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Today, Union Pacific coordinates the global reach of ocean carriers with the economy of our vast rail network
plus the flexibility of truck transit. So, even if you don't have rail service at your door, we can still give you
unmatched, door-to-door service. Find out more at UnionPacific.com or call (800) 877-0513.

Wherever you find business, you’ll find us. BUILDING AMERICA’
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As businesses recover from the economic

downturn, many are looking to hire qualified

logistics professionals. Here's the good news about today's supply chain
job market.

NOW HIRING!

SUPPLY CHAIN TALENT |

Excellent opportunities for
experienced logistics professionals in:

inbound ®
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We’ll Customize A Supply Chain Solution For It

Whatever you manufacture or wherever you store and distribute your products, Ryder’s end-to-end
supply chain solutions are designed to fit perfectly with your company’s unique needs. Unmatched
experience, flexibility and innovative thinking. This is what we offer to hundreds of companies, from
electronics and car makers to consumer product and aircraft manufacturers. We can do the same
for you. Call 1-888-88-RYDER or visit www.ryder.com.

SUPPLY CHAIN, WAREHOUSING 253N\ T 023 W. N N 00 2\ (TN 0 1 DR OAN i B 0 0\ ]

©2010 Ryder System, Inc. All rights reserved.
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by Felecia Stratton | Editor

Customer Service: Who Needs it?

ast weekend, I finally compiled my holiday shopping list and headed

out to brave the crowds. I live within 10 miles of Kmart, Walmart, and

Target, but I will never again set foot in one of those. I usually have
patience when shopping, but several bad customer service experiences—long
checkout lines, unhelpful help, and out-of-stock disappointments—cost that
retailer a customer.

Those experiences got me thinking: is customer service a subset of logistics?
Can a company have great supply chain management but lousy customer ser-
vice? Or is it a given that companies excelling at supply chain management
also offer exceptional customer service?

During a recent visit to a crowded Apple store, my salesperson and cashier
were one and the same. After he persuaded me to make a purchase, he rushed
over with a handheld device. After a simple swipe of my credit card, I was
quickly out the door. No more buyer’s remorse while waiting in a slow check-
out line. Apple takes point-of-sale customer service literally.

Best Buy has similar customer service-friendly mechanisms in place at its
stores. Sales reps are easily recognizable and equally convincing, and the
Geek Squad is front and center waiting to answer any tech support questions.
If they can’t fix your problem, they can sell you what you need to fix it, and
there’s a smiling salesperson and cashier ready and willing to help complete
your purchase.

Beyond the consumer-facing, personal communication world of electronics
and “best bought” Apples, customer service and logistics excellence intersect
at many points throughout supply chains. What consumers demand in terms
of product quality and availability, service and support, retailers expect as
much and more from their distributors, service providers, and vendors.

Amy Roach Partridge’s article, Managing a Customer-Service Supply Chain
(pg. 34), illustrates how logistics and customer service complement each other.
Examples include how Agility is helping automotive retailer Pep Boys con-
solidate purchase orders and ocean freight; and why McCain Foods relies
on C.R. England’s transportation services to deliver French fries to food ser-
vice distributors and restaurant chains across the United States. In both cases,
customer service is at the forefront—creating efficiencies and economies
upstream in the supply chain, while capturing sales at the demand point.

For retailers and manufacturers, supply chain management and customer
service overlap. You can have one without the other. But to survive and grow in
today’s competitive, demanding economy, you have to be proficient at both. |
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Protect.
Manage.

IN MY WORLD,
MY CUSTOMERS PUT
THEIR STOCK IN ME.

DELIVERING THE RELIABILITY YOUR BUSINESS DEMANDS. when

your customers need their favorite products, they need to be there. Panasonic Toughbook® mobile
computers empower supply chain workers with higher reliability and access to real-time information
for the type of service levels that turn casual customers into loyal ones. From mobile POS to time
and staff management, inventory control to merchandising, reliable Toughbook computers, powered
by the Intel® Core™ i5 vPro™ processor*, deliver a strong return on investment and a lower total
cost of ownership that result in a more efficient operation that will ultimately save costs for your
business over time.

Learn more: 1.866.797.4125 / panasonic.com/toughbook/supplychain
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STEP-BY-STEP

SOLUTIONS

by Deborah Catalano Ruriani

Cutting Costs When Shipping Perishables

iming is crucial when shipping
I perishable products because
shelf life is at stake. Moving
perishables domestically requires
product to be inspected and released
for delivery, and each state has its own
agricultural regulations. Importing
perishables involves a host of other
issues, including clearance by three U.S.
government agencies. To avoid costly
delays when shipping perishables, follow
these tips from Jacksonville, Fla.-based
Crowley Maritime Corporation’s Nelly
Yunta, general manager of Customized
Brokers, and Kip Douglas, director
of U.S. truck brokerage services.

Know the seasonality trend in your

focus regions. Adjust shipping vol-

umes and patterns to take advantage
of excess and restricted capacity, which
will reduce transportation costs.

Purchase an annual bond.

Securing an annual bond shows

Customs—and customers—you are a
serious importer and plan to continue
importing to the United States. You'll
also save money by avoiding expensive
single-entry bonds.

6 Inbound Logistics ® December 2010

Become a C-TPAT member. Join-

ing the Customs-Trade Partnership

Against Terrorism program expedites
the release of your cargo and reduces the
number of inspections, which helps aid
prompt cargo availability.

Include all the commodities to be

imported on a single USDA import

permit. Not having to file multiple
USDA import permits saves time and
money.

Ask carriers for extra time to load

and unload cargo. Avoid demurrage

and detention charges by negotiat-
ing additional free time.

File Importer Security Filings (ISFs)
on time. Late filing can rack up
$5,000 in penalties.

Make sure your carriers properly load

cargo for airflow and secure it in the

ocean container or domestic trailer.
Lack of airflow can cause thousands of
dollars worth of damage to perishable
shipments. Proper loading also prevents
cargo from being damaged by shifting
in transit.

Ensure pallets comply with the

USDA's wood packaging material

regulations. Using untreated wood
packaging materials violates the USDA
rule. When loading ocean containers or
domestic trailers, ensure the treatment
stamp on pallets and cartons is visible
when doors are open and inspections are
done. If the stamp is not visible during
the inspection, cargo will be marked for
stripping and, if it is not in compliance,
the shipment will be re-exported or
rejected.

Instruct handlers to place sam-

ple boxes by the door when loading

mixed commodities on a reefer. This
step facilitates inspections and expedites
releases, which means product spends
less time in transit and more time on the
store shelf.

Avoid loading produce at night.
Insects and other pests can get
inside containers and require
treating and possibly re-exporting the
shipment. If you must load at night, use
mesh tarps during the loading process
to reduce the risk of insects getting into
the container. |
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APL Logistics.
For award-winning
service and innovation.

* 2009 Gold Medal Award for Global Logistics
Services in Consolidation — NIKE, Inc.

* Five Time Top Gun Winner — The Kellogg Company
* Best Logistics Partner — NETGEAR, Inc.

[t's great to be recognized by our customers and industry peers for
just doing our job.

In fact, solving complex supply chain solutions is all in a day’s work
for us. Whether you require a comprehensive integrated solution or
individual logistics components, we have the resources and expertise
to deliver.

While awards are nice, it's our customers we have to thank for
inspiring us to constantly innovate and create more flexible, scalable
and ground-breaking supply chain solutions.

Visit www.apllogistics.com fora full listing of our awards, and discover
why our customers consider us to be their award-winning partner.

{

| 1.4

-

=
Origin and Destination Logistics Services in 260 Locations Worldwide A"-
Innovative IT Solutions for Maximum Supply Chain Visibility and Control
Scalable and Flexible Solutions to Meet Your Needs Log IStICS
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INPERSPECTIVE

BY PERRY A. TRUNICK

Associate Editor, Inbound Logistics

ptrunick@inboundlogistics.com

When No One Listens, It's Time to Shout

Quiet, rational urging doesn’t work. | now feel the need to shout: our industry

needs a unified voice.

the child from injuring himself.

That’s the feeling I got during the
November 2010 National Industrial
Transportation League (NITL) annual
meeting, where there were enough
passive voices to fill a burn ward with
toddlers. While spirited discussions and
significant efforts to keep the industry
from harm did take place, the confer-
ence’s outward tone didn’t match the
urgency of current conditions.

Market forces, regulatory actions,
environment, safety—the issues facing
the transportation industry don’t stop
coming. NITL's small staff slogs up to
Capitol Hill and various governmental
offices, doing their best to raise
awareness and promote positions
that are beneficial to regulators, the
industry, and the public at large. I have
no doubt that the staff are working
hard, but they must often feel they
are shouting into the dark.

Couldn’t they could do more if
they had the weight of the transporta-
tion industry behind them? It doesn’t
add to their credibility when a major
mode such as rail threatens to pull its
NITL support.

An example of an issue that may
have been historically sensitive but
today has value for all the modes is

hen you see a toddler about to stick his hand into an open
flame, you don't speak in a passive voice, “Hands should
not be put into flames.” You shout, “no!” and rush to stop

size and weight. Rail intermodal isn’t
a fledgling industry struggling to com-
pete with trucks. It is a strong, desirable
mode. If railroads don’t get a pricing
benefit for having more weight in
those trailers they are hauling, perhaps
they should revisit their pricing struc-
ture. That’s another issue, though.

The point is, there are solutions
that work for everyone-some more
than others—but the “greater good” is
served when we improve service and
efficiency, and ensure a strong, eco-
nomically viable transport industry to
meet those needs.

SIGNIFICANT SPENDING

Logistics costs continue to hover
around 10 percent of the gross domes-
tic product, and North American
companies spend 11 percent of their
revenues on logistics, according to a
recent Cap Gemini study. If that per-
centage sounds low, consider that it is
the narrow end of the commerce fun-
nel that controls the flow of trade and,
therefore, wealth.

Or, consider that we call it a crisis
when 90 percent of Americans have
jobs and 10 percent are unemployed.
It’s not just the size of the number, but

the significance of what it represents
that counts.

The fragmented approach to indus-
try representation in the face of major
issues including air cargo security,
motor carrier hours of service, safety,
and size and weight rules doesn’t
appear to be gaining enough trac-
tion for the industry as a whole. If
the railroads can't sit in a room where
increased trailer weights are being
promoted, they’re missing the point.

Listen to shippers’ challenges to
reduce costs and improve transporta-
tion efficiency. Consider that motor
carriers face a driver shortage that
could be exacerbated by stricter hours
of service rules and increased scrutiny
of safety records. They both need rail
intermodal as a long-haul solution.
And more weight means more freight
in those containers and trailers mov-
ing by rail, so it’s more efficient for
everyone.

That may not be the argument that
turned the railroads away from sup-
porting NITL, but it demonstrates one
reason the transportation industry
needs a unified voice that is loud and
clear about serving the U.S. economy.

The NITL used the tag line “The
voice of the shipper” for most of its
103-year history. A strong, authoritative
voice carries more weight than a lot of
shouting, so let’s help NITL become
the voice for freight transportation. ll
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Get ready, your global supply chain is about to receive

a healthy supply of innovation.

Americold is committed to being the best-in-class provider of temperature-controlled food logistics solutions.
To realize that goal, we've made significant capital investments in operations, updating facilities and technology
as well as Lean, Quality Management, and Six-Sigma toolsets. And we are well on our way to completing ISO
Certification for all facilities. In addition, numerous “Green” initiatives are making Americold an industry leader in
sustainability efforts and our international expansion efforts will give our customers full end-to-end solutions to

compete in the global marketplace.

For more information visit www.americoldrealty.com
or call us at 888.808.4877 or +1.678.441.1400. a I I I E
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READER

PROFILE

The Persuader

oe Perillo’s business motto is “Leadership

' through influence.” As director of sup-

ply chain, logistics, and lean enterprise

at PTR Baler and Compactor, Perillo spearheads

business improvements to help the well-estab-

lished manufacturer climb to even greater levels
of success. But he can’t force those changes.

“I work with my peers; they report to the pres-
ident, just as I do,” says Perillo. So instead of
declaring, for example, that from now on the
sales and operations teams will collaborate to

BALE IT UP

NAME:

Joe Perillo

TITLE: Director of supply chain, logistics, and lean enterprise

COMPANY: PTR Baler and Compactor, Philadelphia, since 2007

PREVIOUS

Aircraft technician, U.S. Marine Corps; FAA-certified aircraft
EXPERIENCE:

maintenance supervisor, Continental Airlines; production plant
manager, Cardone Industries; advanced lean manufacturing
specialist, DVIRC

EDUCATION: University of Phoenix, BS in business management, 2007
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by Merrill Douglas

create demand forecasts, he must persuade his
peers to try this approach.

Based in Philadelphia, PTR manufactures
trash compactors—used in retail stores, ware-
houses, restaurants, and other facilities—and
balers that are used in recycling centers and
retail stores. Besides selling those products to
end users around the world, PTR services its own
and competitors’ equipment.

Perillo is responsible for purchasing, inven-
tory management, warehousing, and inbound
and outbound transportation. He’s also charged
with making the company more process- and
policy-driven. As part of that lean mission, he
helps PTR capture and analyze data to fuel bet-
ter business decisions.

For example, the company is creating a
unique part-numbering system, so it can track
not just which baler and compactor models it
sells, but in what configurations. This informa-
tion is essential for inventory planning and for

The Big Questions

What do you do when you're not at work?
| love spending time with my wife and our four
daughters. We enjoy hosting dinner parties or
afternoon barbeques for friends and family.

| also like tackling small home improvement
projects; they're great stress relievers.

Ideal dinner companion?
Jesus or President George W. Bush.

What's in your laptop bag?
Trade magazines, phone and laptop chargers,
and industry whitepapers.

First Web site you look at in the morning?
| go through MSN.com and Google to find
information on the recycling industry and
commodity costs. | also go to Bloomberg.com to
check customers' stock prices.

If you didn't work in logistics, what would
be your dream job?
High school football coach.
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delivering to customers on time.

One of Perillo’s first chances to inno-
vate at PTR emerged early in 2008, just
after he joined the firm, when steel
prices were soaring. To protect itself
from future increases, PTR started buy-
ing steel in bulk, three months ahead of
its need. It paid a trucking firm to pick
up the steel from suppliers, store it, and
deliver it as needed.

As a lean practitioner, Perillo wasn't
wild about the extra materials handling.
“Tt went against everything I would do to
remove waste,” he says.

So he devised a better solution. PTR
would buy steel from fewer suppliers. It

would still order three months’ supply at
a time, to lock in prices. But in exchange
for the increased volumes, suppliers
would manage the inventory, invoicing
on delivery every two weeks.

This strategy continues to benefit
PTR. “We win, because we control the
costs,” Perillo says. “The suppliers win
because they get a bigger portion of our
business.”

Today, Perillo is leading an effort to
develop a real-time, automated inven-
tory of finished products and parts.
These include systems that the com-
pany builds to order and systems that it
builds to stock, based on forecasts. He’s

also making plans to build up inventory
during the fall and winter, when retail-
ers are too busy with holiday sales to
install new trash compactors or balers.

“When orders start to pick up for the
products that we know will move, we’ll
have them in place,” Perillo says. “It will
give us the ability to ramp up to the new
production level, and let our inventory
offset the initial demand.”

In a profitable and conservative
business, introducing change can be a
challenge. But at PTR, Perillo’s knack for
leadership through influence is helping
move the company to the next level of
success. |

=l el = =]

[i]:] Eco-Program
1 www:_élbecoprogram.com

DB| SCHENKER

Delivering solutions.

DB Schenker - the Contract Logistics specialists for an efficient supply chain.

You worry about product placement, we’ll make sure your goods are on the shelf, ready for purchase.
Our supply chain solutions for the Consumer Industry run from manufacturing support to finished
goods fulfillment - reducing your costs, improving your efficiency, and making your service more
reliable. Find out more at www.dbschenkerusa.com/contractlogistics.
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We Have A Better Way To Move

OVERSIZED
CARGO!

We load your breakbulk or project cargo at your factory,
roll it directly into our RORO garage deck and drive it off to its final destination

WITH NO SPECIAL PACKING REQUIRED

As transportation specialists of breakbulk and special project cargo, ACL has everything it takes
to move your cargo — the largest combination RORO/Containerships in the world, a modern
equipment fleet and highly trained technical personnel both in North America and Europe. No
ther carrier is better suited to shipping those products which cannot be containerized due to size
weight. Your products are subject fo less physical handling and the need for costly dismantling
nd reassembly can be virtually eliminated. Call ACL for more information on how we ca Ejafe!y
and efficiently uccommodui@ of your breakhulk or special project requirements. _ s
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INFOCUS

soundbyte

THE SUPPLY CHAIN IN BRIEF

Brookshire Grocery
Company promoted

Scott Reily to senior vice
president of logistics and Don
Gilbreath to vice president
of transportation logistics.
Reily, a 30-year veteran at
the company, is responsible
for all aspects of warehousing
and transportation
operations. Gilbreath,
director of transportation
logistics since 2007,

manages all transportation
functions, as well as the
company's distribution

center in Monroe, Texas.

Family Dollar Stores named
George Zeeff vice president,
supply chain improvement.
Zeeff began his career at
Family Dollar in 2008 as
divisional vice president of
supply chain improvement.
Prior to that he served as a
senior solutions development
consultant at Dematic
Corporation.

Dickten Masch Plastics
promoted Carl Lider to
general manager of its
Wisconsin operations. A
recent veteran of the Iraq
War, Lider has worked at the
company for 12 years, most
recently as plant manager of
the Nashotah facility. With
expertise in Six Sigma and
lean best practices, he is
responsible for logistics and
production.

Biotech company China-
Biotics appointed Hui
Chang as chief operating
officer. Chang holds a Ph.D.
in vaccine development and
an MBA with concentration
in logistics and finance in
the vaccine industry. Prior
to this appointment, he was
a private consultant and
senior manager at Nabi
Biopharmaceuticals, which
makes bacterial and viral
vaccines.

Steve Wolfe has joined Stanley Furniture in the new
position of vice president of global supply chain and

“We have to regain prosperity

the old-fashioned way — not
by household borrowing and

spending but by earning it
through innovation, increased

production, and aggressive
marketing in other countries.”

—Scott Davis, chairman and CEO, UPS

PUMA North America commissioned Damco to map the

carbon footprint of its Sportlifestyle brand’s supply chain

operations into North America. The study will track carbon

emissions generated through
product delivery cycles for

one year. The data will be
monitored from the point of
cargo ownership at foreign ports
to the United States through
distribution centers to customer
warehouses and store locations
across all modes.

McKesson Corporation and
IBM are partnering on an

logistics. Wolfe has an extensive background in supply
chain management and
synchronization, domestic and
international transportation,
inventory management, and
forecast and demand planning.
In his new role, he manages
Stanley Furniture's supply
chain and provides strategic
and managerial leadership as
the company transitions from a
partially domestic manufacturing
model to a sourced one.

initiative aimed at reducing
carbon dioxide emissions and
trimming drug distribution
costs. Working with researchers
and business consultants, the pharmaceutical distributor is
using IBM’s Supply Chain Sustainability Management Solution
to aggregate supply chain, sales, and geographic data to create

“what-if” scenarios that enable distribution network modeling,
supply planning, inventory positioning, vehicle routing, and
sustainability management.
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THE SUPPLY CHAIN IN BRIEF

» D+S Distribution, a Wooster, Ohio-based
3PL, is leveraging its ties with the regional
chapter of the Swedish American Chamber
of Commerce to land new business—picking,
packing, and shipping energy-efficient lighting |
fixtures made by Nordic Light to U.S. retail
outlets. The Swedish manufacturer joins five
other D+S Distribution clients served out of a
100,000-square-foot facility the 3PL company
leases from ProLogis.

Avcor, a developer, manufacturer, and
marketer of premium compression dressings,
thermal compression bandages, and I.V. aids,
has implemented Deposco’s ShipForce
Warehouse Management System. The 3PL's
solution eliminates five separate manual quality assurance checkpoints, thus
saving labor costs. In addition, the Deposco business case identified potential
savings in inventory carrying costs, which is critical to maximizing Avcor's
invested capital.

Fisher Ranch Corporation, a grower, packer, and shipper of melons, lettuce,
and broccoli, has extended its contract with CHEP. Fisher now uses the
supplier’s pallets to transport produce between its facilities in California and
Arizona to supermarkets, club stores, and foodservice distributors throughout
North America. As a result, the produce company has improved shipping
platform quality, consistency, and productivity, and reduced product damage.

Schuff Steel has implemented
Greatwide Logistics’ managed
transportation service at five
locations in the southwestern
United States. The 3PL manages

all of the steel fabricator's
transportation functions, including
procurement, planning, dispatch,
execution, and distribution, from its
24-hour, 365-day Transportation
Operations Center in Dallas.
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recognition

ABF Freight System has become the only
six-time winner of the American Trucking
Associations' President's Trophy. The award
is presented annually to carriers in three
categories based on cumulative miles driven.
ABF earned recognition in the More Than 100
Million Miles category. The carrier also placed
third in the less-than-truckload category for
local carriers of general commodities, 50
million to 100 million miles.

V Covenant Transport has received a Fleet
Safety Award from the Tennessee Trucking
Association as one of the top three carriers

for highway safety in the Truckload Over Seven
Million Miles category. The honor recognizes
Covenant's high level of performance in keeping
its fleet, cargo, and the motoring public safe on
Tennessee highways.

Covenant
award
winners
Michael
Smith,
director
of safety
(left),
and Doug
Cook, VP
of safety.

Shippers Warehouse's Grand Prairie, Texas,
facility was recently awarded an A" rating
as a result of its British Retail Consortium
(BRC) certification audit. The facility is
now listed on the BRC Registry as only one
of four sites in the United States to hold this
distinction. The BRC Global Standards are

a suite of four technical benchmarks that
specify requirements for safely producing,
packaging, storing, and distributing food and
consumer products.

Systems Services of America’s Phoenix,
Ariz., and Los Alamitos, Calif., facilities won
Quiznos' top two Distribution Center of
the Year awards. Each year, 15 distribution
centers, representing various vendors
servicing more than 3,200 of the restaurant
chain's locations, are judged by a rating
system that covers performance areas such
as on-time deliveries, product reliability,
accurate invoices, and customer service.
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Wherever your business takes you,
Vantix has the perfect logistics solution.

Managing the logistics for today’s highly complex supply chains

is a full-time job. So why trust it to anyone but Vantix? Our team

of logistics experts can ensure your product is delivered at the
lowest landed cost. Plus, our superior relationships with over 3,000
leading carriers and our highly customizable technologies give
you the confidence of knowing your orders are delivered accurately
and on time, every time.

Download our new white paper: Inbound Logistics: 10 Common
Traps and Pitfalls at vantixlogistics.com/goto/wp1
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Legal Notice

If you purchased Air Cargo Shipping Services to, from,
or within either the United States or Canada from
January 1, 2000 to September 11, 2006, your rights
could be affected by Proposed Settlements

What are the Settlements about?

Plaintiffs claim that Air France, KLM,
Martinair, AMR  Corporation, American
Airlines, SAS, Japan Airlines, and numerous
other air cargo carriers conspired to fix the prices
of air cargo shipping services in violation of U.S.
antitrust laws and Canadian competition law. A
settlement with Air France, KLM, and Martinair
provides $87 million to direct purchasers to,
from, or within the U.S. A settlement with AMR
and American Airlines provides $5 million to
direct purchasers to, from, or within the U.S.
A settlement with SAS provides $13.93 million
to direct purchasers to, from, or within the U.S.
Two separate settlements with Japan Airlines
provide $12 million to direct purchasers to,
from, and within the U.S. and $738,000 CDN to
direct and indirect purchasers to, from, or within
Canada. The settling carriers deny liability but
have settled to avoid the cost and risk of a trial.

Who is a Class Member?

You are a class member in the U.S.
settlements if you purchased air cargo shipping
services, directly from one or more defendants
in the U.S. case, for shipments to, from, or
within the U.S. You are a class member in the
Canadian settlement if you purchased air cargo
shipping services, from any air cargo carrier or
freight forwarder, for shipments to, from, or
within Canada (excluding shipments to or from
the U.S.). All you need to know is in the full
Notice, including information on who is or is
not a class member.

Will | get a payment?

If you are a class member in the U.S.
settlements and do not opt out, you will be
eligible to file a claim and receive a claim form
and a payment at a future date. Canadian Class
Counsel will petition to have the Canadian fund
held in trust for future benefit of the Canadian
classes.

1-888-291-9655

What are my rights?

If you do not want to take part in the
U.S. settlements, you have the right to opt out.
To opt out of the U.S. settlements, you must
do so by January 18, 2011. The deadline to
opt out of the Canadian proceeding expired
on November 12, 2008. Class members have
the right to object to the U.S. and/or Canadian
settlements. If you object, you must do so by
February 11, 2011 for the U.S. settlements and
by January 3, 2011 for the Canadian settlement.
You may speak to your own attorney at your
own expense for help.

A Final Approval Hearing to consider
approval of the U.S. settlements and request
for litigation expenses will be held at the
United States District Court for the Eastern
District of New York on March 3, 2011. Final
Approval Hearings to consider approval of
the Canadian settlement and request for fees
and disbursements will be held at the Ontario
Superior Court of Justice on January 13, 2011;
the Québec Superior Court on March 3, 2011;
and the Supreme Court of British Columbia on
February 15, 2011.

For more information on how to opt
out of the U.S. settlements or object or the
locations and times of the Hearings, visit
www.AirCargoSettlement2.com or call toll-free
1-888-291-9655. Outside the U.S. and Canada,
call 1-614-553-1296 (toll charges apply).

This is a Summary, where can | get
more information?

Youcan getcomplete Settlementinformation,
including a copy of the full Notice, by
registering at www.AirCargoSettlement2.com,
calling the number below, or writing to Air Cargo
Settlement 2, c/o The Garden City Group, Inc.,
P.O. Box 9380, Dublin, OH 43017-4280, USA.

www.AirCargoSettlement2.com
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_ TRENDS

SHAPING THE FUTURE OF LOGISTICS

by Joseph O'Reilly

INFOCUS

A Cellular Distraction
Exposes DOT's Blind Spot

hen U.S. Transportation Secretary Ray LaHood recently took one

hand off the Department of Transportation (DOT) steering wheel
long enough to field another call about the dangers of cell phone use
while driving, freight industry outsiders were eavesdropping. Truth be
told, they’d prefer riding shotgun, even at their own risk.

Over the past two years, government
efforts to make public roads safer and more
efficient have largely translated into pret-
tier cityscapes—at the expense of U.S. roads,
bridges, and taxpayers. Secretary LaHood’s
latest crusade against mobile communica-
tion leaves truckers and shippers wondering
what additional legislation, restrictions, and
costs are heading their way.

To date, eight states prohibit drivers from

RECEIVE FREE NO OBLIGATION GUIDANCE AND ADVICE

using handheld cell phones while motor-
ing and 30 have bans on text messaging.
No states currently restrict both handheld
and hands-free cell phone use for driv-
ers, though a few have such provisions for
school bus and probationary drivers. Could
owner-operators be next?

LaHood has publicly stated that he
is committed to spending the time and
resources necessary to fix this widespread
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scourge—specifically exploring technol-
ogies such as Zoomsafer and tXtBlocker
that detect when a user is in a moving
vehicle and scramble cell phone signals.

“The technology is there, and I think
you're going to see it become adaptable
in automobiles to disable cell phones.
We need to do a lot more if we're going
to save lives,” LaHood shared in an inter-
view with MSNBC.

LaHood has called distracted driv-
ing an “epidemic” and the National
Highway Traffic Safety Administration
(NHTSA) reports that 5,000 people a
year, or about .001 percent of the U.S.
population, die as a result of it.

In 2009, however, the NHTSA found
highway fatalities dropped to their
lowest levels since the 1950s. LaHood
applauded that announcement, but
vowed he “would not rest” until the
roads were even safer.

7

“Am I on a rampage?” LaHood asked
in February 2010. “Yes, I am-and why
shouldn't I be?”

For starters, a number of factors dis-
tract drivers. Talking and texting on
cell phones is a big one; but applying
makeup, using a Global Positioning

The DOT has bequn researching software
solutions that scramble cell phone signals
in moving vehicles.

Satellite (GPS) system, eating and drink-
ing, changing CDs, adjusting the radio,
and reading are also common offenders,
according to the NHTSA and Virginia
Tech Transportation Institute.

Any government effort to rewire the
way humans think and emote, see and
hear, relate with passengers, negotiate
traffic, and gulp coffee while alternating
between easy listening and hard rock, is
impossible—not that it won't try.

Operating handheld cell phones while
driving is a major safety concern-and
shouldn’t be slighted. To LaHood’s
credit, the DOT recently launched an
online advertising campaign, “Faces of
Distracted Driving,” to scare drivers safe
by exposing the consequences of bad
motoring habits.

We've been preparing for the future of logistics.
The changes we’ve made have paid off for our customers. Today we stand ready
for the challenges ahead. Are you prepared?
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Marketing deterrents have their place.
But the real issue isn’t about relying on
cell phone software solutions to force
human behavior, as LaHood suggests;
it’s really about changing and perhaps
enabling better driver behavior through
education and enforcement—-and using
technology in a proactive and support-
ive way to facilitate that end.

One challenge law enforcement across
North America faces is applying local
rules to a national problem, and among
different types of motorists. Compliance
is key, but not without obstacles.

Consider this:

B A new Oklahoma state law makes it a
traffic violation for teens to operate hand-
held electronic devices while driving. But

Air Cargo Security Takes a Screen Test

n light of the recent Yemeni terrorist attempts to bring

down U.S.-bound airplanes, shippers, carriers, freight

forwarders, and consignees need to be aware of pro-

posed federal air cargo screening requirements,
according to a memorandum from ComSec International,
a Dallas-headquartered cargo screening services and

consultation company.

The Air Cargo Security Act recently proposed by
Representative Edward J. Markey (D-MA) extends the
100-percent screening requirement currently mandated
for cargo being shipped on passenger flights to include
all air cargo—whether shipped on cargo freighters or on

scheduled passenger service.

“Historically, the air cargo
industry has been dominated
by the creation and manage-
ment of complex scheduling
activities and the safe, effi-
cient, and effective operation
of aircraft in long-haul tran-
sit,” says Jason Watson, a
cargo security consultant
and co-founder of ComSec.

“Experience suggests that
stopping terrorist activity in
the air cargo component of
the supply chain calls for an
innovative solution from the
private sector that ties directly
into the highly collaborative
end-to-end cargo transporta-
tion system,” he adds.

Under the Markey bill, the

Department of Homeland Security is being directed to
address three key areas of dedicated air cargo shipping:
1. Creating a set of reqgulations for screening 100 per-
cent of cargo transported on all-cargo aircraft within three
years, and achieving 50 percent of all cargo being screened

it’s OK for adults to do so. Since the new
law took effect in November 2010, the
Oklahoma Highway Patrol is tasked with
mandating compliance. Because it’s a
state statute, however, cities and munici-
palities have little leverage enforcing local
traffic offenses and penalties.

B In Cumberland, Md., the prohibi-
tion of handheld cell phone use by state

2. Establishing a system for the reqular inspection of
shipping facilities, and associated security procedures for
the handling of air cargo transported on all-cargo planes to
ensure that appropriate security controls, systems, and pro-
tocols are being used.

3. Developing arrangements with government author-

ities of foreign countries to ensure that inspections are

conducted reqularly at shipping facilities for cargo being
transported by air to the United States.

But not all industry players agree that a 100-percent
cargo scanning initiative will be effective. Some perceive
that regulation will only harm international trade.

“Killing the airfreight industry with draconian security

Will 100-percent screening of air cargo keep the United
States safe or unnecessarily slow global trade?

procedures gives terrorists
aresult they long to see,”
says Andrew Traill, manag-
ing partner of England-based
Shippers’ Voice, a leading
advocate for global importers
and exporters.

“The most effective way
to detect and deter anyone
intending to use air freight
to carry out an attack is
through intelligence,” he
notes. “Regulations in the
United States and Europe now
require information about the
freight—its origin and desti-
nation, the people handling
it, and its route—to be sent in
advance of its arrival.

“This means, in practice,

that most air cargo carriers will not take off before being
sure that the freight they carry has been cleared by security
authorities,” Traill adds.

Enabling people in the supply chain to perform security
checks and maintain security is not a weakness of security

within 18 months of the legislation's passage. but a strength, he concludes.
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The best way to manage lengthening and complex supply
chains is an integrated approach that gives visibility across
all your operations.

As supply chain experts, here at CEVA we believe in making life

as simple as possible for our customers. We give you a single
contact that integrates every aspect of what we do for you. So it’s
easy for you to coordinate your logistics. You’ll experience quick
communication, direct contact with senior decision makers, and a
highly responsive service. This integrated approach makes us unique
— and life much simpler for you.

Isn’t it time to see your supply chain from a different angle?
We think so.
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Find out more about an integrated approach to all your logistics CEe\VA
at www.cevalogistics.com/simplicity Making business flow
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drivers is expected to bring compliance
among law enforcement personnel as
well. “We want our troopers to com-
ply with the law whether on-duty or
off-duty, unless they are involved in an
emergency situation,” says Capt. James
Pyles, Maryland State Police, western
troop commander. “We want our troop-
ers to be examples of safe driving.”

H In October 2009, Ontario, Canada,
enacted legislation to ban handheld cell
phones, texting, and truckers’ Citizen
Band Radios (CBs). Authorities insist CBs
present a particular challenge because
the receiver and communication units
are separate from each other and con-
nected by a cord. The government plans
to phase out CBs and similar radios over
the next three years, assuming that
two-way, hands-free technologies are

dashboard technologies to receive and
send information that helps them effi-
ciently manage pickups and deliveries.
Communication devices aren’t simply a
diversion; they are part of the job.

The trucking industry already goes to
great lengths vetting new drivers as part
of the Comprehensive Safety Analysis
2010 initiative. This includes educating
and training drivers on safety best prac-
tices and technologies.

Technology plays a major role as a
safety enabler, less so as a mandate. User
retention is likely to benefit as much
from education as enforcement. And a
cottage industry has grown up around
hands-free communication applications,
with new innovations continuing to
emerge beyond broadband Bluetooth.

For example, Newark, N.J.-based

"I don't want people talking
on phones, having them up to
their ear or texting while they're

driving. We also need a lot
better research on other

distractions, including hands-
free calls and in-car systems.”

=Ray LaHood, U.S. Transportation Secretary

developed within that time, according
to the Ontario Trucking Association.

Across the United States and Canada,
mobile communication restrictions are
growing. That’s a good thing. The prob-
lem is, rules vary by state, province, and
country—and among different users—so
compliance is patchy at best. And there
has been little discourse as to what such
restrictions might mean for the trucking
industry down the road.

Real-time communication is a
necessity for truckers, many of whom
have years of experience using CBs
and, more recently, cell phones and

22 Inbound Logistics ¢ October 2010

iSpeech.org developed a mobile phone
application, DriveSafe.ly, that reads text
messages and emails audibly in real time
and automatically responds without
users having to touch their phones.

But would this innovative technology
be relevant if the DOT has its way?

Secretary LaHood's “rampage” on the
dangers of distracted driving is impor-
tant-as are transportation infrastructure
investment and carbon emissions reduc-
tions, among other concerns. But there
needs to be balance and perspective.

From a public safety perspective, the
DOT’s advocacy has merit—as long as

there is accord across public and private
sectors, and law enforcement has the
capacity to broadly “enforce” compli-
ance. Any effort to change behavior on
U.S. highways should do just that.
Otherwise, government is switching
lanes too fast and ignoring yet another
important blind spot. |

upply chain management
(SCM) is a key driver for
retailers trying to survive
the economic downturn,
according to a report by Auburn
University and the Retail
Industry Leaders Association.
Their 2010 State of the Retail
Supply Chain study brings
together leading North American
retailers to examine the year's
current trends, leading prac-
tices, and foremost issues
affecting retail supply chain
strategies and planning.

The report reveals that
efforts to reduce bottom-line
costs, while the recession held
top-line growth in check, has led
to the growing importance of
SCM throughout the retail orga-
nization while gaining C-suite
recognition. CEOs are begin-
ning to understand that SCM is
critical to retailer success as it
expands up- and downstream
within the organization to mer-
chandising and store operations
functions.

Looking ahead, the study cites
several key issues that should be
on the radar of SCM executives,
including sustainability, fluctuat-
ing fuel costs, new government
requlations, streamlining multi-
channel supply chain operations,
and utilizing the latest techno-
logical advancements.
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Because what looks like an exit, is just the
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Dedicated Contract Carriage service provides
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Emergencies and delays happen, and air freight and
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of any company. As a one-stop solution for all your shipping
needs, BNSF Logistics is dedicated to finding the right service
for you. Our cost-effective domestic air freight service offers
multiple transportation options to get your product delivered

on time, no matter the situation.
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THE WORLD AT A GLANCE

by Joseph O'Reilly

Dubai Flies High

Global logistics businesses are looking to expand existing
operations in Dubai and elsewhere around the United Arab Emirates
as development of the region’s first aerotropolis continues to progress.
At build out, the airfreight hub will consist of six components: Dubai
Logistics City, Dubai Exhibition City, Dubai Aviation City, DWC-Al
Maktoum International Airport, Commercial City, and Residential City.

The logistics sector favorably perceives growth potential in the UAE,
according to new research presented at a recent Dubai World Central
symposium. In a survey of 200 delegates, including Kuehne + Nagel,
Panalpina, and FedEx, 81 percent report they are likely or very likely to
expand logistics operations and invest in Dubai in the next 12 months.
More telling, 83 percent of respondents say they are satisfied or very
satisfied with the logistics environment in Dubai.

The Dubai government has set an aggressive deadline to make

the UAE a regional hub for logistics by 2015. Already, more than 80
(continues on page 26)

China Full of Beans

China's consuming population continues
to expand without pause, as demand for
American Joe is now competing with a long-
standing cultural mainstay—green tea.
Starbucks has inked a deal with the
Chinese provincial government of Yunnan to
set up its first coffee bean farm. The Seattle
chain is partnering with local growers—hiring
and training them to improve yields and
profits—to serve a booming number of
coffee drinkers while developing a supply
chain strategy to secure quality beans amid
increasing global competition.
China's coffee consumption is growing
at a considerable clip. Domestic sales are
expected to reach $3.6 billion by 2011,
up from $2.4 billion in 2006, according
to Euromonitor International. Starbucks
currently operates 400 stores in mainland
China and plans to open 1,000 more as the
country closes in on becoming the U.S.
company's second-largest global market.
Concerns also are mounting about the
quality and sustainability of coffee bean pro-
duction in Latin America, the cash crop's
historical stronghold. China and other poten-
tial “growing” markets in Asia are quickly
stirring interest and could eventually shift
the global coffee supply chain in a big way.
Starbucks' new plans follow its much-
publicized operational realignment in the
United States. After years of trying to
diversify its brand portfolio beyond coffee,
and facing stiff competition from Dunkin’
Donuts and McDonald's, it appears the
company is getting back to its roots while
expanding its core business into emerging
markets.
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leading international companies have
committed to establishing a base in
the aerotropolis, with growing interest
from a number of multinational
companies as well.

CN Accelerates
Auto Imports

Canadian National (CN), Canada’s
largest freight railroad, has prioritized
supply chain improvement to reduce
dwell times by 25 percent for European
import vehicles handled at its Autoport
Terminal in Halifax, Nova Scotia.

The Autoport facility—one of the
largest import vehicle processing
facilities in North America-receives
vehicles from ocean-going vessels
and transfers them to railcars for
distribution through its inland
network.

Beginning in spring 2010, the
railroad conducted a comprehensive
review of supply chain processes to
scale port dwell times and adopt
a transit time approach from ship
discharge to dealer delivery via its
10 major automotive facilities in
Canada. The effort has enabled CN
and its automotive customers to bring
vehicles to market more quickly and
economically.

UK, France
Counter Terrorism

Following the recent failed terrorist
plot to ferry bombs on U.S.-bound
airplanes, British and French officials
have banned the shipment of all
unaccompanied air cargo originating
from Yemen.

The notice further restricts the

b

i

movement of people and cargo from
Yemen. Direct airfreight and passenger
links between Yemen and the United
Kingdom and the United States were
severed in January 2010 after the Dec.
25, 2009 attack on a Detroit-bound jet.

France’s civil aviation authority
reports that the suspension is
a temporary measure pending
consultation with other European
transport ministries—raising the
possibility that other countries will
follow suit.

Elsewhere, in the Middle East,
authorities have begun manually
inspecting all packages being sent
abroad or brought in country aboard
cargo planes, especially those coming
from Yemen. Yemeni officials say they,
too, are tightening security measures
at airports, where modern scanning
equipment has been recently installed.
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Delivers more than expected. |

Best-In-Class™ space prepares you for bigger things.

Meet the Mercedes-Benz Sprinter Cargo Van and consider everything you need to
carry carried thanks to Best-In-Class” cargo capacity of up to 547 cu. ft., Best-In-Class”
interior standing height of up to 6'4" and Best-In-Class” side door opening area of 6'x4'3".
Visit MBSprinterUSA.com or your local dealer and start loading the unexpected today.

*Based on a comparison of Automotive News classification of full-size commercial vans.
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Marks & Spencer Tailors Supply Chain

British retailer Marks & Spencer will accelerate a 2020 plan to make its
supply chain more efficient by targeting $280 miillion in savings—instead of an
initial estimate of $240 million—by 2015.

Marks & Spencer's first wave of enhancements includes consolidating
a network of 110 regional warehouses into a more centralized distribution
footprint. A one-million-square-foot “super” warehouse opened in Bradford in
May 2010 as 30 smaller facilities closed during the past year.

The retailer also plans to reduce its dependency on full-service vendors
(FSVs), enabling more corporate control of its inbound supply chain. FSVs
transport, store, and deliver goods for Marks & Spencer, while the retailer
transports, stores, and delivers goods for direct vendors.

Currently, FSVs account for 43 percent of the retailer’s clothing and
home goods supply base, while direct vendors make up the remaining 57
percent. Moving forward, Marks & Spencer plans to gain more control over
transportation from suppliers, with a goal of sourcing 65 percent of its
inventory from direct vendors by 2015.

A supply chain makeover at Marks & Spencer will give the British retailer more
control over its inbound supply chain, and net $280 miillion in savings by 2015.

) Mercedes-Benz
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Dick Metzler is chief commercial officer,
Greatwide Logistics Services.
972-228-7300 ° dick.metzler@greatwide.com

by Dick Metzler

Riding Out the Recovery

n ancient Chinese proverb states,
A”To be uncertain is to be uncom-

fortable.” After the recent
economic turmoil, we can all appreci-
ate the accuracy of that statement.

Although the Great Recession itself
appears to be over, the feeling of uncer-
tainty clearly isn't. If anyone knew how
the recovery will play out for the trans-
portation and logistics sector, they could
also predict the stock market—and are
more likely to be relaxing on a tropical
beach than worrying about the econo-
my'’s trials and tribulations.

Here’s a bet that any Las Vegas odds
maker would cover: Business will be
choppy for both shippers and carriers for
a while. Trucks are scarce, and the driver
shortage is even more challenging. Some
of us remember the summer of 2006,
when capacity was tight due to adverse
driver demographics. The baby boomer
driver phenomenon is the same as it was
in 2006-except those same drivers are
four years older, and a lot poorer.

At the same time, increased load vol-
umes have tightened capacity. The
full change in the post-recession cycle
from excess capacity to tight capacity
won't be complete until enough loads
go uncovered on a broader scale. More
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shippers are making “open checkbook”
load offers.

Meanwhile, some analysts are causing
concern with talk of a potential “dead
cat bounce” as it relates to the recent
increase in non-service sector GDP and
trucking. Some trucking experts opine
that extended unemployment checks
and initial generosity with government
stimulus money may have caused the
surge in truckload volume, which, as a
result, is nothing more than a sugar high.
At the same time, diesel and CSA 2010
are wild cards. The reality is, no one has
a clue what’s on the horizon.

SIZE MATTERS

Here’s what we do know: big shippers
tied up rates and capacity during the end
of the recent economic downturn. They
had the ability to get commitments last
year and early this year in anticipation
of a rebound.

But what about the small to medium-
sized shipper who can’t stroke a
multimillion dollar check for transpor-
tation management technology and
the talent needed to pay off the invest-
ment? Remember how unforgiving the
CFOs of those companies were to their
logistics staff when fuel prices rose to

unprecedented levels? This time the
CEOs and CMOs will blame logistics for
an inability to compete with larger com-
panies or meet client expectations.

There are no perfect options for small
to medium-sized shippers. But one strat-
egy that works during tough times is for
shippers to partner with transportation
companies that have the carrier relation-
ships, people, processes, and technology
to manage their transportation needs.

For example, one shipper was strug-
gling with transportation inefficiencies
and high costs. Managers faced the
choice of investing heavily in software
and personnel, or outsourcing transport
management to an experienced provider.
The company chose to outsource, and
the provider delivered cost savings, visi-
bility, and carrier capacity. That decision
also allowed the company’s employees
to focus on their core competencies and
meet their business goals. That’s good
news in any economy.

Navigating today’s post-recessionary
environment will continue to challenge
all of us. The best course of action is to
look carefully at all options and invest in
the future wherever possible. We'll ride
out this storm together, however we get
there. |
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dollars on the bottom lines of leading companies throughout North America. Lower
transport costs, more product per pallet, less production downtime and reduced product
damage add up to bigger profits, delivered daily.

Making the switch to iGPS is simple and fast, and the savings start right away. Learn how
to ship out and cash in by calling 800-884-0225 or visiting igps.net
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Dan Steere is CEO of GreenRoad.
650-551-1542 * dan.steere@greenroad.com

by Dan Steere

Driven to Succeed: Building a Safer Fleet

hen it comes to managing
fleets, we all want to make
safety a top priority. But cre-

ating a safety culture isn’t easy. And the
unfortunate fact is that much of what
we do to promote safety simply isn’t
effective.

States that passed anti-texting bans
actually saw an increase in accidents,
according to a study by the Insurance
Institute for Highway Safety. Legislation
and regulation -negative reinforce-
ment-alone cannot change driving
behavior or create a culture of safety.
Data shows that the carrot is just as
important as the stick—maybe more so.

Valuable and productive feedback
must come in two forms. Drivers must
know what they are doing wrong, such
as speeding, weaving between lanes, or
not allowing enough following distance.
But they must also be told what they are
doing right—for example, preparing in
advance for a turn, reading the road,
and maintaining appropriate speed.

We all know how high the stakes
can be when it comes to driving safety.
Traffic accidents are the leading cause of
work-related deaths, and they cost more
than $230 billion a year in the United
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States alone. For fleets, the associated
insurance, maintenance, and new vehi-
cle costs represent large expenditures
and cost-savings opportunities.

Companies can improve driver safety
by using the following five principles to
create a culture of safety:

1. Take a balanced approach. Are
your safety efforts focused solely on
punishing or removing poorly perform-
ing drivers? In motivating behavioral
improvement, keep in mind that posi-
tive reinforcement for a job well done
is as important as punitive measures.
Avoid approaches that focus primarily
on “claims and blames.”

2.Motivate through competition. Most
professional drivers are innately compet-
itive—they want to be the best at what
they do. Fleet managers who foster an
environment of healthy, safety-focused
competition can create a culture that
values safety. Some innovative ideas that
fleet companies have started to employ
include providing monthly rankings of
driver safety performance and letting
fleets compete against each other for
safety performance.

3.Use recognition and rewards.
Sincere and public recognition of good

performers, and monetary rewards—even
modest amounts—make a big difference.
And because fleets that improve their
safety also improve their bottom line
by reducing repair, maintenance, and
insurance costs, passing along some of
the savings can be a great motivator.

4.Understand the route. No matter
how good the driver, some intersections
and turns are simply unsafe. Collecting
internal reports and reviewing external
data on the locations of accidents can
quickly illuminate high-risk routes to
avoid whenever possible.

5.Provide the guidance your driv-
ers need to be successful. Drivers need
guidance tailored to their unique driv-
ing styles. They will make little lasting
improvement without targeted instruc-
tion. Make sure you have a support
system in place that provides the per-
sonalized guidance drivers need to meet
the objectives you've set for them.

The stakes are high. The time is
now. We must abandon the traditional,
punitive models of driving safety and
recognize that constant feedback and
reinforcement are the only truly effec-
tive ways to make sustainable changes
in the way we drive. |
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Danny Halim is vice president, industry strategies, JDA Software.

by Danny Halim

800-438-5301 * danny.halim@jda.com

Navigating Global Supply Chain Risks

isk management is an essential
R ingredient in global logistics

planning. Unexpected events
such as natural disasters, political unrest,
regulatory constraints, and product
recalls can disrupt the supply chain and,
in turn, negatively impact sales, profit,
and a company'’s reputation in the mar-
ket. Many companies, however, are still
in reactive mode when it comes to adapt-
ing their global logistics network.

How can you prepare your business
for the evolving challenges in global
transportation and logistics? Here are a
few steps you can take:

H Strategically evaluate your compa-
ny's global logistics network. Continuous
network evaluation enables companies
to quickly assess and rapidly adapt to
cost and demand changes, especially
when introducing new products, select-
ing new suppliers, or expanding into
new markets. Ensure that all stakehold-
ers across the extended supply chain are
communicating. Failing to collaborate
can result in extended lead times, late
deliveries, and higher supply chain risk.

B Manage the risk factors. Companies
must anticipate and manage all possibil-
ities for disruption, using supply chain
tools to conduct scenario analysis and
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develop viable options to mitigate risks.
Uninformed decisions based on inade-
quate data can hinder timely delivery of
goods and cause stock-outs or product
expiration.

Companies considering expansion
into China and India, for example,
quickly realize the inability to access
detailed highway data until they are
fully established in the country. While
they may not be knowledgeable about
network execution until actually con-
ducting business there, factoring in
contingency plans, building a propri-
etary transportation network, linking
network design to inventory strategies,
and increasing safety-stock levels can
help maintain service levels and effec-
tively access global markets.

H Link transportation to inventory
management. Visibility into logistics
and transportation schedules provides
a better understanding of the global
movement of goods and helps compa-
nies maintain optimal inventory levels
throughout their supply chains. Hedging
against uncertainties has become a sig-
nificant part of logistics costs in many
developing or infrastructure-challenged
countries.

For example, when sourcing from

China or India, a company may carry
an average of 40 to 60 days of inventory
in the United States, whereas sourcing
from Mexico or South American coun-
tries will require a company to carry
only 30 days of inventory. Carrying
extra inventory helps avoid incurring
added transportation and logistics costs
when unexpected delays and trade bar-
riers arise.

H Optimize the product flow path.
Ensuring that products flow efficiently
to the point of consumption is another
important factor of a successful global
supply chain strategy. Companies must
carefully determine optimal distribu-
tion methods and transportation modes
based on product velocity, demand pat-
terns, and handling and transportation
costs.

One size doesn’t fit all, however. A
company'’s decision to optimize the flow
path for each product may be different,
or shift over time due to seasonality or
economic factors. It is also crucial for
companies to re-evaluate their supply
chains and design new go-to-market
strategies accordingly, if challenged with
expanded product offerings or disparate
supply chain processes following strate-
gic acquisitions. |
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MANAGING A
CUSTOMER=-SERVICE
SUPPLY CHAIM

When it comes to customer service, shippers want their carriers
and 3PLs to provide the complete package.

By Amy Roach Partridge

n today’s complex supply chain environment, customer service between ship-

pers and their logistics providers means more than just a friendly voice on the
line when something goes wrong. It is more than the ability to track a shipment or

expedite a delivery. Today, shippers expect their logistics providers to take a “cradle-

to-grave” approach to customer service, providing insight, strategic guidance, and a
wide range of capabilities from the very beginning to the very end of the supply chain.

From transportation of inbound raw materials to vendor management to outbound

deliveries and everything in between, shippers depend on their providers to execute
flawlessly, while acting as an extension of their company.

Automotive parts and service chain Pep Boys,
for example, sets high customer service standards
for Agility, its global third-party logistics (3PL)
provider. “We expect Agility to be on top of each
part of our supply chain, every day,” says Joshua J.
Dolan, director of global logistics and U.S. customs
compliance for Pep Boys. “We depend on them for
cradle-to-grave management.”

To meet these types of expectations, logistics
providers must take the time to truly understand
their shippers’ supply chains, to know the complex-
ities of the industries they function in, to design
their functionalities around desired outcomes, and
to determine how to ease their customers’ custom-
ers’ pain points. It is a big job, and one that is likely
to get bigger.

“With so much change in the supply chain envi-
ronment, shippers increasingly need logistics
providers to better support their businesses going
forward,” says Dr. C. John Langley, author of the

2010 3PL Report, conducted in conjunction with
Cap Gemini, which examines the global market for
3PL services. “Operational effectiveness has always
been imperative, but it is underscored now because
shippers are trying to run leaner and meaner with-
out compromising service to their own customers.”

STEPPING UP THE GAME

3PLs and carriers are responding to increased ship-
per demands by stepping up their games, pushing
customer service to the forefront. Many providers
have adopted service-centric cultures to ensure they
meet shippers’ service requirements—and to gain a
competitive advantage in the crowded outsourced
logistics and transportation field.

“From our drivers all the way up to our CEO,
service is the culture at C.R. England,” says
Mike Tucker, general manager, Chicago Regional,
for refrigerated trucking company C.R. England.
“When new drivers join our regional fleet, the
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importance of customer service is
the second thing we talk about-after
safety—because if we don't satisfy cus-
tomers, we don't stay in business.”

At C.H. Robinson, an Eden Prairie,
Minn.-based 3PL, employees are “asked
each day to develop a thorough under-
standing of customer expectations so
we can deliver unique solutions,” says
Jim Butts, senior vice president, C.H.
Robinson. “It’s only when we truly
understand our customers’ needs that
we can develop a plan, based on our
technology and experience, to help
them achieve a competitive advantage.”

SERVICE GETS STRATEGIC

Shippers are also turning to logistics
providers for a wider range of services,
and expect results on all fronts. Vendor
management, inbound and outbound
transportation, contingency planning,
network design and optimization, and
the technology systems to manage it
all-these types of strategic services are
being outsourced more regularly.

“Shippers are becoming more aware
of ways in which providers can help
them strategically,” says Langley.

One major factor in fostering sat-
isfactory customer service is building
the right shipper/provider relation-
ship. Shippers that take a strategic
and collaborative approach to logis-
tics outsourcing-rather than viewing
it as a commodity play-often form
more effective partnerships, leading to
improved customer service throughout
the supply chain, Langley notes.

“Working closely with providers facil-
itates service improvements because it
helps them gain detailed knowledge
of shipper requirements,” he explains.
“It also makes it easier for providers to
determine what issues are most impor-
tant to their customers.”

Keeping providers abreast of major
business changes, for example, can help
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minimize service disruptions.

“Customers working collaboratively
with us let us know when they are
considering an acquisition or opening
a new distribution center,” explains
George Abernathy, executive vice presi-
dent and COO of Transplace, a logistics
and technology provider based in
Dallas, Texas. “Having that information
in advance allows us to determine what
the changes will mean to their network
and what we need to alter to continue
serving them effectively.”

To truly emphasize its focus on col-
laborative customer service, Transplace
maintains a Customer Advisory Board
made up of a rotating group of about 15
customers. The goal is to facilitate dis-
cussion and brainstorm about service
and technology improvements that can
help Transplace better serve the ship-
pers it works with.

“At our last meeting, for instance, we
shared next year’s technology devel-

every level, bad service at one link will
ricochet throughout the chain, ulti-
mately impacting the end user.

“It is imperative that we understand
what our customers’ customers are
looking for in order to align our services,
processes, and people to those goals,”
Abernathy explains. “Determining our
customers’ customers’ needs is our first
priority, whether we are prospecting for
potential customers, designing solu-
tions for new customers, or reviewing
goals with existing customers.”

C.H. Robinson’s Butts likens the idea
of serving the customer’s customer to
a “neighborhood watch,” logistics-
style. “A big part of our role is to prevent
bad things from happening,” he says.
“Establishing and monitoring the
correct performance metrics, reporting
and analyzing to identify root causes,
then taking corrective action allows
providers to have a positive impact
throughout a customer’s supply chain.

Eliminating inefficiencies, reducing costs, and
improving service to your customer's customer are
what cradle-to-grave customer service is all about.

opment calendar and asked the board
for feedback and suggestions,” says
Abernathy.

Customer Advisory Board President
Craig Boroughf, director of transpor-
tation for USG Corporation, sees the
board as a way to “keep abreast of where
Transplace is investing technology and
innovation resources so we can deter-
mine if those plans match our service
needs and business requirements.”

Another key aspect of serving ship-
pers strategically and collaboratively
is making sure to always operate with
customers’ customers in mind. Because
supply chains are interconnected at

In turn, the customer is able to make
better decisions in other areas.”

Butts cites the reporting that
C.H. Robinson provides on inbound
vendor management as an example.
“Shippers can use that information to
help eliminate inefficiencies in the
transportation process, which can help
reduce their costs and, potentially, the
costs to their customers,” he says.

Eliminating inefficiencies, reducing
costs, and improving service to your
customer’s customer are what cradle-to-
grave customer service is all about. Here
are three examples of this new service
mode in action.

inbound ®

FACING LOGISTICS CHALLENGES? USE IL'S 3PL EXPERTS AND

stics

logi


http://www.inboundlogistics.com/3pl/3pl_rfp.shtml

(@)
N
)
g
o
(%)
=
)
o
O
>
7]
<}
="
g
%
2
(o
K

Fresh is always
in fashion.

Impeccable taste.

Your products have it. Your customers want it. Satisfy their cravings by
working with a trendsetter in food and beverage shipping. Some of the
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Call to learn how you can consistently deliver products to your customer
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SUCCESS STORY: PEP BOYS & AGILITY

Putting The Pep Back Into Ocean Freight

“Pep Boys’ vision is to be the automotive solutions pro-
vider of choice for the value-oriented customer,” says Pep
Boys’ Dolan. To achieve this vision, the company must be
able to deliver on its promise of providing high service lev-
els and a value-proposition cost that works in both good and
bad economic times.

“We can’t keep that promise to our customers if we don’t
have product on the shelves, or parts stocked in the back
room for car repairs,” Dolan notes.

Keeping that storied service promise of “right product,
right place, right time” has become easier since the com-
pany—which operates more than 600 stores and 6,100 service
bays in 35 states and Puerto Rico—consolidated its ocean
freight management in 2007. Previously, Pep Boys worked
with three different non-vessel-operating common carriers
(NVOCC:s), each of which was performing brokerage, forward-
ing, origin title management, and ocean shipping services for
the company.

oys' ocean freight
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“Because the services were not consolidated, it was very
difficult to wrangle all the data to a point where we could
retrieve any actionable intelligence,” Dolan says.

At the time, the ocean freight market was volatile, and Pep
Boys experienced daily capacity issues. “Spike and capacity
challenges occurred throughout the year if we didn’t forecast
right,” Dolan recalls.

Today, Pep Boys depends on Agility for all its ocean freight
needs, including origin cargo management; customs broker-
age; freight forwarding and document flow; and procuring
ocean carrier capacity. Agility takes Pep Boys’ cargo from a
vendor at origin, for example, and books it with the appropri-
ate carrier while ensuring that the cargo is loaded and shipped
to the ultimate port of discharge.

In a few lanes, Agility manages the trucking as well, making
sure shipments are transported from the ports to a Pep Boys
distribution center. “For some of their vendors, we even physi-
cally load the cargo at our warehouse, manage the process, then
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ship it into a third-party warehouse in
the United States for distribution to a Pep
Boys DC,” explains Mike Walker, migra-
tion project manager for Agility. Until
recently, Walker was the on-site Agility
representative at Pep Boys, working at
the company’s headquarters three days
a week. Another Agility representative
has taken over that role.

“We receive and monitor Pep Boys’
purchase orders, make sure the orders
ship within the designated window,
verify the goods are what Pep Boys
requested, and check the quantity and
quality,” says Len Dunleavy, director,
strategic accounts for Agility. “Also, we
maximize the cube in the containers to
reduce their ocean freight costs.”

Having Walker on-site at the Pep
Boys headquarters was an added cus-
tomer service bonus, Dolan says. His
presence reaffirmed Agility’s commit-
ment to Pep Boys and improved the

level of communication and engage-
ment between the two companies.

“Mike spent a lot of time tracking our
POs,” Dolan says. “He checked to see
if the orders left when they were sup-
posed to leave, and whether the vendor
booked the PO in time to make the ship-
ping window and our delivery deadline.
If there were problems, he went back to
the vendor to determine why the ship-
ments had not been released yet.”

The result, Dolan says, is a far more
effective approach to managing ocean
transportation, a dividend that paid
off in spring 2010 as ocean capac-
ity tightened and many companies
faced capacity shortages and shipment
delays. To combat the capacity crunch,
Agility’s Ocean Product team diversi-
fied its carrier profile and leveraged its
relationships with carriers to ensure
that Pep Boys’ cargo was not held up in
costly delays.

SUCCESS STORY: McCAIN FOODS & C.R. ENGLAND
French-Fried Transportation

“Pep Boys experienced very little dis-
ruption during the capacity shortage. If
one carrier couldn’t take a booking, we
made sure we had three or four other
carriers that could provide the space,”
Walker explains. “We also were proac-
tive in managing the situation, making
sure to keep Pep Boys informed, and
providing suggestions about how other
retailers were combating the situation.”

Those customer service measures
proved extremely successful for Pep
Boys. “Only one or two of our contain-
ers were delayed—a stark contrast to
what other companies experienced,”
Dolan says. Agility’s handling of the
ocean freight capacity shortage allowed
Pep Boys to continue meeting the all-
important “right product, right place,
right time” customer service objective.

“The level of customer service that
Agility affords us helps us better serve
our customers,” Dolan says.

Fast-food customers get used to hearing, “Would you
like fries with that?” Making sure the fries are on hand to
be served to eager diners at McDonald’s, Burger King, and
Wendy'’s is the responsibility of McCain Foods and its carrier,

Salt Lake City-based C.R. England.

Based in Canada, McCain Foods is the world’s largest man-

McCain has long depended on C.R. England to help it meet
these time-sensitive transportation demands. Throughout their
nearly 10-year partnership, C.R. England has consistently pro-
vided McCain with nationwide longhaul service, racking up

on-time delivery rates as high as 97 or 98 percent. The carrier is

now also helping McCain with inbound transportation, deliv-

ering raw materials such as potatoes, onions, and
spices to McCain’s production facilities.

“C.R. England is proactive with us,” Parise
explains. “It understands our service require-
ments. If delays occur, its operations team will
notify us, or if needed, notify our direct cus-
tomer if a shipment will be late or if they expect
any issues upon arriving at destination.”

McCain also relies on C.R. England to deliver
high service levels when unexpected circum-
stances or last-minute orders crop up. While the
food manufacturer generally asks customers for

ufacturer of French fries, serving the major
fast-food chains as well as food service cor-
porations such as Sysco and U.S. Foodservice.
Because its products are perishable and there-
fore time-sensitive, reliable transportation has
always been a must for McCain to meet its cus-
tomer service requirements.

“It is important for us to be able to commu-
nicate to our customers when we will ship our
product and when it will arrive,” explains Vito
Parise, senior director, distribution for McCain
Foods USA. “Many of our customers operate in
a just-in-time environment, so on-time perfor-
mance is key.”

g Tt BT
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Communication and value-added service are keys
to a partnership worth its salt.
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a 48-hour lead time on orders, the need
for expedited freight does arise.

“We might tender a shipment to C.R.
England that is already in-transit when
a customer requests a regular Friday
delivery to arrive on Wednesday,” Parise
explains. “C.R. England has been able
to put team drivers in play and expe-
dite loads in these situations, even after
an order leaves origin.”

Performing services such as secur-
ing extra trailers, or helping to pre-load
trailers so shipping is smooth and driv-
ers get to the delivery point on time, has
proved key in continuing to meet service
demands. “We are focused on success-
tully working through these logistical
processes with McCain to provide the
best service so it can pass that on to its
customers,” says Mary Palmer, director of
sales, Midwest region, for C.R. England.

The carrier is also expanding its
Chicago Regional capabilities to better
serve customers such as McCain that
conduct a lot of short-haul business in
a 250-mile radius around the greater

Chicago area. “Our customers requested
this regional service,” explains Mike
Tucker, Chicago Regional general man-
ager. “They need it to keep up with
changing distribution patterns to bet-
ter serve their own customers.”

Both McCain and C.R. England
attribute their partnership’s success in
meeting customer service requirements
to the importance both companies place
on communication. They meet each
quarter to review business strategies and
perform what McCain terms its 360 car-
rier-shipper performance review.

“We look at our load acceptance rates,
on-time pickups and deliveries, and
in-transit and billing information flow,
among other factors,” says Palmer.

“We share information about our vol-
umes, what we’ve gained and lost, and
we want that same type of feedback
from C.R. England,” adds Parise. “Our
partnership is about removing the inef-
ficiencies from the system together,
which requires frequent communica-
tion and a close relationship.

' J
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McCain Foods USA relies on C.R. England to maintain the right conditions for its
temperature-sensitive potato products in transit.
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“C.R. England understands our busi-
ness and, in turn, we have a good grasp
of their network, how it benefits McCain,
and, ultimately, how it benefits our cus-
tomers,” he adds.

SUCCESS STORY:
USG CORP. & TRANSPLACE

Technology as
Customer Service
Enabler

When you serve the country’s larg-
est home improvement retailers, you
need to be adept at the on-time delivery
aspect of customer service. The home
improvement retail channel maintains
tight one-hour delivery windows, and
suppliers know they miss those win-
dows at their own risk.

This is the transportation norm for
USG Corporation, a manufacturer of
building materials best known for pro-
ducing Sheetrock brand wallboard
panels. Serving a variety of home
improvement retailers, the bulk of
USG’s transportation activity is out-
bound shipments of finished goods
direct to store via full truckload flatbed.

“The second-largest channel for our
product is specialty dealers, which are
similar to lumber yards,” explains Craig
Boroughf, director of transportation for
USG. “We ship to them in full truck-
loads and they bundle our products
with other construction products and
deliver to the end customer.”

The specialty dealers also have tight
service requirements that USG must
meet: delivery timeframes of three to
four hours, as well as a desire to receive
orders early in the day.

“A concentration of early morn-
ing requirements makes it difficult to
get the efficiencies we could if we had
windows spread throughout the day,”
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Boroughf explains. In addition, USG has
inbound transportation needs—receiv-
ing raw materials such as paper used to
manufacture its products.

Keeping this transportation trifecta
functioning smoothly in order to meet
customer demands is a transporta-
tion management system (TMS) from
Transplace. USG and Transplace worked
together closely to design and imple-
ment a solution that has allowed USG
to improve service to both its retail and
specialty dealer accounts.

“Our primary focus when developing
the TMS with Transplace was efficiently
tendering and tracking our shipments,”
Boroughf explains. “We needed an effi-
cient process to notify carriers that their
loads were ready, then track those loads

to the customer and refine the delivery
performance.”

“USG chose Transplace because we
have a key focus on customer service—not
only for USG, but also for USG’s custom-
ers,” says Transplace’s Abernathy. “We
strategically approached USG’s needs
and customized a solution that brought
their service levels to new heights with
the benefit of automation and visibility.”

Using EDI, the Transplace TMS solu-
tion has allowed USG to automate 100
percent of its shipment tenders to its
carriers, then track them from pickup
to delivery—a capability that has helped
USG improve performance on its cus-
tomers’ vendor scorecards.

“Prior to this solution, we didn’t have
transparency to our shipment data or

shipment performance,” Boroughf says.

“For vendor scorecard purposes, it is
important that we have access to objec-
tive information about our performance
and can confirm that data.

“We are able to much more objec-
tively measure, monitor, and report on
our delivery success—which includes
our highest on-time delivery results to
date, and is critical to being our custom-
ers’ preferred supplier,” he adds.

Becoming a preferred partner is no
easy task, for shippers or for service
providers. But logistics providers who
work to understand shippers’ needs
and smooth over trouble spots show
that, when handled with care, every
partnership can be a customer service
success story. |

“The Business of America is Business”

Calvin Coolidge

The Business of Alliance Shippers, Inc. is...

“To Manage Our Customers’ Business.”

ALLIANCE shippers inc.

The Perfect Shipment®
Our Commitment To You.

For more information about all of our services, visit us at: www.alliance.com

RECEIVE FREE NO OBLIGATION GUIDANCE AND ADVICE
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SPONSORED EDITORIAL

Charming Shoppes,
Inc.

Bensalem, Pennsylvania
www.charmingshoppes.com

Charming Shoppes, Inc.,
the parent company of
Lane Bryant, Fashion Bug
and Catherines Plus Sizes,
is a leading multi-brand
specialty apparel retailer
primarily focused on plus-
size women’s apparel.

THE PARTNER

Hyundai Merchant
Marine (HMM)

www.hmm21.com

Hyundai Merchant Marine
is an integrated logistics
company, operating more
than 40 sea routes to over
100 ports of call. HMM
also offers state-of-the-art
B2B products for enhanced
supply chain visibility.

3 CUSTOMER SERVICE
CASE STUDIES

PLUS-SIZED CUSTOMER SERVICE

Women’s apparel retailer Charming Shoppes praises the red-carpet
treatment it gets from logistics partner Hyundai Merchant Marine —
not only for special shipments, but every single day.

harming Shoppes, Inc. (CSI) is the

umbrella company for three well-

known ladies apparel companies - Lane

Bryant, Fashion Bug, and Catherines

Plus Sizes. The company is recognized
for its celebration of the lives and fashion images
of women wearing plus sizes.

Speed to market is important in fashion,
so garment importers have to be demanding
customers. But in today’s fast-paced, electronic
environment, customer service is often not a top
priority for many companies. That is not the case
in the partnership between CSI and its logistics
partner, Hyundai Merchant Marine (HMM).

“HMM'’s customer service team is responsive
and attentive to the movement of our cargo, and
they address our concerns immediately,” says
Laurie Everill, director of international trade
logistics and compliance for CSI.

HMM is an integrated logistics company,
operating approximately 160 state-of-the-art
vessels. HMM offers a worldwide global service
network, diverse logistics facilities, leading IT
shipping-related systems, and a professional,
highly trained staff. HMM uses its extensive
resources to collaborate strategically with global
consumers and vendors of ocean transportation
and logistics services.

One example of HMM's “above and beyond”
customer service involves a CSI container that
was over the legal weight limit. The container was

moved off the terminal and had to be transloaded

RECEIVE FREE NO OBLIGATION GUIDANCE AND ADVICE

in order to move to Charming Shoppes’
distribution center. Laura and Angela, both
members of Hyundai’s customer service team,
worked with an in-house trucker to arrange for
transload and get the unit delivered to Charming
Shoppes’ DC to meet a tight deadline.

“We are grateful to Hyundai’s customer
service team for handling this issue, but we
also appreciate what they do for us each and
every workday,” notes Arlene Arnold, manager
of international transportation supply chain
management for CSI. “We sincerely appreciate

the efforts they extend to us, as well as their

continued support.”
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THE CUSTOMER

Boise Paper

Boise, Idaho
www.boiseinc.com

With 2009 sales of $1,420
million, Boise Paper is

the third-largest North
American manufacturer of
uncoated freesheet paper
products, with annual
production capacity of
approximately 1.3 million
short tons. The company
manufactures and sells a
range of papers, including
communication-based,
commodity and premium
papers, a range of
packaging demand-driven
papers, and market pulp
from U.S. four mills.

Nexus Distribution
Arlington Heights, IL

www.nexusdistribution.com

Nexus Distribution is a third-
party logistics provider
specializing in full-service,
client-specific solutions.

Its collaborative effort of
people, technology, and
location allows companies
to gain differentiation in their
target markets and win new
customers.

A FRESH SHEET

Aboé@eyond g

OF CUSTOMER SERVICE

When Boise Paper wanted to consolidate five Northeast region
facilities into just one, it turned to Nexus Distribution for customer
service excellence built on a sound implementation process.

ustomer service excellence truly
begins with a sound implementation
process. Boise Paper came to Nexus
with an increasingly common yet
complex business objective: to
consolidate several third-party distribution
centers. As order size and frequency become more
dynamic, multiple distribution center models can
prove to be cumbersome and costly to manage.
In Boise’s case, the goal was to consolidate five
Northeast region facilities into just one.

While DC consolidation projects should result
inimproved service and savings in the long-term,
they often pose a multi-faceted challenge for
companies during the implementation phase:

1. Production Planning and Inventory Control.
Inventory carrying cost reduc-
tions are realized after the
consolidation project is com-
plete. However, during the
consolidation transition, itis a
delicate balance to avoid dupli-
cate inventory, double handling,
unnecessary transit cost, stock
outs, canceled orders and split
shipments.

2. Systems and Processes.
Systems integration, process
integrity, and transit schedules
must be implemented aggres-
sively at the consolidation location to ensure
uninterrupted service.

3. Public Relations. Consolidation may relocate

the product source farther away from some end

FACING LOGISTICS CHALLENGES? USE IL'S 3PL EXPERTS AND

Nexus’ outstanding customer
service keeps Boise Paper’s
supply chain on a roll.

customers and can impact closely held and val-
ued supplier relationships.

Nexus employs a formal, proven
implementation framework that addresses the
challenges of a 3PL distribution center transition.
This includes:

B Cross-functional Implementation Team

M Detailed project plan and dedicated project
management

B Regular, joint status meetings

B Systems set-up and testing

B Program-specific process documentation
and training

B Audits conducted at critical stages

M Joint visits to end customers to communi-
cate commitment and ensure a smooth transition

The Nexus implementation
process provides a solid
foundation at the DC level,
ensuring that orders are shipped
complete, on time, and damage-
free. Nexus' proven approach
to managing this process
allows its customers to focus
on production planning and
customer relationships during
the critical transition stage.

“Any consolidation project
can seem daunting,” explains
Meachel Johnson, Boise Outside
Warehouse Manager. “But with the Nexus and
Boise teams working collaboratively the whole
process has been much smoother than we

anticipated it would be.”
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maerskline.com

Through innovation &
collaboration greener
results happen

Constant Care The addition of ocean transportation to your global supply chain reduces its

for the environment overall carbon footprint. Add Maersk Line as your transport provider and you
have a supply chain partner that is committed to innovating new ways to
increase energy efficiencies and reduce the environmental impact of its opera-
tions. By working together we can support a greener, mare sustainable planet.

y
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FOOD LOGISTICS

FRO

Demand for |Oca”y grown n 1985, Willie Nelson, Neil Young,

and John Cougar Mellencamp

brought the plight of America’s fam-
fOOd IS brlngl ng Su pply Chaln ily farmers mainstream with the first
1 1 Farm Aid concert in Champagne, Ill.
SourCIng baCk to ItS rOOtS Their “music with a message” gave
the U.S. agriculture industry a much-
needed publicity infusion as demand
for homegrown products and farm-
ing’s economic relevance continued to
erode.
The 1980s was a flashpoint for U.S.
farmers, but especially smaller growers.
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The boom years of the previous decade,
characterized by strong commod-
ity prices, exports, and credit lending,
turned fallow when offshore markets
collapsed and debts accumulated. Then
bioengineering emerged as a viable
means for artificially improving crop
yields. A widespread land grab ensued,
and industrial farms quickly swallowed
small operators in spades.

During the past three decades, the
demise of the family farm became an
indictment of U.S. agribusiness and

consumerism. The message that Farm
Aid rocked in the 1980s unleashed a
mass media revolution in the 2000s.
Hollywood picked up the plow with
director Richard Linklater’s film adap-
tation of Eric Schlosser’s book Fast
Food Nation. Documentarian Morgan
Spurlock’s Super Size Me inflamed a broil-
ing debate about the fast food industry,
while Michael Pollan offered an organic
solution in The Omnivore’s Dilemma.
Schlosser and Pollan then teamed up to
narrate Robert Kenner’s exposé of U.S.

RECEIVE FREE NO OBLIGATION GUIDANCE AND ADVICE

factory farming in Food Inc.

Television programming has been
equally complicit, introducing audi-
ences to a potluck assortment of
celebrity chefs, culinary travel guides,
and reality show cook-offs that enter-
tain as well as educate.

Each genre in its own way-driven
by populism, pragmatism, and public-
ity—pulled the mask off U.S. agribusiness
while giving a face to the American
farmer. Collectively, they’ve contrib-
uted to a cultural foodie phenomenon
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FOOD LOGISTICS

FROM FARM TO FORK

that is sweeping middle-of-the-road
America and creating demand for fresh,
locally grown food.

This recent agricultural awakening
is changing the way many food com-
panies source products. Apart from
marketing appeal, food quality and
safety concerns, transportation costs,
and local economic development efforts
are compelling restaurants, groceries,
and wholesalers to engage smaller pro-
ducers and localize their supply chains.
In turn, they are nurturing a “fresh
food fast” procurement model that is
growing from the ground up.

The farm-to-fork model is by no
means new. Throughout history, agri-
culture and animal husbandry have
been critical elements in the local sup-
ply chain, providing sustenance as well
as stimulus for related economic activ-
ity. Even as a tangential force, the farm
community gave industrialists such as
Henry Ford the vision for innovative
ideas, including vertical integration.
No less important, agrarian sensibili-
ties and demands paved the way for the
modern-day trucking industry.

But global trade radically changed
the U.S. farming dynamic during the
20th century. Competition in emerg-
ing markets, where farming remains
the predominant economic force, dev-
astated the agrarian ethos that inspired
the likes of Thomas Jefferson, John
Deere, George Washington Carver,
General Mills, Kellogg, and the Quaker
Mill Company, among many others.

Now that tide is turning, aided in
part by wildfire media representations,
as well as an unlikely name—Walmart.

The big-box wholesaler’s impact on
U.S. agriculture is tenuous at best. In
fact, critics have argued that Walmart
has greatly contributed to the decline
of smaller enterprises, farmers included.
But few can discredit the company’s
marketing and supply chain clout.
When Walmart latches onto a new
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concept, consumers and competitors
take note, then buy and borrow.

In 2008, Walmart made a pub-
lic pledge to source more local fruits
and vegetables to keep produce prices
down and provide affordable and qual-
ity selections for its customers. At the
time, the company reported that part-
nerships with local farmers had grown
by 50 percent over the previous two
years. Warmart upped the ante in

"
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across a range of environmental issues
and ensure a more sustainable food sup-
ply for the demands of a growing global
population,” he concluded.

Walmart is hyper-sensitive to main-
stream demand, whether it’s “greening”
business practices or selling greener
produce. More importantly, it has the
means to efficiently and economically
bring innovative ideas and products to
a widely captive audience.

by

'Y —
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By incorporating organic and locally grown produce into its product offerings, Walmart
hopes to please health-conscious consumers —and save on transportation costs.

October 2010 by announcing that it
would increase its commitment to buy-
ing locally, with a goal of sourcing $1
billion in food from one million small
and medium-sized farmers during the
next five years.

“By taking a leadership role in sustain-
able agriculture, Walmart will reduce
costs and make our business stronger,
while providing our customers afford-
able, fresher, and higher-quality food,”
said Walmart President and CEO Mike
Duke on behalf of the new campaign.

“We'll grow local economies by help-
ing farmers expand their businesses and
get more income for their products. At
the same time, we’ll make a difference

“There is consumer interest, if not yet
critical mass, in locally grown food,”
says Mark Psilos, farm-to-chef forager
and market manager for Green City
Market, a Chicago farmer’s cooperative.

In much the same way the sustain-
ability movement has stirred the
“consuming conscience” during the
past few years, people have become
fascinated with the foodie phenome-
non independent of how they stand on
environmental politics. It just makes
sense.

To point, Walmart recognized, then
seized, an opportunity to green its sup-
ply chain, reduce transportation and
logistics costs, and market that value
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Lighten Your Load

Let us do the heavy lifting, and we'll make short work
of your supply chain challenges.

Managing your supply chain is always a complex job, but the right logistics
partner can make it easier. You can trust Saddle Creek to deliver efficient SADDI'E CREEK
and effective integrated solutions — with personal attention, integrity CORPORATION.

and responsiveness. We'll do Whatever It Takes to meet your needs. 888-878-1177 = www.saddlecrk.com
Now, doesn’t that take a load off your mind?

'ﬂ Integrated Logistics Solutions,
.'- One Provider—Nationwide
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FOOD LOGISTICS

FROM FARM TO FORK

to customers. Now it’s doing the same
by supporting local growers. “In cer-
tain locations, Walmart was already
sourcing key items from local produc-
ers,” explains Psilos. “In effect, it began
marketing something it was already
doing.”

Transportation efficiency and econ-
omy complement local sourcing
models where just-in-time seasonal
deliveries and shorter transportation
routes eliminate product shrinkage

the last decade, bringing seasonal sup-
ply to evergreen demand.

Abby Mandel, a Chicago-area chef,
food writer, and entrepreneur estab-
lished Green City Market in 1998. It
began with nine local farmers in an
alley next to the downtown Chicago
Theater, but soon grew and moved to
a larger location on the south side of
Lincoln Park. It currently operates year-
round, moving markets inside during
the winter months. The non-profit oper-

"N
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sourced within a 300-mile radius
of Chicago. Farmers from Illinois,
Wisconsin, Indiana, Michigan, and
Iowa undergo a rigorous applica-
tion process—they can only sell what
they grow and they have to meet cer-
tain expectations in terms of growing
practices. Green City Market formed
a committee that approves farms and
inspects locations to make sure growers
are compliant.

While Chicago residents have bene-

In Chicago, Green City Market allows metropolitan restaurants to source produce from the region's farmers. Local consumers support the
food cooperative, too; in 2010, the market attracted five times as many shoppers as three years ago.

and costs. Walmart's logistics pedigree
allowed it to easily execute a ripening
idea. Still, there are obstacles.

For one, comparatively few consum-
ers buy food from Walmart. Secondly,
the majority of small U.S. farms don’t
have the scale or sophistication to meet
the wholesaler’s purchasing needs. The
biggest upside to Walmart'’s local sourc-
ing roadmap is the buzz that’s building
as a consequence. The company is feed-
ing fresh food to customers at cost and
local growers are reaping the real value.

Chicago’s Green City Market is
among a number of food cooperatives
that have sprouted nationwide during
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ation hosts more than 200 farmers and,
in 2010, welcomed close to 200,000 vis-
itors, up from 40,000 in 2007. While
demand for quality local foods is
increasing, pressures on the supply side
have helped spur growth as well.

“During the past two or three years,
small farms struggling to meet demand
began forming informal cooperatives,”
says Psilos. “They pooled resources,
goods, truck space, and delivery drivers
to help each other.”

Green City Market evolved as a
channel to help local farmers bring
their product to market and estab-
lish relationships with customers. The
cooperative holds members to strict
standards, requiring all products be

’

fited from Green City Market’s presence,
its restaurants are in the midst of a
culinary renaissance. The market has
become a citywide institution, which
was part of Mandel’s original vision
when she transplanted Europe’s sustain-
able marketplace to Chicago in 1998.
“Abby chased down the area’s top
chefs—Rick Bayless among them—just as
the Food Network was gaining popular-
ity,” says Psilos. “Then restaurants began
sourcing from the market in droves.”
Restaurant chains ranging from
Chipotle to white tablecloth eateries buy
ingredients at the market, many twice a
week. Ten small, independent groceries
also purchase directly from farmers.
“Cost isn’t as much of a factor on our
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Don’t take unnecessary chances
with your outsourcing decision.
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Talk with a Supply Chain expert.

Choosing the right logistic provider for your needs impacts your ability to meet and
exceed the demands of your customer. Total Logistic Control creates solutions with your
customer and entire supply chain in mind.

¢ Planning & Sourcing e Distribution e Packaging e Transportation e Technology

Put over 100 years of experience to work for you. Save money, gain expertise and stay
focused on your core business while we manage your supply chain. Choose TLC.

Find out more at ™
www.totallogistic.com/IBL04 ' ‘ c

or call 800-333-5599
_— TOTAL LOGISTIC CONTROL

10717 Adams St, Suite 200, Holland, Michigan 49423
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FROM FARM TO FORK

end. If companies want to save money,
they can buy from a large distributor,
such as Sysco,” says Psilos. “But large
distributors often can’t provide the
quality that consumers demand.”

For this reason, the direct-from-farm
sales model is a fast-growing trend
among area restaurants. And local
growers favor setting up their own dis-
tribution channels, through Green City
Market or otherwise.

“The adoption rate of fast food and
large food-service wholesalers localizing
their supply is still quite low in Chicago.
In fact, over the past few months, we
have seen numerous wholesale dis-
tributors attempt and fail to enter the
marketplace,” Psilos adds.

That might change, in time. Psilos
acknowledges that as the local sourc-
ing movement progresses, there will be
room for more brokers, distributors, and
third-party logistics providers that can
help growing farms execute the trans-
portation and logistics piece.

One of the challenges small producers
and large buyers with local ambitions
face is scalability. That is one of the ben-
efits Green City Market affords vendors
and customers alike: access to a broader
market and a wide variety of different
types of foods.

But even the Walmarts of the world
and grocery chains have to lock in a

Local Sourcing Rings True

|0

Burgerville’s signature Walla Walla Sweet Onion Rings are hand-battered and
breaded every day when onions are in harvest, then cooked in trans fat-free
canola oil. Here’s Burgerville’s recipe for sourcing the ingredients to create a
true local favorite.

WALLA WALLA SWEET ONIONS. Only growers within the Walla Walla Valley (a two-
county area spanning southeast Washington and northeast Oregon) can mar-
ket Walla Walla sweet onions. The growing season is typically from late June
to early September, with peak harvest in July. Walla Walla Sweet Onion Rings
are sold in Burgerville restaurants only from mid-July until early September,
depending on the year's harvest.

BUTTERMILK. Purchased from Sunshine Dairy, located in Portland
since 1938. The company uses rBST hormone-free fresh milk
from family farms in the Willamette Valley of Oregon and
the Yakima and Chehalis valleys of Washington.

FLOUR. Sourced from Shepherd's Grain, a group
of Pacific Northwest family farms dedicated to
sustainable agriculture practice.

HOMESTYLE RANCH DIPPING SAUCE.
Produced by Litehouse
Foods, a family-owned,
Idaho-based company.
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certain volume to make it worth their
while—especially as procurement relates
to transportation and logistics.

With increasing demand for fresher
foods, some companies are locating
processing plants and distribution facil-
ities closer to raw materials, even if that
means being farther away from the
consumer.

“Local sourcing may mean lighter
loads when multiple growers aren't
combining their harvests. And these
smaller volumes place upward pressure
on transportation costs,” explains Jim
Emmerling, executive vice president for
Aspen Logistics, a California-based 3PL
that has heavy play in the food space.

Geographic constraints also impact
load efficiencies and transit times.
“Farms located closer to major urban
areas are typically smaller and more
spread out than those in traditional
agricultural regions,” he adds. “This
translates into multiple stops to pick up
lighter loads.”

Another major obstacle is seasonality.
Restaurants have much greater flexi-
bility adapting their menus to varying
harvests and food availability than gro-
cery stores and fast-food chains.

“High-end restaurants change their
menus multiple times a year,” says Psilos.
“Seasonal cooking comes into style with
local food movement. But this presents
a challenge for farmers working with a
Chipotle-type customer that has a set
menu and static food demand year-

round.”

One way that grocery chains cir-
cumvent seasonality constraints
is by relying on dedicated third-

party logistics operations to help
individual stores incorporate local
buying strategies within the cor-
porate supply chain. In effect,
this creates year-round sourcing
flexibility.
“We have a locally harvested
program where we use established ware-
house and buying systems that specify
growing and food grade packaging
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FROM FARM TO FORK

requirements,” says Mike Siemienas,
spokesperson for SUPERVALU, a grocery
chain based in Eden Prairie, Minn., that
operates stores branded under 11 names,
including CUB, Albertsons, and Lucky.

In 2005, SUPERVALU acquired third-
party logistics provider Total Logistic
Control and incorporated W. Newell &
Co. as a new division dedicated exclu-
sively to fresh produce. One advantage
of having this operational arm is that
field buyers help retailers find new grow-
ers as well as the means to bring them
to market. This may include sourc-
ing locally grown produce in season or
finding fresh ingredients elsewhere out
of harvest.

Bringing local producers to the
shelf when possible is important to
SUPERVALLU, explains Siemienas.

“In the fall, at our Minnesota CUB
stores, we sell locally grown tomatoes
and apples," he says. "Obviously, during
the winter we can’t provide them. But
W. Newell gives us fresh supply when-
ever it’s in harvest.”

Beyond serving its own food retail
needs, SUPERVALU has become the
largest publicly held distributor to gro-
cery retailers in the United States-a
product-supply lifeline for more than
5,000 retail end points across the coun-
try. And its network of 35 distribution
centers helps ensure that fresh produce
is centrally collected and quickly deliv-
ered to grocers within tight delivery
parameters.

While volume and seasonality are
barriers for many companies, others
use them as competitive differentiators.
For example, Burgerville, a Vancouver,
Wash., chain that operates 39 res-
taurants and two mobile kitchens in
Washington and Oregon, has been
sourcing local ingredients since it began
operations nearly 50 years ago. Today,
70 percent of its menu comes from
‘neighborhood” vendors.

“We’re deeply rooted with our
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Grocery chain SUPERVALU operates a dedicated produce distribution division to help
individual stores incorporate local-buying strategies.

suppliers. It’s how we've grown,” says
Cathy Insler, director of supply chain,
Burgerville.

The fast-food chain maintains a
network of year-round and seasonal
vendors that it works with to provision
various ingredients. For example, Franz
Bakery delivers fresh bread five days a
week. Fulton Provisions Co., a meat
processor now part of Sysco, supplies
products from Country Natural Beef-a
beef cooperative that consists of 120
family ranches across the West, includ-
ing Oregon and Washington. Both
companies are located in Portland.

Beyond bread and beef, there’s arti-
sanal cheese from Tillamook Creamery;
Stiebrs Farms’ cage-free eggs; French
fries and potatoes from Lamb Weston;
Portland Roasting Coffee; and Oregon
Rain water—-not to be confused with
nature’s own.

And that’s just the top of Burgerville’s
year-round shopping list. Naturally, cer-
tain items aren’t grown in the region.
For example, Burgerville’s lettuce and
tomatoes come from California.

“We're always looking to source
locally, but scalability is sometimes an
issue given volumes,” says Insler. “There

isn't a lot of antibody-free chicken avail-
able in the Pacific Northwest right now.
So we also work with Sysco’s broadline
service to source products.”

Burgerville is unique among chain
restaurants in that it flexes menus and
limited-time offers to coincide with
local harvests. “Walla Walla sweet
onions are seasonal; so are our onion
rings,” Insler explains. “Liepold Farms
sits at the base of Mount Hood and
provides us with local berry supplies
for milkshakes. Our menu follows the
growing seasons. We leverage the sup-
ply chain to chase quality.”

Working with smaller local suppli-
ers brings its own unique challenges
and rewards. Insler recalls negotiating a
supply contract with Country Natural
Beef, discussing in depth the volume
Burgerville would need each week to
meet its demand. To make it feasible,
the restaurant worked offline with the
cooperative for a few years to determine
how many cattle and ranches were nec-
essary to support the business.

“When managing the local supply
chain, you have to be acutely aware of
a farm supplier’s expertise, its under-
standing of how to bring product to
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market,” says Insler. “Sourcing lettuce
out of California is a beautiful distri-
bution model. Locally it’s different—a
challenge. We rely on supply and distri-
bution partners to support us. And we
allow them to grow as well.”

For businesses that embrace the “buy
local” mantra, one of the least tangi-
ble but most rewarding benefits is the
intimate knowledge they gain of their
product-literally from farm to fork.
Knowing where a product comes from
builds appreciation and adds value.

“My advice to any company looking
to source locally is to buy a pair of boots,
get out in the field, and learn about the
product from the ground up,” Insler
offers.

U.S. agriculture remains a dynamic,
if docile, force in today’s economy,
comprising big and small growers, indus-
trialists, naturalists, and capitalists. The
United States is a net exporter of food,
delivering half the world’s grain supply.
But in some niche areas, and especially
among smaller farmers, attrition and
change have been unavoidable.

At the turn of the 20th century, 41
percent of the U.S. workforce was
employed in agriculture, according to
the U.S. Department of Agriculture. By
2000 that number had dropped to 1.9
percent. Of the two million U.S. farms
in existence today, 80 percent are cate-
gorized as family-owned-and-operated.

Globalization and economic protec-
tionism continue to shade the spirit of
free trade and the laws of supply and
demand. The trend toward local food
sourcing presents an organic way to
stimulate domestic consumption-pre-
serving an economic lifeline for local
growers that can’t otherwise compete
in the global export market.

Agronomics aside, media influences
borne from fact and fear have trig-
gered a consumer crusade for locally
grown food products. Consumers want

to know what they're eating, where it
comes from, how it’s processed, and
why it costs so much. When salmonella,
E. coli, botulism, melamine contam-
ination, mad cow disease, and other
outbreaks arise, people are reassured
because they know their Burgerville
burger and onion rings with ranch
dressing come from Fulton Provisions
Co., Litehouse Foods, Keystone Fruit,
Sunshine Dairy, and Shepherd’s
Grain-all local suppliers (see sidebar,
page 54). That’s real comfort food.

The “buy local” concept also supports
community economic development.
Burgerville created a brand by assimi-
lating well-known local names into its
food supply chain. The bulk of money
it spends on food procurement stays in
the communities it sources from.

Walmart’s impact is no less important.
In spite of its reputation as anathema to
small business, the company is now help-
ing to support the very institution it has
been criticized for destroying. Pundits
will debate whether this is commend-
able, self-serving, or a pinch of both.

But one thing is certain: “Walmart’s

buying locally is being taken seriously,
says Psilos. “But all parties in the supply
chain need to recognize that sourcing
locally can be profitable. We want to
ensure that this model is sustainable on
all fronts. Agriculture needs to become
a stronger economic force. It has a solid
foothold and it’s growing.”

publicity doesn’t hurt, and it shows that

”

U.S. agriculture continues to adapt

and change. By its very nature, farming
is resilient, following seasonal cycles of
surplus and shortfall. The hope is that
U.S. family growers will always have
another harvest to look forward to—and
that optimism continues to build.

On Oct. 2, 2010, Farm Aid commemo-

rated its 25th anniversary in Milwaukee,
Wisc. The usual suspects, a little grayer
but no less enthused, celebrated the for-
titude of U.S. family farmers. A quarter
of a century on, Farm Aid has raised
$40 million for the cause. More impor-
tantly, it continues to raise awareness
in support of America’s oldest industry,
which is now finding encouragement
from a variety of likely and unexpected

sources.
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he global recession took its toll on the logis-

tics sector, causing many service providers

to seek out new market opportunities. One

segment gaining market share is project
logistics. This specialization, which requires
expertise in handling and moving oversized or
hazardous cargo from origin to final destination,
represents an important and growing facet of the
logistics sector.

“Logistics used to be all about warehousing,
transporting, and handling product at the least
cost,” says Adrian Hawkins, vice president, proj-
ects, for global third-party logistics (3PL) provider

Kuehne + Nagel transported
11 pieces of petrochemical
equipment, each weighing
between 220 and 570
tons, from Malaysia
to Texas.

Kuehne + Nagel Inc. “Project logistics, however,
goes against that old mindset of putting savings
first. Project logistics can require years of plan-
ning for billion-dollar projects, and shippers
can’t take logistics or monetary shortcuts.”

FINDING A PARTNER

Shippers do, however, need to take special care
when selecting a 3PL to handle project logistics.
Any provider can claim it is able to tackle special
projects, but specialists follow a unique business
model with core competencies in global freight
forwarding.
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THE SHIPPER'S GUIDE TO PROJECT LOGISTICS

“Shippers typically do not have an
adequate in-house logistics division
to coordinate and plan all aspects of
project logistics. They rely on 3PLs to
handle the essential requirements of the
job, craft a plan and a reasonable budget,
then execute the plan effectively,” says
Susan St. Germain, executive director of
projects for Houston-based TransProject,
the heavy project logistics division of
TransGroup Worldwide Logistics, a 3PL
headquartered in Seattle.

THE SEARCH BEGINS

When seeking a project logistics
service provider, narrow your search
to companies with financial stability,
proper insurance, and experience han-
dling various cargo projects. The most
efficient way to find a competent part-
ner is to ask for referrals, search the
Internet for successful projects, and
contact organizations such as Project
Professionals Group, whose members
are made up of qualified and vetted
freight forwarders. Then interview your
top three candidates to discuss com-
pany philosophy and project details,
and solicit customer references.

“Flooding the market with numerous
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inquiries and not vetting forwarders in
advance often results in higher rates,”
says St. Germain. That’s because provid-
ers will think you are only looking for
the cheapest solution, not quality, and
will not take the inquiry seriously.

When interviewing providers, be
aware that the majority of true project
forwarders tend to be smaller, specialist
companies operating in local markets.

“Most project logistics providers work
in niche areas—and some even work in
niches within niches,” says Gary Dale
Cearley, executive director of Global
Project Logistics Network (GPLN), a
group of independent companies spe-
cializing in international oversized,
out-of-gauge, and heavy-lift cargo
projects.

“Most of the large, recognizable freight
forwarding companies do not fit this
mold,” he notes. “Although some oper-
ate project departments in certain global
markets, and attract business based solely
on their names, they aren’t necessarily
the best available. For a true project com-
pany, look to local specialists.”

It also pays to consider the provid-
er’s internal staff. “Some companies
might not have a dedicated project

Conducting detailed route studies
helps project logistics providers
prepare for the twists and turns
that may occur while moving
oversized cargo.

cargo department, but they might have
recruited specialists with 20 years of
project experience,” Cearley adds.

ELIMINATING SURPRISES

All parties involved in a project logis-
tics move need to feel comfortable with
their role. Getting the logistics provider
involved in the project as early as possi-
ble-30 to 45 days before the estimated
ship date-is critical to success.

“Before we start a job, we ensure we
understand all the processes that will
be required to move the cargo,” says
Ross Bacarella, president of Shelton,
Conn.-based BTX Air Express. “In addi-
tion, the freight forwarder and the
shipper need to work together to make
sure the cargo is compatible with all the
transportation vendors’ equipment. For
instance, we worked with one supplier
to add loops to a piece of machinery so
a crane could pick it up.”

Bringing a 3PL into the project plan-
ning phase early allows it to provide
input into transportation plans. For
instance, conducting detailed route
studies at the destination point will
determine if the location has ade-
quate infrastructure to move the cargo.
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THE SHIPPER'S GUIDE TO PROJECT LOGISTICS

Sometimes, obstructions such as toll
booths or trees along the route can
cause delays.

“For these reasons, we like to get
involved with the shipper as early as
possible-even before an oversized
piece of cargo is manufactured,” says
Dennis Devlin, director of global proj-
ects and energy at BDP Project Logistics,
a subsidiary of BDP International, head-
quartered in Philadelphia. “We can tell
the manufacturer if the product will be
able to get where it needs to go, or if it
has to be lighter and smaller.”

Devlin recalls a special project that
BDP handled for Quinn Chemicals,
which was building an MMA (the base
for producing Plexiglas) plant near
the East Germany border. Bringing
in 11 giant reactors and towers from
around the world posed some transport

challenges. BDP had to determine the
exact weight and dimension of each
piece of equipment early on because
permits were required and the cargo
would have to pass under some high-
voltage power lines. To avoid areas with
the most obstacles, BDP built a tem-
porary bypass road out of aluminum

Houston, We Have No Problem

critical petrochemical equipment —including 11 items weighing between

P lanning nine months ahead to receive more than 26,000 freight tons of

220 and 570 tons —is already a logistics challenge. Being tasked with load-
ing all the equipment within one week, and shipping on two separate vessels to
arrive within a 10-day window of each other, is another challenge altogether.

Kuehne + Nagel's Houston project office tackled this challenge for a major
petrochemical client constructing a new polypropylene facility in Texas.

Moving 26,000 tons of
equipment is no small feat.

Planning involved site visits and dozens of meet-
ings and conference calls to keep all parties
informed of the manufacturing progress and
final shipping window.

All the components were critical to the plant's
success and timely start-up. Detailed risk analy-
sis ensured each step of the door-to-door move-
ment had a recovery backup plan and each com-
ponent had its own lifting, stowage, and securing
plan for land and sea transport.

Because the origin was Kuantan, Malaysia, the
backup plan even included positioning a floating

crane in case any of the ships' gear failed before or during loading. A similar
plan was incorporated into the discharge operation in Houston. The project
manual included historical weather and ocean current data for the time of year
in order to plan safe harbors should foul weather threaten the security of the
voyage and the valuable deck cargo being transported.

Thanks to careful planning and constant communication, all cargo was load-
ed within five days and arrived safely in Houston, on time and on budget.
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Project logistics providers
sometimes move shipments
via commercial carrier
instead of charter to cut
transport costs.

panels across farmers’
fields.

“There is no substi-
tute for figuring out
these details ahead of
time,” says Devlin.

For some carriers, such as Atlantic
Container Line (ACL) in Westfield, NJ.,
getting involved just a few months
before a project is fair lead time. ACL
works with Fortune 100 companies
directly or with their freight forward-
ers. The ocean carrier receives and loads
special project cargo on board its ves-
sels, relying on roll on/roll off (RoRo)
equipment to handle and transport
special project cargo while minimiz-
ing cost and handling. RoRo shipments
often move as one piece, using spe-
cialized trailers from origin to port to
destination.

ACL ships massive turbines, heavy
machinery, aircraft fuselages, and
giant cranes on every voyage. In addi-
tion, the carrier recently transported a
colossal high-voltage transformer from
Antwerp, Belgium, to New York aboard
its RoRo/containership Atlantic Compass.
The transformer weighed 255 tons and
stood 30 feet tall, 11 feet wide, and 15
feet high. It was secured by ACL's cargo
bridge system, in which loadbearing
beams are bolted to steel pedestals for
stowage into the vessel’s RoRo decks via
a 460-ton-capacity stern ramp.

“We can’t have surprises when
cargo boards our vessels,” says Robert
Willman, general manager, RoRo/spe-
cial projects at ACL. “If all the cargo
dimensions and weights are not prop-
erly calculated, we will not have the
necessary equipment on board to han-
dle it. That presents a real problem.”

Getting the 3PL involved early pre-
vents problems from creeping up later
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THE SHIPPER'S GUIDE TO PROJECT LOGISTICS

in the project. For instance, the provider
can look at project drawings and sug-
gest ways to reduce transport expenses,
analyze timelines to be sure it can meet
milestones, and ensure that pricing is
adequate to cover execution costs.

TREAT CARGO WITH TLC

Covering your bases is essential to
avoiding project logistics pitfalls. The
goal is to get the cargo to its destination
as quickly and safely as possible. Timing
almost always trumps cost.

Shippers looking to save money,
however, should discuss the best trans-
portation mode with their 3PL. For
instance, is a chartered flight required,
or could cargo move via commercial
airline?

“We try to optimize the best route at
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the least cost to the shipper,” says Dave
Kemmer, director of global development
for BTX. “We recently moved a 50,000-
pound crane from New Hampshire to
Korea on a commercial carrier, which
saved one shipper thousands of dollars.
The equipment left New Hampshire on
Monday and arrived at the Seoul factory
on Friday.”

Also, as a result of the recession, many
service providers are trying to secure
project cargo contracts, but not all of
them are qualified. “A company spe-
cializing in containers, for instance,
wouldn’t have adequate knowledge
about how to handle oversized equip-
ment,” says Devlin. “Experienced project
logistics providers understand the details
of moving this type of cargo.”

St. Germain agrees that using

1i0j+8 §EEES S W T

providers lacking in project cargo expe-
rience can negate the bargain price they
offer. The 3PL might offer a good rate
for trucking to a jobsite from the port,
but will it know to check whether engi-
neering studies are needed for permits?
If not, that can be a $35,000 surprise.

A specialist can also help minimize or
eliminate risks involved in project logis-
tics. For example, a detailed method
statement outlining the best way to
lift and handle the cargo is particularly
important when transporting hazard-
ous materials.

Bottom line: it pays to invest in the
services of an experienced project logis-
tics provider. “Many shippers don't
fully understand special project logis-
tics,” says Bacarella. “This is cargo that
requires extra love and tenderness.” B

Ensuring all necessary equipment
for lifting and moving oversized
cargo is in place is just one of the
tasks project logistics providers
handle.
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CAREERSOLUTIONS

Logistics
Gets to Work

By Perry A. Trunick

hen President Barack Obama announces a drop in unemployment num-

bers, even he admits the news sounds flat to someone on the wrong side of

that trendline. But for logistics and supply chain professionals seeking work
or career advancement, the ominous soundtrack of the past few years is beginning
to play a lighter tune as the job market improves.

Recruiters such as Donald Jacobson, president,
Optimum Supply Chain Recruiters, Rutherford,
N.J., report that business is picking up and has
been fairly steady for the last six months.

Scott Enustun, logistics recruiter for
Philadelphia-based Management Recruiters
International, agrees. “Business is back since the
first quarter of 2010, and is growing stronger with
an excellent outlook,” he says.

Companies are so thinly staffed that the eco-
nomic uptick means they need people—and
quick. Unemployment among professionals
with four-year degrees has dropped from a high
of 5.2 percent in May 2009 to 4.4 percent in
September 2010.

Many companies, however, delay rehiring.
Then, as business recovers, they discover an
active—and sometimes urgent—need to find the
best talent. “This surge particularly benefits key
supply chain management roles,” says Pamela
Ruebusch, president and CEO of TSI Executive
Search, Mississauga, Ontario.

Hiring for supply chain jobs has experienced
a steady increase since last November, says

RECEIVE FREE NO OBLIGATION GUIDANCE AND ADVICE

Jason Breault, managing director, Top Grading
Solutions, Port St. Lucie, Fla. “The talent pool is,
therefore, getting narrow,” he says.

Companies may even begin tempting new hires
away from jobs they held through the recession.

“People who were afraid to leave a stable position

last year are now willing to take a chance on a new
job,” says Marty McMahon, principal consultant,
McDermott & Bull Executive Search, Irvine, Calif.
“We’ll see higher turnover in the next 18 months,
which will create new opportunities.”

Employers who want to hold on to their top
performers and employees with high potential
should strive to keep them happy and challenged,
adds McMahon.

In stable economic times, turnover hovers at 15
to 20 percent, but the percentage of people who
want to make a change is skyrocketing. “When
you don’t reward people during hard times and
they burn out, they tend to leave when the econ-
omy improves,” says Jacobson.

Some job seekers can benefit from the need
of employers to fill specific roles. Companies
that were caught off-guard by the recession, for
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example, are now building up new
demand-planning organizations.

“The recession has done wonders for
supply chain planning—and especially
forecasting,” Breault notes.

Cash is king, and many companies
now realize the benefit of using forecasts
as a snapshot of the future. “Job appli-
cants with solid forecasting experience

are a hot commodity now, especially
because companies with skilled fore-
casters and demand planners tended to
hold on to them through the recession,”
Breault says.

But forecasters aren’t the only appli-
cants being courted. “Director positions
and consultants are also in high
demand,” says Brett Stevens of Atlanta-

Moving In, Not Through, Logistics

based SearchLogic Recruiting.

Stevens is handling a number of
industrial engineering searches for logis-
tics engineers. “It’s not an easy search,”
he says, “but many recent graduates
with an industrial engineering degree
have received two or three offers.”

Recent graduates with logistics and
supply chain management degrees also

Logistics and supply chain profes-

Management Professionals (CSCMP).

logistics is a career, not an assignment.

sionals consider their positions part of
a career track, not simply assignments,
according to the 39th annual Survey of
Career Patterns in Logistics. Logistics
is not a field for those just passing
through, survey respondents say.
Conducted by the Department of
Marketing and Logistics, Max M. Fisher
College of Business at The Ohio State
University, the survey reached mem-
bers of the Council of Supply Chain

As with past surveys, the majority
of respondents (91 percent) are male
and most are at the midpoint in their
careers (35 to 54 years old or older
than 54). The median number of years
in logistics is 18 for manufacturers and
channel members and slightly higher
(23 years) for third-party logistics pro-
viders (3PLs). Most respondents have
been with their firms for 11 to 12 years,
leading to the survey's conclusion that

The survey reveals some interest-
ing facts about the logistics and supply
chain job market. “We do not see firms
staffing their entry-level supply chain
management positions with transfers
from elsewhere in the firm, but with per-
sonnel hired specifically for these posi-
tions," states the report. That changes
a little for mid-level positions, however,
which are filled more from internal pro-
motions than external hires.

Number of Mid-Level Supply Chain We Mostly Hire From Outside the Firm for
Positions is Declining Entry-Level Supply Chain Positions
When asked about declining numbers of mid-level supply When asked about hiring from outside the firm for entry-level
chain management positions, the 3PL group expresses slight supply chain management positions, all three groups indicate
agreement, while the manufacturing and channel groups slight agreement, with no significant differences among them.
are more neutral. The channel group's level of agreement Firms are not staffing entry-level positions with transfers from
is significantly below that of the manufacturing and 3PL elsewhere in the firm, but with personnel hired specifically for
groups. these positions.
40% 40%
30% 30%
20% 20%
10% 10%
Strongly 2 3 4 5 Strongly Strongly 2 3 4 5 Strongly
Disagree Agree Disagree Agree
W Manufacturing [l Channel [l 3PL W Manufacturing [l Channel [l 3PL
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are in demand. It’s often easier to fill
positions at lower levels, says Enustun,
because there is a larger pool of candi-
dates. Newly created positions and jobs
at the executive or strategic level can be
more difficult to fill.

Some companies are meeting
their employment needs by combin-
ing jobs. This approach, however, can

prolong the process and add to the
complexity of filling the position. For
instance, if a company had an open-
ing for two positions, one covering
domestic transportation and one cov-
ering international, it might look for a
single hire to handle both areas. The
knowledge and skill sets are somewhat
different for the two positions, and,

This year's survey questions focus
on the impact of the economic reces-
sion. Surprisingly, salaries continued
to rise despite the recession. The
survey didn't reach a large or broad
enough group to offer much data on
regional or other breakdowns, but
the authors observe that salaries and
bonuses are higher and that channel
members (distributors/retailers) fare
slighter better than manufacturers or
3PLs on salary and benefits.

The number of senior positions at
3PLs has experienced some decline,
but there's less indication of that
among manufacturers or channel
members. There's no strong indication
of outside hiring for these positions.

Among the key challenges for
individuals at the senior level are
knowledge of supply chain manage-
ment tools (indicated most strongly
by 3PLs) or knowledge of the supply
chain function (manufacturers and
channel members). All agree that a
key challenge in staffing senior posi-
tions is finding general senior manage-
ment skills.

What is the best way to prepare
for a role in senior management?
Respondents favor a series of posi-
tions with increasing responsibility in
supply chain management over alter-
natives that emphasize experience in
the company or industry.

“Respondents say this career path
offers the best combination of per-
spective from having experience in dif-
ferent organizations and the functional
knowledge that comes from experi-
ence in one industry,” says the report.

Key Challenges in Staffing
Senior-Level Supply Chain
Positions are Primarily Related to:

Knowledge of Supply
Chain Management Tools

3.76%
CHANNEL

Knowledge of the Supply
Chain Management Function

4.41%
CHANNEL

General Senior Management Skills

(e.g. Communication, Leadership)

4.35%
CHANNEL

Source: Survey of Career Patterns in Logistics
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typically, someone who has special-
ized in international logistics has likely
not developed the same level of skill in
domestic logistics.

One strategy job seekers should con-
sider is switching from manufacturing
to a service provider role. Career oppor-
tunities with service providers are on
the rise, and there are significantly more
service provider companies today than
in 2008 and 2009, says Neal Click, prin-
cipal and managing director, High Road
Partners Inc./Snelling Transportation
Group, Bentonville, Ark.

Many positions are available in busi-
ness development, but operations is also
drawing interest. Safety leadership posi-
tions, for example, are on the rise as the
transportation industry looks ahead to
the CSA 2010 safety initiative. Freight
brokerage positions are the easiest to
land on the service provider side, Click
says, especially for a professional who
can bring along a following of carriers
and shippers.

BEND, DON'T BREAK

Although the job market is improv-
ing, today’s job hunters may find it pays
to be flexible in their demands. A full-
time position may be harder to find
than a contract opening, for example.

The level of commitment businesses
are willing to make varies. Companies
that are confident about the economy
or their business outlook are taking
on full-time employees. More cautious
employers are bringing in talent on
short-term contracts ranging from three
to 12 months. These companies are
buying time while they decide whether
the business will stick. Overall, however,
recruiters say temporary assignments
are declining in a shift toward more
full-time hires.

Job applicants may also be willing
to bargain when it comes to relocating.
“Some candidates are being held back
because they have to sell their house
before they can move to take on a new
job,” notes Veronica Henderson, presi-
dent of $100k+ Supply Chain Jobs LLC,
Denver, Colo. Some firms are specify-
ing local candidates, noting they will
not pay relocation expenses.

But some companies are applying
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creative solutions to the relocation chal-
lenge. One approach is setting up new
hires in temporary housing for a longer
period of time than would normally be
associated with a relocation. Another
solution is managing a combination of
temporary housing and a long-distance
commute.

Relocation seems to create less of a
problem on the service provider side,
where employers will fund relocation

for the right candidates. And many
candidates will move for a desirable
location and a position that is properly
compensated, Click says.

Unfortunately, some candidates find
that they have to compromise to gain
the winning edge over others compet-
ing for the same job, sometimes taking
lower positions for lower pay than their
experience warrants.

Those who are between jobs can

use the time to retool skills and finish
degrees, says Kurt Baumann, president
of Inde Supply Chain Consultants, West
Allis, Wisc. Certifications such as Six
Sigma and Lean can also give applicants
a leg up, notes Henderson.

The economy may still be facing a
long, slow recovery, but the market for
logistics and supply chain positions is
improving, and should continue to
expand. |

|0

Women Make Their Mark

The 14th annual Survey of Career Patterns of Women
in Logistics, prepared for the Council of Supply Chain
Management Professionals by researchers at The Ohio
State University, shows strong commitment to the
field and raises questions about managing younger
professionals.

More than half (56 percent) of the women surveyed fall in
the 31-to-50 age group. Nearly an equal number hold gradu-
ate degrees as hold undergraduate degrees (45 percent
and 44 percent, respectively). An MBA is the most common
degree, and more than one-third of respondents (36 percent)
report a concentration in logistics.

Nearly one-third of the women surveyed are managers (31

What Women Like Best About Being
a Logistics Professional

PERCENTAGE OF RESPONSES

percent) and 38 percent are in upper management (direc-
tor and above). More than one-quarter of respondents have
direct responsibility for logistics functions, and 28 percent
say they have advisory responsibility for logistics func-
tions. Nearly half (46 percent) have both direct and advisory
responsibilities in logistics.

Seventy percent of respondents say they are satisfied with
their current positions, but that figure has dropped from 77
percent in 2009. Still, they say opportunities for building a
sound career in logistics are better now than ever before.
Factors they attribute to success in the field include “under-
standing the big picture, strong interpersonal skills, good
communication, leadership skills, and analytical ability.”

What Women Like Least About Being
a Logistics Professional

PERCENTAGE OF RESPONSES

Customer Contact Making a Difference

Many Different Areas B Other

of Expertise Utilized

B The Chance to Teach &
Train and to be Taught

Il Other Functional
Interactions

[l Fast Paced, Changing
Environment

B Challenging
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Hard to Keep Up with
Constant Changes

Il Other

High Concentration of Males
in the Logistics Profession

B Stress/Pressure/
Demanding

[ Lack of Senior Management [ll Long Hours

Understanding Logistics

SOURCE: Survey of Career Patterns of Women in Logistics
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GRADUATE PROGRAMS AT ELMHURST

Master of Science in

Supply Chain Management

The only program of its kind in the Elmhurst offers
Ch. master’s programs in
metro Icago area. nine intriguing fields.
For information, contact ® Master strategies for the new global marketplace * MBA
The School for Advanced « Supply Chain M. .
Learning ® Study with leading professionals in the industry upply Shain Vanagemen

* Professional Accountancy
at (630) 617-3300 or

® Complete hands-on, “real world” projects « Industrial/Organizational

sal@elmhurst.edu Psychology

or visit ® Enhance your skills at leadership and critical thinking . . i

* Computer Information
Systems (offered online and
on campus; PSM certified)

www.elmhurst.edu/ . .
cimhurst.edusem ® Build a great new professional support network

e Complete your master’s degree in two years— * Nursing
in evening classes—on a beautiful, easy-to-access * English Studies
suburban campus * Early Childhood Special
Education
* Teacher Leadership
(for certified teachers)

The School for Advanced Learning

72 Elmhurst College

www.elmburst.edu
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Whitman is Supply Chain

The Whitman School of Management at
Syracuse University is home to the oldest

supply chain management program in the nation,
endowed in1920 by H.H. Franklin.

Fa[wa-rd Comprehensive BS, M5, MBA,
Th’”kl”g PhD, and tive programs

5ix Sigma training

Analytic thinking + Strategic thinking =

Membershipiin the

Complete the formula with a Purdue MBA. SAP University Alliance,

using commercial ERP solutions

berg M ; gnizing leaders i

Stneegqgiannually awards the prestigio
and supply chain

Innovative faculty advancing the
knowledge and practice of supply chain management

For more informatior
whitman.sy

877-MBA-KRAN
www.krannert.purdue.edu/stem

@ Whitman

SCHOOL of MANAGEMENT

H krRANNERT o
SCHOOL OF MANAGEMENT UNIVERSITY "‘ SYHAELI'S[ LINIV[HSITY

Minimize the Logistics of Your Degree

So you can focus on your job in logistics MS Project and Systems Management
MBA Concentration in

Project Management
Operations and Supply Chain Management

Get your professional education at the oldest and one
of the most comprehensive operations and supply chain
management programs in the West — in person in
downtown San Francisco, or entirely online. Graduate certificates and undergraduate degrees and certificates

also available.
GGU is a Registered Education Provider with the Project Management
BUSINESS | TAXATION | ACCOUNTING | LAW Institute (PMI).

GOLDEN GATE UNIVERSITY Registration opens Nov 22
Next term begins Jan 5

SHINE 1-888-GGU-EDU1 e info@ggu.edu e www.ggu.edu
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EMIL-SCS, the only program tailored to global senior logistics & supply chain executives.
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demands. 6-8 hours per week between

Since 2000, Georgia Tech’s EMIL program has beenina
category of its own. Today, with its new name reflecting the
challenges of supply chain management, the Executive
Masters in International Logistics & Supply Chain Strategy
(EMIL-5C5) offers senior logistics executives an advanced
degree that strategically blends people, places and content
beyond a class or workshop. It offers life-enhancing
opportunities to spend quality time with others, like you,
isEngineering who seek to define the future of supply chain logistics. By
working in teams across four continents, you will analyze
and resolve real world Issues while simultaneously building
friendships with classmates, professors, speakers and industry
executives that will last a lifetime.

Executive Masters
International Logistics & Supply Chain Strategy

Please visit our website at : www.emil.gatech.edu
Call Greg Andrews at (404) 385-2538
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JobsinLogistics

You are 1 degree of separation from
The #1 Logistics Job Board Specializing in:

changing your world. Which 1 will it be?

Supply Chain Distribution
79 affordable degrees of distinction — 100% Transportation Warehousmg :
online, including: 3PL Freight Forwarding
. L Manufacturing
Transportation & Logistics Management Engineering GET DETAILS NOW!

Information Technology Management
Business Administration
Management

www.jobsinlogistics.com

Or, consider a certificate in
areas such as Strategic Leadership
or Organizational Management.

Let us help you get started today. ;

1-877-777-9081
www.studyatAPU.com/tim

T =y b=t

Training today for a safer industry tomorrow!

* Forklift Operator Training « Aerial Work Platform Operator Training
* Forklift Operator Train-The-Trainer « Aerial Work Platform Train-The-Trainer
American * Instructor Development Program * Skid-Steer Loader Operator Training
¥ Public * Overhead Crane Operator Training * Supervisor Awareness Program

* Overhead Crane Train-The-Trainer Supervisors * OSHA Training for Managers A
* Fall Protection + Arrest Training and Supervisors | ﬁ_[_,FT \

www.ifitrainingcom  1-877-756-8631 Sy Ep

APU University

Become a part of the Oldest Logistics Distance
Learning School in the world that has helped
over 84,000 Alumni navigate their careers in
Supply Chain and Logistics since 1923!

COURSES NOW ONLINE

B Coursework articulated with the B Earn while you Learn,
University of Phoenix currently offering 16 Courses

Transferable to other

Universities for college Credits

B Recognized by other Leading
Degree-Granting Institutions.

B Certificate program with
potential college credit

B Approved for VA and MGIB
as well as by DANTES

B Certified Logistics Practitioner
(CLP) Accredited by DETC

B Our Accrediting Commission
(DETC) is recognized by
the U.S. Secretary of Education

NEW CERTIFICATION PROGRAMS

8 New Combinations of Professional and Educational Programs
B 4 Practitioner Tracks B 4 Certification Tracks

H1078 1 C 1 T LOGIC in LOGISTICS”

—Staff Sgt. H. Jennings, U.S. Army Ret. —_—
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Driving Best Practices in 3PLs

International Warehouse Logistics Association 120" Annual Convention

Mark March 6-8, 2011 on Your Calendar Now!

The International Warehouse and Logistics Association (IWLA) has designed its 120™ Annual
Convention to offer resources, critical information, and best practice guidelines for the 3PL
community. The Convention program will provide the opportunity for hands-on instruction from
some of the greatest minds in the logistics industry. By attending IWLA’s Annual Convention,
you will learn how to develop a sustainable process for your warehouse operations and you
will afford yourself the ability to network with your 3PL peers stimulating innovative ideas and
business opportunities.

St. Petershurg | Renaissance Vinoy Resort & Golf Club

Please join us in 2011 for a dynamic Convention.

Visit www.iwla.com for regular 2011 Annual Convention updates.
Ph: 1-847-813-4699 Email: bschweda@iwla.com Web: www.iwla.com
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Get the best performance
out of Jersey since .
aguynamed &
Bruce. of

_a
If you're seeking a logistics partner who

is perfectly tuned in to your needs,
look no further than Port Jersey Logistics.

With more than 50 years of
expertise, secure, state-of-the-art
facilities and a range of customized
services, we consistently outperform
the competition at every turn.

And when it comes to ensuring
your needs are met on-time and
on-budget, we don't miss a beat.

Some might call this approach
“customer-focused.” We just
like to call it “Partnershipped.

Port Jersey Logistics...become a fan.

PORT
2 JERSEY

LOGISTICS"
Partnershipped.

4 South Middlesex Ave.
Monroe Township, NJ 08831
609.860.1010

Portlersey.com

C-TPAT CERTIFIED « ORGANIC CERTIFIED
AlB SUPERIOR * FDA REGISTERED
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DC Solutions

INPRACTICE

An optimization project at
Tandy Brands' belts facility
makes warehouse slotting

and profiling a cinch.

Warehouse Slotting, Profiling:
The Right Place at the Right Time

he saying “A place for everything, and everything in its
place” almost sums up the idea behind warehouse slot-
ting and profiling. A more accurate version might be, “An
ideal place for everything, and everything in the most efficient
place.” Leather goods distributor Tandy Brands discovered the
benefits of slotting and profiling when it undertook a warehouse

optimization project.

Tandy Brands, a designer and
marketer of branded accessories, dis-
tributes belts, small leather goods,
neckwear, eyewear, and gifts. Based in
Dallas, Texas, Tandy serves U.S. and
global markets, distributing to large
and small retailers, including Walmart,
specialty stores, and upper-end depart-
ment stores. Tandy’s brand portfolio
includes Wrangler, Totes, Dr. Martens
Airway, and Dockers, as well as pro-
prietary and private brands for major
retail customers.

TRADING TWO FOR ONE

Prior to launching its ware-
house optimization project, Tandy
used two primary warehouses: a

125,000-square-foot facility in Dallas
that distributed women'’s belts and
accessories, and a 136,000-square-foot
facility in Yoakum, Texas, that dis-
tributed men’s and women’s Walmart
belts, and men’s belts and accessories
for additional customers.

Tandy learned it could save
$3.4 million per year in labor, freight,
and facility costs by using a sin-
gle facility in Dallas, according to
a study performed by Kansas City,
Mo.-based supply chain consult-
ing firm TranSystems Corporation.
The company decided to expand its
Dallas facility by 60,000 square feet
and eliminate the Yoakum facility.
TranSystems managed the final design
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and implementation of the Tandy ware-
house expansion project.

The first obstacle Tandy faced was that
the existing Dallas warehouse picking
area wasn't designed for the S1-inch belt
boxes utilized in the Yoakum facility.

The expansion space needed to be con-
figured to efficiently handle the longer
box. This challenge required identify-
ing the right configuration of storage
fixtures for a specific set of products
(warehouse profiling) and determining

the optimal location for each product
(warehouse slotting).

Tandy knew it needed an advanced
software solution to properly slot the
expanded warehouse area; deter-
mine the net benefit associated with

~

Mastering Product Placement

As Tandy Brands discovered during its warehouse optimization project, keeping product on the proper type of fixture and in the right spot
can boost operating efficiency. Here's a look at the specifics of warehouse profiling and slotting.

Poorly Profiled Items

Warehouse Profiling Defined. Proper profiling
maximizes space utilization by determining what type
of slot is best suited to a particular product. Using a
spreadsheet or specialized profiling software, an item’s
slotting unit dimensions are evaluated relative to each
slot type's dimensions to determine which slot type(s)
can accommodate products with the least amount of
space left over in the slot type. In a profiling exercise,
only types of slots are evaluated, not specific slot
locations.

Well-Profiled Items

Warehouse Profiling Benefits. Profiling items

to the right slot type optimizes space utilization and
reduces replenishment costs. Moving an item from one
slot type to another and/or changing its facings and
stackings to align with outbound item movement can
help speed picking.

Poorly profiled items have too much space dedicated to them. Well-
profiled items make efficient use of shelf and rack space.

Improperly Slotted Items Properly Slotted Items

Carton Weight: 1-10 Ibs. M 10-25 Ibs. 25-40 Ibs. W 40+ Ibs.

Warehouse Slotting Defined. Siotting considers
the locations, opening dimensions, weight limitations
(by level), product grouping, item slotting unit
dimensions and weight, item picking unit dimensions
and weight, among other factors, to profile and
sequence items down the pick path.

Slotting Benefits. The benefits of proper slotting
include reduced picker travel, reduced bend and reach,
more stable loads, fewer accidents, and less product
breakage.

When products are properly slotted, heavier items are placed in the
areas where they are easiest to pick, reducing the risk of injury and
product damage.
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slotting by end-customer product groups-required by
Walmart-versus strict velocity slotting; and reduce replen-
ishment activity.

After researching its options, Tandy chose OptiSlot DC, a
slotting technology software from Optricity Corporation,
an optimization solutions provider based in Research
Triangle Park, N.C. Using OptiSlot DC, Tandy was able to
determine the number and type of racks required for the
new warehouse area. It was also able to generate a blueprint
for how to slot product in the new warehouse area after the
expansion.

ACHIEVING A BALANCE

This slotting blueprint proved to be an important key to
remedying Tandy'’s efficiency issues. Tandy used OptiSlot
DC to evaluate two different approaches to slotting: retail
grouping, which yielded sequencing to support Walmart,
and pure velocity slotting, in which sorting occurs after
items are picked. This approach required balancing picking
efficiency with replenishment frequency, while also adher-
ing to customer retail groupings.

Balancing picking efficiency and replenishment frequency
is an important factor in achieving least-cost labor associated
with both activities, while also maintaining adequate inven-
tory in pick slots to attain high customer service levels.

ADDING UP THE BENEFITS

Tandy completed its profiling and slotting project, includ-
ing data collection and correction, in approximately two
weeks. Making better use of shelf space reduced Tandy’s
expected slot consumption, which freed slots for use by
other product groups and end customers.

The optimization project also allowed Tandy to group all
Walmart product together. In the consolidated Dallas DC,
Walmart unit movement accounts for approximately 65
percent of the total daily unit movement, and is now slot-
ted in 20 percent of the total pick area. To meet Walmart’s
requirement that all product arrive in certain groupings,
Tandy provided identification numbers for each product,
allowing OptiSlot DC to establish rules to precisely classify
product groupings.

The company’s goal was to replenish no more than
twice a week, and it achieved this rate for 92 percent of the
items. Finally, the optimization project showed that Tandy
could eliminate its four-shelf racks, which were mixed in
with five-shelf racks, and use only five-shelf racks, provid-
ing more product storage in the same floor footprint. This
change to standard and uniform racks allowed for more
flexibility during future expansions.

Not only did this optimization project improve opera-
tions for Tandy to source product for Walmart, but it also
created efficiency within the four walls of the Dallas DC,
allowing for more flexibility as product moves through the
warehouse, now and in the future. [ |
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n TMSi Logistics Selected as Top 100 3PL Provider
5 o’ by Inbound Logistics Magazine and as
ﬁl Inc. 5000 Fastest Growing Companies in

- America by Inc. Magazine.

Vision.

TMSi Logistics has the vision to see areas of improve-

ment in your supply chain and the expertise to know
how to fix them. By implementing a values-driven
culture that improves your logistics operations,
TMSi Logistics can help you deliver on your bottom

line — year after year... after year...

TMSi Logistics is your high-performance
source for:

« Distribution & Contract Warehousing

o Transportation & Dedicated Contract Carriage

« Technology Software Solutions & Engineering
Services

o A Values-Driven Culture that Motivates People to
Deliver Bottom Line Results

Call 603-792-2205 to get
20/20 vision of your supply chain.
www.tmsilog.com

TMS
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C.H. Robinson Worldwide, Inc. ® www.chrobinson.com

0O

Founded in 1905, C.H. Robinson Worldwide, Inc. is one of the largest
third-party logistics companies in the world, providing multimodal
transportation, fresh produce sourcing, and information services to more
than 32,000 customers globally, ranging from Fortune 500 companies
to small businesses in a variety of industries. For more information about
our company, visit our Web site at www.chrobinson.com.

CRST Logistics ® www.crstlogistics.com

If you are ready to start moving, CRST Logistics is ready to start
driving—driving significant costs from your supply chain. We're a third-
party logistics resource, providing transportation brokerage services and
freight management to complete transportation outsourcing. We leverage
our buying power to find the fastest, safest, most innovative ways to move
your products. Anywhere. Visit our Web site to explore our transportation
management and supply chain strategy. And let's get going.

Nexus Distribution ® www.nexusdistribution.com

&)

The most demanding customers will find solutions that meet their needs
with Nexus Distribution, a third-party logistics provider specializing in
full-service, client-specific solutions. Nexus' dedication to teamwork,
technological advancement, and customer satisfaction—combined with a
collaborative effort among its people, technology, and location—has made
the company a trusted provider of third-party logistics worldwide for more
than 25 years. Details are available on the Web site.

—

Thyder == o

Ryder ® www.ryderscs.com

Ryder provides a complete array of leading-edge supply chain,
warehousing, and transportation solutions for multiple industry sectors
in the United States, Canada, Mexico, the United Kingdom, and Asia.
Services range from developing supply chain strategies to managing and
executing day-to-day logistics operations. We have over seven decades
of experience in successfully partnering with companies in a variety of
industries, optimizing their operations and maximizing their bottom line.
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Saddle Creek Corporation ® www.saddlecrk.com

Saddle Creek Corporation is a nationwide third-party logistics company
Supply Chain Management providing integrated logistics services—dedicated and shared warehousing,
T e Asvamge e transportation, and contract packaging. Our turnkey logistics solutions can help

LBt Lt b s B it M
e,

B e Ee ot e foeat you increase supply chain efficiency, streamline business, and manage costs.
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Shippers Warehouse ® www.shipperswarehouse.com

G

Shippers Warehouse is a well-established regional provider with strong
knowledge and insight into the economic and political infrastructure of the
Dallas/Fort Worth region. All the facilities operated in the Dallas/Fort Worth
metroplex are food grade, and consistently rated excellent and superior by
AIB. Let Shippers Warehouse help you match your requirements to the appro-
priate location, whether it be a new facility, an existing facility, or additional
space that can be leased in the area. Details are available on the Web site.

Nebraska Public Power District ® www.sites.nppd.com

)

One Web site with everything you need to know about doing business in
Nebraska. Find valuable information including sites and building availability;
community profiles; facts books; population characteristics; labor availability;
profit opportunity studies; contact information; and much more. It's the

one place to go to find out why doing business in Nebraska is a smart move.
Contact Nebraska Public Power District, 800-282-6773 x5541, e-mail
econdev@nppd.com, or visit the Web site.

Eimhurst College ® www.elmhurst.edu/scm

Elmhurst College offers the Chicago area's only graduate program in
supply chain management. In this program, you'll gain a sound technical
foundation and hone skills that are absolutely critical for today's profes-

sional: communication, negotiation, team building, information technology,
analytical thinking, working in diverse business environments, and sound
business decision-making. All course work maintains a balance between
current theory and its real-world application.
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Georgia Institute of Technology-EMIL ® www.isye.gatech.edu

&)

The School of Industrial and Systems Engineering (ISyE) at the Georgia

Tech College of Engineering is the largest academic program of its kind in the
United States. With nearly 65 tenure-track faculty, ISyE is able to support not
only a broad spectrum of academic concentrations but, importantly, several
that have achieved world-class rank. Though the school functions adminis-
tratively as a single cohesive unit, some of its sub-disciplines or academic
specialties are so large and concentrated, they could be legitimately viewed as
academic departments in their own right. Visit ISyE's Web site to learn about
academic programs, research, students and faculty, and news and events.

!

i

d

OCEAN/INTERMODAL

Atlantic Container Line (ACL) ® www.aclcargo.com

©

Publicly held, Atlantic Container Line is a North Atlantic ocean carrier
operating since 1967. Five identical vessels, each with a 3,100-TEU container, : . ;
. . WELCCAE T3 ATLANTIC CONTAIMER Lt
car, and RoRo capacity, make 50 calls weekly. Line slot exchanges enable e
ACL to offer six transatlantic services weekly. ACL also offers relay services BT
between North America, the Mediterranean, Black Sea, Middle East, and Africa.

e e e Hyundai Merchant Marine (America) Inc. ® www.hmm21.com

Hyundai Merchant Marine is committed to its customers, and you'll find
evidence of that on its Web site, where you can book cargo, and access sailing
schedules, bill of lading information, and arrival notices. HMM differentiates
itself from other carriers by offering an array of flexible and accommodating
services with many different types of vessels. The carrier plans to increase its
fleet and focus on service diversification to establish a global network. Toward
that goal, HMM emphasizes the carriage of special cargo, such as petroleum
= products, and continues to invest in new container terminals and inland
logistics facilities.

SUPPLY CHAIN MANAGEMENT

TLC - Total Logistic Control
www.totallogistic.com/services/supply-chain-one

G

Beginning with the planning process and extending throughout your

supply chain, TLC creates and executes solutions that lower costs, raise
service levels, and enhance your ability to compete. Our service delivery
architecture creates value for your organization by identifying and eliminat-
ing friction and pain points. TLC is your logistics partner that can deliver
compounding value across all disciplines that increases every year.

R e B ER
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GET CARRIERS’ CSA 2010 SCORES FREE WITH TRANSCORE CARRIERWATCH — NOW!

How have your carriers scored under the FMCSA’s new safety measurement system? Use TransCore CarrierWatch to find
out as soon as the FMCSA has made the data available publicly how your capacity may be affected.

Minimize risk, maximize speed, move more freight.

TransCore CarrierWatch provides automatic, daily updates to carriers’ insurance and authority status as well as time-
stamped e-certificates of insurance. CarrierWatch guards against chameleon carriers with a database of over 500,000

carriers past and present.

CSA GET YOUR FREE CARRIER AUDIT WITH CSA 2010 SCORES FROM
cusrcs sssysnsis. TRANSCORE — BUT HURRY — OFFER ENDS SOON!™

Visit www.TransCoreFreightSolutions.com TransCore*
or Call 800.551.8852 to find out more! C arrierWatch®

Authority, Insurance & Safety Monitoring

*FREE TransCore Carrier Audit offer ends January 15, 2011

©2010 TransCore. All rights reserved. All trademarks are the property of their respective owners.
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LOOKING FOR HIDDEN VALUE IN YOUR SUPPLY CHAIN?

EXCEPTIONAL RANGE OF SERVICES:

Innovative supply chain solution

development

Advanced 3PL distribution and fulfillment
services

High-speed, high-accuracy Pick and Pack

= . ® o _ High-speed receiving and shipping sortation

e - FJ -
_f{[ ) o D :fj_s_' _:": _af_.': Q’ AT : Fully automated rapid cross-dock capabilities
Reverse logistics, returns and exchange

WILL DISCOVER VALUE management
AND DRI VE DOWN COSTS Automated E-commerce fulfillment

Customized Value added services

Ournfacilitiesia
transportdoineanlyms dofithe
nationisipopulationfandlelose

toideepiwate [sealponts!

Tel: m;rm FI:. &E'I.ﬂl? 7768

Tel: H!:H?.i!ﬂﬂ Fhl ?32 248.0064
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O TRANSPORTATON

LENGTH:
DOWNLOAD:
SUMMARY:

‘ums LS
TITLE:
LENGTH:
DOWNLOAD:
i Prachcns 1 en SUMMARY:
WH".

: Building Your Export Business:

Industry experts amass supply chain

a e r D | e St management best practices and skill sets,
and invest in new research and evaluation

tools. Now you can benefit. Inbound
Logistics has selected this collection of
whitepapers that will give you a jump on
important supply chain issues. For more
information on any of these whitepapers,
visit the Web sites listed below.

Ten Best Practices for Motor Freight Optimization

32 pages

www.Imslogistics.com/freight-management.asp

These proven freight optimization tactics will help you reduce
transportation costs and increase asset utilization without compromising
service to your customers. This comprehensive, how-to whitepaper details
the best practices for optimizing your motor freight operations. Learn how
to best control costs and service—regardless of market conditions.

Global Trade Compliance, Content, and Connectivity

15 pages

www.kewill.com/Ic/index.php/2/gtm-whitepaper-il. htm!

This whitepaper, authored by Beth Peterson of BPE Inc., discusses the
challenges facing exporters as they attempt to comply with export
regulations in the United States and globally. The report provides examples
of how leading exporters are overcoming these challenges by effectively
using compliance automation to reduce the multitude of risks surrounding
international trade. Learn how to quantify, control, and leverage global
trade activities for the benefit of the entire company, and how to develop
a competitive advantage by turning export controls responsibility and
associated burden into an opportunity.

Share your whitepaper with IL readers!

WhitePaper Digest is designed to bring readers up-to-date information on
all aspects of supply chain management. We're building a database of SCM
whitepapers, and you can help. E-mail us with whitepaper recommendations:

editorial@inboundlogistics.com
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aperDigest

.,

sor warehousoGuides  FPLCEMIL
nﬁa,S TITLE: 3PL Warehouse Guide: 7 Essentials
7 ESSE For Supporting eCommerce Fulfillment
for LENGTH: 8pages
. DOWNLOAD: www.3plcentral.com/ecommerce_fulfillment_email
supporﬂng SUMMARY: Get ready for the holidays! As a 3PL warehouse, you cannot afford
erce to ignore the significant growth opportunities of doing eCommerce
eCOﬂlm fulfillment. Whether you already handle fulfillment or are looking to
Fu,ﬁ"ment te;(pand your warghousing services, the 3PL Warehouse Guide coyers
e seven essential functions needed to support eCommerce fulfillment.
Download this free whitepaper for insight on must-have capabilities all 3PL
@ SPLCE""’”"J\ warehouses need to support eCommerce fulfillment.
Ryder
TITLE: ERP Implementations: Streamlining Through Supply Chain Outsourcing
LENGTH: 10 pages
DOWNLOAD: www.ryder.com/Ims_erp.shtm/
SUMMARY: Outsourcing non-core activities, such as logistics and warehouse
management, reduces the complexity, risks, costs, and time to go-
live of ERP systems. It's common for companies implementing all-
encompassing ERP systems to have at least some problems, delays, and
cost overruns. For The Hershey Company, Levi Strauss and Company,
and Whirlpool, those problems had a dramatic effect on the companies’
bottom lines. Outsourcing is a proven method to achieve world-class
logistics and warehousing operations in a fraction of the time - and risk - of
implementing an ERP system.
& Yale
l\ =" TITLE: Corporate Responsibility: Operating in the Green
‘l LENGTH: 9pages
\ DOWNLOAD: www.northamerica.yale.com/white-papers/Yale-Benefits-of-Green.pdf
| farparate Respansiite SUMMARY: Environmentally responsible practices can make your operation greener
| pusrating lu the Grots

in more ways than one. Find out how saving the environment can also help
you save money in this Yale whitepaper.

TITLE:
LENGTH:
| DOWNLOAD:
SUMMARY:
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Competitive Marketing Analysis-Wholesale Trade

29 pages

www.surveymonkey.com/s/7N8F7RN

Among the Midwest's largest utilities, Ameren's lllinois and Missouri
service area has an unusually strong set of assets for distribution

centers and related business facilities. Ameren’s whitepaper, Competitive
Marketing Analysis-Wholesale Trade, discusses how selected business
costs range from 18 percent to 27 percent below the national average for
distribution centers. Learn how Ameren’s advantages of least-cost option,
market access, and connectivity can work for you.
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Smoothermoves

It’s what we do.

With 800,000 square feet of multi-client warehouse space within 20 miles or less of the
Los Angeles and Long Beach ports, plus our own green in-house drayage fleet, Pacer
has the solution to your import logistics needs in Southern California.

Specializing in servicing the needs of importers shipping goods to large retailers, we have
a highly experienced staff, systems specifically designed for retail compliance, and highly
refined processes to ensure your products ship smoother to your retail customer.

Call 323-568-8055 or visit www.pacer.com to learn how Pacer Distribution Services can
help make your world run smoother.

<% PACER

Making Your World Run Smoother

INTERMODAL ¢ TRUCKING ¢ IMPORT & EXPORT ¢ WAREHOUSING ¢ LOGISTICS SERVICES
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Air Logistics
Network

Don’t get left behind

Join the Air Logistics Network (ALN) today and become part of a worldwide
community of air logistics professionals from all industry sectors!

The Air Logistics Network is part of The International Air Cargo Association
(TIACA) the world’s largest and most influential air cargo association. TIACA's
multi-sectoral membership, from shipper to consignee, makes it unique and
is the perfect platform for companies in the air cargo industry to network,
address industry issues and share knowledge.

TIACA’s Air Logistics Network membership benefits include:

e Ability to pre-schedule 1-2-1 meetings e Commercial Alerts
throughout the year
¢ Notifications of business opportunities
e Search for people interested in specific o
topics, create a contact list of people that you ° In addition to all of the above, members

want to follow up with, contacts with profile of the ALN have access to full TIACA
matching capability. membership benefits;
e Reference Center Including complimentary admission to TIACA's

annual event, the Executive Summit and Annual

Our online reference center provides tools like General Meeting (ES/AGM)

cargo tracking, customs rules from different ) o o

countries, and other resources in one convenient Discounts on conference admission and exhibition

website to support your business on a daily basis. booth space at the Air Cargo Forum and Exposition

(ACF) Plus many more;

For immediate information contact our director of sales by
email at rerman@tiaca.org or call us at +1 786-265-7011.

We also invite you to visit our website at www.tiaca.org

inbound ®
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I N B RI E F ‘ NEW SERVICES & SOLUTIONS

EXPED'TED provides shorter transit times between MATER'ALS HANDL'NG
Purolator USA North Europe and Mexico, linking Altamira Akro-Mils

The new Purolator USA Express Service and Antwerp in 16 days, compared to 21 Available in two sizes, the color-coded
provides guaranteed on-time delivery for days with the previous service. The rotation Indicator Bin signals end users to stock,
small-package shipments from the United of the New Victory Bridge service is as pick, flip, and replenish inventory. Users
States to Canada. The offering includes a follows: Le Havre-Antwerp-Rotterdam- stock the bin using the divider to designate
Web-based paperless customs clearance Bremerhaven-Charleston-Miami-Vera volume for the inventory reserve; pick from
process that prepares paperwork Cruz-Altamira-Houston-Miami-Le Havre. the blue side of the bin until reaching the
electronically. Purolator maintains facilities www.cma-cgm.com 757-961-2100 divider; flip the bin to the orange reserve

on both sides of the U.S. and Canadian

border, giving shippers access to its

Canadian distribution network.
www.purolatorusa.com 888-511-4811

FedEx Trade Networks

New offices in Budapest, Hungary;
Prague, Czech Republic; Madrid, Spain;
Milan, Italy; and Antwerp, Belgium, offer
global freight forwarding services and
end-to-end multimodal solutions, direct
access to local personnel with industry
experience and expertise, and expanded o | J
regional access to services such as FedEx i L 2 = LH i
International Direct Distribution and e = yr dm iy
Global Order Logistics. g " i : & RALMR RUR ikin

www.fedex.com 800-GO-FEDEX ; | ' ' p . ot ! l“““ !
OCEAN ey | :

SeaFreight Line
Weekly fixed-day service from Jacksonville
and Port Everglades, Fla., now calls Costa
Rica and Nicaragua via Puerto Limon.
The six-day transit is the fastest all-water
service between Puerto Limon and
Jacksonville.

www.seafreightagencies.com 305-592-6060

A Trucking Equipment: Kalmar

CMA CGM The Kalmar hydraulic hybrid Ottawa 4x2 terminal tractor simultaneously draws power
The New Victory Bridge service links from two sources—the primary diesel engine and the secondary hydraulic motor. The
North Europe to the U.S. south Atlantic, coordination of these power sources maximizes fuel economy and satisfies performance
Mexico, and the U.S. Gulf. The service constraints.

deploys five 3,000-TEU vessels and www.kalmarind.com 609-860-0150
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€ CONTINUED FROM PAGE 89

to indicate inventory levels are low; then
replenish the bin and repeat the process.
The bins work with 14-inch wire shelving,
12-inch steel shelving, and pick rack
systems.

www.akro-mils.com 800-253-2467

INTERMODAL

Horizon Lines

The Five Star Express trans-Pacific liner

service provides express intermodal

container shipping from Ningbo and

Shanghai to Los Angeles. Shipments

continue to Chicago, Memphis, Atlanta, and

Charlotte via on-dock rail connections, which

saves shippers West Coast drayage fees.
www.horizonlines.com 877-678-7441

AIR
Ocean World Lines (OWL)
OWL, a global door-to-door and end-to-
end NVOCC, introduced a new in-house
airfreight division to provide a single point
of contact for air, ocean, and ground
freight solutions. OWL AIR covers all
routes worldwide with a major focus
between Asia, Europe, and North America,
and maintains dedicated airfreight
personnel based at each of its offices.
OWL's airfreight services include pick up,
consolidation, de-consolidation, packing,
crating, distribution, trucking, warehousing,
and insurance. OWL's new air service
is supported by its OWL360° visibility
platform, which provides comprehensive
details of all freight moves in one system.
www.owlusa.com 516-616-2400

Panalpina

An express air service now connects Hong
Kong via Huntsville, Ala., to Sdo Paulo,
Brazil. Panalpina also launched airfreight
service to the Dubai World Central-Al
Maktoum International Airport as part of

a new rotation connecting Luxembourg,
Dubai, South Africa, Hong Kong, North
America, and Latin America.

www.panalpina.com 973-683-9000
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A Air: AirBridgeCargo Airlines (ABC)
ABC launched a twice-weekly all-cargo
service to Paris Charles de Gaulle Airport.
The new Boeing 747 route links with both
Domodedovo and Sheremetyevo Airports in
Moscow. The Paris-Moscow flight provides
transportation of fashion and apparel
products and pharmaceutical goods to
Russia, and enables shippers in France to
access the China market and ABC’s other
destinations in Asia via its hub at Moscow
Sheremetyevo.

www.airbridgecargo.com 416-622-9450

Lufthansa Cargo

Lufthansa Cargo boosted its services

to and from Japan to 12 flights a week,

doubling its frequencies. The carrier

serves Frankfurt daily from Tokyo with an

MD 11-freighter service, and connects

Frankfurt to Osaka five times a week.
www.lufthansa-cargo.com 800-LH-CARGO

WEB

El Systems

The Web-based Rail Manager service
allows shippers to track railcar status and
location within large industrial sites and
gain visibility into railyard operations. Rail
Manager links railyard hardware—such

as automated railcar readers, handheld
railcar scanners, load bay recorders, and
rail scales—and interfaces to a variety of
site manufacturing and financial systems.
Its color-coded yard maps facilitate
inventory control, product tracking, and
car placement decisions.
www.eisystemscorp.com 281-286-8000
Railinc
RailSight Car Location Message provides
real-time rail freight track-and-trace
via the RailSight Online Web tool. The
application allows equipment owners,
shippers, 3PLs, and transportation
management software providers to
manage critical rail equipment and
shipment data for up to 25 railcars
per trace. Security features ensure
only those individuals included on the
bill of lading are able to request and
receive location data.

www.railinc.com 877-RAILINC

3PLs
C.H. Robinson Worldwide
A new Transportation Management
Center (TMC) in Mumbai, India, offers
Managed TMS and control tower services
to domestic shippers in India, South and
Southeast Asia, Pakistan, and the Middle
East. The center provides supply chain
visibility, creates more efficient regional
and worldwide distribution networks, and
facilitates Managed TMS integration and
use at regional levels.
www.chrobinson.com 800-323-7587
Zenith Global Logistics
A regional freight hub in San Antonio,
Texas, serves the home-delivery needs
of Zenith Global Delivery customers. The
facility also provides a split-container
program that cross-docks and distributes
container shipments. Zenith Global
Logistics maintains freight hubs in Tupelo,
Miss., and Atlanta, and a warehousing and
distribution center in Claremont, N.C.
www.zenithcompanies.com 800-937-3876
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NEW SERVICES & SOLUTIONS

Con-way Multimodal

A new office in Aurora, Ill., arranges
third-party carrier services for over-the-
road, intermodal, flatbed, heavy haul,
and specialized transportation of freight
shipments.

Www.con-way.com 800-319-2350

EQUIPMENT LEASING

XTRA Lease

XTRA Lease now allows qualified fleets that

pick up a rental dry van trailer from an East

or Southeast branch to use the trailer free

for up to 30 days, as long as they return

it to a branch in California. The service

is designed to assist carriers that need

westbound one-way trailers while helping

XTRA Lease address its balance issue.
www.xtralease.com 800-325-1453

Hermann Leasing Company

A new full-service truck leasing facility
located south of Boston in South Easton,
Mass., serves shippers throughout Rhode
Island, eastern Connecticut, and southern
Massachusetts. The facility provides
full-service truck, tractor, and trailer
leasing, including dry van, refrigerated,
temperature-controlled, and sleeper cabs;
dedicated logistics, transportation, and
fleet services; fleet maintenance; and
insurance coverage.

www.hermanntds.com 800-342-9674

TRUCKING

U.S. Xpress Enterprises

Situated on more than 50 acres, a
70,000-square-foot, full-service trucking
facility in Shippensburg, Pa., offers 37,600

ADVERTISEMENT

PRODUCT SHOWCASE

square feet of warehousing space, fuel
islands, and a maintenance shop. The
Northeast hub, located off Interstate 81,
includes energy-efficient lighting and will
incorporate more sustainable initiatives,
such as materials recycling, in the future.
WWW.USXpress.com 800-251-6291

MOBILE DEVICES/APPS
Trucking Advantage

The PocketFuelCal iPhone app provides
transportation industry professionals a
quick method to calculate fuel surcharges.
After selecting the vehicle’s average fuel
efficiency and base fuel cost, users enter
the current fuel price and trip distance.
The app calculates the cost per mile, per
kilometer, and total.

www.truckingadvantage.com 972-243-4010

goods on 2 separate tiers.

W Layer Saver is a shipping vessel that holds palletized

W Damage and crushing issues are virtually eliminated.

INNOVATIVE SHIPPING SOLUTIONS

W Truck units hold 3,500 / Rail units hold 6,0004.

W Stop shipping air! Cube utilization allows you to use
33% less trucks or containers.

RECEIVE FREE NO OBLIGATION GUIDANCE AND ADVICE
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January 17-19, 2011, Jump Start
Conference: Defining Success in
Transportation, Atlanta, Ga. Attendees
at this event, sponsored by SMC?, hear
from the CEOs of major shippers, carriers,
and logistics service providers on trends
and business concerns in 2011; learn the
risks and rewards of integrating sustain-
ability concepts with traditional supply
chain practices; and catch up on global
economic indicators and domestic legis-
lative initiatives.

800-845-8090

www.smc3.com

January 20, 2011, Sustainability in the
Supply Chain, Oakland, Calif. At this event,
sponsored by the Council of Supply
Chain Management Professionals’ San
Francisco Roundtable, learn how lead-
ing companies are successfully reducing
the environmental impact of their oper-
ations. Take away concrete ideas on how
your company can take steps toward a
more sustainable operation. Speakers
include Greg Ginsburg, vice president,

YOUR LOGISTICS DATEBOOK

product supply, at Clorox and Ted Witt,
director of finished goods sourcing at Clif
Bar and Company.
630-574-0985
http://cscmpsfrt.wildapricot.org

January 25-26, 2011, Interlog Winter,
Tampa, Fla. Presented by Worldwide
Business Research, this two-day confer-
ence focuses on strategies for OEMs and
manufacturers to stay ahead of the curve
inarecovering economy. Speakersinclude
executives from Rolls Royce, American
Airlines, Eaton Aerospace, Cisco Systems,
Briggs & Stratton Corporation, Diebold,
and Husky Injection Molding.
646-200-7527
www.interlogwinter.com

February 1-2, 2011, Shifting International
Trade Routes, Tampa, Fla. Co-sponsored
by the American Association of Port
Authorities and the U.S. Maritime
Administration, this event addresses
how players in the transportation indus-
try view changes in global trade and

COSTHA 2011 Annual Forum

Dapgdegetis Goods Transportation Compliance

SHAPING=zFUTURE

OF SAFETY & GLOBAL COMPLIANCE

April 10-13, 2011

Hilton Scottsdale Resort & Villa, Scottsdale, AZ
NETWORKING © BEST PRACTICES ® TRAINING ® REGULATORY UPDATES

The COSTHA Annual Forum & Expo

En@leader in value for you and your company
Hazardous!Materials/Dangerous Goods Training Programs will be provided by

7803 Hill House Court « Fairfax Station, VA 22039

(703) 451-4031 « Fax (703) 451-4207 - mail@costha.com

COUNCIL ON SAFE TRANSPORTATION
OF HAZARDOUS ARTICLES, INC.

www.costha.com
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the fallout of the economic recession.
Speakers will also provide an update on
the planned expansion of the Panama
Canal, and discuss infrastructure needs
from the perspective of cargo owners,
ocean carriers, ports, terminal operators,
warehouse and distribution centers, and
highway and rail interests.
800-233-1234
www.aapa-ports.org

February 20-23, 2011, Logistics
Conference 2011, Orlando, Fla. The Retail
Industry Leaders Association presents
this event focused on supply chain trends
affecting retail operations. Sessions pro-
vide executives an overview of supply
chain issues in the retail industry and
updates on product safety, food distri-
bution, and sustainability.
703-600-2039
www.rila.org

March 21-23, 2011, JAXPORT 2011
Logistics and Intermodal Conference,
Ponte Vedra Beach, Fla. This confer-
ence, sponsored by the Jacksonville Port
Authority, offers sessions on funding
challenges for transportation infrastruc-
ture; the potential to grow U.S. exports
through revived U.S. manufacturing;
and novel ideas to improve ocean car-
rier customer service. Panels comprise
senior executives from major ocean car-
riers, railroads, shippers, and logistics
providers.
904-357-3047
www.jaxportconference.com

April 10-13, 2011, COSTHA Annual
Forum and Expo, Scottsdale, Ariz. This
event, presented by the Council on Safe
Transportation of Hazardous Articles,
explores legislative topics, transportation
issues facing the life sciences industry,
and tips for shippers working with ves-
sel operators and air carriers.
703-451-4031
www.costha.com
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myEZClaim.net™
Wab-based Freight Claim Solation

AMERICAN EXPEDITING COMPANY

We builf this company one delivery at a time. + Easy 1o Implement and Use

+ Fowerlul Work Management

+ Intultive Visual Reporting

+ 50X Compliant

+ Easy Data Integration with
Web Services Architecture

Freight Claim Managtment on the Internet Amytime, Arywhere =~~~

American Expediting Company, the local ground courier for industry partners. T'““"“'“ INE. | programming and

o Industry’s Nationwide Last Mile Provider e 24/1/365 Operations www.iransolulionsing.som
o TSA Certified 1AC o Dedicated TSA Coordinator on Staff

o Wholesale Pricing to Industry Partners o STAT and On-demand Deliveries

o Airport Coverage throughout U.S. o A Partner You Can Trust

OIII"
Cars * Vans * Trucks Io |St|cs
Warehousing * Fulfillment Prepare for the future. Request FREE information

from logistics education experts online at
www.inboundlogistics.com/rfp

d TOLLFREE8°°_525_3278 ...J.J:)]JQ—J:QQQFJOOQOOCCO““““OOOOOOOO.

Call to set t Te ! i iting. oLt . .

s eday wme | [fisties s o
' ' J ) magazine and still the best

e JNIVERSITYof
TENNESSEE

CENTER for
ExecuTIVE EDUCATION

“Applying Vested Outsourcing's Five Rules has the

power to change the game of outsourcing.”

Five Rules That V\/i_II
Transform Outsourcing

KATE VITASEK L _ o .
with It is time to shift to a new modus operandi with vendors.

Mike Ledyard and Karl Mandrodt

“In the outsourcing world, a genuinely new concept
comes along only once every 10 years or so. I believe
Vested Outsourcing is one of them.”
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@RILA

RETAIL INDUSTRY LEADERS ASSOCIATION
Educate.Innovate. Advocate.

LOGISTICS CONFERENCE
2011

Retail’s Supply Chain Conference Developed By Retailers For Retailers

February 20-23 « Gaylord Palms Resort & Convention Center ¢ Orlando, FL

Supply chains are becoming increasingly transparent and complex, yet more and more critical to
retail success. Keeping pace with changes in consumer demand, capacity, and trade and
transportation realities is a growing challenge for retail executives.

Retail Industry Leader’s Association’s 2011 Logistics Conference will address
these realities and focus on specialized educational tracks including:

B International Logistics & Sourcing Follow RILA on:

B Transportation
B Distribution ([ Linkedin, The RILA Network
| | Twitter @RILAtweets, #RILAlogistics

l] Facebook

B Specialty Retail

B Supply Chain Management MEDIA PARTNER

Woven throughout these tracks are four focus areas that are key
to every senior supply chain executive - Strategy, Innovation/
Technology, Collaboration, and Security/Risk Management.

Register toda

ey

t-www.rila.org/logistics, .
o
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INBOUND LOGISTICS WORKS FOR YOU!

ADS Logistic Services pg. 84

ADS' state-of-the-art technology makes it an
award-winning 3PL. Get acquainted with ADS' cus-
tomized distribution and fulfillment services.

www.adslp.com 877-ADS-1330

Agility pg. 65

Agility manages every move your merchandise
makes, improving distribution by optimizing your
facilities, inventory, materials routing, planning,
and equipment utilization.

www.agilitylogistics.com/challengeus 877-898-9813

AmeriCold pg. 9

Move your temperature-controlled shipments

and reach new markets easily and affordably with
AmeriCold. AmeriCold's coast-to-coast service
gives you greater efficiency and greater economy.

www.americoldrealty.com 888-808-4877

APL Logistics pg. 7

APL Logistics works one-on-one with your com-
pany to find a warehousing and distribution
solution that improves inventory management,
reduces operations costs, and shortens order
cycle times.

www.apllogistics.com

602-586-4800

BNSF Logistics pg. 24
The BNSF team can build a program to solve your
toughest transportation challenges.

www.bnsflogistics.com

877-853-4756

C.H. Robinson Worldwide pg. 37

When you trust C.H. Robinson with your global
supply chain, you'll experience the power of cus-
tom supply chain solutions.

www.chrobinson.com 800-323-7587

CEVA Logistics pg. 21

CEVA Logistics works with you to understand your
business and apply best-practice logistics to make
it successful.

Corporate Traffic Logistics pg. 57

Corporate Traffic Logistics focuses on your needs,
offering logistics services including dedicated con-
tract carriage, warehousing, and distribution.

www.corporate-traffic.com 800-787-2334

CRST International pg. 103

CRST carries zero debt load, so it can make faster
decisions, offer more competitive pricing, and is
more likely to have the equipment and drivers
when and where you need them.

www.crst.com 800-736-2778

DB Schenker pg. 11

DB Schenker paves the way for customers to
access markets—with innovative logistics solu-
tions and transportation concepts tailored to the
needs of specific sectors.

dbschenkerusa.com/contractlogistics ~ 800-225-5229

FAC Logistics pg. 55

If you ship or receive food products, you need to
know FAC. Food service logistics is FAC's busi-
ness...its only business. Contact FAC for a review
that will demonstrate all the benefits of dealing
with a food service logistics specialist.

www.faclogistics.com 800-285-7004

Jacobson Companies pg. 97

Jacobson Companies has your supply chain needs
covered, with warehousing, transportation, and
freight management services across the nation.

www.jacobsonco.com 800-636-6171

Lynden pg. 61

A full-service freight forwarder, including air,
ocean, and customs brokerage, Lynden connects
you with hard-to-reach locations.

www.lynden.com/mobile 888-596-3361

Nexus Distribution pgs. 18-19

Nexus Distribution’s collaborative effort of peo-
ple, technology, and location allows its customers
to gain differentiation in their target markets and
win new business.

www.cevalogistics.com/simplicity 800-355-0350

www.nexusdistribution.com 800-536-5220
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particular industry
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INBOUND LOGISTICS WORKS FOR YOU!

For general

go online:

NFI pg. 44

NFI provides transportation, fulfillment, and tech-
nology solutions—it's a completely integrated sup-
ply chain solutions company. Find out how you
can join its list of satisfied customers.

Shippers Warehouse pg. 31

With industry-leading operations, management
information, and transportation systems, Shippers
Warehouse is the premier third-party logistics and
distribution provider in the Southwest.

www.nfiindustries.com 8T1-NFI-3777

www.shipperswarehouse.com 214-381-5050

Pacer Distribution Services pg. 87

With 800,000 square feet of multi-client ware-
house space within 20 miles of the Los Angeles
and Long Beach ports, Pacer Distribution Services
has the solution to your import logistics needs in
Southern California.

www.pacer.com 323-568-8055

Port Jersey Logistics pg. 76

If you're seeking a logistics partner who is per-
fectly tuned in to your needs, look no further than
Port Jersey Logistics. Its total supply chain man-
agement services for domestic manufacturers
and international shippers make sure you don't
miss a beat.

www.portjersey.com 609-860-1010

Ruan pg. 23

Ruan is driven to move you forward. With more
than 75 years of experience, Ruan continues to
think of new ways to help shippers maximize the
bottom line.

www.ruan.com 866-782-6669

Ryder pg. 3
Unmatched experience, flexibility, and expertise
make Ryder the one to turn to all over the globe.

www.ryder.com 888-88-RYDER

Saddle Creek Corporation pg. 51

For more than 40 years, Saddle Creek has pro-
vided leading companies with warehousing, trans-
portation, and integrated logistics services.

www.saddlecrk.com 888-878-1177
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TMSi Logistics pg. 79

TMSi is your single source for distribution, engi-
neering, and warehouse support services; dedi-
cated contract carriage; and freight, warehouse,
and transportation management.

www.tmsilog.com 603-792-2205

Total Logistic Control (TLC) pg. 53

Save money, gain expertise, and stay focused on
your core business while TLC manages your sup-
ply chain.

www.totallogistic.com/IBLO4 800-333-5599

Vantix pg. 15

Vantix brings a combination of comprehensive
supply chain expertise, customizable technology,
and superior carrier relationships that deliver
smarter logistics solutions for virtually any
industry.

vantixlogistics.com/goto/wp1 800-737-5423

Werner Enterprises pg. 63

Freight management is simple once you know the
right moves. Simplify complexity with Werner, the
leader in freight transportation innovation.

www.werner.com 800-228-2240

The International Air Cargo

Association (TIACA) pg. 88

Join TIACA's Air Logistics Network today and
become part of a worldwide community of air
logistics professionals from all industry sectors.

www.tiaca.org 786-265-7011
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Held to a Higher Standard

Our exceptional people are the cornerstone of Jacobson’s Can Do service. They are experts in their fields. Energetic. Never
satisfied with the status quo. Always looking for ways to drive cost out of the supply chain, all the while working to improve

our service. Let us show you what we can do for you.

To learn more, call 1.800.636.6171 or email sales@jacobsonco.com

AB,
111 JACOBSON g COMPANIES

Integrated Supply Chain Solutions

Warehousing ® Packaging & Manufacturing © Staffing ¢ Freight Management e Ocean & Air Freight Forwarding

3811 Dixon Street ® Des Moines, 1A 50313 e www.jacobsonco.com
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For general

go online:

American Public University (APU) pg. 74

APU offers bachelor’s and master’s degrees in
transportation and logistics management entirely
online, designed for busy logistics professionals.

www.studyatapu.com/tim 8T1-T77-9081

Elmhurst College pg. 71

Elmhurst's Master of Science in Supply Chain
Management gives you a sound technical founda-
tion while honing the skills you need to succeed.

www.elmhurst.edu/scm 630-617-3300

Executive Masters in International

Logistics (EMIL), Georgia Tech pg. 73

EMIL keeps key employees on the job while they
learn to reduce logistics costs and improve supply
chain efficiencies.

www.emil.gatech.edu 404-385-2538

Golden Gate University pg. 72

Minimize the logistics of your degree, so you
can focus on your job in logistics. Golden Gate
University's certificate and degree programs are
available in person or entirely online.

www.ggu.edu 888-GGU-EDU1

Institute of Logistical Management pg. 74

The Institute of Logistical Management offers dis-
tance learning in many areas of logistics and sup-
ply chain management.

www.logisticseducation.edu/contact

888-ILM-4600

JobsinLogistics.com pg. 74
Find a job in logistics or transportation online at
JobsinLogistics.com, the top logistics job board.

www.jobsinlogistics.com 877-JOB-POST

LIFT Training pg. 74

Train today for a safer industry tomorrow. LIFT
Training offers programs for forklift, overhead
crane, and aerial work platform operators.

www.lifttraining.com 871-756-8631

Purdue University,

Krannert School of Management pg. 72

The Global Supply Chain Management Initiative at
Krannert puts future managers on the forefront
of emerging ideas and technologies.

www.krannert.purdue.edu/stem 877-MBA-KRAN

Whitman School of Management,

Syracuse University pg. 72

Whitman is supply chain—it runs the oldest supply
chain management program in the nation.

www.whitman.syr.edu/scm 315-443-3751

COSTHA 2011 Annual Forum pg. 92

The Council on Safe Transportation of Hazardous
Articles presents this program on the future of
safety and global compliance, April 10-13, 2011, in
Scottsdale, Ariz.

www.costha.com

703-451-4031

IWLA Annual Conference pg. 75

The International Warehouse Logistics
Association invites you to discover valuable
resources and best practices for the 3PL commu-
nity at its annual conference, March 6-8, 2011, in
St. Petersburg, Fla.

www.iwla.com

847-813-4699

RILA 2011 Logistics Conference pg. 94

The Retail Industry Leader's Association's 2011
Logistics Conference, Feb. 20-23, 2011, in Orlando,
Fla., addresses the realities of today's retail sup-
ply chain.
www.rila.org/logistics

703-841-2300

UPS cover 3

The new logistics creates a better shopping expe-
rience. Your customers can generate their own
return labels online, and you get increased visibil-
ity to better manage your inventory. Put the new
logistics to work for you.
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Make the connections you

need at ThomasNet.com

The Industry Line

. 1]

—— Take the fast track to making informed buying decisions. ——

ThomasNet.com quickly connects you to the information, ~ ® Company profiles with organized,

tools and technology necessary to effectively manage in-depth information make

your purchasing process. Build and secure your supply evaluation easy

chain with ease. Evaluate and select alternative sources

for existing projects. Discover new suppliers for

first-time purchases, hard-to-find, mission-critical or

replacement parts and local MRO services. An unrivaled

network of over 607,000 companies to choose from @ RFP Manager, a free and ready-to-use

helps you make the best purchasing decisions. tool, helps you conduct a seamless
purchasing event

@ Product catalogs with compare feature
help you identify alternative or lower
cost options

Take the fast track to making informed buying decisions.
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Alliance Shippers, Inc. pg. 43

When it comes to making transportation and
logistics work, Alliance Shippers, Inc. is on the job.
From on-time performance to customer service,
Alliance Shippers strives to be the best, day in and
day out.

www.alliance.com 708-802-7517

Magaya Logistics Software Solutions cover 4
Magaya's warehouse management system
lets you control your inventory from pickup to
delivery.

www.magaya.com 786-845-9150

Panasonic pg. 5

You can count on the Panasonic Toughbook to
work as hard as you do. It's the industry’s most
reliable handheld computing solution.

panasonic.com/toughbook/supplychain ~ 866-797-4125

TransCore pg. 83

Finding quality carriers can be challenging-but
not with TransCore's 3sixty Total Power load
board package. Access information on 20 million
carriers and get actual market rate data.

Hyundai Merchant Marine (HMM) pg. 39
Whether the core of your business is in raw mate-
rials or finished goods, HMM understands the
importance of ocean transportation to your sup-
ply chain.

www.hmm21.com 877-T-HYUNDAI

Maersk Line pg. 47
Maersk Line leads the world's liner shipping com-
panies, serving customers all over the globe.

800-854-6553

www.maerskline.com

iGPS pg. 29

iGPS' RFID-tagged, all-plastic pallet rental ser-
vice is revolutionizing today's supply chain. It can
transform your business, too.

www.igps.net

800-884-0225

Union Pacific cover 2

Union Pacific combines the economy of its vast
rail network with the flexibility of truck transit.
Whether you have tracks to your door or not, see
why UP might be the best option you've never
considered.

www.unionpacific.com 800-877-0513

www.transcorefreightsolutions.com 800-551-8852

Sprint pg. 33

Get your shipping business humming along at
higher speeds with Sprint's fleet management
tools.

Old Dominion pg. 41

Old Dominion's full range of products and services
offers solutions you can count on for domestic,
global, and expedited transportation.

www.keep-your-promises.com

800-432-6335

www.sprint.com/transportation 800-SPRINT-1

Atlantic Container Line (ACL) pg. 12

For more than 30 years, ACL's pioneering spirit
has made it a leader in North Atlantic trade
and one of the most respected names in ocean
transportation.

Mercedes-Benz USA LLC pgs. 26-27

The 2010 Sprinter Cargo Van offers best-in-class
cargo capacity of up to 547 cubic feet, interior
standing height of up to 6’4", and side door open-
ing area of 6' x 4'3".

www.mbsprinterusa.com -

www.aclcargo.com 800-ACL-1235
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Fax back to: 212-629-1565. For fastest service, subscribe online at www.inboundlogistics.com/free
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GET FREE INDUSTRY
INFORMATION - FAST!

Check the solutions below
that interest you. Your request
for info will be sent to all
advertisers in that segment.

(OPTIONAL)

DON'T MISS AN ISSUE! RENEW OR START YOUR

FREE SUBSCRIPTION

THIS PAGE IS YOUR PASSPORT TO PRODUCTIVITY

Services or products you
evaluate, specify, approve, budget,
recommend, buy or manage.

(CHECK ALL THAT APPLY)

PLEASE ANSWER ALL QUESTIONS, SIGN, AND FAX TO 212-629-1565.

1 |:| YES' I want to start/renew a subscription
e to INBOUND LOGISTICS.
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Business category.
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CRST DEDICATED SERVICES CRST EXPEDITED CRST MALONE CRST LOGISTICS

OUR DEBT
LOAD IS A ROUND
NUMBER.

AND IT KEEPS US MOVING FARTHER AND FASTER.

There are some extra heavy loads being carried by ather transportation firms these days. A load called “debt.” It's a drag on their operations
and limits every business decision they make. CRST's debt load? Zip. Nada. Zero! That means we're able to make faster decisions, offer mare
competitive pricing and are mare likely to have the equipment and drivers when and where you need

them. The only loads we've carried in our 55 years belong to our customers...flatbed, van, short-haul

or coast-to-coast. You can count on CRST's reliable service to be on the road for years to come.
crst.com e 1-800-736-2778

TRANSPORTATION S OLUTION

RECEIVE FREE NO OBLIGATION GUIDANCE AND ADVICE www.inboundlogistics.com/3pl
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THE

First Chair’

Anyone who has ever enjoyed the thrill of skiing pristine
morning cord? under sucker hole? skies or dipping into
the trees in search of fresh champagne powder# owes
a debt of gratitude to the Union Pacific Railroad (UP).
Apart from laying the tracks for industrialization and
standardizing time, the U.S. railroad also helped create
contemporary ski culture—slang included.

As plankers and butt draggers®, gapers and shredders
hit the slopes this ski season, UP is celebrating the 75th
anniversary of the world's first chair lift operation—which
it invented and introduced to skiers at Sun Valley Resort,
Idaho, in1936.

At the time, UP Chairman W.A. Harriman recognized
the growing appeal of winter sports. Because the railroad
was the only viable means of transportation into the
Rocky Mountains, locomotion to, then up, the slopes went
hand-in-hand like a pair of sticks”.

Harriman enlisted the support of Austrian sportsman
Count Felix Schaffgotsch to help build the first destination
ski resort in Idaho's Sawtooth Range, while UP went
to work on a mechanism for transporting skiers up the
mountain. Engineers adapted a cable system used in
loading bananas onto boats for transporting skiers,
replacing hooks with chairs for people to sit on. The rest,
as they say, is history.

So the next time you find yourself shaking bros® awake
in the wee hours of the morning to grab some first-chair
freshies®, remember that UP made going up and coming
down bunny hills and steeps'® a whole lot easier.

As for translating ski vernacular—you're on your own.

6

SKI SLANG 101

1. The highly coveted first 5. Skiers and snowboarders -

ride up in the morning 6. Novices and experts

2. Shallow, closely spaced 7. Ski poles

parallel grooves in the
snow that resemble 8. Fellow shredders who are
corduroy just out for fun

3. Fleeting patches of blue in 9. Untracked, fresh snow

an otherwise overcast sky 10. Beginner and

4. \Very dry, light snow expert slopes
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Viagava

Warehouse Management System

Control your inventory from
pickup to delivery with
Magaya WIMS

L\ ]
Solutions

Logistics Software

www.magaya.com
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