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As you may recall, in our last edition of Cargo Matters (the first 

to incorporate our new brand identity) I took the opportunity 

to introduce our “Swiss at Heart, Cargo in Mind” philosophy.  What 

I could not mention at the time was that this is also the name of – 

and the philosophy behind – our new image campaign, which we 

unveiled at the end of February. Some of you may have already re-

cognized employees of ours from different parts of the world who 

are featured in these ads, which have appeared in several key in-

dustry magazines and periodicals. 

Our new  “Swiss at Heart. Cargo in Mind” campaign is about our 

business positioning. It is about our strategy. It is about our brand, 

values, claim and communication through all channels. It is a cel-

ebration of Swiss WorldCargo’s achievements of the past decade, 

and it is about preparing us for the next. It is setting the path for 

our further progress and new challenges. And above all, it is about 

our people: their relations with our customers, with our suppliers 

and with each other, and their attitude and commitment to Swiss 

WorldCargo’s common values and goals. 

We have always believed that it is our people who really make 

the difference. Today’s air cargo market may be dominated by con-

solidators. But there’s still a stubborn share of around 30% of air-

freight that requires extra care, special services and a personal 

touch. This is the territory that Swiss WorldCargo has made its own. 

This is where the forwarder and the shipper are looking for an air-

line that will care for their cargo. They’re looking for “Peace of Mind”,  

“Speed of Light”,  “Whatever it Takes” and “Give and Take”, to name 

just a few of the slogans we have associated with our “faces”.

Creating and implementing our new campaign entailed a big 

effort for our Marketing department, our advertising agency and, 

of course, the protagonists! So we’ve decided to give it extensive 

coverage in this edition of our magazine: the creative concept, the 

“making of” and the people in focus. We also thought we would give 

you some examples of how our philosophy translates into our day-

to-day business, by sharing the findings of a Kaizen workshop we 

held in Zurich at the end of January to help ensure the continuous 

improvement of the live animal handling process, along with the 

solution that was implemented by our Frankfurt call centre team 

in the last few months to improve our customer service.

Dear Cargo Matters reader,

Needless to say, we’d also like to share our excitement at our expan-

sion in the Chinese market. To mark SWISS’s new non-stop service 

between Zurich and Beijing, we asked a group of MBA students from 

the University of St. Gallen to assess the airfreight potential in this 

ever-growing and ever-changing market. And it looks like our care-

intensive air cargo solutions are well tailored to the transportation 

needs of the market’s fastest-growing industries. With the same 

confidence in the added value we offer, we are also proud to double 

your options for reaching New York: on 31 March we’ll be recon-

necting Newark to our global cargo network with a daily widebody 

service operated with our advanced Airbus A340-300 equipment.  

We hope that you enjoy this latest issue of Cargo Matters, and 

that you will share our excitement and enthusiasm for all these 

changes.  And I look forward to reading your views and comments 

on Blogistics! swissworldcargo.com/blogistics

We care for your cargo. 

Swiss at heart. Cargo in mind. 

Oliver Evans

Chief Cargo Officer

Swiss International Air Lines
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Swiss WorldCargo's new image campaign

The “faces” that care for your cargo

By Annette Kreuziger, Head of Marketing

When Swiss WorldCargo came to adapt the new sharpened SWISS 

branding concept to our own business and products, there were 

three key questions: what to apply automatically, what to mod-

ify to suit our own customers and activities, and how best to re-

flect the “Swiss WorldCargo way”.

It all started with a meeting on a Monday at 08:30 early in sum-

mer last year, when we were informed by our colleagues from 

Corporate Marketing that they planned to introduce a new brand 

identity. A new brand identity! What would this mean for Swiss 

WorldCargo? 

Everybody was excited until, on 18 August 2011, the new brand-

ing layout and strategy were presented to all our staff. The vision 

was clear: SWISS as a leading European airline in terms of quality, 

customer intimacy and achieving profitable growth. With the new 

branding, the focus was squarely on sharpening the brand and the 

sheer SWISSness of “the Airline of Switzerland”.

The new logo was inspired by the tailfin of SWISS aircraft and 

the Swiss flag. “Our sign” is a powerful symbol that reflects the her-

itage of Switzerland and the positive attributes of Swiss culture. 

And with the sign comes more: the claim “Our sign is a promise” 

implies the guarantee that SWISS will provide its customers with a 

consistently high-grade product and service day after day. The com-

pany’s size and focus, meanwhile, enable us to put a strong empha-

sis on personal service and customer intimacy. 

Transporting cargo the “Swiss” way
At Swiss WorldCargo, though, we faced a particular challenge. On 

the one hand, we are a fully-integrated part of Swiss International 

Air Lines. We sail under the same flag, we follow the same direction 

and we share the same dedication and values. And we are perceived 

as Swiss: we are the Swiss cargo carrier. We are Swiss at heart. This 

sums up our heritage and positioning, our values and the way we do 

business.

At the same time, there are some factors that differentiate us from 

SWISS: our target customer group, our strategy and responsibilities 

and last but not least our business set-up. 

Swissness may lie at the heart of our brand, then; but cargo is the 

profession in which we specialize and excel. 

Our target customer group is not the wider public. We talk exclu-

sively to and work exclusively with a B2B audience:  the shippers and 

forwarders dedicated to this high-speed lane of world trade, ranging 

from product specialists to top management in the logistics industry. 

It’s with them that we fill the bellies of SWISS’s aircraft, and thereby 

contribute more than 10% of the company’s overall revenues. Our 

responsibility is to satisfy these customers: customers who are look-

ing for the extremely fast, secure and reliable transportation of goods 

that range from drugs to live organs, from iPhones to BMWs and from 

biological isotopes to gold. And, in doing so, we need to ensure that 

there are neither irregularities nor delays in their global integrated 

multi-level supply chain. 

The same is expected of our business set-up. The air cargo sector 

is a very competitive environment, and Swiss WorldCargo is not a 

giant of the industry in volume terms. Our resources are equal to our 

size: we’re no match for the big players in terms of budget or sheer 

marketing power. What we are is a highly specialized and recognized 

service provider, and we depend for our success on our ability to at-

tract cargo business with special requirements such as temperature 

control, security or speed. 

Swiss at heart, cargo in mind: like our people
When it came to adapting the new SWISS branding strategy, then, it 

mainly came down to visibility and market recognition in the cargo 

market. To achieve these, a generic message would not have been 

enough. We needed a specific brand message that was as strong, dis-

cernible, unique and specialized as our product and service offer. We 

also needed to keep in mind that our customers don’t have a touch 

point with our aircraft: they know and value us primarily as a service 

provider prior to the flight’s departure and after the flight’s arrival.

Given the needs of our customers, it’s easy to see why our own 

“We care for your cargo”. Claim resonates so strongly within the car-

go community. This is precisely why customers use our services and 

are prepared to pay a certain premium for doing so. And, given the 

highly specialized and high-value nature of our business, it’s easy to 

see why a distinct and discernible approach in terms of look & feel 

and tonality & colour is what tells our clients that we’re there for them 

and for them only. 

Of course, all this is only possible with a great and dedicated team. 

That’s why our people are our most important asset of all. They’re 

the ones who created our success story in the first place, the ones 

who’ve continued it until today and will take it forward, the ones 

who’ve earned the trust and loyalty of our customers, the ones who 

always find creative solutions, and the ones who make sure every day 

that we deliver promptly and reliably on our promises.

So it was no coincidence that when we brainstormed our high-

lights of the last ten years with our top-management team, it was our 

worldwide staff that was acknowledged to be Swiss WorldCargo’s most 

vital asset of all. This in turn inspired our agency Hans Mars to come 

up with the idea for the new image campaign: portraying members 

of our global team and showing their “faces”. Each and every member 

of the representative group featured in the new campaign stands for 

a value we focus on day after day: partnership, attitude, adding val-

ue, flexibility, quality and training, the environment, e-freight, in-

novation and industry leadership. 
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In figures:

1 creative director, 1 art director    

(campaign development over two months   

from creation to finishing)

2 project managers

2 days of studio photo-shooting

10 models 

2 days of photo-shooting on the tarmac and   

in the cargo warehouse at Zurich Airport

1 airport “tour guide” and a bus for 2 days

1 day of casting to select the photographers

2 days of casting to select the models

15 days of post-production

1 graphic designer (and over 100 different tailor-made modi-

fications according to online and offline media specifications)

1 make-up artist for 2 days

2 photographers 

1 lithograph for 15 days, 1 day per motif    

in portrait and landscape format, making 20 motifs

The making of
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Creating and implementing our new campaign entailed a big 

effort for our Marketing department, our advertising agency 

HanS MarS and the photographers Schaub Stierli Fotografie 

(Zurich). From creation to finishing, the campaign development 

took over 2 months. 

Life as a model isn’t easy: sometimes you have to fly across the 

world for a single photo shoot. Like some of the 10 Swiss World-

Cargo ”faces” who were selected to feature on the new image cam-

paign which was unveiled at the end of February.

Tomonari Tango even flew from Tokyo to Zurich in the morning, 

to fly back on the same day. You can really call it “Give and Take”. 

“Swiss at Heart” Malachi Moyo  came all the way from Johannesburg, 

Carmine Mambro “More with Less” flew from Montreal, while 

Shanti Ramnath took “Whatever it Takes” from Mumbai and Orna 

Plachinski went “a Thousand Ways” from Tel Aviv. Each and every 

“model” stands for a value Swiss WorldCargo focuses on day after 

day: partnership, attitude, value addition, flexibility, quality and 

training, the environment, e-freight, innovation and industry lead-

ership.

And all of them took their modeling as seriously as they take 

their day to day work, also the ones who did not have to travel far 

to reach the set organized at the studio of Schaub Stierli Fotografie 

in Zurich: Michael Ganz “One Step Ahead”, Corinne Wehrle “Speed 

of Light”, Astrid Schoenenberger “New Frontiers” and Lionel Alex-

ander “The Extra Mile”, are in fact all based in Zurich and Mambio 

Ravezzi, “Peace of Mind”, is from Milan. They went through stren-

uous hairdressing, make-up and styling sessions with the same 

dedication they would put in their profession. Some of them, even 

arrived with a range of different clothes.



Malachi Moyo, "Swiss at Heart" from 
Johannesburg and Astrid Schoenenberger 
"New Frontiers" on the set in Zürich.  
Photo: Benjamin Schenk, Swiss WorldCargo
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Mambio Ravezzi
Sales Manager Cargo Italy
I am Peace of Mind

What does “peace of mind” mean to you? 

There’s no peace of mind if there’s no peace 

of heart. That also means peace with the 

people around you, be they your friends, 

family, colleagues, direct reports, superiors 

or, of course, your customers.  For me it 

means smiling, listening, being supportive. 

But peace of mind is also learning and ac-

cepting that life doesn’t always go the way 

we expect. And neither does business. Still, 

as I’ve learned by practising karate for over 

three decades: “If there’s a solution, why get 

angry? And if there’s no solution, why get 

angry?”

How did you get here?

I took a high school degree in aerospace en-

gineering and, after my military service in 

aeronautics, I got my first job with a helical 

plane manufacturer based in Libya. In 1984 

I joined SWISS and found out that aircraft 

didn’t only carry passengers but freight, too. 

With the “pallet” it was love at first sight, 

Corinne Wehrle
Sales Delegate Cargo District 
Berne, Lugano, Zurich
I am Speed of Light

What does “speed of light” mean to you?

Technology has made our lives faster and 

faster-paced. Places and people are getting 

closer and closer, and the world is becoming 

smaller and smaller.  For businesses, this is 

definitely an opportunity to seize: in our in-

dustry, for instance, the e-freight initiative 

requires a big effort to be implemented but 

will definitely help us make our work easier 

in many ways. 

We mustn’t forget, though, that the “per-

sonal touch” can make a huge difference, 

and we should continue to go and meet cus-

tomers in person to build a long-lasting re-

lationship, rather than just talk to them in 

conference calls or communicate with them 

via email or the social networks. I do the 

same in my personal life: I prefer meeting 

my friends for a drink to communicating 

with them via our smartphones. 

How did you get here?

I started working at Swiss WorldCargo as a 

customer service agent in 2006. I also had 

the opportunity to spend a year in Montre-

al, which was a great experience, both per-

sonally and professionally. Since I returned 

to Zurich two years ago I’ve been working as 

a Sales Delegate for our Zurich, Bern and 

Lugano district.

And what about you?

I’m a fun-loving person and like to spend 

time with my friends and family. I enjoy 

sports, travelling, reading and cooking. In 

fact, my ideal weekend is to be at home and 

have a good meal and a nice glass of wine 

with my boyfriend. And my dreams? I try to 

make them come true as fast as I can! 

and I started working as a cargo agent. Three 

years later I became a sales representative 

in the Milan area. Then I took over Bologna, 

Florence and the Triveneto region. After 

that I was promoted to Sales Manager Italy.

And what about you?

Besides practising martial arts, in my time 

off I volunteer and help people in need. I try 

to bring them a smile at least. In fact, it’s a 

great joy to give without expecting anything 

back. And, of course, the greatest joy of all 

is coming back home in the evening to my 

wife and my children. I also try and find 

some time for myself every day: when I walk 

my dogs at sunrise, for example, or when I 

go to church, it’s so great to enjoy “the sound 

of silence” and peace all around me. As for 

my dreams: every day is a dream, an oppor-

tunity to do the most ordinary things in an 

extraordinary way. It may not always work, 

but at least I give it a try!
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Shanti Ramnath
Manager Cargo Sales & 
Reservations Mumbai
I am Whatever it Takes

What does “whatever it takes” mean to you? 

A bird sitting on the branch of a tree is not 

afraid of the branch shaking, because the 

bird trusts its own wings! In other words, 

believe in yourself, because you are “what-

ever it takes”! This is actually my belief in 

my life and my work alike. Trust, confi-

dence, freedom and continuous support are 

the most important things, and they give 

you the liberty to enjoy life professionally 

and personally. In fact, life continuously 

gives us immense opportunities to learn 

and excel.

  

How did you get here?

I joined Swissair Cargo as a handling agent 

in 1986 – all of 26 years ago! Thanks to 

my  “thinking out of the box” attitude, I 

moved to Imports and, finally, I joined the 

Sales & Reservations team. My professional 

karma has gone through quite an evolution 

in my present position, though, which in-

cludes a role as a trainer for our reservation 

system.

And what about you?

Well, the most important things in my life 

are the journey I’ve been travelling with my 

husband and the delightful moments I 

spend with my friends. Those and the print-

ed word. I read everything: quotes, fiction, 

philosophy, articles, newspapers, books. 

And my dreams? Every day is a dream!

Tomonari Tango
Manager Cargo Japan
I am Give and Take

What does “give and take” mean to you? 

Every relationship is about “give and take”. 

And person-to-person contact, personal 

trust and mutual support are especially im-

portant at Swiss WorldCargo. That’s why our 

customers always think we are a reliable air-

line and always appreciate our way of doing 

business. It’s what makes the difference in 

our team in Tokyo, too. 

How did you get here?

After I took my degree in economics in 1988, 

I dreamt of working for an airline but had 

no direct access or recommendation. Final-

ly, Swissair gave me the chance and I started 

working as a distribution clerk. Later on I 

served as a traffic agent at the check-in 

counter. I moved to the cargo side in 1993 

and took on the challenge of working as a 

sales representative until I became head of 

the Japanese market in 2001. 

And what about you?

First of all, don’t expect me to be the typical 

Japanese, because I’m not! Owing to my fa-

ther’s job I partly grew up abroad, in Aus-

tralia and Pakistan. And I always wanted to 

work for an international company and 

travel. I like travelling a lot, in fact; but I also 

enjoy jogging, or just relaxing at home. 
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China

The land of the rising cargo volumes

By Julia Dellinger in cooperation with  
Stephan Knébel und Marc Kirchhofer

The economists agree: the outlook for the 

global economy in 2012 is rather bleak, 

and the markets are going to be volatile 

and uncertain everywhere. They also 

agree, though, that the world’s strongest 

economy is China, and it will continue to 

be so in the future, too. So Stephan Knébel 

and Marc Kirchhofer, two MBa students 

at the University of St. Gallen, have been 

taking a closer look at Chinese economic 

trends and the impact they are likely to 

have on airfreight in the next few years. 

China today and tomorrow

China‘s economy is huge and rapidly ex-

panding. In the last 30 years, the rate 

of Chinese economic growth has been al-

most miraculous, averaging 8% per annum 

in GDP terms. At present, the Chinese cur-

rent account balance amounts to 5.2%; and 

this will grow to around 7% by 2016. Its pre-

sent current account surplus puts China 

fourth in the world behind Switzerland 

(15.8%), the Netherlands (7.1%) and Germa-

ny (5.7%). 

At the same time, the growing Chinese 

middle class is fostering domestic demand. 

According to a market projection by the Bos-

ton Consulting Group, the Chinese will be-

come a more and more powerful purchasing 

force in the next ten years. This rising pros-

perity will certainly bring some other eco-

nomic risks, too. Among other things, the 

persistently high current account surplus 

will push the Chinese economy into a de-

pendency on external demand, especially 

when it comes to high-value consumer 

goods. 

Between now and 2030 China will also 

be confronted with a dramatic demograph-

ic transition as well as significant urbaniza-

tion. The Chinese population is expected to 

continue to rise to around 1.4 billion by 

2025, when growth will finally level off. The 

ageing of the Chinese population between 

now and 2050 will also be substantial: the 

working part of the population will decrease 

and the old dependency ratio will increase. 

This demographic transition could obvious-

ly slow down China’s economic growth in 

the longer term. 

The “development” hubs   
in the powerful East

Urban and industrial development in 

China are concentrated in the three main 

logistics clusters of the Bohai Bay Delta, the 

Yangtze River Delta and the Pearl River Del-

ta (Figure 1). Since the customs facilities re-

quired for air cargo imports and exports are 

mainly located at the major airports, inter-

national airfreight operations are restricted 

to a few airport locations. The three main 

airports of Shanghai, Nanjing and Beijing 

currently account for 85% of all exports and 

80% of all imports, but the newly-built air-

port of Guangzhou will become an impor-

tant hub, too. 

The company Business Monitor Interna-

tional expects a boost in the development 

of all the current hubs in Shanghai, Beijing 

and Guangzhou because of their economic 

importance and geographical locations. But 

massive government investment, preferen-

tial policies and lower wages in the western 

and northern regions will also lead to the 

increasing development of these areas and 

will slightly rebalance the currently uneven 

situation between East and West. And, while 

Shanghai remains a key high-tech exporting 

point (albeit one in decline), the Chinese 

government’s “Go West” policy finally seems 

to be bearing fruit (Figure 2).

Economic development is only possible 

with proper infrastructure, though. Road 

and rail are the predominant modes of 

transport within China. So the main gov-

ernment investments for the country’s do-

mestic infrastructure are in rail (60%) and 

road (21%), with only 4% going into domes-

tic airfreight. China’s high-speed rail system 

in particular will be massively expanded up 

to 19,000 kilometres by 2014 to allow safe, 

fast and reliable express deliveries at a rea-
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sonable price. The western and northern 

expansion will also lead to improved and 

newly-built highways throughout the coun-

try; and between now and 2020 more than 

50 new airports will be built in emerging 

cities of the Chinese hinterland.

China and the rest of the world:   
air trade relations and drivers
While air trade flows from Asia to Europe 

primarily consist of consumer goods (main-

ly apparel and other miscellaneous goods), 

traffic from Europe to Asia largely compris-

es manufacturing goods including general 

industry goods, electronic machinery and 

pharmaceutical products. The watch and 

pharmaceuticals industries can profit par-

ticularly from the increasing wealth in 

emerging countries. Hong Kong is current-

ly keeping a leading position in the import 

of watches from Switzerland, closely fol-

lowed by China. 

China will play a major role in Asia’s fu-

ture air trade market. Boeing expects aver-

age year-on-year growth rates of 6.6% for 

trade flows between Europe and China; and 

the country is Switzerland’s second-largest 

import and export partner in airfreight 

terms. 

The growth of industries which especial-

ly require air cargo transport solutions such 

as healthcare, luxury goods and electronic 

devices is also stimulating imports, because 

the components are imported from differ-

ent parts of the world for final assembly in 

the Chinese plants. The consultant compa-

ny PwC expects China to appear in 17 of the 

25 top trade pairs in 2030, and also expects 

its import focus to switch from manufactur-

ing to consumer goods, which will be pro-

vided by industrialized and newly-devel-

oped countries.

If we take a closer look at these emerging 

industries – healthcare, luxury goods (in-

cluding leatherwear, jewellery, watches and 

textile fashions)  and consumer electronics 

– their airfreight potential lies especially in 

the special products segment such as tem-

perature-controlled shipments and express 

and valuable consignments. In the next 10 

to 20 years, pharmaceuticals trading will 

grow substantially; and, in the context of 

airfreight, developments in the fields of 

high-value patent drugs and medical de-

vices will be especially relevant. 

According to the forecasts by the IMS 

Health research institute, by 2015 China 

could overtake Japan with more than USD 

130 billion in revenue and become the big-

gest pharmaceuticals market after the USA. 

There are currently some 6,000 pharma-

ceuticals companies in China, including 

200 multinationals.

The fashion world, meanwhile, is divid-

ing into two: those who prefer their clothing 

to be pricier and newly made, and those who 

will settle for cheaper, less current designs. 

For the cheaper clothes, sourced in the Asia-

Pacific region, freight is mainly shifted to 

sea. But, and led in part by individual com-

panies, fashion is now flying out of Europe, 

with Italy, Spain and France leading the way 

(Figures 3 and 4).

Germany’s “Handelsblatt” magazine has 
clearly shown how German pharmaceuti-
cals companies are investing in the 
Chinese market to increase their local 
presence. Shortly before last Christmas, 
Boehringer Ingelheim announced an 
investment of more than EUR 70 million in 
its production site in Shanghai, which will 
be developed into a central supply centre 
for China. Bayer has also relocated its 
head office for “everyday medicine” to 
China, and will be investing around EUR 
100 million by 2014 in its new R&D center 
in Beijing. And Merck has designated 
China a strategic growth market and 
opened its own Beijing research hub for a 
EUR 150 million investment.
Source: Handelsblatt
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On the electronic devices front, the growth 

in China is concentrated in the West. Here 

the presence of Foxconn (a production plant 

for Apple) in Zhengzhou makes a major dif-

ference all on its own. And it’s well possible 

that iPads and other tablets will be single-

handedly driving future Chinese exports: 

one research institute expects the tonnage 

of such devices to almost double over the 

next four years, with tablets driving the 

growth. 

It’s not just computers, either. At the 

start of 2011, Zhengzhou had not exported a 

single mobile phone. By July, soon after Fox-

conn had opened a factory there employing 

some 200,000 people and producing            

iPhones in addition to iPads, the central 

northern city was exporting 1 850 tonnes a 

month (Figure 5).

Swiss WorldCargo in China

Swiss WorldCargo is seizing the great 
opportunities offered by the Chinese 
market. A new direct SWISS service 
between Zurich and Beijing was launched 
in February. Operated with Airbus 
A340-300 widebody equipment, the new 
connection significantly increases cargo 
capacity to and from China, where Beijing 
is the third destination served by SWISS 
after Hong Kong and Shanghai.
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Swiss WorldCargo Germany

How to improve customer service

By Will Waters

Swiss WorldCargo Germany has achieved a tremendous turna-

round in customer service levels, including a reduction of more 

than two thirds in the number of missed phone calls to its Frank-

furt Customer Service Centre. Will Waters investigates 

Swiss WorldCargo Germany was not the only organisation to be 

surprised by the rate of the economic recovery in 2010, com-

pared with the dismal previous year, and like many companies it 

had scaled back its resources in order to cope with the downturn. 

However, faced with a 20% increase in volumes and a 50% increase 

in air waybills, its customer service functions were creaking under 

the strain. 

Conversations with customers, and the group’s annual custom-

er satisfaction survey, confirmed the fact that there was a certain 

level of unhappiness with the ‘reachability’ of the Customer Service 

Centre (CSC) team in Frankfurt. Indeed, analysis shows that in the 

fourth quarter of 2010, some calls were missed.  

Jochen Leibfritz, who became Regional Manager for Germany 

in March 2011, explains: “There was a huge upswing in business. 

More customers were wanting to do business with us, and so we 

needed to act, to improve the structure of our organisation and our 

processes, but knowing that we had to work within the resources 

that we had. But it was at least a positive issue that we were con-

fronted with, having more requests than we were able to handle.” 

Throughout much of 2011, the organisation examined its inter-

nal processes, as part of the Kaizen process of continuous improve-

ment that is in place in Germany at Swiss WorldCargo and at Swiss 

in general, looking at how it could reallocate its existing resources. 

Leibfritz adds: “We had a close look at our staff planning, and 

of course we looked at the telephone system and at how we could 

improve the situation when it comes to routeing calls, and at visu-

alising the needs of our customers.” 

He stresses the importance of staff planning, including meas-

ures to anticipate certain developments such as peaks and troughs 

in demand. “So we introduced not only plans for the day, but plans 

for each hour, in order to identify who is doing what. Clear respon-

sibilities with regard to specific tasks within the CSC team are an 

important part of improving the situation. It involved everybody 

in our organisation.”

As well as taking phone calls, the CSC team has other responsibili-

ties, including responding to requests via email, and for the loading 

of the truck and flight disposition in Germany. 

“So it is all about organisation and allocation of responsibilities 

within a specific timeframe,” says Leibfritz. “But we also have to 

take care of our employees as well, to make sure there is a rotation 

of tasks, to keep the level of motivation high.”

Although this work took place on an ongoing basis throughout 

much of 2011, the results of the customer survey that came through 

in August 2011 were “a trigger for us to react very, very quickly to 

improve that situation,” Leibfritz observes.

“First of all we tried to establish a clear routeing system for the 

telephone system, meaning that we not only involved specific peo-

ple within the CSC team, but also an ‘overflow’ system, in which 

calls are taken over by people in the sales team, for instance,” adds 

Leibfritz.

Another key part of the solution was to install a big screen with-

in the CSC area, to create a visual representation of the calls coming 

in and their routeing, “so that everyone can see what is going on”, 

says Leibfritz. The team leader sits in front of the screen and is also 

able to steer the calls, to make sure they are answered quickly. 
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“Speed is important, because these calls are either about generat-

ing revenue or about status information of shipments. It is impor-

tant to have these exchanges  with customers to help them, and 

maybe to generate more business,” adds Leibfritz.

The result was a tremendous improvement in the response rate, 

with the number of calls lost dropping from the “very, very high” 

rate of 31% in the fourth quarter of 2010 down to around 10% in the 

fourth quarter of 2011 – a reduction of two thirds. This was based 

on a similar number of calls – 22,800 in Q4 2010 versus 22,300 in 

Q4 2011.

“So we have significantly improved the lost-call rate, and what 

we have now found is that at the beginning of this year, on average 

we get 100 additional calls per day, observes Leibfritz. “So it seems 

that by keeping our response rates acceptable, we also seem to get 

more calls.”

Leibfritz says he and his team still want to improve this lost-call 

rate further, which still stands at around 10%.

“The air freight business is also a people business, and so we 

have to be available when customers call,” he adds. “And all our 

customers have a certain expectation towards SWISS, and we have 

to fulfil that. It is part of our image.”

Leibfritz says the challenges faced in Frankfurt were mainly solved 

locally, but with the help of the IT team in Zurich, and he is also 

grateful for the support of his boss “as well as a number of other 

colleagues in Zurich and here in Germany”.

In terms of lessons learned, Leibfritz comments: “I think we 

have learned that there is always still room to improve or optimise 

on a local level. For example, when we had a look on our telephone 

hardware with our provider, we figured out that with some recon-

figurations, we could improve things significantly within the exist-

ing hardware and software. Of course, in general it is not an easy 

thing to cope with such issues as we had in Frankfurt, but this was 

still a chance to improve things, by having a closer look at what we 

have and what we can do ourselves.” 

Swiss WorldCargo team from Frankfurt (Germany)
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Kaizen

Improving our animal services

By Silvia Cappelli 

animals from all over the world are grate-

ful for any initiative that helps improve 

their air cargo transport conditions. The 

Kaizen workshop that was organized by 

Swiss WorldCargo in collaboration with 

Cargologic, Zurich airport and the Swiss 

Federal Veterinary Office at the end of Jan-

uary was expressly intended to optimize 

the processes for live animal shipments 

and reduce mishandling, delays and 

claims from an already low level to almost 

zero. 

Jack turned around, and his blue eyes glit-

tered with curiosity as a group of people 

wearing bright yellow vests entered the 

room. Proud and confident on his strong, 

long legs, he moved towards them. He was 

a young and handsome Weimaraner dog 

who was just about to fly to Miami to join his 

owner (he couldn’t fly in the cabin with him 

because he was too big). When he barked as 

he was encouraged to step into a tailor-

made wooden cage for his flight, it was as if 

he wanted to voice his approval of the way 

he’d been taken care of in the Animal Centre 

at Zurich Airport. A few thousand animals 

are transported like Jack every year by Swiss 

WorldCargo; and they’re hosted in this spe-

cial “lounge” to have the necessary veteri-

nary checks before being loaded onto SWISS 

flights.  

It’s not just barking or mewing that you’ll 

hear at these state-of-the-art facilities, 

which are managed by Zurich Airport in col-

laboration with the Swiss Federal Veterinary 

Office (FVO). There are countless reasons 

why an animal may travel as air cargo, from 

commercial ones (as with tropical fish or 

birds) to exchange programmes between 

zoos, especially in the case of rare or endan-

gered species. And there are just as many 

handling processes and regulations as there 

are species that were classified by the Swed-

ish natural scientist Linnaeus a couple of 

centuries ago. The worldwide standards for 

animal transportation are specified in IATA’s 

Live Animal Regulations manual or LAR, 

which lays down all the preparations and 

precautions required on the ground and in 

the air for the transport of each and every 

species. These include, for instance, precise 

container requirements and specific docu-

mentation. Complying with such regula-

tions isn’t always easy, though, and irregu-

larities may occur, with consequences for 

the animals, the shippers and the airline. 

“Swiss WorldCargo is one of the most 

highly-regarded air cargo carriers for live 

animals and, with our consistent and exten-

sive investment in process engineering and 

training, our incident rate here is actually 

very low,” says Jan Vetsch, Process Engineer 

for Live Animals at Swiss WorldCargo. “Nev-

ertheless, the public are very sensitive to the 

well-being of animals, and we are constant-

ly investing in further improving our pro-

cesses for shipping live animals throughout 

the transport chain.”

That was also the purpose of the Kaizen 

workshop which was held in Zurich from 23 

to 27 January. The Japanese Kaizen philoso-

Jack the Weimaraner dog, "boarding" on aircraft. Photo: Swiss WorldCargo

The workshop participants 

robert Mattews (Cargo Network 
Coordinator, Johannesburg), Jan Vetsch 
(Process Engineer AVI, Transportation 
Processes, Zurich), B. Ines Gutierrez 
(Account Manager, Miami), Gianmarco 
Comazzi (Contribution Management, 
Zurich), roman Hartmann (Hub 
Operations Control, Zurich), Geert Nolf 
(Sales Manager, Brussels), Sarah Berger 
(Intern, Quality Management), Peter 
Dominic (Export Office Agent, Zurich), 
Markus Scheuber (Product Manager, 
Zurich), Astrid Schoenenberger (Kaizen 
& Continuous Improvement Executive, 
Zurich), Stefan Schelbert (Flughafen 
Zurich AG), Bastian Schaefer (Cargo-  
logic), Werner Mueller (Cargologic) and 
ruedi Mueller (FVO).
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phy strives to improve standardized activi-

ties and processes by eliminating ‘waste’. So 

a group of professionals from Swiss World-

Cargo, Zurich Airport, Cargologic and the 

FVO spent a week reviewing and streamlin-

ing the current ‘AVI’ handling process and 

seeking solutions to further improve it in 

terms of both its quality and its cost-effec-

tiveness. 

The review included the FVO’s veterinary 

check process and, of course, Cargologic’s 

handling process, and was intended to re-

duce process time and irregularities and 

thereby reduce misconnections, processing 

costs and potential fines. Under the leader-

ship of Markus Scheuber, Product Manager 

at Swiss WorldCargo and the supervision of 

Kaizen & Continuous Improvement Execu-

tive Astrid Schoenenberger, the workshop 

spent its first sessions identifying the main 

challenges. Following the Kaizen methodol-

ogy, the rest of the week was then spent dis-

cussing, defining and preparing appropri-

ate solutions. 

The main focus of the workshop was on 

the interfaces with Cargologic and the FVO. 

One finding here: the FVO’s opening hours 

were not always the perfect fit for some 

SWISS flights. This is a particular problem 

with shipments from non-EU countries, as 

they have to undergo a thorough veterinary 

check upon arrival in Zurich. Another issue 

had to do with the document exchange: in 

various cases, animals were not properly 

declared, and wrong or incomplete declara-

tions could cause constraints in the message 

flow. The workshop also saw the Cargologic 

handling process reviewed to ensure that 

the most sensitive animals can be transport-

ed more quickly to a safe location.

While the handling standards at Zurich 

Airport are among the highest worldwide, 

a winter embargo has been imposed on the 

handling of tropical animals (including rep-

tiles and live tropical fish) in the last couple 

of years. The problem here is that in some 

cases such animals are not packed properly 

by the shippers, and are thus insufficiently 

protected from harm. 

Even though packing is not the respon-

sibility of the carrier, one of the challenges 

of the recent workshop was to improve the 

way our own Swiss WorldCargo reservations 

staff can communicate the correct LAR 

packing procedures to the customer. The 

same applies to documents (especially those 

required by the Convention on Internation-

al Trade in Endangered Species), which are 

sometimes incorrect or even missing. SWISS 

Miami provided a “best practice” here (see 

box) which will be distributed to all our sta-

tions worldwide and should allow the pre-

sent embargo to be lifted by November 2012.

A further problem is posed when, with pets 

travelling in the same plane as their owners, 

Best practice from Miami

SWISS Miami requires all live animals 
exported during the winter months to be 
properly packed in insulated boxes. It also 
demands the provision of warming packs 
that last up to 72 hours. These warming 
packs enable the animals (which are 
accustomed to very warm and tropical 
climates) to withstand what can be 
extremely cold-weather transfers in Zurich. 

Shipping live animals during the winter 
months in boxes that are lined with insulat-
ing material (and thus weigh considerably 
less than the usual wooden boxes) also 
offers clear cost savings to shippers. A 
couple of test shipments from Miami were 
made during the recent Kaizen week using 
this new procedure; and they all showed 
that the present Zurich embargo can be 
lifted, provided the animals concerned are 
properly packaged and insulated for the 
winter months.

About Kaizen

More than just a management method or 
a business philosophy, Kaizen (from the 
Japanese “kai” meaning “change” and 
“zen” meaning “for the better”) is a whole 
attitude and approach. First adopted at 
Toyota in the 1950s, Kaizen is practised 
today to increase their performance levels 
by companies ranging from small 
businesses to industrial heavyweights such 
as GM, Boeing and Porsche. 

SWISS has also committed to the 
Kaizen culture as one of its strategic 
pillars. In the last few years, Kaizen 
workshops have been organized in several 
units, including Swiss WorldCargo, with the 
aim of optimizing a particular business 
process.

In short, the Kaizen method consists in 
going to “gemba” (the places where things 
happen, value is created and truth can be 
found) and finding and eliminating “muda” 
(or waste, be it in terms of production, 
inventory, transportation, motion, waiting 
time, defects/errors, processing/over-engi-
neering or even unused employee 
potential).

the reservation is not always communicated 

properly to Swiss WorldCargo. This this 

could even mean that other cargo has to be 

offloaded (especially temperature-con-

trolled shipments) because animals cannot 

be transported together with dry ice, which 

can be very dangerous for them. In view of 

this, we must make sure that customers 

planning to travel with their pet in the hold 

pre-advise Swiss WorldCargo accordingly 

when making their reservation. Weimaran-

er Jack’s owner did so; and he arrived safe 

and sound in Paris on the same flight. 
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Airfreight Security 

SWC and DHL conclude MoU 

DHL Global Forwarding and Swiss WorldCargo signed a Memo-

randum of Understanding last november to combine their efforts 

and establish new processes for improving global airfreight se-

curity.

Security is one of the toughest challenges for any logistics en-

deavour today, and will continue to leave its mark in regula-

tory, technology and process terms. Close collaborations among 

companies are crucial here. These can take various forms – such as 

sharing information, best practices and crime trends worldwide, 

as is envisaged under the new agreement forged between Swiss 

WorldCargo and its key account DHL, which was signed in Zurich 

in November by Urs Stutz, Head of Central Services Group at Swiss 

WorldCargo and Marc Volders of DHL Global Forwarding. 

“Long before 9/11, Swiss WorldCargo was already recognized as a 

global leader in air cargo security,” Urs Stulz explains. “High secu-

rity levels are not only a vital part of our brand heritage; they’re 

also a core issue for our future operations. And our efforts to main-

tain them include more intensive collaborations with our partners, 

in the interests of our customers and of the industry overall.” 

The key workflows here have been defined in a standard oper-

ating procedure that describes the main processes for the receipt 

and warehouse handling of vulnerable and high-value freight for 

DHL Global Forwarding customers. These include certain pharma-

ceuticals companies and fashion and high-tech manufacturers re-

quiring special security measures.
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North America

new daily widebody service between Zurich and newark

Swiss WorldCargo reconnected Newark to its global network on 

31 March with a new daily widebody service operated by SWISS’s 

advanced Airbus A340-300 aircraft. With a dense truck feeder net-

work already in place, Newark is well situated and equipped to serve 

the Greater New York area as well as the entire East Coast. Thanks 

to our new Newark service, destinations such as Philadelphia, At-

lanta and Washington can now be reached without the costly and 

time-consuming transit via New York City’s bridges and tunnels.

Located in the heart of New Jersey and its vibrant industrial sec-

tor, Newark is also the perfect entry point to one of the major man-

ufacturing areas for pharmaceuticals worldwide. No fewer than 15 

of the industry’s leading companies are represented here. These 

are just a few of the reasons to think twice when your shipments 

are headed for New York or beyond. On the Newark route, too, we’ll 

be more than happy to provide you with the exceptional service 

and quality you’ve come to expect from us. We are guided by SWISS’s 

core values – reliability, quality and security – and live and practise 

these through our passion for our customers’ needs, our drive for 

punctuality and our dedication to care for your cargo every step of 

the way.

All our products for general and special cargo will be available 

on the new Newark route, giving you the full array of solutions such 

as SWISS °Celsius, SWISS X-Presso, SWISS Mail, SWISS Argus and 

SWISS Valuables to choose from. And whenever your cargo needs 

to be treated in an even more special way, don’t hesitate to contact 

us: we take pride in creating tailor-made solutions that perfectly 

match your requirements.

Summer Timetable News 2012

New York, New York:
so good we fly there twice!

Newark (daily)
Zurich-Newark  

LX 18 ZRH 17:30 - EWR 20:20

Newark-Zurich

LX 19   EWR 22:00 - ZRH 11:30

As well as the new flight to Newark, Swiss WorldCargo will introduce 

a direct connection between Zurich and Tampa, Florida during the 

coming summer schedules. Until the end of October, the new ser-

vice will be operated with an Airbus A330 of Switzerland-based 

leisure airline Edelweiss Air. 

From the end of May and for the rest of the summer timetable 

period, Western Canada will also be accessible with direct flights 

from Zurich to Vancouver and Calgary. 

Tampa (Days 2 & 5)
Zurich-Tampa  

LX 8004 ZRH 13:20 - TPA 17:35 (from 3 July) 

LX 8004 ZRH 13:00 - TPA 17:15 (from 25 May)

Tampa-Zurich

LX 8005 TPA 19:35 - ZRH 10:45 Day 2

LX 8005 TPA 19:05 - ZRH 10:15 Day 5

Calgary (Day 5)
Zurich-Calgary  

LX 8012 ZRH 09:30 - YYC 11:25 (from 8 June)

Calgary-Zurich

LX 8012 YYC 13:20 - ZRH 10:15 Day 5

Vancouver (Days 3, 5 & 7)
Zurich-Vancouver  

LX 8010 ZRH 13:10 - YVR 14:50 (from 30 June) 

LX 8012 ZRH 09:30 - YVR 13:50 (from 8 June)

LX 8010 ZRH 17:05 - YVR 18:45 (from 1 July)

Vancouver-Zurich

LX 8011 YVR 16:50 - ZRH 12:00 Day 3 

LX 8012 YVR 15:05 - ZRH 10:15 Day 5

LX 8011 YVR 20:25 - ZRH 15:35 Day 7
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Summer Timetable News 2012

Europe

As well as expanding its intercontinental route network, Swiss 

WorldCargo is consolidating its position in Geneva by adding 

a new destination and increasing frequencies on existing routes. 

The Geneva-Nice operation will be increased to three flights a 

day from the start of the 2012 summer schedules.

SWISS is also introducing a third daily frequency (a midday ser-

vice) on the Geneva-Madrid route, along with a second daily flight 

(in the evening) between Geneva and Athens. SWISS now serves 34 

destinations in 20 countries from Geneva together with its partner 

airlines.

Geneva (daily)
Geneva-Nice  

LX 520  GVA 09:00 - NCE 10:00 

LX 528 GVA 17:40 - NCE 18:35

LX 526 GVA 14:50 - NCE 15:55 (from 26 March)

Nice-Geneva 

LX 52 NCE 10:35 - GVA 11:35 

LX 526     NCE 16:30 - GVA 17:35 (from 26 March)

LX 529     NCE 19:15 - GVA 20:15

Africa

SWISS (and Swiss WorldCargo) service between Zurich and Douala/

Yaoundé will be discontinued from 25 March. Group partner Brus-

sels Airlines will however increase its frequencies to Cameroon. 
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Contest

Visit swissworldcargo.com
and win an iPod Nano

Terms and conditions: all participants must fully state their first 

name, last name, company, function, mailing address and the 

e-mail address to take part. The winner will be informed direct-

ly and their name will be published in the next issue of Cargo 

Matters. Employees of Swiss International air Lines Ltd. (includ-

ing Swiss WorldCargo’s GSa) and their relatives may not par-

ticipate. all rights are reserved, and there shall be no recourse 

to any legal action. 

And the winner is...

The kickboard offered in our last issue’s contest was won by
Savio Sequeira, Panalpina Gulf LLC (Dubai)
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