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rates by as much as half, says Karin Bursa, vice
president of marketing at Logility, an Atlanta-
based supply chain management software
provider. But the door remains open to more
forecasting and collaboration up, down, and
across beverage supply chains.

"Many good forecasting systems are avail-
able, but they don't always include the input of
key customers, which can hamper forecasting

efforts," says John Spain, senior vice presi-
dent, global supply chain services fbr Tompkins
Associates, a Raleigh, N.C.-based supply chain
consulting firm. "Manufacturers have to guess,
based on distribution."

"Communication, collaboration, forecasting,
and trust all have to be in ready supply," says
Kevin Brady, president of Houston-based Satellite
Logistics, a 3PL specializing in beverages.

For alcoholic beverage companies, gaining supply chain
efficiencies means navigating a complex and overlapping
web of sometimes'archaic federal, state, county, and city
regulations.
Despi te a t rend toward consol idat ion among alcohol ic  beverage g iants,  e l iminat ing over lap is
hampered by myr iad laws,  such as the requi rement  to mainta in a physical  presence in s iates
where a company sel ls .

"When i t  comes to regulat ions,  other  types of  beverages hold an advantage over  wine,
beer,  and l iquor , "  says John Spain,  senior  v ice president ,  g lobal  supply chain serv ices for
Tomokins Associates.

lmporting product further complicates the issue. In addition to customs clearance, "anti-

terrorism and theft regulations concerning alcohol abound, and more are on the way," he says.
lmporters are turn ing to g lobal  t rade management solut ions to bet ter  manage and

contro l  inbound inventory movement.  Speed is  a lso an issue.  For  example,  when domest ic
beer manufacturers debuted born-on,  f reshness dat ing to d i f ferent ia te thei r  brands
from imported beer companies,  Heineken implemented a mul t i -s tage p lan to shor ten the
dist r ibut ion process as soon as product  h i t  the por t ,  says Kar in Bursa,  v ice president  of

market ing,  Logi l i ty .

a I  Compl icated taxat ion laws a lso f igure heavi ly  in to the mix.  Beverage 3PL

I  I  Sate l l i te  Logist ics,  for  example,  has tweaked i ts  WMS, TMS, and import /export

I  t  documentat ion systems wi th specia l ized code to accommodate legal  nuances in

I  I  var ious jur isd ic t ions.

1r Some states require retailers and restaurants to pay for alcohol in cash or
j  through complex credi t  systems,  compl icat ing the supply chain through the last

, i  mi le .  Penal t ies for  non-compl iance can be par t icu lar ly  harsh in  s tates wi th fe lony
i  laws,  so those handl ing a lcohol  must  be v ig i lant  about  meet ing these guidel ines.

j  "S"rv ice providers looking for  a foothold in  the a lcohol ic  beverage industry

tf face a learning curve about new regulaiions," notes Kevin Brady, president of

* i  Sate l l i te  Logist ics.  Shippers,  therefore,  need to be d i l igent  in  f ind ing par tners wi th
: n n r n n r i e f a  o v- r t s .  - F . . * . -  - , . p e n e n c e .
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Beverage companies are also scrutinizing their

I 
transportation operations. Rising costs are driv-

I 
ing them to use transportation management

I 
systems that provide better visibility, control over

I 
expenses, and more efficient routings for both

I inbound and outbound shipments. Some compa-

I 
nies combine their fbrecasting and transportation

I 
systems to move product directly from produc-

I 
tion to retailer, removing the distribution step

I entirely. Consequently, some bevcrage companies

I 
are turning to 3PLs to help manage distribution

I 
to rnarkct.

I 
SKU proliferation remains a major driver

I 
behind warehouse

I The Toast of the Town: management system

I Eeverage 3PLs (WMS) upgrades. About
| 20 oercent of all bever-

Recalls are also an issue that can be addressed
with WMS. "lf, for example, a bottled water
company discovers a problem occurred in
production between 2 p.m. and 4 p.m. yesterday,
it can quickly track where those bottles were
delivered," says Kozenski. "More detailed product
genealogies and tracking capabilities to the case
level are the next phases of WMS sophistication."

For wine, the bottle is also a marketing vehicle,
so varied shapes and sizes present another obsta-
cle. M.S. Walker, a northeastern wine and spirits
distributor, for exarnple, sells 11 different product
sizes lbr each of its SKUs - frorn nips to 1.S-gal-
lon bottles. The industry standard unit of measure
is a nine-liter equivalent, though cases can vary
considerably in size, cornplicating automated han-
dling. Non-alcoholic beverages also use packaging
as a sales gimmick, introducing new cornplexities
into their distribution systems as well.

The last mile can be the most costly l ink in
the beverage supply chain. While some bever-
ages move through traditional streams, from
production to a retail warehouse then on to
stores, a sizable percentage of beverages are deliv-
ered direct to stores, bars, restaurants, vending
machines, and other venues by manufactrlrers or
distributors.

Generally, beverage companies start picking
and staging orders for next-day delivery the after-
noon before to optimally conflgurc loads for truck
transport. The fbllowing morning, drivers set out
to service their routes.

Even for large'customers, direct store delivery
is common. So beverage companies are throwing
technology at the cornplcxity of managing this
challenge - including route optimization, Ioad
planning, and automated delivery transactions -

to shorten the order-to-cash cycle.'fhey are also
tapping global positioning systems to facilitate
real-time status of inventory in transit.

One worry beverage companies don't dwcll
on is the economy. While purchase patterns may
shift during a slowdc'rwn, and seasonal trends
persist, beverages are recession-proof. People will
always get thirsty.
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age warehouses use WMS
today, but that number will

lump to 50 percent over the
next decade, estirnates Chad
Collins, vice president global

strategy at HighJump
Software, a supply
chain execution solu-

tions finn based in Eden
Prairie, Minn.

"Paper-based systems pro-
vide total inventory numbers,
but can't track the products
to individual locations," he
notes. "WMS can tell users
exactly where their ;lroduct
is," boosting productivity by as
much as 15 percent.

lleverage companies also
rely on WMS to help manage

code dates. 'Almost all bever-
ages have expiration dates," says

Spain. "Turning inventory quickly
is crit ical."
Beer, in particular, requires greater

attention to revL'rse logistics processes
when it passes sell-by dates and kegs have to be
transported frorn the reseller back to the bottler.
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