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As you may be aware, Swiss WorldCargo and Swiss Interna-        

tional Air Lines have quietly been celebrating their respective 

10th anniversaries this April. There has been (and will be) no big 

internal event, even less external events. We don’t think this is ap-

propriate. Externally, the economic outlook is challenging; inter-

nally, this is a time of austerity. And after all, countless other com-

panies have passed such anniversaries, and much longer ones. But 

we do think our story is a rather special one. 

We were born out of the ashes of the former Swissair and asso-

ciated companies in 2002. Deep emotions had been stirred in our 

home country and right across the world by the events of 9/11 as 

well as by the demise of this great company. We started with the 

investment by number of great companies and by the Swiss govern-

ment in our airline. It was to my knowledge the first time an airline 

had been set up on such a scale with a global network reaching all 

continents. We incurred huge losses from the start, and we were 

well aware of the danger to our very existence. But we had a Turn-

around Plan in which we all believed, and to which we all commit-

ted ourselves. It included many aspects from a radical simplifica-

tion and reduction of the fleet, downsizing and rightsizing the 

network, repeated organizational changes and ongoing dialogue 

with our unions and all other stakeholders. It involved many pain-

ful decisions along the way, affecting the careers of large numbers 

of colleagues. We handled all of these decisions with urgency, but 

also with a sense of responsibility. Mistakes were certainly made, 

but we made steady progress towards our goals. We reached profit-

ability in the last quarter of 2004. We joined an alliance, and a 

strong airline Group, in 2005. Our profitability varied according to 

market circumstances, but we have remained profitable since 2004, 

and we are indeed today amongst the most profitable airlines any-

where.

Swiss WorldCargo had a sound business from the very begin-

ning. We had inherited a great team of professionals from the for-

mer company, and they got cracking right away, with clear pro-

cesses and the confidence of their heritage. Certainly the 

performance in 2002 was underwhelming, but the business was 

up and running. What we lacked was a strategy, and defining one 

became the first priority of the management team. Recreating what 

had been Swisscargo was hopeless (and meaningless). Flying 

freighters in and out of Switzerland made no sense. Freighters re-

quire volume, volume comes from consolidations, and pan-Euro-

pean consolidation centres were set up long ago, anywhere but in 

Switzerland. Add flight night bans, and trucking restrictions: 

enough said. On the other hand, we recognized the opportunity to 

become a global leader in care-intensive markets valuing quality 

above all, and this became our simple strategy, utilizing mainly the 

bellies of our own aircraft. We communicated it consistently, in-

ternally as well as externally. We tuned all our internal processes 

to this goal. We established an annual customer satisfaction feed-

back loop to monitor our progress and close gaps, making it the 3rd 

pillar of our strategy alongside financial results and operational 

quality. We planned and executed the replacement of our legacy 

Dear Cargo Matters reader,

system with a modern operational platform, becoming the launch 

customer of Mercator’s Skychain. We customized it extensively and 

developed other tools for processes from sales to accounting. Being 

cargo professionals, we couldn’t resist dabbling in freighters, col-

laborating at different times with e.g. Polar Air and MNG. We made 

a little money in such ventures, but the margins paled in compar-

ison with what we were already achieving on our own network. We 

too made mistakes along the way, but we learned from them and 

focused on building the confidence of our own people. We invested 

in our partnerships with ground handlers, truckers and other sup-

pliers, and made them feel part of one team. 

Happily, our constant efforts were rapidly translated into an 

ever increasing contribution to the profitability of the airline, which 

did not go unnoticed or unrewarded. Our network expanded, and 

continues to expand. We joined forces with Lufthansa Cargo, learn-

ing much from each other and collaborating extensively, but re-

taining our autonomy, as this was optimal for the airline, and for 

the Group. 

Today in 2012, as we celebrate our 10th anniversary, we can see 

how much we have achieved towards our goal in customer satisfac-

tion, quality and financial terms. We know that we can still improve 

our scores on all these fronts. We know that we can contribute in 

some small ways to the progress of the industry as a whole. We know 

that our customers will demand even more from us in the future. 

But our strategy has stood the test of time, in bad years as well as 

good. We are focused on going further, much further along a path 

we have claimed as our own. We are proud of our story. We are 

humble in realizing how dependent we are upon the airline, the 

group, all our partners in handling and other processes, and above 

all on our customers. Perhaps our story will become a case study 

for consultants or business schools. We are just happy to share it 

with anybody who may be interested. We know what we have to do. 

In this edition of Cargo Matters you can discover the history of 

Swiss WorldCargo more in detail; and you can discover “America” 

too, in our special about the future prospects of air cargo in the 

North American continent; in any of such prospects, you can be 

sure we will keep our focus on quality and intensive care. If we were 

ranked among Cargo 2000 Platinum Members this year there must 

be some good reason (we even change the lives of chimpanzees for 

the better, after all). 

Thank you for your interest and enjoy reading!

Oliver Evans

Chief Cargo Officer

Swiss International Air Lines
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Swiss WorldCargo marks its first ten years

I am ... part of our history!

2002
March 2002
Swiss International Air Lines is founded. 

April 2002
SWISS creates its Swiss WorldCargo 
airfreight division. 

December 2002
Oliver Evans is appointed head of Swiss 
WorldCargo. 

2003 
 
July 2003
New Airbus A340-300 brings long-haul 
innovation and greater fuel efficiency to 
the SWISS fleet.

2005
SWISS adopts the Kaizen approach to 
continuously improve its business.

June 2005
Members of Cargo 2000 required to start 
publishing data measured by IATA’s 
quality management system. 
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2006 
March 2006
Swiss WorldCargo and Lufthansa Cargo 
conclude a marketing and sales collabo-
ration agreement.

June 2006
First Swiss WorldCargo Customer Satis-
faction Survey conducted.

December 2006
All Swiss WorldCargo stations certified to 
standards of Cargo 2000 Phase 1 imple-
mentation programme.

2007
November 2007
Delhi receives daily service, becoming 
SWISS’s first new long-haul destination 
since its foundation.

2008
May 2008
Non-stop service introduced between 
Zurich and Shanghai.

September 2008
IATA selects Swiss WorldCargo to pioneer 
the introduction of a new “e-freight” 
facility in Switzerland.
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2009
January 2009
Swiss WorldCargo goes live with Swiss 
Worx, a customized version of SkyChain, 
the comprehensive end-to-end cargo 
management system developed by Dubai-
based IT provider Mercator.

March 2009
Zurich Airport becomes the first
location in Switzerland to be
"IATA e-freight-capable". 

December 2009
Swiss X-Presso “One-Hour Option” intro-
duced for ultra-express consignments.

December 2009 
New destinations added to the long-haul 
network thanks to a comprehensive colla-
boration agreement with Edelweiss Air.

2010
June 2010
Non-stop service introduced between 
Zurich and San Francisco.

2011
July 2011
Swiss WorldCargo becomes a founder 
member of IG (Interest Group) Air Cargo 
Switzerland.

SwiSS Worx
SwiSSwORLDCARGO.COM

Login

User name

Password

Close
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August 2011
SWISS adopts a sharpened brand profile, 
and Swiss WorldCargo gets a modified 
corporate logo.

December 2011
Swiss WorldCargo introduces lightweight 
containers to its ULD fleet.

2012
February 2012
Non-stop flights introduced between 
Zurich and Beijing.

February 2012
Swiss WorldCargo launches its new “Faces” 
advertising campaign.

March 2012
Swiss WorldCargo named “Cargo 2000 
Platinum Member”.

March 2012
Route equipment upgrade enables Swiss 
WorldCargo to offer new airfreight capacity 
between Zurich and Newark.  

May 2012
New weekly service introduced between 
Zurich and Tampa, operated by Edelweiss Air.
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By Silvia Cappelli

Swiss WorldCargo has been classified as a Cargo 2000 Platinum 

Member, the highest of the four categories of membership es-

tablished under the new classification system that has been in-

troduced by IATA’s Cargo 2000 interest group.  

Cargo 2000, the well-recognized quality monitoring and im-

provement platform within the air cargo industry, has adopt-

ed a new membership classification. Based on a points system that 

objectively measures a company’s integration of the initiative into 

its daily business processes, the new membership classification is 

intended to encourage even further integration of Cargo 2000 and 

its principles by all industry stakeholders. Such integration is cru-

cial to the achievement of the initiative’s objectives.

The Cargo 2000 project, which has brought together over 80 

major airlines, forwarders and third parties such as ground han-

dlers, trucking companies and IT providers since it was founded in 

1997, is designed to implement a new quality monitoring system 

for the airfreight industry. More specifically, Cargo 2000 is about 

implementing processes backed by quality standards that are meas-

urable and data-supported, to improve the efficiency of air cargo, 

enhance customer service levels and reduce operating costs. 

Given the active support that it has shown for this industrywide 

initiative since its inception, it’s hardly surprising that Swiss World-

Cargo has earned the highest membership accolade. It’s quite an 

Cargo 2000 Classification

Swiss WorldCargo strikes platinum

achievement all the same, though: Swiss WorldCargo was one of 

only seven member airlines to score more than 81 points, the min-

imum required to be ranked as a Platinum Member.

The corresponding evaluation matrix consists of three sections, 

each with a maximum score of 100 points and each given a percent-

age weighting in the final assessment: 

-  Performance and integrity (30%), evaluating KPIs, volume   

 of shipments measured and data integrity

-  Process/degree of implementation (30%), measuring the   

 degree of Cargo 2000 implementation 

-  Contribution to Cargo 2000 community (40%), assessing   

 the company’s level of engagement with the broader   

 Cargo 2000 community.

“At Swiss WorldCargo we’ve always been recognized as a global 

leader in providing high-quality services, and being a Cargo 2000 

Platinum Member is a further confirmation of this by our industry,” 

says Christine Barden, who is Head of Transportation Processes and 

Cargo 2000 Officer at Swiss WorldCargo. “By embedding the Cargo 

2000 quality approach into our comprehensive suite of quality 

measures, we have achieved continuous improvements in our per-

formance; and we are convinced that this new membership clas-

sification system will be another major contribution to ensuring 

the transparency of quality standards in our industry overall.”  

8 Cargo Matters
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Swiss WorldCargo was one of the first airfreight carriers to have all 

the stations in its network certified to Cargo 2000 standards. It has 

also been continuously ranked among the top airlines in terms of 

published Cargo 2000 results since all members were required to 

start publishing data measured by the programme’s quality man-

agement system in 2005. 

Swiss WorldCargo has scored an average “flown-as-planned” 

result of 96% over the last five years. At the same time, it has man-

aged to improve its “notification for delivery” (NFD) result dra-

matically in the last two years: thanks to the adoption of a weekly 

monitoring system, Swiss WorldCargo’s NFD scores now average 

about 91%, with a deviation of just 2%. 

“Cargo 2000 is a continuous improvement process. And, in the 

near future, we expect to improve our already high performance 

even further,” says Shashank Mardikar, C2K Project Leader at Swiss 

WorldCargo. “With the planned replacement of our Match ship-

ment tracking system, we will provide our customers with track 

and trace information that fully complies with the latest Cargo 2000 

standards, including the five new measurements which will come 

into effect in 2013.” 

The main advantage of Cargo 2000 for Swiss WorldCargo is the 

opportunity it offers to adopt and maintain a streamlined quality 

approach. Swiss WorldCargo stations worldwide use Cargo 2000 

data to discuss performance with their handling agents on a month-

ly basis. The new tool is an excellent means of identifying and ad-

dressing potential gaps and shortcomings. And Swissport Cargo 

Services, one of Swiss WorldCargo’s prime handling agents, has also 

committed to roll out Cargo 2000 networkwide by the end of 2012.

Swiss WorldCargo believes that Cargo 2000 should be continuous-

ly further developed as the industry tool. In this respect, Swiss 

WorldCargo welcomes the recent incorporation into Cargo 2000 of 

new measurements that are specifically aimed at an e-freight en-

vironment, as these will further strengthen its commitment to pa-

perless airfreight operations.

Overall Cargo 2000 certification is reconfirmed with an audit 

every three years. For Swiss WorldCargo the next such audit will be 

conducted in November 2012.

Cargolux
Cathay Pacific

Kuehne + Nagel
KLM Cargo

Lufthansa Cargo
Schenker AG

Swiss

Agility
Air Canada

Air France Cargo
American Airlines

British Airways
Delta Air Lines

DHL Global
Forwarding

Etihad
SDV Intl. Logistics
Singapore Airlines

Cargo
United Airlines
Yusen Logistics

Geodis Wilson
Korean Air Cargo

Martinair
Panalpina

SAS
Turkish Airlines

Alitalia
Cargomind

Iberia
Qatar Airway
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North America

Making the most of testing times

By René Brechbuehl

Despite the current business headwinds, 

the prospects for the airfreight industry 

may not be that gloomy. Air cargo will con-

tinue to play a vital role in the global econ-

omy, and will remain the key to economic 

development in most corners of the world. 

Here we offer a close-up look at the North 

American market.  

North America (the USA, Canada and 

Mexico) is characterized by its highly 

developed and diversified economies. The 

United States continues to be the region’s 

economic powerhouse and – at least for the 

moment – is considered the most techno-

logically developed economy in the world, 

with a per-capita GDP of USD 47,200 (2011). 

Its industrial sector accounts for 22% of the 

country’s GDP, the service sector accounts 

for 77% and agriculture makes up the re-

maining 1-2%. 

The foundation of the Canadian economy is 

foreign trade, with the United States being 

the country’s largest trading partner. Can-

ada maintains a well-structured and highly-

developed technological and industrial 

economy. Mexico is considered to be a new-

ly-industrialized country with a mix of both 

modern and traditional industrial and ag-

ricultural facilities. The main sources of its 

income are oil, industrial exports, manu-

factured goods, electronics, automobiles, 

heavy industry, construction, food, banking 

and financial services. 

The North American economy is organ-

ized into three main economic areas: the 

North American Free Trade Agreement (NAF-

TA), the Caribbean Community and Com-

mon Market (CARICOM) and the Central 

American Market (CACM). NAFTA created 

the world’s largest free-trade area, which 

links 454 million people producing over USD 

17.2 trillion worth of goods and services 

(2010). NAFTA’s dismantling of trade barriers 

and opening-up of markets have brought 

economic growth and rising prosperity to all 

three countries. Based on the latest econom-

ic data, the North American economy still 

shows little sign of recovery from the recent 

downturn, despite some more encouraging 

predictions earlier this year.

GDP in the United States increased at an 

annual rate of 1.9% from the fourth quarter 

of 2011 to the first quarter of 2012. In the 

fourth quarter of 2011, US goods exports de-

clined to USD 380.4 billion from USD 382.7 

billion in the third quarter. GDP in Canada 

rose only 0.5% in the first quarter of 2012 over 

the previous quarter. Mexico started with a 

moderate GDP growth of 1.3% in the first 

quarter but is forecasting a more optimistic 

economic growth of 3.5% for the year 2012 

(Figure 1).

Figure 1: gDP growth for North American countries per yearly quarter (Source: tradingeconomics.com)
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At the same time, Mexico is expecting an in-

flation rate of 3%. 

Predictions for the future are notoriously 

hard to make. But unless the United States 

and the global economy show some strong 

signs of a rebound, the airfreight industry 

will continue to lag behind expectations. For 

airlines, the prime priority in such volatile 

times must be to protect their assets by care-

fully managing their capacity, exercising 

strict cost controls and using their cash con-

servatively. 

The airfreight market in North 
America: current challenges and 
future prospects

For a third year running, the economic 

recovery in North America (and the United 

States in particular) is floundering. Weak US 

job growth combined with the European 

debt crisis and a cooling economy in emerg-

ing markets like China and India are con-

sidered the main reasons behind the un-

commonly long economic slowdown. 

Airfreight does not operate in a vacuum, 

and economic swings are translated almost 

simultaneously into demand contraction or 

– in good times – demand expansions. Ac-

cording to IATA, in April 2012 North Ameri-

can carriers showed a 6.4% drop in demand 

with a 2.9% cut in capacity. The expectations 

remain soft, as most shippers are maintain-

ing cautious inventory positions. To add salt 

to the wound, with its own debt crisis Eu-

rope is currently attracting little inbound 

freight. 

As in most of the world, the fear of a fur-

ther global slowdown is clearly denting con-

fidence among North American consumers 

and producers. Besides these economic 

woes, the air cargo industry also faces a fur-

ther major challenge in the price of kero-

sene. As one airfreight executive put it: 

“With jet fuel, the price is the price. An air-

plane can’t just pull up to a different fuel 

pump if the price at one is too high. Carriers 

have usually only one or two choices of fuel 

supplier at an airport.” 

Despite these setbacks, though, the pros-

pects for the airfreight industry may not be 

too gloomy. There is no doubt that airfreight 

will continue to play an increasingly vital role 

in the global economy, and will remain the 

key to economic development in most cor-

ners of the world. Why? Because no other 

means of transportation is better suited and 

equipped to meet the economic realities. 

Airfreight accounts for over 35% of glob-

al merchandise trading today. And this is 

expected to rise considerably by 2020. The 

US Exports in 2011: ttl 1’497’389 US Imports in 2011: ttl 2’235’681

367416

282253

282253
453603

282253

33733 9334559497 106699

321955

442128

817951

 Europe     Canada     Latin America     Asia Pacific     Middle East     Africa

All values in millions of dollar

Figure 2: US trade of goods into/ex different regions: Asia Pacific region dominates trade flows with the United States. 
(Source: U.S. Bureau of Economic Analysis, bea.com)
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United States alone accounts for one-fifth 

of all global air imports and over one-sev-

enth of air exports. So despite all the bad 

news and the volatility of the markets, there 

may be some cautious optimism that cargo 

volumes could begin to move upwards once 

consumer confidence returns. 

The global wheels of economies never 

stop turning anyway, even in times of reces-

sion. Urgent replacements of spare parts, 

time-sensitive industry components needed 

for a manufacturing process at some distant 

place, pharmaceutical products that must be 

fed into logistics distribution channels, as-

paragus from California that’s expected to 

land tomorrow on a plate in a gourmet res-

taurant in Europe or a bouquet of flowers 

from Ecuador for Mother’s Day: all these 

commodities will continue to exist and will 

require air cargo services for their timely 

transportation, handling and delivery. To put 

it mildly, then, the airfreight industry in 

North America is a rollercoaster that keeps 

everybody on their toes. But as the economy 

transforms and with it the airfreight indus-

try, the changes also open up new possibili-

ties and business opportunities (Figure 2).

From left clockwise: Montreal (Canada), an aereal view of Tampa (Florida), the Statue of Liberty in New york City and a view   
of Pacific Heights in San Francisco. 
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Swiss WorldCargo in North America:
some facts and figures

2011 was a fairly good year for Swiss WorldCargo in North Amer-

ica. The first semester in particular still showed some growth. 

Tonnes flown were increased by 9% over 2010, which was six per-

centage points higher than the market as a whole. Following the 

economic developments, though, demand started to slip quarter 

by quarter from Q3 2011 onwards, and the trend has continued. 

2012 also got off to a bumpy start, despite some regional devia-

tions. The two SWISS gateways of Los Angeles and San Francisco 

produced slightly better results than some of their counterparts on 

the East Coast. Miami, Boston and Chicago showed close-to-target 

results.

Since it does not operate dedicated freighters, Swiss WorldCar-

go’s focus is entirely on marketing and selling the belly capacity of 

SWISS, mainly to European and intercontinental destinations from 

or via its Zurich and Geneva hubs. The prime emphasis here is on 

small and medium-sized consignments and special cargo that re-

quires time-definite services and/or particular care, such as per-

ishables or pharmaceuticals. 

It’s a market that is benefiting from the development and ex-

pansion of new industries, especially the broad bio-science sector: 

their basic materials, intermediate products and finished goods 

are often high-value commodities that demand special care. Swiss 

WorldCargo further specializes in commodities with a need for se-

curity, and in mail services.

Swiss WorldCargo’s North America organization consists of 46 ded-

icated staff members. And, without wishing to blow their own trum-

pet too loud, the small team were given top marks for their dedi-

cated and customer-focused service in the latest customer 

satisfaction survey (Figure 3).

Swiss WorldCargo operates ten daily non-stop services between 

Switzerland and the Unites States and Canada, connecting Zurich 

and Geneva with New York JFK, Boston, Chicago, Miami (with a 

deferred truck service to and from Atlanta), Los Angeles and San 

Francisco. Last April, a new daily operation was added between 

Zurich and Newark. Canada is served with a daily Montreal service 

from Zurich, with a deferred trucking service to and from Toronto. 

The Swiss WorldCargo North America organization also pro-

motes and sells the cargo belly capacity of Edelweiss Air. Besides a 

weekly service between Zurich and Tampa from May 2012, Edelweiss 

Air’s operations include weekly flights to and from Cancun and the 

Dominican Republic, and to Calgary and Vancouver during the 

summer season. These flights from secondary local markets give 

customers direct access to the SWISS network.  

Even if current times and circumstances are adverse, our com-

mitment stays unchanged. And our team will continue to do what 

it does best: provide good services for our customers, offer solutions 

to their logistical needs and serve them to the best of its abilities.

Figure 3: Swiss WorldCargo’s sales organisation in “The Americas” is rewarded with highest customer satisfactions     
in all elements of customer contact points compared to other airlines (Source: Customer Satisfaction Survey 2011, Swiss WorldCargo)

Highest value of satisfaction = 100  *not enough answers
Lowest value of satisfaction = 0  OAL = other Airlines
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Network news:
Newark and Tampa

In its 2012 summer schedules SWISS replaced the previous leased-in 
all-business-class Boeing 737 with its own widebody aircraft on the 
Zurich-Newark route. The daily service is now operated with Airbus 
A340-300 equipment, adding further cargo capacity to and from a 
region in which SWISS already serves New York JFK. 

Newark Liberty International Airport is a key cargo gateway in the 
Greater New York area. And with Swiss WorldCargo’s dense road 
feeder service network already in place, Newark is well situated to 
serve the entire East Coast of the United States, especially destina-
tions like Philadelphia and Washington DC.

Pharmaceutical goods are a major commodity on the Zurich-Newark 
route. Located in the heart of New Jersey and its vibrant industrial 
sector, Newark is the perfect entry point to one of the major 
manufacturing areas for pharmaceuticals worldwide, which is home 
to no fewer than 15 of the industry’s leading companies.

The non-stop SWISS Airbus A340-300 service departs daily from 
Zurich at 17:30 with arrival in Newark at 20:20 the same day. The 
eastbound flight leaves Newark at 22:00 and reaches Zurich at 11:30 
the following morning. 

In addition to Swiss WorldCargo further expanded its cargo capacity 
on 25 May with the introduction, in partnership with Edelweiss Air, of 
a direct weekly flight between Zurich and Tampa, Florida. The new 
service, which is operated with Airbus A330 equipment, opens up 
attractive possibilities for new business throughout the Swiss 
WorldCargo network.

The seasonal Edelweiss Air service between Zurich and Vancouver/
Calgary (Canada) will be reinstated in summer 2012. And Swiss 
WorldCargo’s SWISS General Cargo and SWISS X-Presso products will 
be available on the route right from the start.

A view of Newark

Sources for this article: 
www.inboundlogistics.com
www.export.gov/fta/NAFTA 
www.bea.gov
www.tradingeconomics.com
www.lath.com
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Carmine Mambro
Account Executive
Cargo Montreal
I am More with Less

What does “More with less” mean to you? 

More service with less worry for our custom-

ers, of course! Being one of the leading and 

most innovative carriers in the world, at 

Swiss WorldCargo we give individual atten-

tion to our customers.  

How did you become part of the

Swiss WorldCargo Team?

I already had some of my family members 

in the industry. So after taking my high-

school diploma, I decided to come and dis-

cover the world of logistics. I got a job at 

Swissport in Montreal in 2004. And as I 

learnt about the basic operational functions 

of cargo and saw an aircraft being loaded for 

the first time, I knew I would stay long-

term. 

Malachi Moyo
Country Manager Cargo
South Africa & Mauritius
I am Swiss at Heart

What does “Swiss at heart” mean to you?

“Swissness” to me is a synonym of quality. 

At Swiss WorldCargo we’re a multicultural 

international organization with branches in 

some 80 countries. But no matter where 

we’re from, we’re all “Swiss at heart” and 

aim to achieve the highest quality stand-

ards.  

How did you become part of the    

Swiss WorldCargo team?

I started working in the airline industry in 

1981 in my native country, Zimbabwe. I held 

various positions at Air Zimbabwe and Brit-

ish Airways before I joined Swissair in 1993 

as Manager Ground Operations in Harare. 

In 1998 I was promoted to Country Manag-

er. When Swissair’s flights to Harare were 

discontinued one year later, the Country 

Manager for South Africa gave me the op-

portunity to move to Johannesburg. I was 

offered three different positions, and I 

chose to go into cargo. I started as Network 

& Operations Manager in January 2000; I 

later became Sales Manager for South Af-

rica; and in January 2007 I was appointed 

Country Manager Cargo. 

Could you tell us something about yourself?

I am definitely a family person. I’m married 

and have three adult children. I’m also a 

workaholic, and get a lot of support and un-

derstanding from my beloved wife. It's my 

solid religious values that keeping me strong 

and ready to tackle any challenge that comes 

along. In my time off I’m a keen football fan. 

The English Premier League is my favourite, 

followed by the Spanish one. But as for my 

favourite team: I think I’ll keep that to myself!

Having gained experience and made a lot of 

contacts in the industry, I decided to explore 

the airline side. And after seven years of 

selling cargo space and earning the trust of 

the freight forwarders, I realized I had 

found my niche in sales. So I decided to 

move on and work for a reputable carrier 

like Swiss WorldCargo, where I have been 

an account executive since 2011. 

Could you tell us something about yourself?

Most people know me as outgoing, kind-

hearted and fun. I like to go out dancing and 

have fun in my spare time; but I also enjoy 

staying at home and relaxing with my wife, 

Laura.
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Leonel Alexandre
Instructor  Cargo Training
I am The Extra Mile

What does “Quality” mean to you?

If you want to deliver quality, you have to add 

value in whatever you do. So quality to me is 

the perception of continuous improvement 

among our customers, meaning that the cus-

tomer can see and experience the value add-

ed in a process. It’s the people attending a 

training session who are my main customers, 

and I constantly try to focus on adding value 

during these sessions. I believe that by pro-

viding continuous improvement, the percep-

tion of “going the extra mile” can motivate 

others to pursue the same with their custom-

ers. Quality perception can be trained, and 

has to be trained. That’s why I always like to 

say: “The only thing worse than training your 

people and losing them is not training them 

and keeping them.”

How did you become part of the

Swiss WorldCargo team?

Having done a commercial apprenticeship 

between 1983 and 1986 I started to work for 

Swissair in 1987. I joined Revenue Manage-

ment, which was called Space Control at the 

time. I started as a sales service agent and 

then became a flight controller. In 1998, 

though, I went to Lisbon to work for Swissair 

as an indoor sales agent. I returned to Zurich 

in 1999 to serve as a business analyst in Rev-

enue Management, and did that till 2007. 

Then, after 20 years in the industry, I realized 

that I knew hardly anything about what was 

beneath our feet on board. I started to read 

about the cargo business, and that’s how I got 

interested in making the move. I joined Swiss 

WorldCargo in 2007, initially as a contribu-

tion optimizer. In all my years in the busi-

ness, though, it was sharing know-how, lis-

tening, reflecting and explaining that I’d 

always enjoyed most. So when the opportu-

nity arose to become a Swiss WorldCargo 

trainer, I didn’t hesitate. That’s where I am 

today, and very happily so!

Could you tell us something about yourself?

I’m a Portuguese citizen, happily married 

and the father of two wonderful grown-up 

children. What I enjoy most in life is spend-

ing time with my partner, my kids, my close 

family and my friends. Being Portuguese, I 

am very passionate about football, of course: 

it’s a great game that really brings people to-

gether. But I'm also attracted to more serious 

things like politics. The hobby my wife and I 

Michael Ganz
Manager Flight  
Optimization Cargo
I am one Step Ahead

What does “One step ahead” mean to you?

Being “one step ahead” means being con-

sistently proactive in your daily work, and 

it means doing the so-called “little things” 

right, even when nobody is watching. This 

kind of self-motivated attitude will help us 

work effectively. It also helps us deliver high 

service reliability and ultimately fulfil the 

customer’s quality expectations of Swiss 

WorldCargo. If we are to keep this famous 

“one step ahead” and continue to serve our 

customers professionally, though, we need 

to keep investing and innovating, too.

How did you become part of the

Swiss WorldCargo team?

I joined Swiss WorldCargo as a sales repre-

sentative in Switzerland. As I had worked 

for forwarding companies in Zurich and was 

taking marketing classes, it seemed appeal-

ing to accept an offer to work for the cargo 

division of an airline. I enjoyed working out 

solutions together with our customers, 

some of whom had been my employers be-

fore I joined SWISS. That’s almost ten years 

ago now. And in the intervening years I’ve 

held various positions within the company. 

In all of my roles I’ve been able to work with 

highly motivated colleagues who demon-

strate a “can-do” attitude day in, day out. 

And that’s the kind of professional environ-

ment that I like best.

Could you tell us something about yourself?

I’m a passionate traveller who loves to ex-

plore all the angles and tastes of this world. 

Anywhere from mountain tops to cities and 

ocean shores is where I really come alive. 

My favourite locations of all, though, are de-

serted places in vast landscapes. And if I can 

share them with my friends and family, 

these pleasures are even better.

enjoy most, though, is definitely travelling: 

getting to know this world as much as we 

can, whenever we can! We have friends in 

many parts of the globe, and that is a won-

derful feeling: after all, I firmly believe that 

happiness is only worthwhile when you can 

share it.
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Judy & Jena

Swiss WorldCargo helps chimps' lives

By Silvia Cappelli 

Judy and Jena took a SWISS flight to a new 

life in January. The two young female 

chimpanzees had been rescued from a sad 

existence in Israel and been given the 

chance to relocate to an animal sanctuary 

in Brazil. Jena was even reunited with her 

parents there; and both our unusual pas-

sengers went on to find the loves of their 

lives!  

Chimpanzees may be our closest animal 

relatives, but many of them suffer a lot 

at human hands. Judy and Jena are two of 

the luckier ones: they were rescued by the 

Great Ape Project (GAP), an international 

body that is dedicated to protecting these 

animals’ rights. 

Twenty-year-old Judy was confiscated 

from her owner, an Eastern European im-

migrant who had illegally imported her to 

Israel, after years of maltreatment and a 

miserable life. Jena, who is ten, was born 

and raised in a small private zoo. She had 

been treated very well there; but GAP still 

took the opportunity to reunite her with her 

parents, who had been sent to the chimp 

sanctuary of the Anami Institute in the state 

of Paranà, Brazil, four years ago. 

So it was that Adrienne Dadon and Anat 

Beit-On of our Swiss WorldCargo team in Tel 

Aviv were contacted by a local agent special-

izing in animal transports to ensure that the 

chimps’ journey to São Paulo would be as 

smooth as possible. “It was the coldest week 

of the year in Zurich,” Adrienne recalls. “The 

temperatures had been as low as minus 

20°C at night. And even though the expect-

ed connecting time was really short, the an-

imals would still have had to spend at least 

half an hour on the tarmac, which could 

have endangered their health. So after con-

sulting our specialists from Transportation 

Management in Zurich, we advised GAP to 

postpone the shipment.” 

By a week or so later, the Zurich weather 

had improved and Judy and Jena were fi-

nally ready to travel. Adrienne and Anat 

made sure that their cages were prepared 

in full accordance with IATA’s Live Animal 

Judy holds the veterinary doctor's hand
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Jena at her new home in Brasil Judy & Jena on the tarmac at Ben Gurion Airport in Tel Aviv. 

Regulations and that all the documents 

were in place. GAP had also arranged for a 

veterinary surgeon to accompany the ani-

mals on their long journey, so a special per-

mit was issued to enable the vet to check 

them on the tarmac both in Tel Aviv before 

loading and during their Zurich transfer.  

Chimpanzees can identify each other by 

their voice, so it didn’t take long for Jena to 

recognize her parents once she had arrived 

in Brazil. She also remembered Mizrahi, a 

young male chimp who had been relocated 

from the same zoo in Israel about a year be-

fore. And Mizrahi has since become Jena’s 

life partner! 

And if the story wasn’t touching enough 

already: Judy met Omega. He had been born 

in Africa, but had been taken to Lebanon as 

a baby and forced to work in a bar. Later on 

he had been locked in a cage in a small 

country zoo, where he had grown addicted 

to cigarettes: when he arrived in Brazil, he 

became famous as the “smoking chimp”.  

Omega has kicked the habit, though. And he 

was certainly helped in the process by Judy 

coming into his life. The two primates were 

only allowed to look at each other, with no 

physical contact, for the first ten days. But 

when they did finally touch, they hugged 

one another and shouted with joy. And 

they’ve been inseparable ever since. 

If you’d like to find out more about the  

Great Ape Project, visit their website  

www.greatapeproject.org

19Cargo Matters



Jumeirah Frankfurt Hotel, Frankfurt, Germany
16 – 18 September 2012

BOOK ONLINE NOW: www.aircargonews.net

• New business outlook
• Global Freighter Availability
• The security threat to all-cargo 

operations
• Buy or lease? New or conversion?

The future for freighter operations...
If you’re connected to the freighter industry you can’t afford to miss this conference
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Airfreight Logistics (AFL) 
is a unique monthly magazine 
whichoffers airlines, shippers, 
forwarders, air terminals and 
logistics providers throughout 
Thailand the chance to be 
the first to get hold of crucial 
airfreight logistics news. Every 
issue combines essential  
information on local and  
international events with  
developments in Intra-Asian and 
Asian-global trade as well as 
interviews with key figures from 
the world of air cargo.

www.airfreight-logistics.com

Published twice a month, 
Logistics Manager (LM) 
magazine is Thailand’s only 
local-language source of  
international logistics news. 
With an internationally recognized 
circulation audit from BPA,  
LM has a directly requested and 
committed readership amongst  
Thai logistics professionals, for 
whom our sea freight news, 
shipping schedules, interviews 
and in-depth features are a must 
read.

www.logistics-manager.com
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This Issue’s Feature
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TrAde & LogisTics siAM 
THAILAND’S LEADING LOGISTICS PUBLISHER
As Asian trade continues to expand at unparalleled rates,  
Thailand has become a regional leader, combining highly-valued exports 
with the purchasing power to demand goods from all over the globe.  
Since 1997 Trade & Logistics Siam has pioneered the publication  
of shipping and logistics news in Thailand, publishing in the  
country’s native language to directly target the Thai market  
in a way that other trade publications simply  
cannot match.

We reach The Thai Logistics Market 
Like No other can.
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Zurich held its first-ever rubber duck race on Sunday 20 May. The 

event saw masses of rubber ducks racing against each other 

down the city’s River Limmat. The ducks – all 300 kilos of them – had 

been flown in for the event from Hong Kong by Swiss WorldCargo.  

The race was for charity: ducks could be bought and entered for 

CHF 10 each. All the funds raised by the event, which was the brain-

child of Basia Clauer, a pupil at the Inter-Community School in 

Zumikon, near Zurich, went to the Krebsliga Zürich.

Swiss WorldCargo supported the cause, too: our transport of the 

ducks from Hong Kong was entirely free of charge.

Like to know more? Visit www.duckracezurich.ch or   

www.krebsliga-zh.ch

Zurich Duck Race

Flying in the ducks

The starting point of the duck race at the Rathausbrücke in Zurich.
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The FIATA World Congress is the premier event for the 
international freight forwarding community. For the 
first time in 30 years, the FIATA World Congress will be 
held in the United States. Make plans now to attend.

The United States of America is the world’s largest trad-
ing nation with the world’s largest domestic economy. 
Virtually every member of FIATA does business that 
involves the United States.

Los Angeles, California is the second largest city in the  
US and home to the largest port of entry for foreign 
produced goods.

Business opportunities abound in Los Angeles and with 
other US third party logistics companies that know the 
US domestic market and are looking to expand into 
international commerce with trusted partners.

Attendees will meet with their existing US agents and 
make new connections at the FIATA 2012 World Con-
gress in Los Angeles.

For the first time IN 30 YEARS  
FIATA is going to the United States.

HYAT T REGENCY CENTURY PLAZA AT BEVERLY HILLS

LOGISTICS: MOVING THE WORLD

REGISTRATION NOW OPEN

WWW.FIATA2012.ORG

Important Dates:
7/1/12   Exhibit Reservation Deadline
9/1/12   Registration closes



Four leading companies from the recently-founded Interest 

Group Air Cargo – Swiss WorldCargo, Flughafen Zürich, Swis-

sport and Cargologic – joined forces recently at Zurich Airport to 

create an outdoor installation dedicated to air cargo.

Placed in the path of thousands of passers-by at the airport bus 

terminal throughout May and June, the installation featured one 

of Swiss WorldCargo’s brand-new lightweight containers and an 

information wall telling five airfreight stories to which everybody 

could relate. These ranged from bringing an athlete’s bicycle to the 

London Olympics to ferrying live organs for victims of a crash and 

shipping the iPad 3 to avid fans worldwide.

The aim of the initiative was to raise awareness of the vital role 

that air cargo plays in people’s daily lives as well as in the Swiss 

economy. On the export side, it’s thanks to air cargo that Swiss prod-

ucts such as pharmaceuticals, machinery, precision instruments 

and luxury consumer goods like chocolate and watches are famous 

around the world. But Switzerland depends a lot on imports, too, 

especially when it comes to fresh produce.

Raising airfreight awareness
in Switzerland

The container installation at Zurich Airport. From left: Marco gredig (EVP Marketing & Security Cargologic), 
Oliver Evans, Thomas E. Kern (CEO, Zurich Airport) and John Batten 
(EVP Cargo, Swissport).

Air Cargo at Zurich Airport:
Facts & Figures

Cargo warehouse at Zurich Airport  43,000 square metres
Cargo handled daily    1,000 tonnes
Number of pallets    3,000
Europallets    8,000
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Cargologic, Swiss WorldCargo’s long-standing ground handling 

partner at Zurich Airport, has acquired new electric tow vehi-

cles for operations at its warehouse. The replacement of the previ-

ous diesel tow vehicles is expected to cut the company’s annual 

carbon dioxide emissions by about 400 tonnes.

Swiss WorldCargo warmly congratulates Cargologic on this eco-

achievement. Swiss WorldCargo urges all its ground handling part-

ners to conserve natural resources, avoid the use of hazardous ma-

terials where possible and actively reuse and recycle, and 

encourages them to do so via the corresponding handling agree-

ments.

Find out more at www.cargologic.com

Cargologic “goes greener” in Zurich

Contest

Visit swissworldcargo.com
and win a A330-300 model
with Edelweiss livery!
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 iPod Nano offered in our last issue’s contest was won by
Mr Daniel Martin from Geodis Wilson, Madrid (Spain)
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