INTERACTIVE EXERCISE 2.1

% Pataganm—-tﬁe autﬂoar equrpmm and clothmg mmpany
3 “used as an example in this. section—has a home page
fmaﬁf mth mtsrastmg caum—related mwractwe elements.

p- Mo W W GNP SUNNTEE e WE  Sugid geseew s
+ : ] - - P Bl ol gl o [

: 5L . r LR o 3 EESEY | e i e (]

a hL e - R . COT - . T H 5 u Y

; EERE : i HELTLL e ;

ﬂﬂﬁ‘ﬂ'ﬁfiﬂm;‘-_m slnaie 0o

Pat:agama s website also boasta an :ntaracﬁw mw f ;, '
documents the construction of various products. Wﬁrﬂf <
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themselves. It is important to keep in mind'_the six criteria by which successful Sup-
ply chains can be measured. Melnyk, Davis, Spekman, and Sandor have identifieg
the criteria for a successful outcome-driven supply chain as:

Cost: minimize cost while ensuring customer service

. ResponsiveneSS: respond to changes 1n demand in a timely fashion
Security: protect against external threats to the supply chain
Sustainability: minimize environmental impact _

" Resilience: be able to identify and react quickly to supply chain risks
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that meet customer needs
_ Melnyk and colleagues point out that these criteria are not mutually exclusive.
The management challenge is to balance all six of them in creating the most effective
‘possible supply chain on both the supplier-facing and the customer-facing sides. '~

" If this were not already sufficiently challenging, writer Steve New adds that
customers, especially ultimate consumers (who are environmentally concerned
~ consumers), are demanding supply chain transparency to ensure thar products
are sourced in a way that corresponds with their values. They want products
~ that are made from sustainably harvested materials, produced in factories that
do not use child labor and meet at least minimum labor standards, and are man-
ufactured and transported in a way that minimizes environmental impact.'’
"~ Qutdoor equipment and clothing supplier Patagonia has a web page that
“allows consumers to track the “footprint” of a specific product. As of this wnr-
ing, there are 16 products that can be tracked with the option to obtain further
information. In the case of its Chacabuco backpack, shown in Figure 2.4, the
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~company’s website provides information about the plant in South Korea tha® -
here the back-

~weaves the fabric for the backpack and the plant in Vietnam W e packs - o
- packs are constructed. Patagonia’s website uses a Flash page to present content
‘in a way that corresponds with both its traditional corporate va
- compelling visuals present in other areas of its website. Other firms are u
ification codes that link to pages on their sites where similar content is ava

lues and the
sing ver-
ilable.

Still others are experimenting with RFID technology (discussed later in this chapter) '_
“to make content available on mobile phones at the point of purchase. For more

details on transparent supply chains and the technologies that support them, see ' _:



