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Executive Summary

Whether one approaches commerce from the perspective of B2B, B2C or through multiple distribution
channels as in B2B2C, it is imperative to interact and collaborate with one’s trading partners on some level.
Large retailers such as Wal-mart, insist their trading partners collaborate at a granular level as a requirement to
become a trusted supplier. Taking this one-to-many approach allows Wal-mart to compete on commodity
pricing and delivery to order timeframes through a combination of collaborative business practices such as
Collaborative Planning, Forecasting, and Replenishment and Vendor Managed Inventory [VMI]. Conversely,
automotive manufacturers are more likely to foster one-to-one relationships with major suppliers of certain
parts [20% of suppliers providing 80% of parts] while taking a tiered approach with the majority of its trading
partners.
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VICS Model] have been defined as a nine-step

process focused on business process

collaboration. Industries that rely on complex

demand, supply and distribution channels such as retail, grocery, consumer goods, food & beverage have
adopted and benefited from collaboration practices most often while in industries such as manufacturing,
healthcare, defense, telecommunications or energy and natural resources, collaboration is more likely to focus
on processes such as:

v' Sales & Operations Planning

v Demand Planning & Forecasting [constraints-based]
v Vendor Managed Inventory

v" Just in Time Manufacturing [contract]

v" Advanced Planning & Scheduling



Numerous Options Drive Multiple Choices for Collaboration Services

Given the enormous opportunity to profit from the benefits of CPFR, numerous vendors in multiple categories
have developed consulting services, software products that automate business processes, packaged solutions
and managed services. Because trading partner collaboration is not a “one size fits all” type of solution, many
point solutions that enable and automate CPFR processes were developed [ex. Demantra acquired by Oracle,
Sterling Commerce acquired by AT&T or Manugistics and 12 acquired by DA Software] and later consolidated
as the market matured. Several trends and best practices have driven selection criteria for organizations across
industries and domains:

v Demand-Driven Networks: Visibility & intelligence matters

v B2B eCommerce: Technology, infrastructure, & total cost of ownership [TCO] leads

v" Trading Partner Networks: Domain knowledge & best practice processes provide an advantage

Figure1: Standard CPFR Trading Partner Processes
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Challenges & Barriers to Engagement
Economic uncertainty, aversion to risk, job protection, competition, infrastructure interoperability or technical

compatibility, organizational resistance to change, trust, and lack of formal training, are just a few of the many
challenges cited by practitioners and experts interviewed. Hypatia’s research found that the major concern in
outsourcing CPFR is loss of category or product management knowledge and expertise. Consumer product and
retail companies often compete on product enhancement or product innovation—keeping this expertise in-
house is often necessary to survival.

Management and on-boarding of trading partners along with data security are also key challenges—although
organizations are more likely to consider an opportunity to outsource standard or repeatable business
collaboration processes to third-party suppliers of B2B network integration [VANY], electronic data interchange
[EDI] or content exchange, web portals, data synchronization and business activity monitoring [BAM].



Vendor Selection: CPFR as a Managed Service

Since publication of “Business@ the Speed of Thought”, organizations have sought to attain greater economies
of scale, reduced costs or TCO, persistent and reliable communications networks, operational flexibility and
agility, and industry expertise from vendors and service providers. Software as a service [SaaS] or software +
managed services enables organizations to focus on core competencies while reducing implementation and
internal resource expenditures. Not surprisingly, the ability to scale standard collaboration processes without
incurring costs for additional resources, operational down-time, or training was found to be a compelling value
proposition.

Our Assessment: Services that standardize and synchronize key SCM information, automate or facilitate
business processes and communications between trading partners, provide product category or industry best
practice expertise and support SCM decisions, [such as the key trends detailed below], will continue to be in
high demand for the next decade. Packaging, pricing and partnerships will continue to evolve as customers
become aware of the various options, benefits and return on investment. Moreover, we predict that global IT
consulting firms, providers of B2B trading partner network services, and software solutions will capitalize on the
opportunity to supply these value-added services for the next decade.

v" Performance Management & Advanced Analytics
Multi-enterprise Trading Networks & Collaboration Infrastructure
Operational Business Process Management Consulting
Master Service Level Management of CPFR Processes
Master Data Management:
0 Product Data / SKU
0 Customer Data
0 Trading Partner Data
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