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WINNING THE “LAST MILE"

Courier, Express, and Parcel Shipping & Delivery




Erlt)

4 Keys to Winning the Last Mile S ———
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Realizing that the future belongs to i 2 H\
the fast and the first. | ' \




4 What is Last Mile Logistics erocesswenves
A few things to know

= Last mile logistics refers to the
final step of the delivery process
from a distribution center or
facility to the end user.

= Although the name implies, it is
the final mile delivery, actual last
mile delivery can range from a few
blocks to 50 or 100 miles.

= Most often, last mile logistics
involves the use of parcel or small |
package carriers to deliver
products to consumers.

= According to McKinsey and
Company shippers of all sizes
have identified last mile logistics
as the cornerstone to driving
growth and profitability
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Understanding that it’s the
customer who controls how you get

them
their order.




4 At The Heart of What Today’s Shippers Need-—m-

The Buyer Shipper Carriers Customer
] Promise Promise -
Promise Made Confirmed Delivered Promise Kept

(e e e

CRM, eCommerce, ERP ERP, SCM and wWMS PROCESSWEAVER PROCESSWEAVER Customer Portal & Wel
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By helping them orchestrate and synchronize execution processes across functional execution domains
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4 Keys to Winning the Last Mile

Commitment to the belief that
digital transformation is the
foundation of business
transformation.




4 The Need to Digital Transform Transportationggww

Foundational Technologies of

TMS

* Optimizing performance T;g“hjggirltig;i

* Customer satisfaction

= Controlling costs Parcel Vehicle

Managemen Routing and
t Scheduling

TMS
Foundational

Technologies

Yard Freight
Managemen Audit and
t Pay

Source: Gartner (12 April
2018)




4 The Need to Digitally Transform Transportatio

The global TMS market was valued at TMS growing at a compound annual growth rate
$1.2 billion in 2016 and is expected to reach (CAGR) of 12.2% over the last five years,
$2 billion by 2021. with Gartner estimating it closer to 20%.

Key Market Drivers

Reduced Costs Enhance Customer Service Corporate Globalization
Improve Productivity and Efficiency

y

Omni-Channel Logistics Amazon Effect Growth of eCommerce

Source: Gartner (April 2017)






4 The Need to Digitally Transform Transportatiofl-

Global TMS Market 2016

American region expected to continue lead to
global TMS market followed by EMEA

APAC expected to witness the highest growth
rate in its market share

TMS market will continue to growth at a healthy
rate

* 50% Americas

* 50% Outside Americas

ERP/TMS is one of fastest growing segments of
the TMS market

Source: Gartner (April 2017)
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4 Key Value Drivers for TMS Adoption erocesaweaven

Percentage of Respondents
Other mmm 3
Reduce Time to Market m———————— ] 8
Drive Revenue Growth messssssss——— ) 3
Improve Compliance & Risk Management massssss— ) 7
Increase Carrier Network m s — ) 8
Improve Partner and Supplier Relations m s ——————— 3 )
Drive Innocation M 5 6
Improve Customer Relation/Service e ——— 50
Improve Business Process Agility m e 60
Enhance Decision Making s —— 6 3
C O St M N a g e M € N e 7 5
Improve Business Process Outco n e S i 7 7
Create Internal/Operational Efficien ce s e 7 O
1M P ro Ve Vi b |ty 1 S0
0 10 20 30 40 50 60 70 80 90

Key TMS Drivers

B Percentage of Respondents

Today’s businesses need to understand that they both physically and digitally ship customer orders

Source: Gartner (March
2018)
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4 The Amazon Effect and Growth of E-Commerce-r .-
A few things to be aware of

« Amazon continues to raise the bar, conditioning shoppers (and not just those sitting
at home) to expect same-day delivery, while forcing rivals and logistics to play
catch up.

* As the focus of e-commerce shifts to supply chain logistics, shippers are confronted
with a fundamental challenge: rising expectations from consumers expecting ever-
faster delivery.

* Delivery windows continue to shrink, covering the “last mile” to customers homes
has become a critical and costly priority.

* Carriers and warehouse operators that benefit from rising e-commerce shipments
are investing in digitally transforming their technology and networks to meet
delivery requirements.

* According to the Council of Supply Chain Management Professionals’ 29th Annual
State of Logistics Report, a leading trend for 2018 included: “a fully digital,
connected, and flexible supply chain optimized for e-commerce and last mile, same-

day delivery will become essential.”
* Businesses have to solve the “Last-Mile” riddle as they deal with increasing parcel
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4 Growth of Domestic Parcel Shipping 2017 e

Market Segment Carrier Product

1
| ‘ |

mB2B mB2C mC2C m Ground mExpress

.



4 Parcel Growth 2008-2020 e

o o Routes
Global Market Size in USD Billion
' Faster growth (~5.4%, 2013-2017) than domestic
400 I nte n atl OoNna I primarily due to growing cross-border eCommerce
350 341 _ .
c Continues to be >75% of overall market with
Domestic ~5.0% growth (2013-2017)
300
250 238 Customer
200 195 Slower than B2C with close to GDP growth but significant
share and higher margin contribution
150
Close to eCommerce growth rates and growing in
100 B2C significance
50 . : N
Emerging segment from growth in auction sites and
0 C 2 C the circular economy
2008 2013 2020F
Market APAC W. Europe Europe Middle S. America Africa
Amerlca Rest East
2013 Share 32% 33% 23% 5.7% 3.5% 2.5% 1.5%
2020 Share 38% 30% 19% 5.3% 4.1% 2.5% 1.9%

2013-2020 15% 9% 5% 8% 1% 5% 10%
CAGR



4 Global B2B Versus B2C Market Share e B

North America Western Europe Asia Pacific

2.5% CAGR 1.5% CAGR 4.0% CAGR
. " CAGR . . | l CAGR l
2013 2020 2013 2020 2013 2020
mB2B mB2C mOther mB2B mB2C mOther mB2B mB2C mOther

North America Western Europe Asia Pacific

2.5% CAGR 1.5% CAGR

"~ 6.5% CAGR 5 5% CAGR

4.0% CAGR
AGR

2013 2020 2013 2020 2013 2020

Source: Accenture 2015




4 Key Findings erccERBwRAvES

Power shifting to consumer - transforming supply
chains

@ B2C / B2B growing market penetration

—@Qrowing demand and increased volatility
4‘Costs are rising faster than revenue

st mile is where the battle is taking place

New technology will change the game

Source: 2015 Accenture “Adding Value to Parcel
Delivery”



4 Regulatory Compliance

Date; 05057010 VICS WEB BILL OF LADING
Bill of Lading Number:

MName: aBc 113 CORPO RATION
Address. 70 MATRELLE LANE
CityiState/Zip: poaz. AL 35958

SIDE : Foe: O
CARRIER NAME: fsddaway
Mame: Janms (Moeighion And Compary Location #: Trailer number:
Address: {1j Seal number{s):
City/State/Zip: Bavery Hila, CA 50210 SCAC: RETL
=
Address: _
CiyStateZip: i R D

Complying with DOT and IATA T e e T
regulations to ensure on-time
delivery and avoidance of fines

[m] Master Bil of Lading: with attached
chhenc b undertying Bills of Lading
CUSTOMER ORDER INFORMATION

CUSTOMER ORDER NUMBER #PKGS | WEIGHT | PALLETISLIP ADDITIONAL SHIPPER INFO
0] [Circie ane)
Y H

GRAND TOTAL

HANDLING UNIT FPACKAGE COMMODITY DESCRIFTION LTL OHNLY
aTy TYPE anr TYFE WEIGHT | HM _"_-'-_w—“‘:;: et et __.""___‘. NMFC & | CLASS
3 Biage 17 Bocks | 00

G e BN cwoonl e

Whrw s Faba A gt o vakss_ ADEETS a0 ] B sake apeciicaly n weing B ageed o COD Amount §
LR VI O I [T 34 e ——
b et on e v o B peoguety o sgwie by b Ery Ben e o rel £rooeden) Fee Terms: Collect: [ Prepaid: 0
P 5 Customer check acceptable: [0
— |
NOTE: Liability Limitation for loss or damage in this shipment may be applicable. See 40 US.C. § 147T08{cH1WA) and (B).
RECENWED, sutpedt 0 ruirvaduaiy dedeovarsisd rtet o 0Onirscis Tl Pve e 20mis] Upen i witire] Detesin | The smme sl ros mkes sery o e e ol o
Fon o ] s, i, it o o £k, Clrinacafiorn ard s Bl Fvs b il
by B v e v e e ARGy Srrmed (M b Seerty peesfe B eyt n G
W 3 e e and conabons. of Te MWVFC Bl o Lacing. e back
ek, it i S e oo v ety e 1 by o o et Hryer Shippar
[
SIPERSGUTIEIONE [ erien i SAER SOUTIRE P OATE,
e ——— S |y [P | pe—" s
bragerilins g e for gy i, bn Cmgrckard of = o - i
R O eyorer O eyom 301 D Contan e — i et
) &= O ey i =
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