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Gartner is the world leader in 
supply chain/IT research and 

advice. 

We deliver the insight supply chain 
executives need to transform their 
supply chains into demand-driven 

value networks. 

Who is Gartner?

• Gartner: Founded 1979, 5000 associates, 290’000 
one-to-one client interactions each year,  clients in 
12’000 distinct organizations,  $ 1.5 billion revenue

• Gartner SCM Group: Created by the acquisition of 
AMR in 2009; 10’000 client interactions and 1’000 
research papers per year

• Research: Supply Chain Top 25, Demand Driven 
Value Network, Supply Chain Maturity Models, 
Hierarchy of Supply Chain Metrics

Gartner Values:

We are trustworthy

We are experts

We are candid

We aim for trust based, value
added relationships
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Research

 World leader in technology, supply chain and 
industry coverage with 800 analysts and 

260,000 client one-to-ones

 Global reach – in 80 countries

 10,000+ Client organizations

Benchmarking

 World’s largest repository
of IT metrics

 5,500 benchmarks per year

 Helps clients measure, 
understand and manage 

performance

 Basis for fact-based analysis

Consulting

 Delivers high-impact IT 
projects

 1,500 engagements

 600 consultants

 Direct application of best 
practices to your business

 65 percent of Global 500 are 
customers

Gartner Advantage: An Unmatched Network

Events

 Worldwide events that bring 
executives together to learn, 
compare experiences and 

solve problems

 31,000+ people at 45 events 
in 2009

Executive Programs

 78 percent  of the Global 500 
are members – 3,700 

members

 High-level peer networking 
and information sharing

 Customer-driven agenda

Research

Consulting and 

Benchmarking

Executive 

Programs
EventsGartner

Advantage
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Supply Chain Research Mission
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How Gartner Views the Supply Chain World

End-to-End Supply Chain Functions
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PROCESS

HIGH TECH

HEALTHCARE

Supply Chain Top 25
Macro View of Best Practices

Global, Regional, by Industry

Strategy & Enablement Micro View of Best Practices
Talent, Sustainability, Outsourcing, SC Design, 

Metrics, Technology 
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T25: Top 15 European SC

CSCO

Customer 
Focused

Operations

Sustainability

SC Processes

Continuous
Excellence

Business
Transformation

Agility

Demand
Sensing

Near-sourcing

Store Operations

Multichannel
Development
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Customer 
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Segmentation
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Optimization

Joint Indirect
Procurement

Lead Logistics
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Brand Innovation

Segmentation

Retail Demand
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Patient-driven
Supply Chain

SC Governance

TPS & Lean
with Suppliers

Sales
&Operations 

Planning: GPS

CSR

Local (supplies, 
production, 
consumers)

Customers‘
Collaboration

„Perfect Plant“

„Green 
technology“

SC
Integration

Segmentation

Distribution
Partnerships

SC 
Restructuring

Network
Optimization

Direct-to-
Store 

Inventory
Management

Replenishment

Supplier
development

Life Cycle
Assessment

Manufacturing
Model

Suppliers‘
Development

Purchasing
Consolidation

Near-sourcing

Suppliers‘
Integration
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Words from Our Clients
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“We truly appreciate our partnership with Gartner as you have been instrumental in our 
achievements. Let’s keep the collaboration to its highest possible level and meet soon for 

more sharing and learnings.”

—Pier-Luigi Sigismondi, CSCO, Unilever

“We leverage AMR because they provide us an unbiased third party assessment about the 
supply network and an honest, frank assessment on our performance and that of the 

industry.” 

—Keith Harrison, Chief Product Supply Officer, Procter & Gamble

“Gartner AMR has provided invaluable insights to me and my leadership team on global 
supply chain strategy. In particular, their insights in demand management and planning, 

globalization and collaboration have been key during our three year organizational evolution 
from core manufacturing to customer value chain management.”

—Angel Mendez, SVP Customer Value Chain Management, Cisco Systems

“Gartner’s impartial, pragmatic and credible advice helps us set out the roadmap and 
framework….They assure we push the envelope of future supply chain design.” 

—Scott Kuhn, Head of Global Supply, Syngenta
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Supply Chain Transformation 
Becoming more Demand-Driven

9

• Chain

• Manufacturer
‘pushes product’

• inside-out

• Operational 
excellence

•How can we get better visibility?

•We need truly collaborative 

relationships!

• Ah, one size does not fit all!

•Do we have the right metrics in 

place? Are we aligned internally?

•Do we really understand cost-to-

serve?

•Do we have the right talent?

• Network

• Collaborative relationships 
Orchestrated

• Outside-in

• Operational and 
Innovation Excellence

The Supply Chain The Value Network

The Path to Enlightenment



From your customer's customer to your supplier's supplier

Hot Dog RollsBread BagPolyethylene

Consumer

Consumer Value Chain

Business
TruckInterior TrimPolyethylene

Industrial Value Chain

HDPE Oral Dose Tab Hospital

Patient

DistributorBottles

Healthcare Value Chain

DDVN: It's No Longer Just "Your Company"
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http://www.bemis.com/
http://www.bemis.com/
http://www.wonderbread.com/home.html
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http://www.lear.com/
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DDVN: The Journey – 5 Stages

Cost TARGET Service
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Integrated Supply Chain
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DDVN: Demand-Driven Value Network

Demand Supply

Product

Understand and 
Respond to 

Demand 
Signals

Build Value 
Networks

Use the Supply 
Chain to Support 

Products and 
Services Innovation

Fulfill Cross-
Channel Demand

Deliver 

Consumer-Centric 
Business 

Transformation
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DDVN: Framework – Key Capabilities
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Supply Chain Leaders Are Being Pulled in 
Multiple Directions

15

Reduce costs

Improve service More offerings 

Supply chain visibility can help!   



Top Obstacles to Achieving SC Goals

47%

38%

32%

24%

35%

19%

23%

19%

14%

44%

41%

37%

35%

33%

31%

27%

19%

18%

9%

51%

42%

29%

32%

30%

31%

16%

20%

17%

11%

Forecast accuracy and demand variability

Difficulty or inability to coordinate and
synchronize end-to-end SC processes

Lack of visibility across SC

SC network complexity

SC talent

Lack of internal cross-
functional collaboration

Cost volatility

Supplier performance, 'supply variability'

Transportation or logistics
constraints, performance, or costs

Lack of external cross-
functional collaboration

2010 study

2011 study

2012 study

N = 249
*Response not provided in 2010 survey.

* 

16



Visibility as Attribute of DDVN

GLUE

Cost to Serve
Predictive
Analysis

Resiliency Segmentation

End-to-end
Visibility

Talent
Management

PLM
Downstream

Data
Management

Outside-in
View

End-to-end
SC Process

Technology
Aligned

X-functional
Objectives

Risk
Management

Demand
Management

Global
Network

Management

Cost
Optimized

Align to
Customer

Value
Sustainability Services Profitable

Tradeoffs

Customer

Value

DDVN

Governance

Talent

Change

Mgmt.
Innovation

Greenfield Analytics
and Design

Org. Design and
Business Process

Building a Pipeline Aligned Incentives
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Three Levels of Metrics

Manufacturing Logistics

Supplier Quality Supplier On-Time Purchase Costs Dir Mtl CostsRM Inv

Cost
Detail

Production Schedule 
Variance Plant Utilization WIP + FG Inventory

Order Cycle Time Perfect Order 
Detail

AP AR
Inventory Total

Cash-to-Cash

Forecast
Accuracy

SCM CostPerfect Order

Purchasing

End-to-End 
Supply Chain 

Functions

Executive 
Dashboards

A
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n
m
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The Hierarchy of Supply Chain Metrics

Supplier 
Quality

Supplier 
On-Time

Purchase 
Costs

Dir Mtl 
Costs

RM 
Inv

Cost 
Detail

Production 
Schedule 
Variance

Plant 
Utilization

WIP + FG 
Inventory

Order 
Cycle 
Time

Perfect 
Order 
Detail

Correct

Diagnose
AP AR

Inventory 
Total

Cash-to-Cash

Assess

Demand 
Forecast

SCM 
Cost

Perfect 
Order



Visibility Drivers

Main Visibility Drivers

Higher order fulfillment rate / improved service levels

Higher profitability (top-line and margins) and increased revenue growth

Increased operational efficiency

Increased competitiveness

Reduced risk
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Many Definitions / Views in the Market …

Supplier visibility
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The Definition of End-to-End Visibility

"The aim of end-to-end supply chain visibility (E2ESCV) is providing 

controlled access and transparency to accurate, timely, and 

complete events and data — transactions, content, and relevant 

supply chain information — within and across organizations and 

services operating supply chains"
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By 2016, less than 20% of companies 
will be able to provide end-to-end 

supply chain visibility.

Strategic Planning Assumption

23



Visibility Benefits
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The Steps of Achieving End-to-End Visibility

• Monitor and manage / respond are the core themes when executing 

supply chain visibility. Within that context, we can define five steps or 

phases:

Sense

Evaluate

DecideAct

Control

or ‚capture‘

or ‚process‘

or ‚respond‘

or ‚measure‘
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The E2ESCV Use Cases (along SCOR) 
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The Definition of Control Tower

"A control tower is a physical or virtual dashboard to provide 

accurate, timely, and complete logistics events and data from within 

and across organizations and services operating supply chains to 

coordinate all related activities."
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Logistics maturity model for offerings 
provided by external service providers

Source: Capgemini Analysis

The more mature models deliver increasingly complex and valuable services in a 
partnership style. 
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Early adopters have regional 4PL models as global 4PLs 
are still in their infancy

Source: Capgemini Analysis
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Currently those organisations that want to deliver a truly global model have little option 
but to bring this in house via Transport Control Towers. 



Company

• Departments / Units
procurement, manufacturing, quality, 

planning, sales & marketing, logistics, 

engineering, finance, legal, EHS, …; 

plants, repair sites, warehouses, 

distribution centers, hubs, …

• Functions
NPI, plan, source, make, deliver, service

Many Business Partners Involved

Customers (downstream)

• Dealers

• Distributors

• Retailers

• End-consumers
Suppliers

Service Providers 

& Others

Customers
Plan

Source

Make

Deliver

Service

Service Providers
• Contract manufacturers

• Transportation providers – Carriers / brokers / 

importers / shippers

• Warehouses / contract logistics, buying houses

• 3 PLs logistic service providers

• Lead logistic providers (LLPs / 4 Pls)

Others
• Customs

• Banks

• Government

Suppliers (upstream)

• Tier 1 - Tier N

• Raw material -

Component
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Data Objects, Ownership and Collaboration

Business Partner Data

N-tier supplier Material assembled

Material shipped & expected to be delivered

Supplier Material (SKU) data

Material assembled

Material shipped & expected to be delivered

Carrier Completion of milestone (e.g. passed customs, arrived port)

Location in-transit

Contract manufacturer Material ready (lead-time information)

Warehouses, DCs Arrival of shipment

Quantities packed & loaded

Logistic service provider Status on shipments (time, location, content)

Customs Payments

Regulatory requirements

Customer Demand signal

Shipment arrived
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Collaboration Technology, on-top of ERP!

EAI tool / interface

Collaboration

Platform

Data processing area

Business partners & systems

Multi-tenant setup

Central posting

Central processing

Real-time synchronization

Accurate object translation

Common data model

Embedded rules engine

Tight process linkage

Scalable info sharing

Point-2-Point EDI Collaboration / Cloud Platform
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The 3 Integration Styles
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Multi-enterprise Characteristics

Attribute Description

Degree of shared processes Substantially to fully shared

Data model Common model, substantially to fully shared

Ease of change Technically easier to implement data and process changes

Architecture setup Multi-enterprise, multi-tenant (single, shared code page)

Application operation Central posting and central processing; embedded rules engine

Authority model Predominantly owned by 3rd party (shared)

Mode of synchronization Real-time

Purpose of integration If required to link interfaces on shared functions to internal systems

Scalability Scalable for all participants

Type of implementation Mainly hosted or cloud delivered SaaS
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Visibility Survey: Key Findings

Term Finding

Degree of adoption Significant gap between vendor offerings and actual client adoption

Scope of offerings No comprehensive suite offerings, more best-of-breed solutions

Understanding of terms Companies recognizing terminology but conversion lacks

Scope of implementations Mainly logistics focus, definitely silo’ed and not end-to-end

Breadth of initiatives Often within company borders, limited outside-in collaboration

Selection of tool Often trying to solve with ERP or in-house developments

Information gathering Focus on established application vendors, limited on emerging ones
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Preparing for a VUCA* world where 
sudden opportunities and risks emerge 

It's a Buyer's 
Market

Globalization

Reputation 
and Regulation

Corporate 
Churn

Disruptive

*VUCA is a military term to describe the volatile, 
uncertain, complex and ambiguous world we live in 



Control Towers open a new Era of Collaboration 
across Complex Global networks 

RAW MATERIALS PROVIDER
SEMICONDUCTOR

FABRICATION FACILITY

COMPONENT

MANUFACTURER

CONTRACT MANUFACTURERCONSUMER

PACKAGED GOODS

RETAIL LOCAL WAREHOUSE RETAIL STORE

DISTRIBUTION CENTER

Apple, Samsung, 
Sony, Motorola

Best Buy, Wal-Mart,
Dixons Retail, MediaMarkt

Flextronics,
Jabil, Sanmina

Intel, STM, 
Freescale, SanDisk

Sabic, Outokumpu,
Olin, Alcoa, BASF

BDP International

DHL, CEVA

Damco, 
Kuehne+Nagel

UTi, Menlo, 
EXEL/DHL

Ryder, DSV,
Wincanton

Sinotrans
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A Nexus of Forces provides exciting 
opportunities to make E2ESCV a reality!

Behavior
Pervasive 

Access

Global Class 
Delivery

"Big" Context

NEXUS


