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Abstract

This paper proposes to develop a supply chain managent
strategy framework that will enable Jotun to better
configure its operations in Brazil to enable effecte and

efficient delivery of its products according to itsunderlying

key performance indicator, on time and in full (OTIF). In

determining the scope of this study the paper apmd

different supply chain management models which incide

purchasing portfolio analysis, strategic outsourcig and

Porter marketing approach analysis. The finding of the

study prevails that integrating organizations requrement

into logistics service provider scope of work enhaies value
for both contractual parties and fosters long term
commitment. Sufficient market knowledge forms a pl&orm

upon which both outsourcing company and logistic seice

provider work on a win-win basis serving customers’needs
efficiently and effectively. Based upon the heter@meous
structure of the new customers in Brazil for Jotunit is better

to apply both cost leadership and differentiated sategy to

become successful in the business area. Furthermordotun

has to implement SCOR model for a unique frameworkhat

supports communication between supply chain partner and
enhances the effectiveness of supply chain manageme
technology, and related improvement activities. As
recommendation, the 2009 world economic crisis hagven a
number of experiences on the dynamics of the busise and
their risk. In these modern days social scientistsused
experimentally simulated data to measure the impactof

some variables. Therefore, Jotun has to quantify ah
precisely measure the performance of its suppliersising

powerful stochastic models that are discussed in ¢h
advanced KPI's using simulated data.

Keywords: Simulation models, market strategies, Jotun, logistics
service providers, key performance indicators, Brazil

1. Introduction

For the past half millennium businesses have witp@és
wave of internationalization. Businesses are ggjludpal
so as to increase their market share and profitabil
Internationalization however has further been wiggl
off by shorter product life cycles and saturatedkats in
the local markets which necessitated venturing oiteer
geographical regions so as to increase its lifdecpod
glean more profit albeit for a short period. Besidming
global businesses have been striving to differentia
themselves from the competitors.
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Porter [1] posits that a firm can gain competitive
advantage if it differentiates itself from its coetipors by
being inimitable at something that is of value tet
customers beyond just simply offering a low price.

For the past half millennium businesses have witp@és
wave of internationalization. Businesses are gagjlujpal

so as to increase their market share and profitabil
Internationalization however has further been &iggl

off by shorter product life cycles and saturatedkess in

the local markets which necessitated venturing aiter
geographical regions so as to increase its lifdecgpod
glean more profit albeit for a short period. Besidming
global businesses have been striving to differeatia
themselves from the competitors. Porter [1] poditt a
firm can gain competitive advantage if it differiames
itself from its competitors by being inimitable at
something that is of value to the customers beyjost
simply offering a low price.

This chapter provides background information about
Jotun and outlines the scope of this research p#pso
stipulates the problem statement, purpose, research
objectives and delimitations.

1.1 Background

Jotun is a privately owned fast growing paint compa
headquartered in Sandefjord Norway it has hubs in
Malaysia, Dubai and China. Founded way back in 1926

Jotun comprises a matrix of 74 companies and 36
production facilities spanning across all contiserif].
Ranking number nine amongst the biggest paint compa
in the world, Jotun spans across seven regions lgame
Scandinavia, West Europe, East Europe and Censial A
Middle East, India and Africa, South East Asia and
Pacific, North East Asia, and Americas. It is rasgble

for the sale of Decorative paints and Performance
Coatings (Marine, Protective and Powder Coatings) i
more than 90 countries. The paints are meant wnger
industrial, shipping and residential markets, [3].

Jotun’s vision and strategy lie in the heart otibsicern to
protecting its business and environment. It stales,
“Jotun protects its employees, customers, suppliers
shareholders, the environment, and all properg}’, |

Jotun’s four values include; loyalty which entallstun’s
long-term relationship with colleagues and cust@amer
underlines the trust placed in its products ancgpleaare
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which underscores Jotun’s willingness to help angpsrt
others including protecting internal and external
environment; respect; and boldness. The systerhesfet
values enables Jotun to enhance its unique pesgiin

One of the main elements in Jotun’s overall stiateg
direction is organic growth through developing namd
existing markets, and differentiated approach which
centers on global view and local orientations.

In 2012 Jotun had NOK 15.8 billion in total openati
revenues, and expenses before interest and taxT /Bl
totaling NOK 1.5 billion. Decorative Paints accoeshtfor
NOK 5.5 billion being 35% of the total revenue Muxi
Coatings accounted NOK 5 billion, being 32%, Pritec
Coatings accounted for NOK 3.6 billion being 23% of
total operating revenue, and Powder Coatings adedun
for NOK 1.6 billion, being 10% of the total operadi
revenue.

For the period up to August 2013 Jotun Group reubrt
sales of paint and powder coatings of NOK 8 174ionil
This is an increase from NOK 7 686 million in trense
period in 2012. The six per cent increase was qQadatily
driven by larger sales in Middle East and CentralaA
The Group’s operating profit for the period frormdary
to the end of August was NOK 1 050 million, an gase
of 18% compared to 2012. Morten Fon, Jotun’s Pesgid
and CEO, said: “We are satisfied that Jotun is essful

in delivering continued increase in sales and im@do
margins in an ever-changing world.” “Raw materials
represent approximately 60% of our total costsislt
therefore important for Jotun that the outlook famw
material prices is stable.” “Jotun has invested oslim
NOK 500 million in new properties, plants and
equipment. This level of investments is in line hwidur
strategy, and is essential for Jotun for futurenghd’ [3].

Jotun is divided into several R&D areas, these are;
Antifouling, Anticorrosive, Powder coatings, Inter;
Exterior, Binder technology research, Analyticadaarch,
and Multicolor. R&D works to ensure that least hapais
chemicals are used by Jotun when developing new
products and the bottom line is products shoulteast
contain minimum amount possible of volatile organic
compounds, [2]

Jotun recognizes the fact that it belongs to chalmic
industry being a global manufacturer and suppliér o
paints and powder coatings and so it is concerniid w
chemical impact on both the users and the envirohme
With chemical regulations in place Jotun is in ctiemg
with these regulations and ensures that healthysafed
the environment are protected accordingly from taaas
chemicals.

1.2 Problem statement

Pleshko and Heiens [4] posited that organizaticedrio
initiate  strategies particularly in today’'s highly
competitive market place even if such initiativguiges a
change on operations or culture. Besides growth
opportunities can still be found by improving custr
value management and venturing into new markets to

better exploit part of the customers’ segment thas
never been served or is currently being undersevyetie
competitors.

The take off point for JOTUN is to carry out a nmefrk
analysis by building on customer and competitoryaees

to make strategic judgments about market and its
dynamics [5]. The primary objective of market as#yis

to determine the attractiveness of a market through
conducting a SWOT analysis, enabling Jotun to kitsw
strengths, weaknesses, opportunities and threats

Nevertheless as the way of increasing market shade
global presence Jotun wants to enter a new market i
Brazil for its currently existing paint products serve
different customers according to its product pdidfo
New market development and strategy is analyzewh fro
different perspectives. Therefore, the main moibrabf
this paper is to give strategic solutions aboutiFstnew
market in Brazil from supply chain management's
perspective.

The principle of supply chain management suggésitsit

is appropriate strategy which makes a company sscce
In literature we can find a number of importantibass
strategies, nevertheless this paper addresses wdiich
these strategies are adequate to the new marBeazail.

1.3 Purpose and research questions

The purpose of this paper is to discuss variousswayun
can use to approach new markets for its produots the
supply chain point of view. Furthermore this papeeks
to point out criteria and factors Jotun should oders
when selecting a transport carrier during a tendée
paper will also discuss key performance indicaf&iBIs)
Jotun should consider in contracting with third tpar
logistic provider. The following research questiondl
help fulfil the purpose of the study.

. How should Jotun approach new markets in
Brazil?

. What criteria should be used in tender process with
respect to selection of transport carrier?

. What are the criteria that Jotun should priorifize
screening for potential suppliers?

. What are the critical success factors for Jotun

paints’ market in Brazil?
1.4 Delimitations

Market entry strategies and supplier selection ggses
are complex enough such that including other pentin
issues to this paper will make it unjustifiably ¢pnNo
sufficient data were obtained from Jotun as suchae
reverted to using artificially generated data. Heerewe
hope that the models used herein when applied ngih
data will produce guidelines necessary for supplier
selection in the future company’'s endeavours.

1.5 Research paper outline
This paper is structured as follows:
The second chapter provides a review of the rekearc

conducted in market entry strategies and supplier
selection. The third chapter focuses on discussiod
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findings; here is where the problem will be anatlyse
through the use of secondary data as well as hgticth
data for simulation purposes. The chapter consdlyuen
includes the objectives of this paper. The fouttapter
provides the justification of the study and furtmeakes
recommendations on improvement. The last chaptsr ha
the conclusion and future work which may contribtdge
this paper.

2. Literature Review

Each organization that competes on a market inrtaine
industry has competitive advantage strategy whether
explicit or implicit. The strategy may have evolved
absolutely through activities of various functional
departments of the organization or may have deeelop
through an explicit planning process. Accordin@@tney

[6], an organizations strategy is its theory of hdov
compete successfully which is carried out by anatys
the impact that particular organization’s theorg loa its
competitive position in the market or industry. Anf
gains competitive advantage when its actions in the
market or industry create an economic value andnvéhe
few competing firms are engaging in similar actio®s

the contrary a firm experiences competitive disatkge
when its actions fail to create economic values thiwhy

it is essential for firms to develop theories thate the
potential for generating competitive advantagdollbws

that absence of competitive advantage in the firm’s
strategy my result into competitive disadvantage.

As Porter [7], pointed out firms achieve compeétiv
advantage through acts of innovation, which they
approach in its broadest sense including both naysvef
doing things and new technologies. Innovation ia tdase
can be manifested in a new production process or
production facility, new way of conducting trainingew
product design or new marketing approach. Some
innovations create competitive advantage by serang
market segment that others have ignored or by pémge

an entirely new market opportunity. However, fonfs to
succeed, innovation usually requires necessityssoire
and even adversity where the fear of loss oftervgso
more powerful than the hope of gain.

2.1 Approaches to enter new markets

2.1.1. Competitive Strategies

This model of generic strategies, according to é?d@],
addresses firms with an analytical technique fdnigg
understanding of competitors and industries. Sgiate
planning is a key concern to firms as it may lead t
significant benefits to the same. In effect, a pesc of
strategy formulation determines a firm's long run
competitive strength that generates a persistédrigher
rate of profits than its rivals through creation af
sustainable competitive advantage. Nonethelessyna f
must first choose a suitable positioning if it Gsdcompete
successfully in the long run. Hence Porter propdsesse
different generic strategies to strengthening oinigg
competitive advantage and these include: overaéit co
leadership, differentiation and focus.

The three strategies may not be equally suitable firm
even though they all have the potential to resulthe
above-average profits. The challenge lies in silgdhe
strategy that best suits the firm’s resources arehgths
and the one that is least imitable by competitord &
this end requires knowledge about the firm, its
competitors and business environment.

2.1.2 Focus strategy

This strategy focuses on the choice of a narrow
competitive scope within an industry. In other wsrit
aims at serving a special segment or target oinithastry
well. The focus strategy is typically labouring wieer

the company distinguishes its segment and has prot
competitively fulfil its necessities. The foundati
principle and philosophy of the focus strategy
concentrating the company’s marketing determinatiom
few narrow market segments and the company's
marketing combination to these specific marketg th
company can better come across the requirementsabf
target market [9].

2.1.3 Overall cost leadership

This paper will not discuss cost leadership andugoc
strategies in detail bearing in mind that Jotuready
focuses on differentiation strategy. The two wilenaly

be touched upon. In cost leadership strategy,m $iets
out to become the low cost producer in its industry
Nevertheless, Porter asserts that the sources sf co
advantage are different and rely on the structdr¢éhe
industry. They may include the pursuit of propnigta
technology, economies of scale, better access wo ra
materials and other factors. If a firm commandsegsiat

or near the industry average, then it can achieawt a
sustain overall cost leadership, as it will be above
average performer in its industry [10].

2.1.4 Differentiation Strategy

In differentiation strategy, a firm seeks to diffatiate its
product or service by creating something that icgiged
industry-wide as being unique [11]. Differentiation
approach seeks appropriate and most suitable whys o
aligning services and products to meet unique cwsto
requirements and unlike cost leadership stratdgyeals
mostly with the external business environment [1€jth
this strategy, regardless of price being an imporfiactor,

it is not the primary concern of consumers wheridieg

on the purchase even though customers are wildirngay

a premium price. Hence, product differentiation,
according to [6], is a business strategy wherebmdi
increase the perceived value of their productseovises
relative to the perceived value of other firms’ gwots or
services in an attempt to gain a competitive adgat
The properties of the products or services areealtén
order to create differences in the relative pemeivalue
of a firm’s products or services. Barney and Hésyer
[13] further argue that “product differentiation is
ultimately an expression of the creativity of indivals
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and groups within the firms. It is limited only ke

opportunities that exist or created in a specifidustry
and by the willingness and ability of firms to diealy

explore ways to take advantage of those opporasiiti
As pointed out by Porter [8], it is important forfiem to

differentiate itself among more than one dimension
order to reach the desired results.

2.2 Outsourcing of third party logistics activities

According to Aghazadeh [14], logistic management
comprises three fundamental functions, transporiati
management, inventory management, and value added
services. He further posits that third party ldgstcomes

to life when an independent economic agent is bbirg

to manage the aforementioned core functions. Int lagf

the above definition any transporter carrier incefent of
Jotun qualifies being a third party logistic prosmid

TPL integrates knowledge and seasoned expertise in
transportation management, inventory managemett, an
value added services, moreover they infuse the sht
technology in either of the functions above. Acdogtly

they create reliable distribution channels and abgh
controls and they are efficient as they highly tafo
specialized capabilities and functions that addierdior

any company..

Selviaridis [15],define third party logistics astsourcing

of logistics activities to specialized service pgod®rs as an
economically viable method of achieving productiand

/ service enhancements

The benefits deriving from using third party logist
include gaining expertise on the part of the outsiog
company from the TPL, the outsourcing company may
also benefit from improved market knowledge andadat
access that the TPL providers have acquired in, tthme
outsourcing company stands to concentrate on the co
competence and business objectives, it furtheilemtigh
degree of flexibility in terms of catering to custers that
are not in a regular schedule [14].

However for a successful third party arrangememtctmur

it is imperative that good communication flow beéme
parties be maintained, furthermore [14] suggesisttiere

is a great need for outsourcing company and the TPL
provider to have a unified objective of succeedargl
that reward structure be open. He argues also thwat
parties should have what he termed corporate clgmis
which occurs when two parties share common business
beliefs and practices. This entails relational riat&on
between TPL provider and the outsourcing company.
Other benefits include; reduced need for personnel,
reduced transportation and distribution cost, imptb
customer service, improved cycle time and freeimgjtal
lock up in manufacturers and marketers non non-core
areas, money is not spent on equipment like truoic
forklifts and supply chain software, this could lged in

the more core activities of the organization.

The institute of outsourcing shed light on the cibotion

of outsourcing and that organizations can gainaf%
cost saving and a 15% increase in capacity andtyguaih
average. Third party logistic providers generalty as a
conduit between suppliers and buyers in the supipdyn.

This linkage is of paramount importance for optiatian
of supply chain system [15].

2.2.1. Selection criteria for Third Party Logistic
Providers

There are numerous selection criteria for thirdtypar
logistic provider in the literature, these critegi@ generic
and may tend to have varying degree depending en th
industry the service provider is sought from. Salidis
[15] enumerated the following criteria; technical
capability and competence; capacity and flexililalent
references and provider reputation; communications;
compatible information system or information
technology; expertise and specialist knowledgearfoial
stability/strength; service quality; price/cost;rin@nized
planning horizons; geographical coverage/networks;
experience in handling specific product types;
subcontracting practices; supply of critical infation;
responsiveness/ability to meet promises; religldit-
time shipment and delivery; personnel quality/human
resource management; performance measurement; and
experience in specific industry in respect of the
regulations.

2.2.2 Statistical models with respect to selection
criteria and factors.

In these modern days test of hypothesis using
experimental data has become remarkably importadt a
growing fast in managerial science. Simulation i a
important method of generating experimental dateesd
some hypotheses. In this study we have used sietulat
data to demonstrate how to select the best trahspor
carriers using several selection criteria

The data we simulated contain Lead Time, Car Acttide
Total number of products shipped, and number of
defected products after shipping.

Analysis of variance (ANOVA)
Analysis of variance is used to see the existerictheo
main differences of certain random variables wigirgle
treatment over its levels. Such models help ustopare
the means of different treatment levels of a random
variable. The linear statistical model for ANOVAgs/en
as [16]:

yij =IU+ai + £.

ij
i=123..a, |=123..n (1)

where: [ =the grand meang; =the i level effect

and & ~ N 0,0°l,)

The method of estimation for the model parametethé
Ordinary Least Square estimation method.

Poisson Regression Model

Poisson regression is a form of regression analysd to
model count data and contingency tables. Poisson
regression assumes the response variable Y hassoRo
distribution [17]:
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Ae™
PIY =yl =——,
Y

yOW
2

wherel , is the model's parameter and W is the set of
Whole numbers

The Poisson distribution is the exponential family
distribution so that the Poisson regression model
transforms the random variable into its logarithiie
transformation allows us to express the expectéaevaf

the random variable as a linear combination of its
exogenous predictors.

LOgEY | X] = By + B Xy + By X, +.t B X, (3)

:Xﬂ

Where = 3, are the model parameters,

X = X is the matrix of exogenous inputs

Model parameters are estimated by the maximum
likelihood estimation method.

n [Xﬁ] Yi e-[Xﬁ]

ey

Reliability Analysis Model

Reliability analysis deals with analysis of timeration
when one or more events happen. There are different
probability models that are frequently applied in
reliability analysis. These are Exponential disitibn,
Weibull distribution, lognormal distribution, Gormpe
distribution, Gamma distribution, Log-logistic disution
etc. For the given set of data the appropriate made
selected by information criteria like the Akaike
information criterion (AIC) and Bayesian informatio
criterion (BIC).

(4)

As we have mentioned above there are different
probability models for reliability analysis and théore
we restrict ourselves to exponential distribution.

Suppose we have exponentially distributed lead fithe
random variable [18]:

f(t)=8exp[-&], t=0 (5)
The regression model is given as:
Log6=6,+6Z +6,Z,+..+6,Z, ©)

=76
Wheref = &, are the model parameter&, = Z ; is
the matrix of exogenous inputs.

Model parameters are estimated by the maximum
likelihood estimation method.

¢ = [[26]expl-Z&]
I_J )

Logistic Regression Model

Logistic regression model is one of the famous nwdé
categorical data analysis. This model helps us to
determine the factors that maximize the probabdityhe
occurrence of the response variable. The regressautel

is given as [19]:

PIU [W] = exp@, +aWw, +a,W, +...+aW,)
1+exp@, +aW, +a W, +...+ a W) (8)
__expWwal
1+expWa]

Where U is a binary random variable (Like Yes, No),
a = a; are the model parametek/ =Wj is the matrix

of exogenous inputs

Model parameters are estimated by the maximum
likelihood estimation method.

_ Ill[ expWa] }
4| 1-expWa
i= pWal] 9)

Models of Proportion

The models of proportion give us insight to compére

proportionate distributions of the categories & tandom

variable. We estimate the proportion as [20]:

~ _ Ny
p__
n

(10)

Where N, the number of one category of the random
variable and n is the sample size

Mean E[ p] = p and varianc&/ar[ p] = @

3. Results and Discussions

3.1 New market approach

Jotun can adapt to the following strategies toebneget
foothold in the new markets and regions in Brazil

Analysis of actual and potential market size

According to Thurston [21], there has been a proibge
rising demand on marine and protective coating riewzi.
The maritime coatings market is estimated at $45amj
which is a prospective destination for Jotun, wéthaim
of growing organically. The establishment of thewne
factory aims at producing 10 million liters, whictill
totally cater for the Brazilian market.

According to Thurston [21] with the booming economy
sight, Brazil has been expanding its maritime fieeivell
as oil and gas rig fleet, inspired by discoveriépre-salt
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oil reserves off the shores of Santos state, néarde
Janeiro. This means business for Jotun for both the
onshore and offshore equipment involved in sub-salt
production, which require special corrosion pratect
coatings as this will save over 75% of the cost of
replacement due to corrosion.

Thurston [21] goes ahead to saying that Jotun Imas a
assured market with PetroBras TransPetro, withnéract
signed between the two in 2008 for Jotun to supply
250,000 liters of dry dock coatings per year faefl
maintenance. PetroBras has a fleet of about 52lgeand

26 more have been ordered. Furthermore, PetroBras’
latest new business plan of July 2011, to add d#tifig
production and offloading platforms and modules and
additional 28 offshore drilling rigs, means an g®se in
portfolio for Jotun who have a contract with Petra8
who aim to triple production by 2020.

Another potential market for Jotun is the Brazilisavy,
which is the second biggest in the Americas after t
United States. According to Thurston [21], Bragiket in
expanding its navy fleet and ocean patrol vesseigy
recently signed a £ 133 million contract with BAE
Systems for the production of three ocean patrsteis, a
contract that also has a manufacturing clause whiht
permit more vessels of the same caliber to be built
Brazil.

Findings and arguments on market growth

According to Aaker [5], after the size of markesHseen
estimated, focus is shifted to the market growtk.r&he
main question here is a company to ask itself “Wihi#lt

be the market size in the future?” For the casdotfin,
there are some key driving forces that guarantee a
potential market in the future. These include; pa@a
canal expansion,

The Panama Canal Expansion

The Panama Canal is one of the most important bloba
trade links in the Americas with an estimated 5%hef
world’s total cargo volume. According to the Panama
Canal expansion study, Phase 1 Report [22], “the
expansion will double capacity in terms of tradéuwae
and allow passage of much bigger ships than thesgur
Panamax size”. This is expected to open up Brazilia
waterways to the world therefore Brazil will stiraté the
production of bigger and better post-Panamax vessel
with the aim of quadrupling its exports by 2030,ieth
will be a potential market for the marine and pectite
business for Jotun.

Growth of Brazilian Ship Building Industry

According to NCE [23], Brazilian shipyards are
experiencing a new booming, with attraction frootaof
investments. They now stand at an order book off867
both ship building and offshore constructions. 9vne
shipyards are under implementation in differenttpaf
the country. Brazil now stands as tHe Higgest drilling
unit builder and 2 in platform construction in the world,
with 20 oil platforms and 33 offshore deep watelidg
rigs under construction. The Brazilian order book

accounts for the 8% of total activity worldwide. Wihis

in mind, Jotun has to capture the market sharesogslty
through increasing volume output as time goes by,
bearing in mind also the recent discoveries ofaaill gas
that might prompt for the production of more expliwn
and rigging vessels

Growth of 3PL services and transport infrastructure

According to PWC report [22] transportation must
become one of the highest priorities if Brazilasachieve
true competitiveness with other countries.

Brazil is heavily dependent on its road system for
transportation, and so is Jotun through distributad its
products through trucks to different regions in the
country. According to Araujo [24] road freight
transportation (road freight) is responsible forrenthan
60% of the volume of goods handled in Brazil and
accounts for around 6% of GDP of Brazil's economy.
With this in mind, Brazil government has set to &xgp
and improve its roads systems. In 2007, Brazilaside
U$D 19.6 Billion for roadways alone in its projet
improve road transport.

For JOTUN is a business opportunity, because nuaa |
markets will be accessed through truck delivergrefore

more cross docking points can be established, fttvere
shortening lead times from factory to the customer.

Assessing Market Profitability

According to the Porter’s model, there are fivetdes that
influence profitability, including the intensity of
competition among existing competitors, the existeof
potential competitors who will enter when profitse a
high, substitute products that will attract custesné
prices become high, the bargaining power of custsme
and bargaining power of suppliers. In this contextich
emphasis is put on existing competitors of JotuBrewil.

There are over major 50 paints and coatings
manufacturers in Brazilian market, with the biggéstun
competitor being Akzo Nobel, whose main segmettiés
decorative paints. According to Thurston [21] Aksobel

in May 2012 won a deal to provide coatings for tbef

of Brazil's Maracana Stadium, in Rio de Janeirs thill
host the FIFA World Cup final in 2014. Industrial
coatings, including marine and protective industria
products, are also a major segment for AkzoNoleksa
Brazil. A research and development joint venturehwi
PetroBras helps AkzoNobel pinpoint products nedided
the oil giant's new investment program, which ikigd at
$225 billion over the next few years.

3.2 Developing sound strategic business plan

In order to decide the business strategy in fofeckht
regions of Brazil first we have to see the disttitms of
the customers with respect of sales volume of Jufbe
sales volume of Juton in different regions of Bragi
given in annex D.

92.44% of the total sales volume is covered from
customers of three cities Rio de Janeiro, MinasaSexnd
Pernambuco. If we sum up the sales volume up #398.
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this is accounted from the inclusions of cities $do
Paulo, Rio Grande do sul and Santa Catarina. Tihe on
1.57% of the sales volume is covered from the otfters

of Brazil. This information tells us Juton has High
heterogeneous customers in Brazil.

Using the statistics from Annex D we can analyse th
proper implementation of business strategy for duto
Brazil. The solution of the problem must addresw to
increase the sales volume in the other regions and
maintain the best performing market areas. As the
solution, first, in order to be sustainable andihguvoyal
customers in the market Juton must be respectfutince
delivery, improve quality, by reducing productioost
decrease selling price to their customers. Secesidg a
single business strategy (i.e. one of cost leaggrsh
differentiation Strategy or focus strategy) canmake the
company to be effective and efficient in graspirgwn
customers. Juton has to implement mixed strategy fo
different regions of Brazil with respect of shortdalong

run economic growth and activity, competitors, kgci
Parameters, Upstream Parameters (suppliers) and
Downstream Parameters (end customers). Third, $otun
network and distribution configuration must be flde,
responsive and dynamic according to the magnitudde o
their customers. Here Juton has to implement dyoami
demand management for forecasting using both atatyo
and non-stationary models (ARMA, ARIMA,
GARCH...Etc.) for different regions with respect thie
products. Fourth, in supply chain management liteea

we found that by performing analysis and settingppr
market segmentation strategy and demand projection
Jotun’'s market share can significantly modified by
advertising.

Fifth, Juton with the assistance of supply chain
management professional try to implement the Supply
Chain Operations Reference (SCOR). The SCOR medel i
world widely acknowledged framework for assessing a
comparing supply chain accomplishments and their
enactment. The SCOR model systematically unifies th
five important components (plan, source, make,vdeli
and return) of the organization. The SCOR model is
responsible for a uniqgue framework that links
performance metrics, best practical operations,sanghly
chain partners into a unified structure. The framew
also supports communication between supply chain
partners and enhances the effectiveness of supalin c
management, technology, and related improvement
activities.

Organizational remunerations of implementing theD8C
model comprise of quick evaluation of supply chain
performance, flawless empathy of performance gaps,
efficient supply chain network redesign and optatiian,
improved operational control from standard esséntia
practices, rationalised management recording and
organizational structure, configuration of supplyain
team assistances with strategic purposes, a cosnsiie
plan for introduction new businesses and products,
organized supply chain coordination that capture
predictable savings.

3.3 Criteria and factors Jotun should consider
when selecting transport carrier during a tender

Literature suggests numerous criteria and fact@asreed
be considered when selecting a transport carriee. W
suggest that Jotun could use the following to achide
objective of the project.

Flexibility of the transport carrier

This is an important element as Jotun will gain an
understanding into how individual transporters tetac
different market situations For instance when deimian
high in places where the transporter does not ngyma
serve, can the same serve these customers?, flis ca
upon flexibility on the part of the transport cars,
furthermore flexibility enhances an ability to hénd
customized services [25].

Cost

So long as transportation cost reduces overalitplulity
of Jotun, cost structure of each service providsrds to
be carefully evaluated, for Instance Jotun coulguest
the service providers to draft their cost breakdowand
thereafter agree upon certain contingent items asduel
price which changes from time to time these shdéd
clearly stated in the escalation clause in the stogi
service provider's contract. Furthermore Jotun #hou
consider cost of a transporter in its totality thatludes
indirect cost associated with incapacity of thensgzort
carrier, [26].

Client references and service provider’s reputation

For the suppliers who have brought in their bidsud
needs to conduct scanning with respect to the typhe
client the service providers have served, and hayv b
those clients are, in so doing Jotun can be abdvatuate
each service provider’s capacity and reputatioremeer
this type of analysis ensures that should any qadati
transport carrier be issued a contract they wilhalg
Jotun’s image in the eyes of the customers andr othe
stakeholders at large [27].

Technical capability and competence

Jotun should also conduct some sort of audit amsprert
carriers so as to evaluate their technical capgbih
terms of required handling equipments, personnel
competence and similar aspects, doing so will ecdan
both its policy on health safety and environment.

Communications

In any environment communication is a vital orgaroag
trading partners. Jotun should also conduct amnediry
survey of the service providers’ communication egsto
determine whether it is compatible to its own othea
supports its mission, a well established commuitpat
system will eliminate information gap and therefore
enhance Jotun’s core mission in Brazil.

Service quality
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Jotun should ensure that service providers whot@pe
performers in terms of on-time delivery, accurateeo
fill rate, frequency of damage in handling and &ign
speed with which service provider attends to custsm
complaints and willingness of the service provider
commit to continuous improvement. Logistic service
provider should be able to demonstrate to Jotuhttiey
have these qualities at least using past recof]s [2

Reliability and on-time delivery

Jotun should ensure that transport carriers who lvel
selected are responsive to customers’ needs instefm
meeting tight delivery schedules and that they khou
always be dependable, this factor however takes int
considerations other parameters such as flexibdity
capacity of transport carrier [29].

Financial stability and strength

Transport carriers should be financially liquid éasure

this Jotun may request financial statements andh sca
through to assess liquidity of the service prowsddhis is

of particular importance for ensuring business icwiity

and smooth operations, because should any transport
carrier become insolvent the ripple effect goesobey
Jotun to its ultimate customers which may transiate

loss of revenue as well as reputation damage alner ot
cost associated with securing a replacement sufjpb.

Geographical coverage and networks

Transport carrier needs to cover sufficient geolgiap
regions in Brazil and Jotun should look for onechese it

is for this reason economies of scope can be aethjev
besides having one transport carrier who is able to
efficiently cater for customers in Rio de Jeneisocbst
efficient ant time efficient than having two or reor
serving three different locations. Furthermore $tigi
service provider who is well networked in Brazilosid
take precedence of all others who cover only their
immediate local territories this reduces marketenggd
distribution cost [26].

Personnel quality

Transport carriers must recruit personnel who greau
speed in the latest developments in the industdyveimo

are well seasoned to cater for varying needs of
heterogeneous customers, to attain this objeatiresport
carriers ought to have sound human resource system.
Jotun should look into these to obtain sufficieatméort

that logistic service provider's staff meet minimum
qualifications.

Supply of critical information

Outsourcing part of logistic function to a third rpa
logistics provider may necessitate sharing confidén
business information Jotun should therefore idgrtifthe
outset what policies with respect to confidentjalitnd
disclosure of information service providers have.isl
from these policies that Jotun can get to seleetahes
whose policies are in line with business policiésaun
in additional to this there should be mutual trasid

understanding between Jotun and logistic serviogiger
this is particularly important for continuous impement
of service, [27].

Labor relations records

Calm work environment facilitates labor productyvénd
efficient use of scarce organization resource it is
imperative that Jotun assesses records of potesetigice
providers’ labor relations to obtain comfort thhé tsame
are in good terms with the workforce, this is intpat in
particular because bad relationship results intosde
environment which may trigger off strikes lockougsd
sit-ins which normally interfere daily logistic apgions.
(28]

Experience in specific industry regulations

It is imperative that logistic service providerse awell
seasoned in the industry in terms of underlying@swnd
regulations, (health, safety and environmental)d an
should be able to demonstrate to Jotun how theye hav
been implementing their health, safety and enviremial
policies. It is from such policies Jotun can depelo
supplier strategies whether to take on a specé#ivise
provider and develop them decision of which depends
upon other qualifying criteria and factors.

Experience in handling hazardous products

Logistic service providers need to demonstrate tuey
have been handling dangerous goods and duratitmef
that they have been doing that, this will enabliddo
select service providers who are experienced ard ho
relevant certifications [29].

Operational performance

This is reflected in the service providers’ abilitydeliver
on-time, detect faulty in the system, system segunnd
responsiveness including handling of confidential
information. Moreover size and quality of assetgidtic
service provider has enhance good operational
performance [30].

3.4 Modeling key performance indicators for
selection of logistic service provider

In supply chain management literature we found ehre
types of flows. These are product flow (consisttloé
movement of products from the supplier to the cusiQ

as well as any from the customer returns to thelgerm,
information flow (involved transmitting orders and
updating the status of delivery) and financial flow
(consists of credit terms, payment timetables, deltvery
and title ownership). The supply chain managemént o
Juton must address problems of distribution network
configuration and distribution Strategy in Brazit a
newly growing business area. The distribution nekwo
configuration is responsible for number, locationda
network tasks of suppliers, production servicesiveey
centers, warehouses, cross-docks and customergrgel
strategy including questions of operating contdeljvery
scheme, and means of transportation, replacement
strategy, and transportation control [31].
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Now our focus is the solution with how to coordmatith
the suppliers of road transportation in Brazil. Roa
transportation is very sensitive to the price afder oil in
the international market. Regardless of dosin supply
chain management perspective the best Road transpor
supplier is characterized by two categories factorese
are the primary factors (those are factors thatctly
affect the competitive advantage of Juton) and rsgaxy
factors (those are factors that affect the ovecalt
reduction strategy of Juton and its business pextinethe
chain.

Modelling Lead Time

Lead time is surveyed closely in supply chain
management as companies want to decrease the aofount
From Table 1 we observe that Supplier B has thdlesta
lead time distribution with high degree of relidtyil
supplier A is the better supplier in reduction @ad time
Comparison of the mean Lead Time of the suppliers

In this section using the analysis of variance (AN}

we are going to compare the average Lead time ef th
suppliers to select the best supplier. The resulfiven in
Table 2: From Table 2 we observe that the meantiesl

of supplier B is significantly different comparedl other
suppliers. If we select supplier B then the averkagel
time is decreased to 2.3 units of time than usumgpker

A and 2.65 units of time than supplier C. The mkzad
time of supplier A and C are statistically equal.

Based up on the exponential reliability regressinalysis
and analysis of variance (ANOVA) the best suppirer
terms of the lead time is Supplier B followed byplier

A and lastly supplier C.

Modelling the Number of Defect

In supply chain management it is crucial to minienthe
defects during process and transportation. In gbigion
we are going to model the distribution of defeatsransit
from three suppliers. The result is given in Tahle

From Table 3 we observe that the prevention of adefe
during transportation by the different suppliers is
estimated. The 95% confidence intervals suggest tha
supplier B significantly performs the best than tiher
suppliers. While the performances of supplier A and
supplier C are statistically equal.

Therefore, based up on the analysis of proportienbest
supplier which reduces the number of defect itemindu
transportation is ranked supplier B is the firsd ahe
other two suppliers have the same performance.

Modelling the number of car accident of the supplies

In order to get a concrete difference of the penfomce of

the suppliers we to the asses the structure ohtimeber

of car accident that the suppliers account in orter

From Table 5 we see that the estimate of the Bwiss
regression model supplier C has the largest model
parameter and B has the smallest. This shows that
Supplier C is the most risky supplier in terms bét
number of car accident and B is the least riskypbep
Based on our analysis of the Poisson regressioreivesl

time it takes to transport products to the markeinoto
Company. In supply chain management lead time
minimization is a vital task for all of the pargeints of
the business partners in the chain.

Modelling the Lead time distribution of the Supplies

When Juton select the transport carriers it hagive
much attention to the lead time history of the safee
appropriate  model for the lead time is parametric
reliability analysis. In this study we use thre@liers of
transportation for Juton. The exponential regressio
model fit of lead time distribution of the suppbeds given

in Table 1.

distribution. For further information see the letiohe
distribution of the suppliers from Figure 1.

Modelling of Car accident accounted by logistic
service providers

The ultimate success through supply chain manageisien
achieved by reducing the overall cost and riskshef
chain. For a big company like Juton such analysid a
decision to select the supplier requires furthex gsis.

In literature we find the usual factors associatatth the

car accident case in the road transport are asedargth
use of alcohol and drug, knowledge on safety road
practices, speed limit utility, work experience,ado
alignment, traffic conditions, Population density,
existence of animals, to mention but a few. Careful
consideration of these factors enhances sustaityabil
advantage, cost reduction, and low rate of defeittaas.

Modelling the existence of car accident by the
suppliers

In our case we first evaluate the prevention ofacaident
by the potential logistics service providers. The
appropriate statistical model to reach the conolush
favor of a suitable supplier in terms of preventadncar
accident is logistic regression. The response bhris a
binary response that whether car accident existaotr
The results of the logistic regression for the &xise of
car accident by the three suppliers are given hieTr4.

From Table 4 we see that all of the logistic regi@s
model parameters are statistically insignificantthwi
respect to reference group supplier C. This shbwastdll
the suppliers have similar performance regarding th
existence of car accident.

characterize the best supplier. The appropriatisstal
model to analyse such situation is the Poissoressgon.
The result of the Poisson regression model is given
Table 5:

rank Supplier B as the best supplier followed bypdier
A which performs better than supplier C in terms of
reduction of the number of car accidents.
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3.5 Criteria and factors that Jotun should prioritise to
achieve success

Jotun should specify explicitly to transport camsi¢heir
roles and responsibilities in as much as requirésnand
expectations, this can be achieved through well
configured communication between Jotun and itsiserv
providers. Compatibility of transport carrier’s tewlogy
with that of Jotun should also be prioritized. Thiwuld
enhance goal congruence as suggested by [28].

Criteria and factors above seem to be generic hewev
each organization may choose the ones that aneealitp

its mission and strategic direction. General datehat
Jotun has to prioritize during selection of busies
partners based on company's mission and strategic
direction: communication with respect to informatio
sharing; Understanding customer supply chain needs;
clear service specifications and service level agents
and Joint planning and management of relationship.

3.6. KPIs that Jotun should require from their
transport carriers in Brazil

In order to ensure that its objectives are metnloieeds
to seek some basic metrics or Key Performance analis
(KPIs) from logistic service providers: The key
performance indicators should evaluate systemétitiad
performance of integrated third party logistics rapens
and reflect accurately the relationship between ttiel
party logistics providers and Jotun.

Cerasis [32] suggests a number of key performance
indicators that we found applicable in Jotun’s eatht
These are explained in turn hereunder;

On-time delivery

Logistic service provider should always ensure that
customers’ orders are delivered promptly in goodeti
Jotun should measure this indicator by inspectiliyery
documents against delivery times. Jotun requir€éy %
service level in respect of this performance metiaun,
2014).

Invoice accuracy

This entails error-free invoicing procedures, ltigis
service provider must ensure their systems aréreadid
in a manner that permits error free invoices, anid t
practice will eliminate customer complaints emamgti
from wrong invoicing. Jotun requires a 99.9% sesvic
level and that there should be a complete and roe ti
documentation, (Jotun, 2014).

Customer complaints/ voice of customer feedback
handling

Logistic service providers should be able to attead
customer complaints promptly, this metric can be
measured by establishing customer complaint forat th
clearly shows the cycle time when a complaint veased
and the time when it was ultimately resolved, &imit24

hours metric of resolution of customers’ complahould
be a priority.

Inquiry response time

This metric is closely linked to customer complaint
resolution time, however taken from a different
perspective logistic service providers should bée @b
respond to customer enquiries well in time and niige
this enhances customer satisfaction and good \aill,
performance metric in this respect could be respens
within 24 hours.

Over/short /damaged goods

Jotun requires a 99.6% claim free service fromdiics
service providers, number of damaged productsainsit
or during loading and offloading should be ideetifiand
monthly report concerning this ought to be produaad
submitted to Jotun, Logistics service provider d$tou
clarify the cause of such defect and correctivesuess to
be taken thereof.

Order cycle time

As Jotun shall be placing orders before 12:00 rfoormall
orders (Jotun, 2014), logistics service provideechéo
ensure that the same are processed on receipt and
shipment should there after follow to close theleygne

as much as possible, for instance this metric shbel
measures by comparing the times between when a ord
was received and when actual delivery to the actual
customer was made against customers’ cut off time

Cost reduction and continuous improvement

Logistics service provider should continuously erkba
upon reducing marketing and distribution costs and
should biannually submit to Juton operational pléret
reflect this. Cost reduction schemes should be ngive
priority because of their impact on the overall penal
revenue.

Information system integration

Logistics service providers should demonstrate cturd
that they have information systems that supporirdst
operation and that they agree to adapt to changes
whatsoever that may be necessary to facilitate nJotu
strategic positioning in Brazil.

The frequency should the KPIs be measured and
followed up

Once key performance metrics have been identifiedl a
agreed upon by both Jotun and logistics serviceigeo
review can be done on a monthly basis at the baginn
and quarterly reviews to follow thereafter as suse@ by
Cerasis (2014). It is from these metrics that haotun
and logistics service providers will come to knoenhthe
partnership is moving along based on meeting thgeta
in the logistics service agreement document.

Cerasis (2014) suggests that there should also be a
quarterly business review on the logistics serpiaasider
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of one choice and that this review should also be
accompanied with a contract with agreements and
milestones. Jotun should invariably use collaboraind
trust in dealings with logistics service providerensure a
win-win situation as Cerasis (2014) posits thatpt‘n
everything is costs or price discussions”.

4. Conclusions and Recommendations

4.1 Conclusions

This paper is proposed to give the solution of tiesv
market from the supply chain management perspective
The assessment of new market for Juton in Brazil is
analysed from the dimensions of actual and potentia
market size, market growth and market profitahility
Using the indicators of the Panama Canal expansien,
growth of Ship building industry, and growth of istics
services and Infrastructure we conclude that Jutmm
make successful business in Brazil.

In today’'s competitive market place what distingeis
successful companies from the less fortunate anelsel
ability to differentiate themselves through theérdce
and product offerings. The success is geared byyman
factors such as well managed logistic operationtun]
should ensure that key logistic processes areedigvith

its strategic goals and measured against predetedmi
performance objectives.

In order to give the appropriate business strafegyuton

in Brazil we analyzed the total sales volume. Tésult
showed that 92.44% of the total sales volume iz
from customers of three cities Rio de Janeiro, Nlina
Gerais and Pernambuco. If we sum up the sales elum
up to 98.43% this is accounted from the inclusiofs
cities of Sao Paulo, Rio Grande do sul and Santarida.
The only 1.57% of the sales volume is covered fthm
other cities of Brazil. Using such useful infornaatiwe
found that Juton has to implement mixed strategy fo
different regions of Brazil with respect of shortdalong
run economic growth and activity, competitors, kgci
Parameters, Upstream Parameters (suppliers)
Downstream Parameters (end customers).

and

4.2 Recommendations

In this paper we tried to give best strategic $otufor
Juton for its expansion of new market in Brazil.oirder

to implement successful business strategy we reemdm
the following points.

Juton with the assistance of supply chain managemen
professional try to implement the Supply Chain
Operations Reference (SCOR). The SCOR model isdworl
widely acknowledged framework for assessing and
comparing supply chain accomplishments and their
enactment. The framework also supports communitatio
between supply chain partners and enhances the
effectiveness of supply chain management, techgplog
and related improvement activities.

The purchasing process of Juton is found that d- wel
organized scientific procedure. Therefore, fronthsu
angle we recommend that Juton has to keep up tte pa
However, in order to make effective, efficient,
transparent, less likely for corruption, in general
successful coordination with its business partifetsch

including transport suppliers), Juton has to organi
Decision Making Unit (DMU). The organization of the
Decision Making Unit (DMU) and their involvement is
summarized in ANNEX B. Further, in order to redacel
optimize risks with respect of Lead time and proipor,
and reduce the overall cost of the supply chaionjutith
the assistant of data analysts quantify these rfacto
variables. The general method of analysis usingSSBS
given in ANNEX C.
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6 Tables
95% Confidence interval
Supplier Mean Std. Error Estimates of theta Lower Bound Upper Bound
B 4.156 0.788 0.241 0.1 15.33344
A 6.453 2.586 0.155 0.2 22.57794
C 6.810 1.534 0.147 0.2 25.12127

Table 1: The Estimate of the Exponential regression Madélead Time

. 95% Confidence Interval
0] J) Mean Difference| Std. Sj ° I v
Supplier Supplier (1-9) Error '9.
Lower Bound Upper Bound
B A -2.29667 0.463 0.000 -3.2177 -1.3756
B C -2.65333 0.463 0.000 -3.5744 -1.7323
A C -0.35667 0.463 0.444 -1.2777 0.5644

Table 2 Comparison of the average Lead time of suppliers
*The mean difference is significant at the 0.0%lev
Dependent Variable: Lead-Time

95% confidence interval

Supplier Proportion Std. Error Z Sig Lower Upper

Supplier-B 0.009 0.0017 5.220 0.0000 0.00%62 ®612

Supplier-A 0.021 0.0026 8.022 0.0000 0.015869 @162
Supplier-C 0.031 0.0031 9.851 0.0000 0.025p99 568
Table 3 Estimates of defected item of the different Sigpgl

*The mean difference is significant at the 0.0%lev

Dependent Variable: Proportion of defected item

95% Wald ClI Hypothesis Test
Supplier Beta Std. Error > yp 23|s S
Lower Upper Wald Y df Sig.

[Supplier_C] 0.268 0.3684 -0.454 0.99 0.53 1 0.467
Reference

[Supplier A] 1.118 0.5866 -0.032 2.268 3.633 1 0.057
[Supplier_B] 0.921 0.5675 -0.191 2.034 2.635 jl 0.105
Table 4 Logistic Regression Parameter Estimates of exigt®f car accident
Dependent Variable: Existence Car Accident, Mo8elpplier_C, Supplier_A, Supplier_B

. Std. 95% Wald ClI Hypothesis Test
Suppliers Beta Error P
Lower | Upper | Wald Y df Sig.

[Supplier_C] 0.693 | 0.1291 0.44 0.946 28.827 0.000
Reference Group

[Supplier_A] -0.836 0.2348 -1.296 -0.376 12.685 0.000
[Supplier_B] -1.696 0.328 -2.339 -1.054 26.753 0.000

Table 5 Poisson regression model parameter estimates

Dependent Variable: Number of Accident

Model: Supplier_C, Supplier_A, Supplier_B
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7. Figure

Frequency
Jaddng

- iL. |

T T
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Lead Time

Figure llead time distributions of suppliers A, B, and C
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8. Annexes
SUPPLIER A SUPPLIER B SUPPLIER C
Y1 Y2 Y3 Y4 | Y5 | Y1 Y2 Y3 Y4 | Y5 | Y1 Y2 Y3 Y4 | Y5
6.9| No 100 4 4 3.4 No 10D 0 0 9 No 100 4 2
7 | No 100 4 4 464 No 100 D 0 6 No 100 3 2
5.7| No 100 4 4 4 No 100 D 0 7 No 100 3 2
6 | No 100 4 4 5 No 100 D D 7 No 100 3 2
8 | No 100 4 4 4 No 100 D i} 719 No 100 2 2
9 | No 100 4 2 4.2 No 100 D 1 7 No 100 2 2
10| No 100 3 2 4 No 100 D 1 715 No 100 5 4
3| No 100 3 2 4.8 No 100 D 1 9 No 100 6 5
5.6 | No 100 4 2 3 No 100 D 1 6 No 100 5 5
7.7 | No 100 2 2 3.2 No 10D 0 0 6 No 100 5 5
8 | No 100 4 2 2 No 100 D 0 719 No 100 5 5
8.2| No 100 3 2 45 No 10D 0 0 89 No 100 4 2
8.5| No 100 3 2 4.6 No 10D 0 0 5 Yes 100 2 0
9.8| No 100 2 1 5 No 100 D 0 4 Yes 100 4 3
11| No 100 2 1 4.8 No 100 0 0 5 Yes 100 3 3
8.6 | No 100 0 0 5.1 No 10D 0 0 6 Yes 100 3 3
9| No 100 0 0 6 No 100 D n 7 Yes 100 3 3
9 | No 100 0 0 34 Yes 100 1 1 6 Yes 100 3 3
6 | No 100 0 0 3 VYes 100 P 2 8 Yes 100 4 2
7| No 100 0 0 3.8 Yes 100 1 1 9.8 Yes 100 3 2
1] Yes 100 2 3 3.2 Yes 100 1 2 1.2 Yes 100 2 2
2| Yes 100 1 3 3.8 Yes 100 1 2 6.5 Yes 100 3 2
2.3| Yes 100 1 3 3.4 Yes 100 2 1 3 Yes 100 2 2
4| Yes 100 1 3 4 Yes 100 2 1 6 Yes 100 3 2
3| Yes 100 3 1 5 Yes 100 2 1 7 Yes 100 2 1
4| Yes 100 1 1 4 Yes 100 3 2 54 Yes 100 1 1
46| Yes 100 1 1 5.8 Yes 100 3 1 59 Yes 100 2 1
6.9| Yes 100 1 d 3.8 Yes 100 2 0 7.8 Yes 100 2 1
7| Yes 100 1 Q 3 Yes 100 3 1 6.7 Yes 100 2 0
48| Yes 100 1 d 49 Yes 100 2 1 8.8 Yes 100 3 0
Variable Descriptions
Y1 Y2 Y3 Y4 Y5
Lead Time | Existence of Accident Total Item Shipped Defected Item Number of Accident

ANNEX A: Simulated data for Advanced KPI analysis
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ANNEX B: Four basic supplier strategies

Source: Arjan J. van Weele (2009), [33]

Model SPS¢- Patt

ANOVA Analyze=> Comparing Means> One way- ANOVA=> Select and enter the dependent st
Select and enter the Factgr Post_ Hoc= LSD = Continue= OK

Exponential | Analyze=> Regressior> Curve Estimatior=> Select and enter the dependent variabte

Regression | Select and enter the independent variabidnclude the constant of the model (O
Exponential (OK)= OK

Poisson Analyze=> Generalized Linear Modets> Type of Model (Poisson> Response (Select and

Regression | enter the dependent Variable) Predictors (Select and enter the Factors+ Seteteater the
Covariatesy> Model (Select and enter the Factors+ Covariated)lain effect +Interactior~>
Include the constant of the model (OK) Statistics (type of Analysis —B= OK

Logistic Analyze=> Generalized Linear Modets> Type of Model (Binary Logistic> Response

Regression | (Select and enter the dependent Variabt) Predictors (Select and enter the Factors+ Selegt
and enter the Covariates) Model (Select and enter the Factors+ Covariated)iain effect
+Interactior= Include the constant of the model (O Statistics (type of Analysis —I)
=O0K

Models of Analyze=> Non-parametric Tests> Legacy Dialogs=> Binomial Test= Select and enter the

Proportion | Test variables> Enter the cut point> set the value of the proportion to be teste®K

ANNEX C- SPSS paths for KPI analysis
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Ref Region Volum.e of Cumulative Yolume Percentage of Pg&?&i?feﬁ
sales in % of sales in % Customers Customers

1 | Rio de Janeiro 70.31% 70.31% 8.33% 8.33%
2 | Minas Gerais 14.26% 84.57% 8.33% 16.6[/%
3 | Pernambuco 7.86% 92.44P% 8.33% 25.00%
4 | Sao Paulo 3.82% 96.25% 8.33% 33.38%
5 | Rio Grande do sul 0.67% 96.92% 8.33% 41.67%
6 | Santa Catarina 1.51% 98.43% 8.38% 50.00%
7 | Ceara 0.679 99.10% 8.33M% 58.33%
8 | Amazonas 0.64% 99.75% 8.33% 66.67%
9 | Bahia 0.11% 99.86% 8.33% 75.00%

10 | Rio Grande doNorte 0.09% 99.95% 8.383% 83.33%

11 | Mata Grosso do sul 0.04% 99.99% 8.3B% 91.67%

12 | Espirito Santo 0.01% 100.00Po 8.33% 100.00%

ANNEX D. Sales Volume Distribution in Brazil



