementatie y
{van VMI?

Hoe was de
verhouding
tussen u en
g‘;"ﬁfiz;‘;fena 7% (2)  |11% (3) | 7% (2) |32% (9) ?f;/; 7% (2) | 0% (0)
de

Implementatie
van VMI?

(75, Wie betaar e vaorrasdkostan b7 de Kant?

Kiant (regutier)



Vergeleken met -

'c_fé i'djeaie_f R ¢

situatie zijn we

tevredin met de. |

moeite die de
kiant in onze
e steekt

Over het
algemeen zijn
we erg tevreden

met deze [dant

niet helemaal

tevreden metde |
- 4% (1)

inzet van.de
antten

‘opzichte van
ohZerelatie;

met de
verwachtingen
omtrent
investeringen in
onze refatie, zijn
we erg tevreden
| over deze klant
Wanneer er -
belangrijke
beslissingen,
genomen
moeten‘worden
houdt de Kiant
rekening met’
onze belangen
We kunnen er
op vertrouwen
dat onze Kant
correct omgaat
met onze
vertrouwlijke
informatie

zaken kunnén
we:op steun’'van
onze klarit
| rekenen.
We zijn er van
overtuigd dat de
klant alie
overeenkomsten
en afspraken

'oor belangrifke |

0% (0)

0% {0)

0% (0)

0% {0}

0% (0)

0% (0).

4% {1)

6% (0)

0% {0)

21%(6)

7% (2)

18% (5)

4% (1)

- 0% (0)

11% (3)

11% (3}

14% (4)

' 25% (7).

11% (3)

21% (6)

4% (1)

7% (2)

11% (3)

[ 299 (8) |

14% (4)

7% (2)

18% (5)

14% (4)

11% (3)

18% {5)

29% (8).|

14% (4) |

21% (6)

4% (1)

36%
{10}

21% (6)

11% (3)

29% (8)

25% (7)

46%
(13)

39%
(11}

11% (37

36%
{10}

18% (5)

57%
(18)

46%
{13).

29% (8)

0% (@)

11% (3)

7% (2) -

4% (1)

4% (1)

11% (3)

7% (2)

4% {1}
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_'op'reth_t'- naar

op rekenen dat
de kiant zijn
| beloftes nakomt

[ we hte_n _on

doglén in'deze
Lrelatie -

We zijn bereid
om tijd en
andere
middelen te
investeren in de
relatie met deze
 kiant
We vinden'de -
lange termijn
Samenwerking
met defe kiant
‘belangrijker dan
onze winst op

graag nog meer
zaken doen met
deze klant

'Wij-nemen het.

op wanneer
buitenstaanders
kritiek liebben
Onze visie wat
betreft de
relatie komt
overeen met die
| van de klant

Onze doelen
wat betreft de
relatie - komen
overcen.met die
van'de klant

We kunnen er

op lange termijn .

 korte. termifn

voor dere klant -

- 14% (4)

0% {0)

0% (0)

0% (0)

0% (0)

0% ()

0% (0)

4% (1)

: a?/g*(gj) '.

4%, (13

| 4% iy

0% (0}

0%. (0}

4% (1)

0% (0)

7% (2)

4% (1)

11% (3)

29% (8)

11%(3

32% (9) | 4% (1) | 14% (4

0% {0} | 11% (3) | 7% (2)

| 0% {0} | 14%. (4)
0% (0) | 7% (2)
0%-(0) | 18%(5)
7% {2) | 18% (5)

7%.(2). | 21% (8)

7% (2)

21% (6)

14% (4)

14% (4)

18% (5)

} :

14%,(4)

43%
M a2y

(11)

57%
{16)

399
(31)

50%
{14}

46%
{13)

39%
(11)

|29% (8) | 29% (8)

4% {1)

25% (7}

25%: (7)

25% {7)

21% (6)

11% (3)

7% (2)

5. Untitled

Page

contributie
aan de
el

S R
contributie 4% (1)

11% (3)

61% (17)

14% (4)
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klant aan éo
atle

De §
voordelen
die uw, : . S o ;
bedrijf 4% {0} 4% (1) 21% (6) 25% (7} 43% {(12) 7% (2}
ontvangt | : _ : . -

vande -
relatie
De
voordelen

die uw klant o o .,
ontvangt 0% (0) 0% (0} 4% (1) 14% (43 | 79% (22} | 4% {1)

6. Blok 4 van 5: Het resulfaat

{ de totale
voorraadkosten in de

o e b asan 1ay | 1006 (oY | 50 33% _
4% (1) | 0% (0) | 15% (4) | 19% (.5) _22:/9-(._6)_ ©) 7%_(.2).

‘ de mate waarin wii
kunnen inspelen cp 41%

unjeke wensen van 0% (0) | 4% (1) | 0% (0) (11) 30% (8) | 26% (7) | 0% (0)
de consument

{de refatie met de

i de bezettingsgraad
| van de
g hottleneckmachine?

de ser\ncegraad naar 44 /o
(, o @) | 4% () | 7%02) |26% ()| 4% |10 5]
fde N 3% | o N P
0% (G) 0% (0) 11% (3} 22_"/9 (6) 22% {6} 7% 2) - 3
LT . S - 3 L ; N
ide handhngskosten? 0% {U) 7% (2) 15% (4) 11% (3) | 26% (7) 4% (1) 881
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introduceren | . o
van VML | 4% (1) | 0% (0) | 0% {0} -

voor mij
meer 4% (1) 4% {1) 0% {0)

voordeten

voor de _ :
Mantmesr | 0%(0) | 0% (0) | 0% (D) .
Voardelen | . ' :

Wij ervaren
avenveel
voordeien 0% (0} 15% (4) | 11% {3}
als onze

k

11% (3).

- 7% {2)

11% (3)

4% (1)

22% (B) .

26% {7}

229% (8} |

41%
(11)

37%
(10)

37%
(10).

52%
(14}

11% (3)

26% (7)

19% (5)

19% (57 |

19% {5) |

7. Blok 5 van 5: Algemeen

Klant (sla
de
valgende
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Collaborative:. -
- Planming - _
~ Forecasting'and - |
- Replenishiment

Wij hebben:veel:
informatie m.b.t.
voordelen, '
 consequenties, .
2;2?;‘;;‘}35;“&“ | 0% () |18% (@) 16% (4) | 28% (73| 16% (4) | 20% (5) | 4% (1)
ingewonnen over
VME voordat we'

hesloten-het te
Limplementeren

i waren bewust
van de te
verwachten
consequenties van
VMI voordat we
vMI daadwerkelijk
geimplementeerd
| hebben

Wij. hadden at voor
‘het invoeren van
VMI veelervaring . ;
.\Z?Tii:iﬁt?rinit_iatieven 0%-(0) | 0% (0) | 8% (2) 28% (7}]20% (5)
iri samenwerking
met andere spele
in.de e :
Miin bedrij

36%

0% {0} | 4% (1) | 8% {2) | 16% (4) (©)

28% (7) | 8% (2)

28%

@y | 6R@ ]|

voorloper in het 40%

initieren van 0% {0) | 0% (0) | 12% (3) | 28% (7) | 16% (4) 4% (1)
! (10)

verbeterproiecten
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Wi hadden al Voo
het invoeren. van

VI veel éfvaring
in nauw i

Ook wanneer het
financleet minder
goed gaat, houden
we rekening met
de voordelen voor

- 36%. -

44%
{31}

a0y

Voedings- en
genctsmiddelen
Textiel en leder

Pir m: S
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Appendix IX: Descriptives

Result } Customer (N 64} Supplier (N=23}
T R A T A Mean - 8.0, f Mean .~ 8D
increasee in sales 4,560 0,906 443 0,945
Decrease ininventory costs 5,130 1,647 5,13 1,359
increase in capacity planning nfa 543 0,896
Decrease in forecast emrors 469 0,990 4,43 1,273
Decrease of the buflwhip effect 486 0,946 4,91 1,276
Increase in customer focus 4,64 1,146 4,83 0,834
Better parinership 531 0,889 543 0,896
Increase in flexibility 519 1,022 557 0,945
Decrease in the number of stock cuts 512 1,134 5,09 0,900
Decrease of iransporiation cosis 467 LU0 513 1,180
Increase in sénvice levels 533 1,000 578 0,902
Decrease of adminisiraticn costs 500 1,155 504 1,107
Decrease of handling costs 478 1,119 504 1,186
increase of utilization rate of the boitleneck nfa 5,04 1,186

infonnation | Customer (N=64) | Supplier (N= 23)
“Hem “Mean -0 8§00 1 Mean'- 8Dt

We |nforrn trading partners in advance of changmg needs

Our trading pariners keep us fully informaed about issues that affect our
business

Our trading partners share knowledge of core business processes with us

534 1417 552 1,344

456 1,355 483 1,370
463 1,327 487 1,217

We and our frading pariners exchange information that helps establishment of

business planning

556 1,220 500 1,567

We and our frading partners keep each other informaed about events or changes

that miay affect the other partners
Information exchange is iimely
information exchange is accurate
information exchange is complefe
information exchange is adequate

480 1555 491 1584
495 43501 483 1267
492 1420 | 439 1305
480 1394 | 448 1377
516 1,439 | 452 1,163

!zﬁcﬂnaﬁaﬂ exchange is reliable 488 1,446 443 1,121
IT-system | Customer (N—64) Suppl;er (N=23})
e ‘Mean’.: 8D ~Mean -8B,

The communication system is well linked with e\essimg systems

The number of conversions necessary, for the data to be adapted by the
system of the trading pariner is limited

The security of the communication system is fine

The communication system is sensitive fo flaws
The communication system is easy to use and understand

We are safisfied with the communication system
We use the same communication system for all our irading partners

Our iT-systems are well linked fo the 1T-systems of the trading partner

Cur information system is up-to-date

The information system of the trading pariner is up-to-date

We regularly use new versions or features to keep our [T-system up-to-date
The planning system is easy fo use

nfa

381 1,808 452 1,377

4,06 1,435 439 1,373
4,84 1,537 530 1,320

342 1,193 313 1,392
430 1,388 504 1,147
437 1,558 508 1240
464 1,889 365 2,080
3,61 1,658 483 1,302
4,48 1,512 526 1214
427 1,250 500 1,000
4,03 1,699 448 1,377

5,13 1,359




Relationship Customer (N=64} | Suppfier (N=23)
TR - s b e SR e e T i e T 8.0 Mean 5 8D

Compared to our ideal, we are very satisfied with the performance of this

trading partner 4.9 1,082 522 0,008
All in all we are very satlisfied with this supplier/customer 4,98 1,120 543 1,199
Our company is not complelely satisfied with the performance of this

supplierfcustomer (reversed scored) 4,39 1,518 365 1,668
With reference fo our expectations we are very satisfied with this

supphetfcustomar 4,88 1,111 522 1,204
We can rely on the supplier/customer handling critical information on our

company confidenfially 5,48 1,185 5,70 1,020
When we have an important requirement, we can depend on the

supplierscustomers’ support 5,31 1,111 5,81 0,783
We are convinced that this supplierfcustomer performs its task professionally 4,92 1,349 4,74 1,484
The suppiierfcustomer is not always honest with us (reversed score) 4,73 1,504 3,30 1,680
We can count on the supplier'sicustomer’s promises made fo our firm 5,19 1,233 5,00 1,446
We focus on long term goals in this relationship 5,32 1,149 g,30 0,882
We are willing to invest time and other resources into ihe relationship with this
supplierfcustomer 5,36 1,173 6,09 0,793
We ptit the long term cooperation with this supplierfcustomer before our shori

term profi 4,24 1,462 5,78 1,814
We expand our business with this suppfier in the future 4,69 1,125 5,83 1,193
We defend this supplierfcustomer when outsiders crilicizes the company 4,66 1,130 6,00 0,853

Supply chain perspective

Customer (N_=64)

Supplier (N=23}

pariner in mind

“itom | Mean..c 8D 0 Mean SD.
Vil offers me more benfits than pitfalls 553 1,272 557 1,237
VM offers us both the same amount of benefits 4,81 1,258 5,09 1,505
VM offers the trading pariner more benefits than pitfalls 5,23 1,218 5,91 0,848
When making impertant decisions our frading pariner is concemed about our
welfare 4,78 1,076 4,43 1,409
Optimizing the supply chain is more important than optimizing our own success 4,50 1,618 5,28 1,353
Even when things are financially rough, we keep the benfits of our trading

453 1,228 5,32 0,818




Appendix X: Constructs validity

Result
Teems | Questions - .

Increase in sales
Decrease of inventory cosis
increase in capacity planning
{inappropriate for customers}
Decrease of forecast errors 0,634
Decrease of the bullwhip effect 0,568
Increase in customer focus 0,621
Increase in flexibility 0,628
Decrease of fransporf cosis (dropped}
Decrease of handiing costs {(dropped)
Decrease of administration costs 0,525
Establishing a better relationship 0,772 _
increase of the ufilization rate of the boitleneck
{inappropriate fof customers}
Increase in service levels {o the customer 0,761
Degrease in the number of stock outs 0,608

0,837

0,676

0,715

0,653 |

0,640

0,635

0,845

Information

Htems

| Quiestions

information
sharing

We inform irading partners in advéncé o{‘chahgihg needs -
{dropped)

Our trading pariners keep us fully informed about issugs that
affect our business (dropped)

Our trading partners share knowledge of core business
processes with us (dropped)

We and our trading partners exchiange information that helps
establishment of business planning

- 0,600

We and our irading partners keep each other informed about
events or changes that may affect ihe other pariners (dropped}

information
quality

information exchange between our trading pariners and us is
fimely

0,860

information exchange between our {rading partners and us is
accurate.

| 0,875

Information exchange belween our trading partners and us is
complete

0,861

Information exchange between our trading pariners and us is
adequate

0,845

| Information exchange between our trading parfners and us is
reliable

0,850

0,902

0,783

0,767

0,759

0,691

0,742
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Resources

- Jtem

tiol

Communication
system

The communicaiion system is well linked with existing
systems

The number of conversions necessary, for the data to be
adapted by the system of our supplierfcustomer is fimited

The securily of the communication system is fine

The communication system is sensitive to flaws

The communication system is easy to use and
understand

0,743

We are satisfies with our communicafion systern

- 0,807

We use the same communication systems for all
suppliers/customers
{dropped}

IT-system

Our IT-systems are well finked fo the IT-systems of our
supplier/customer

0,894

Our informnation system is up-fo-date

0,717

The information system used by our supplierfcustomer is
up-to-date

We regularly use new versions or features {o keep our IT-
system
up-to-date (dropped)

Planning
systein

The planning system is easy fo use {this question is
irelevant for customers and therefore nof asked)

0,885

0,783

0,687

0,714

0,583

0,886
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Relationship

alpha, - |l

Aalpha 7

Cronbach.

satisfaction

| Compared to our ideal, we are very salisfied with the
performance of this supplieffoustomer

Al in aii we are very safisfied with this suipplier/customer

of this supplier/cusiomer {reversed scored) (dropped)

Cur company is not completely safisfied with the performance

With reference to our expectations we are very satisfied with
this supplier/customer

Trast

When making important decisions, the supplier/customer is
concerned about our welfare (dropped)

We can rely on the supplierfeustomer handling critical
information on our company confidentially {dropped)

When we have an important requirement, we can depend
on the suppliers’/cusfomers’ support

0,812

We are convinced that this supplier/customer performs ils
{ask professionally

The supplier/customer is not always honest with us
{reversed score) (dropped)

our firm

We can count on the supplier's/customer’s promises made o

0,680

Commifment

We focus on long term goals in this relationship

0,753

We are wi-lﬁ_ng fo invest ime and other resources info the
relationship with this supplier/customer

0,655

We put the long term cooperation with this supplier/cusiomer
before our short term profit

We expand our business with this supplier in the future {this
question is inappropriate for suppliers, and therefore not
asked) (dropped}

We defend this supplier/fcustomer when outsiders criicizes
the company

0,590

0,757

0,600

0,721

0,629

0,688

0,691

0,776

0,862

Supply chain perspective

Momns

_ Qu&;ﬁog

.g;ghha_ch‘.

Questions * > w0 o | loading | atpha
VMI offers us both the same amount of benefits 0,677

Oplimizing the supply chain is more important
than optimizing our own success 0,575 0,836
Even when things are financially rough,
we keep the benefits of our supplierfcustomer

in mind 0,480 0,710
When making important decisions, the
supplierfoustomer is concemned about our welfare 0,601 0,781
VMI offers me more benefits than pitfalls 0,781
VI offers the supplierfcustomer more benefits

than pitfalis 0,623 | 0,682 0,691
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Appendix XI: Results of the statistical analysis supplier

Testing the hypotheges:

Table 5: Bivariate correlation matrix supplier

supplychai
result | information | ITsystem | planner | relationship npers
result Pearson Correlation 1 - 186 A3307) | A39(7) A31(%) ;193 %
Sig. (2-tailed) ,396 ,039 ,036 ,040 378
N 23 23 23 23 23 23
information Pearson Correlation - 186 | i1 ,392 -, 029 219 17
Sig. (Z-tailed) ,396 ,064 896 315 596
N 23 23 23 23 23 23
ITsystem Pearson Cortelation ,433(%) ' ;392 1 ,240 | 326 '_ ,259 |
Sig. (2-tailed) ,039 ,064 271 128 232
N 23 23 23 231 23 23
ptanner Pearson Correlation A438(%) -029 ,240 1 ,037 -033
Sig. (2-tailed} ,036 896 271 ,866 ,881
N 23 23 23 23 23 231
relationship Pearson Correlation 4310 ,219 ,326 ,037 4 ,683()
Sig. (2-tailed) 040 315 | 128 866 000
N 23 23 23 23 23 23
supplychainpers  Pearson Correlation 193 47 259 -,033 LBB3(*) 1
Sig. (2-tailed) 278 506 232 ,881 000
N 23 23 23 23 23 23
Non response bias test:
Table 6; Student t-test for the supplier
T-Test Relationship
One-Sample Statistics
Std.
N Mean Deoviation Std. Emror Mean
Vi 15 4,627 0,6431 70,1660
V& 6 4,933 0,7916 0,3232
One-Sample Test
Test Value =0
95% Confidence Interval of
the Difference
{ df Sig. {(2-tailed) | Mean Difference Lower Upper
V1 27,865 14 0,000 4,6267 4,271 4,983
va 15,265 5 0,000 4,9333 4,103 5,764
T-Test Result
One-Sample Statistics

50




Std.
N Mean Deviation Std. Error Mean
V2 15 5,25 0.649 0,167
V10 6 5,38 1,051 | 0,429
Cne-Sample Test
Test Value =0
95% Confidence Interval of
the Difference
t df | Sig. (2-tailled) | Mean Difference Lower Upper
V2 31,355 14 0,000 5,251 4,89 5,61
V10 12,563 5 0,000 5,390 4,29 6,49
T-Test [T-systeem
One-Sample Statistics
Std.
N Mean Deviation Std. Error Mean
V3 15 4,4000 0,90040 0,23248
V11 6 4,6667 0,94428 0,38550
One-Sample Test
TestValue=0
65% Confidence Interval of
the Difference
t af Sig. (2-tailed) | Mean Difference Lower Upper
V3 18,926 14 0,000 4.40000 3,8014 4,8086
Vi1 12,105 5 0,000 4 66667 3,6757 5,6576
T-Test Planner
One-Sample Statistics
Std.
N Mean Deviation Std. Eyror Mean
v4 15 5,6213 0,68836 017773
vi2 & 548 1,080 0,441
One-Sample Test
Test Value =0 |
95% Confidence Interval of
the Difference
t df Sig. (2-tailed) | Mean Diiference Lower Upper
V4 31,628 14 0,000 562133 5,2401 6,0025
vi2 12,390 5 0,000 5,463 433 8,60
T-Test Information
One-Sample Statistics
Sid.
N Mean Deviation 8td . Emror Mean
V3 15 2,5013 1,68010 0,28146
Vi3 8 3,6567 1,71423 0,60083
One-Sample Test
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Test Value =0

95% Confidence Interval of
the Difference

i df Sig. (2-tafled) | Mean Difference Lower Upper
V5 8,887 14 0,000 2,50133 1,8977 3,1050
V13 5,225 5 0,003 3,65667 1,8577 5,4556
Supply chain perspeciive
T-Test
One-Sample Statistics
Sid.
N Mean Deviation Std. Error Mean
V6 15 5,25 0,770 0,199
V14 6 4,45 1,312 0,635
One-Sample Test
Test Value =0
95% Confidence Interval of
the Difference
t df Sig. {2-tailed) | Mean Difference Lower Upper
Ve 26,419 14 0,000 5,253 4,83 5,68
vi4 8,302 5 0,000 4 445 3,07 5,82
Testing for experience bias:
One-Sample Statistics resuit
Std. Error
N Mean Std. Deviation Mean
V1 24 4,0833 1,25089 25717
Vo 20 44725 1,11357 ,24900
Test Value =0
95% Confidence Interval
of the Difference
Mean
t df Sig. (24ailed} | Difference Lower Upper
V1 15,878 23 ,0G0 4,08333 3,5513 451563
Ve 17,962 19 ,000 4,47250 3,9513 4,9937
One-Sample Statistics Indormation
Std. Ermror
N Mean Std. Deviation Mean
V2 24 4,996 7298 ,1490
V10 20 4,980 ,5863 1311
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One-Sample Test

Test Value =0
95% Confidence interval
of the Difference
Mean
t df Sig. (2-tailed) | Difference Lower Upper
vz 33,536 23 000 4 0958 4,688 5,304
V10 37,984 19 ,000 4,9800 4,706 5,254
One-Sample Statistics IT-system
Std. Error
N Mean Std. Deviation Mean
V3 24 2,9483 57296 ,11696
V11 20 3,1590 ,75635 16913
One-Sample Test
Test Value =0
95% Confidence Intervai
of the Difference
Mean
i df Sig. {(2-tailed) | Difference Lower Upper
V3 25,209 23 000 2,94833 2,7064 3,1903
V11 18,678 19 ,000 3,15900 2,8050 3,5130
One-Sample Statistics planner
Sid. Emor
N iean Std. Deviation Mean
V4 24 4,398 ,8305 ,1695
V12 20 47500 1,21936 , 27266
One-Sampie Test
Test Value = 0
95% Confidence Interval
of the Difference
RMean
t df Sig. (2-taited) | Difference Lower Upper
V4 25,930 23 ,000 43958 4,045 4,747
V12 17,424 19 ,000 4,75000 41793 5,3207
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One-Sample Statistics relationship

Sid. Error
N Mean Std. Deviation iean
V5 24 4,986 1,2503 ,2571
Vi3 20 4,9585 1,19799 ,26788
One-Sample Test
TestValug =10
05% Confidence interval
of the Difference
Mean
i df Sig. {2-tailed) Difference Lower Upper
V5 19,396 23 ,000 4,9858 4,454 5,518
V13 18,514 19 000 4,95850 4,3988 5,5202
One-Sampte Statistics supply chain pers pective
Std, Emror
N Mean Std. Deviation Mean
Ve 24 4,8821 ,94036 19195
Vi4 20 5,2025 83686 18713
One-Sample Test
Test Value = 0
95% Confidence Interval
of the Difference
Mean
t df Sig. (2-’[6“9{1) Difference | ower Upper
V6 25,434 23 ,000 4,88208 4,4850 52792
Vi4 27,802 19 ,000 5,20250 4,8108 5,5942




Appendix XII: Results of the statistical analysis customer

Testing for hypotheses:
Acsuang

Unstandardized Standardized .
Model Coefficients Coefficients t Sig-
B Sid. Emror Beta
2 {Constant) 2,465 JAd44 5,550 000 ¥
relationship 345 08 432 3,812 000
it-systeem 168 ,060 318 2,807 ,007
X Partial Coflinearity
Model Befa In f Sig. Comelation Statistics
Tolerance
2 supply perspective ,068(b} 572 D69 ,078 796
information ,109(b) 881 382 119 729
Testing for non response bias
T-Test information
One-Sample Statistics
Sid. Std. Error
N Mean Deviation Mean
W1 26 43846 1,22932 0,24109
Vo 15 4,0013 0,93082 0,24034
One-Sample Test
Test Value =0
95% Confidence
Interval of the
Sig. (2- Mean Difference
% df tailed) Difference Lower Upper
V1 18,187 25 0,000 4,38462 3,8881 '4,8811
Vo 16,649 14 0,000 4,00133 3,485% 4 5168
T-Test Relationship
One-Sample Statistics
Std. Stid, Error
N Mean Deviation Mean
vz 26 4,992 0,6536 0,1282
[ V10 15 4,980 0,7083 0,1829
One-Sample Test
Test Value =0
Sig. (2- Mean
t df tailed) Difference
95% Confidence
Interval of the

55




Difference

Lower Upper
V2 38,950 25 0,000 48923 4,728 5,256
V10 27,230 14 0,000 4 9800 4,588 5,372
T-Test iT-system
One-Sample Statistics
Std. Std. Eror
, N Mean Deviation Mean
V3 26 3,0708 0,59174 0,11605
V11 15 3,1527 0,85013 0,21950
One-Sample Test
Test Value =0
95% Cenfidence
Interval of the
Sig. (2- Mean Difference

t df tailed) Difference Lower Upper
V3 26,461 25 0,000 3,07077 2,8318 3,3098
Vi1 14,363 14 0,000 3,15267 2,6819 3,6235
T-Test Result

One-Sample Statistics
Std. Std. Error

N Mean Deviation Mean
V4 26 4,5519 0,83660 0,16407
V12 15 44200 1,10499 0,28531

One-Sample Test
Test Value =0
85% Confidence
Interval of the
Sig. (2- Mean Difference

1 df tailed) Difference Lower Upper
V4 27,744 25 0,000 455192 42140 4,8898
viz2 15,492 14 0,000 4,42000 3,8081 50319

T-Test Supply chain perspective

One-Sample Statistics

Std. Std. Error
N Mean Deviation Mean
V5 26 | 50258 | 1,18270 0,23195
V13 15 5,2887 0,86750 0,22399
One-Sample Test
] Test Value =0




95% Confidence
Interval of the
Sig. (2- Mean Difference
i daf tailed) Difference Lower Upper
V5 21,668 25 0,000 502577 4,5481 5,6035
V13 23,611 14 0,000 5,28867 4,8083 65,7691
Testing for experience bias:
One-Sample Statistics result
Sid. Error
N Mean Std. Deviation Mean
N 9 4,756 7108 ,2369
V3 12 4,9075 ,89836 ,20160
One-Sample Test
Test Value =0
95% Confidence Interval
of the Difference
Mean
t df Sig. {(2-tailed) | Difference Lawer Upper
V1 20,070 8 ,000 4,7556 4,209 5,302
Ve 24,343 11 ,000 4,90750 |  4,4638 5,3512
One-Sample Statistics Information
Std. Error
N hMean Std. Deviation Mean
vz 9 5,51 494 465
V10 12 4 5625 ,93008 26849
Cne-Sample Test
Test Value = 0
95% Caonfidence Interval
of the Difference
viean
t df Sig {2-tailed) | Difference Lower Upper
V2 33421 B ,000 5,508 5,13 5,89
V10 16,993 11 ,000 4,56250 3,9716 5,1534
Dne-Sample Statistics Resources
Std. Emor
N Mean Std. Deviation Mean
V3 9 4,5833 1,03078 34359
V11 12 5,4625 , 75015 21655
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One-Sample Test

Test Vaiue =0

95% Confidence interval
of the Difference

Mean
t df Sig. (2-tailed) | Difference Lower Upper
V3 13,338 8 ,0oo 4 58333 3,7910 85,3757
V11 25,225 ck| ,000 546250 4,9859 5,9391
One-Sample Statistics relationship
Std. Error
N Mean Sid. Deviation Mean
V4 g9 5,6167 13877 24626
vi2 12 2,6050 1,33454 ,38525
One-Sampie Test
Test Value =0
95% Canfidence Interval
of the Difference
Mean
t df Sig. (2-tailed) | Difference Lower Upper
V4 22,808 8 006 5,61667 5,0488 68,1845
vi2 5,762 11 ,000 2,60500 1,7571 3,4529
One-Sample Statistics supply chain perspective
Std. Error
N Mean Std. Deviation Mean
V5 9 3,0222 1,50744 ,50248
V13 12 49642 ,83697 27048
One-Sample Test
Test Value = 0
95% Confidence Interval
of the Difference
Mean
t df 8ig. (2-tailed) | Difference Lower Upper
V5 8,015 8 ,oop 3,02222 14,8635 4,1809
V13 18,353 11 ,000 4.96417 4,3688 5,56595
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