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Since the advent of Twitter, what used to be known as the pound 

symbol – # – has been referred to as the “hashtag”. And it’s revolu-

tionized the way we communicate. 

The hashtag is definitely one of the easiest and most effective 

ways to reach your intended audience on social media, Twitter or 

otherwise. Hashtag users can participate in real-time conversa-

tions revolving around a wealth of content.

The hashtag can also be used to underscore the tone of a post, 

or to communicate the main point or topic of a discussion. 

Most importantly of all, hashtags seem to have found their 

way through all the facets of “two-way communication”, even 

outside the social media. Using a hashtag starts a conversation or 

a discussion that doesn’t necessarily end with you having the last 

word! 

As you know, at Swiss WorldCargo we don’t want to have the 

last word. The opinions of our customers are crucial to us in 

whatever we do, as we have shown by adopting a vertical industry 

approach in the last few months. So here are the hashtags for this 

edition of “Cargo Matters”:  #Sustainability #Collaboration #trans-

port logistic #Air Cargo Europe #vertical industries #e-commerce 

#Integration #e-freight #Summer timetable 2015. 

We hope you join the discussion thread: your views really 

matter to us! So do visit us at Transport Logistic/Air Cargo Eu-

rope, follow us on Twitter @swissworldcargo or leave your com-

ments at swissworldcargo.com/Blogistics

We care for your cargo.

Oliver Evans

Chief Cargo Officer

Swiss International Air Lines Ltd.

Dear reader,  
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Companies are starting to realize that sustainable solutions – that 

benefit both business and society – can only be delivered in the 

frame of collaboration with other companies, like the “quality 

alliance” signed by Swiss WorldCargo and its handling partners 

Cargologic and SATS. 

Text by Simon Keeble

In 2012, the world’s largest 1,000 companies generated US$34 

trillion in revenues. By comparison, the gross world product was 

$85 trillion that year. With 73 million employees, the global 1,000 

commands at least 50 percent of the world’s market capitalization. 

According to the U.N. the ‘global 1,000’ can now influence bil-

lions of people around the world, from employees to suppliers, 

customers and even regulators.

However U.N. secretary-general Ban Ki-moon warns: “The 

threat to prosperity, productivity and our very stability is clear. 

Market disturbances, social unrest, ecological devastation and 

natural and man-made disasters near and far directly affect your 

business – your supply chains, capital flows, your employees and 

your profits.”

A new report authored by MIT Sloan Management Review, the 

Boston Consulting Group and the U.N. Global Compact, says for 

many companies it is no longer enough to manage such risks with 

scenario planning and other management tools: “No single com-

pany can surmount these risks by itself. As our research found, the 

path to sustainable success is travelled with others,” say the authors.

Based on a survey of more nearly 4,000 executives and manag-

ers from 113 countries, the study found that while 90 percent of 

respondents recognize the importance of sustainability collabora-

tion, only 47 percent reported their companies are actively doing 

anything about it. Overall, the survey discovered:

– 39% of respondents said their companies publicly report their   

 sustainability efforts, a 15 percent increase over the past four   

 years.

 – The number of companies that have sustainability as a top   

 management agenda item rose from 46 percent in 2010 to   

 65 percent in 2014.

– Between 2009 and 2014, the percentage of companies that   

 have not created a sustainability business case has dropped   

 from 42 percent to 23 percent.

The authors note these changes are consistent with sustainability 

collaboration becoming more strategic and transformational in 

nature. 

Collaboration key to sustainable business 

Daniel Boy, AVP Customer Airlines (SATS) - Markus Schürmann, Executive Vice President Customer Relations + Landside Handling  
(Cargologic) - Marco Gredig, Managing Director (Cargologic) - Andreas Stöckli, CEO (Rhenus Alpina) - Oliver Evans, CCO (SWISS) -  
Alexander Hungate, President and CEO (SATS) - Ronald Yeo, SVP Cargo Services (SATS) - Christian Wyss, Head of Procurement   
(Swiss WorldCargo) - Urs Stulz, Head of CSG (Swiss WorldCargo)
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In addition, they say companies  
that include sustainability as a top  
management agenda item are more 
than twice as likely to pursue  
strategic or transformational  
collaboration that could include 
partnerships with other companies, 
academic institutions, governments 
and NGOs.

“Companies like Walmart can’t be sustainable on their own,” explains 

Gregory Unruh, professor at George Mason University. “To be sustain-

able, Walmart needs a sustainable supply network, sustainable cus-

tomer base and even a sustainable economy in which to operate. To 

achieve their goals, companies inevitably become strategic partners 

in a global process of sustainability transformation. Cutting a check 

to the boss’s favorite charity doesn’t do it anymore.”

And the more that companies learn from their sustainability 

partnerships, the more successful they are: “There are definitely 

increasing returns to collaboration. We’ve seen that the more you 

do it, the better you get at it,” reports Ulrich Wassmer, professor of 

strategy at Lyon’s EMLYON Business School.

Coincident with the reports findings, 

Swiss WorldCargo has signed a  
„quality alliance“ agreement with 
ground handlers Cargologic and 
SATS to jointly provide e-initiatives, 
temperature-controlled transport 
management and specialized hand-
ling solutions to shippers.

According to their MoU, the aim of the three companies is to fa-

cilitate „exchange and mutual learning“ between the air cargo 

communities of Singapore and Switzerland as both have a com-

mitment to open markets, innovation and quality leadership.

They also say they will share knowledge and best practices and 

collaborate in the fields of information technology, facility devel-

opment, joint training, „staff/management attachments“, and 

joint innovation workshops.

Oliver Evans, SWISS’ Chief Cargo Officer and Head of Swiss 

WorldCargo, notes: „Both SATS and Cargologic are trusted part-

ners and help us achieve our goal of being a global leader in the 

transportation of care-intensive shipments. We are very excited 

to embark on a long-term collaboration with them as the reliabil-

ity of ground processes is a key differentiating factor.“

As a first step in their new venture, the companies have 

agreed to develop Good Distribution Practice (GDP) at Cargolog-

ic‘s certified cool chain facilities and SATS network stations (par-

ticularly Zurich and Singapore), and to promote various premi-

um and added-value airfreight products for Swiss WorldCargo. 

The parties say they also want to develop joint e-initiatives and 

„explore preferred service partnership arrangements“.

Cargologic managing director Marco Gredig comments: 

„There‘s no denying that efficiency and consistency are key ele-

ments in sustainable business operations.“ Alex Hungate, presi-

dent and CEO of SATS adds: „We are excited about these specific 

collaborative opportunities...This focus aligns very well with 

SATS‘ own airfreight handling capabilities across Asia.“

Cargologic handles up to 500,000 tonnes of air cargo each 

year in Switzerland; SATS operates in 42 airports and 11 countries 

From left: Marco Gredig, Oliver Evans, Alex Hungate
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Air Cargo Europe 
Where:  Forum III, Hall A4
When:   Thursday 7 May, 16:00 

Swiss WorldCargo will be supporting a conference session on 
sustainability in the logistics industry at the coming Air Cargo 
Europe 2015, which takes place in Munich from 5 to 8 May. As part 
of Transport Logistic, the world’s leading trade fair in the logistics, 
mobility and supply chain fields, Air Cargo Europe attracts some of 
the industry’s most distinguished representatives to discuss the 
latest issues and trends. 

The sustainability session, which will be held on Thursday 7 May at 
16:30, will go under the title “What price ignorance? Logistics 
is the key to a sustainable global economy”. It’s a well-known 
fact that the European Commission has valued the world’s logistics 
industry at EUR 5.4 trillion of global GDP. But not everybody knows 
that the real value is far higher. Societies today will collapse much 
faster without logistics than through climate change. So is supply 
chain collaboration the key to sustaining people and profit on an 
increasingly resource-limited planet? What leadership role can and 
should the logistics industry adopt in the face of increasing global 
risk? This unique event will explore some of the options here for the 
first time. 

With moderation by Simon Keeble (FreightWeek, HU Digital Media), 
some outstanding speakers will try and answer some of the 
questions above on the Air Cargo Europe podium, with topics 
relating to the three “Ps” of sustainability: People, Profit and Planet. 
Shankar Venkateswaran, Head of the Tata Sustainability Group 
(TATA Group), will open the session with an overview of sustainabil-
ity in logistics. Martin Willhaus, President of the Kühne Founda-
tion and Kühne Logistic University, will talk about the importance of 
engaging, motivating and retaining people. Mike Wilson, Global 
Head of Logistics at Panalpina, will introduce the profit principle of 
“reverse logistics”. Mads Stensen, Global Advisor on Sustainability 
at MAERSK line, will lead a “planet”-related session. And our own 
Oliver Evans will present sustainability as a company philosophy. 

The final programme for the event will be available at 
swissworldcargo.com and at aircargoeurope.com

across Asia and the Middle East; and Swiss WorldCargo trans-

ports high-value and care-intensive consignments to some 120 

destinations in over 80 countries.

As the three logistics companies embark on their new alli-

ance, Georg Kell, executive director of the UN Global Compact, 

sums up the need for collaboration: “With commercial activities 

and investments reaching every corner of the earth, companies 

increasingly face complex uncertainties and risks related to so-

cial, environmental, and governance issues”.  

Many of these challenges - such as corruption, climate change 

and discrimination - cannot be tackled by a single organization, 

making it critical for companies to join together as never before. 

Companies are starting to see that when they provide a collective 

voice, share risks, and pool resources, they can deliver trans-

formative solutions that benefit both business and society.”

Visit us at
Transport Logistic!
5-8 May 2015
Messe München
Munich, Germany
Booth B1.101/202

“The three Ps of sustainability – People, Planet and Profit – cannot 
be seen in isolation. And it is a company’s attitude – its values and 
its ethics – that needs to form the links between these three 
sustainability pillars and carefully connect them.” 

Planet
Managing resources and our environment for future generations.

Profit
Creating a platform for reliable long-term profitability, funding 
investments and building stakeholder value. 

People
Attracting, retaining and motivating talented individuals and teams,
as well as taking ownership for everything we do.
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E-commerce: the integration game 

VERTICALS

As e-commerce continues to grow, most air cargo carriers are 

still only just beginning to work out what this will entail for their 

business and what role they can have in the game. One thing is 

clear: it’s a game they cannot play on their own. Silvia Chacón 

Ramos, Vertical Industry Manager Postal Services at Swiss World-

Cargo, shares her insider’s view. 

Text by Silvia Chacón Ramos, Vertical Industry Manager Postal Business

What is the role of air cargo carriers in the “e-commerce game”? 

I attended a conference about e-commerce and fulfilment at 

the end of January, and every segment of the supply chain was 

strongly represented except ours: trucking, shipping and air cargo 

companies, the middle link of the entire chain. Yet without this 

segment, the fulfilment of the “e-commerce promise” could be se-

riously threatened. 

So what’s the issue? What is the “e-commerce promise” all about, 

and why do I dare to think that air cargo carriers, and more spe-

cifically we at Swiss WorldCargo with our vertical industry manage-

ment approach, could contribute a lot to it? What is the role of 

postal operators and our collaboration with them? eMarketer fore-

casts that e-commerce will grow from the USD 1.471 trillion of 2014 

to USD 2.356 trillion in 2018. So air cargo carriers had better try 

and play the game. And I believe we have many trump cards here!

Customers’ expectations
“Speed is the new battleground”, BBC News business corre-

spondent Matthew Wall tweeted about the Christmas e-commerce 

peak in December 2014. 

Nobody likes to wait three weeks 
to receive the item they purchased, 
so more and more businesses 
will move from ground or sea to 
air transportation. 

No wonder airlines like ANA are putting their focus on express and 

e-commerce. An IMRG consumer delivery survey already showed 

clear findings here back in 2010: in the eyes of the customer, good 

or bad service is all down to the retailer and the brand that is as-

sociated with it.
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The 2014 IMRG Blackbay UK Consumer Home Delivery Survey high-

lighted, in addition, that more than 75% of customers expect their 

providers to be able to anticipate by having access to online track-

ing, an “in-transit” SMS or email pre-delivery advice and clear de-

livery information prior to ordering. The most valued information 

(according to over 80% of respondents) regarding the update on 

delivery would be a warning if there is going to be a delay. Oh, and 

by the way, they want it all for free. May I wrap it up? The custom-

er wants speed and information. And they don’t want to pay for it. 

Fulfilment and distribution centres, warehouses and manufac-

turers: they are all developing technology and solutions to offer the 

panacea to these demands. Postal operators worldwide have un-

derstood the need to take a step forward and offer more products, 

more technology and more solutions. Tests are also being conduct-

ed to use drones for parcel delivery. 

Airlines offer the speed but we need to work harder on commit-

ment and the information side: if the middle link does not develop 

sufficiently, the parcel I ordered will be stuck in transit because of 

some flight cancellation, and I will not understand what is going 

on and blame it on the retailer.

Shaping the future
Postal operators and their massive infrastructures are the air-

lines’ key partners for this supply chain link. Companies such as 

Amazon have already understood this and entered a deal with Roy-

al Mail to cover the “last mile” delivery. Cathay Pacific seems to be 

of the same view, and is already targeting e-commerce with post 

offices. So integration seems to be the answer. 

B2C e-commerce Sales Worldwide
2013-2018
trillions and % change

2013

$1.233

2014

$1.471

2015

$1.700

2016

$1.922

2017

$2.143

2018

$2.356

19,0% 19,3%
15,6% 13,1% 11,5% 9,9%

CAGR (2013.2018) = 13,8%; includes products and services ordered and leisure and unmanaged 
business travel sales booked using the internet via any device, regardless of the method of payment 
or fullfillment; Source: eMarketer, July 2014

B2C e-commerce sales % changes
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viding the platforms needed to 

share the information throughout 

the vertical chain. Remember: the 

customer wants information, and 

we can only develop slickly if we 

have the data to do so. Look at Meta-

Pack: they integrate some 240 deliv-

ery companies worldwide into their 

system to handle the delivery part 

of online transactions for 80 of the 

UK's top 100 retailers. 

MetaPack decides which carrier 

represents the best value for the re-

tailer and handles all the tracking 

data so everyone can know exactly 

where the parcel is on its journey at any time. You can only do this 

with technology and information; are we willing to hop in and row 

on that boat and use an integrated approach with more extensive 

and intensive cooperation with all the chain levels to offer a cus-

tomer centric, future proof business model? Of course we are.   

Silvia Chacón Ramos

Only by becoming a “virtual inte-
grator” can we have a role as the 
central link in the whole chain. The 
e-commerce game, for air cargo car-
riers and their essential partners, the      
forwarder, is an integration game.

2014’s Black Friday and Cyber Monday promotions caused an un-

precedented online spike that overwhelmed retailers and logistics 

providers. But once the sale was over, the traffic dried up. How does 

the entire industry cope with this kind of situation? How can the 

information be shared, the forecasts be used and the products be 

adapted to avoid a weeks-long jam? Or do we prefer to work on 

customers’ expectations, to steer the demand in a different way? 

Whichever track we take, the solution needs to be worked out to-

gether with the airlines. And we are not lacking in ideas here.

Deeper IT development will be necessary, hand in hand with pro-

What would make receiving deliveries more convenient?

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

IMRG Blackbay UK Consumer Home Delivery Survey

2013/14

Access to online order tracking

Ability to change the delivery day or location

An "in transit" SMS or e-mail pre-delivery advice

A call centre to rearrange a delivery

A call centre to handle delivery queries

Click and Collect – Retailers store

Click and Collect – Locker

Click and Collect – Convenience store

Clear delivery information prior to ordering

Local alternative delivery point

Delivery to a "safeplace"

Same day delivery

Specific delivery time slot

Evening delivery option

Sunday delivery option

Saturday morning delivery

Specific delivery day

Specific delivery instructions
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Making of "World of SWISS"
Text by Céline Högger

Experience the world of Cargo!
SWISS wants to bring “the world of cargo” closer to the passen-

gers. Not everybody knows what is there behind air cargo transpor-

tation. Most passengers don’t even know that under their seat there 

is a compartment filled with commodities which are essential for 

the world trade. 

In cooperation with the web agency Hinderling Volkart, two vid-

eos were released to complement the feature “The World of Swiss” 

on swiss.com, to show the process behind the transportation of pets 

and pharmaceutical goods. 

Three days of shooting at the warehouse, animal care centre 

and on the tarmac. In the first video, we simulated the transpor-

tation of a pet and hired a dog actress, “Ella”. This shoot was not 

an easy one: we fought against the icy weather while “Ella” fought 

against boredom: being transported was not so exciting for our 

star actress, her, though she made a great job.

In the second video, we show the transportation process for 

pharmaceutical products with our “SWISS °Celsius Active” solution. 

Our handling partner Cargologic helped us to simulate the accept-
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ance and preparation of a shipment. The video shoot was seamless 

until we had to move outside to the tarmac: the weather put a span-

ner in the works, in fact, and the shooting plan had to be adapted. 

It was snowing and raining at the same time! But when the going 

gets tough the tough get going and the well experienced and com-

petent film crew knew managed to complete the shooting. 

Watch the videos and pictures and learn interesting facts about 

the cargo world on world-of-swiss.com.
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A few questions to Markus Loeffler
Head of Quality & Safety Assurance at Swiss WorldCargo

VIEWS FROM THE TOP

Interview by Silvia Cappelli 

Markus, if a child asked you what you do, what would you say?

I would compare it with going to school. When you walk to school, 

if you need to cross the road you’ll use the pedestrian crossing. Oth-

er road users also have to adhere to certain regulations, to avoid ac-

cidents. And once you’re in the classroom, you’ll learn a lot of useful 

things for your future career. 

The job of my team is to make sure that the transport of goods by 

air and overland is performed in a safe way, through adhering to 

regulations and operating within predefined performance param-

eters. And the skills and qualifications that enable our staff to use the 

tools and systems involved are provided by our training department.    

What did you want to be when you were a boy? And how did you end up 

in the airfreight industry?

Like so many boys before and after me, I always wanted to be a 

train driver or a pilot. I actually achieved the latter some years later 

when I earned a private pilot’s licence, which I followed with a com-

mercial pilot’s licence for the Piper Seneca turboprop. I spent a lot of 

my leisure time back then flying around Switzerland and Europe 

from Mollis in Canton Glarus. 

As for how I ended up in this business: after my apprentice-

ship and some jobs and studies outside the airline industry, I 

joined Swissair Technical Services as an aircraft engine inspector. 

A few years later and shortly after I’d got my PPL, I moved to 

Swissair Flight Support to become a navigation officer program-

ming the flight management system or FMS database. 

Later, and after taking a degree in marketing, I started to sell FMS 

databases to other airlines. When Swissair decided to sell the whole 

business unit to Lufthansa, I left and joined Swisscargo. I thought I’d 

only stay in cargo for a few years, to broaden my industry expertise. 

That was 16 years ago! Air cargo is fascinating, and is definitely an 

underestimated sector.

What would you say are the “pleasures” and “sorrows” of your job?

I love working in an international environment. I also like the 

diversity of the issues I deal with on a daily basis. 

Swiss WorldCargo is like a small family, too, where everybody 

knows everybody. I like the way people engage with each other in 

training sessions and meetings, regardless of roles, gender and cul-
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ture. On the other hand, what makes me sometimes feel helpless 

are stakeholders in this industry overriding the integral approach 

of harmonizing processes just for their particular interests. 

What are the most urgent challenges that you’re facing at the 

moment? 

Regulations!

The airline industry is already high-
ly regulated. But it seems that even 
more regulations will be introduced 
over the coming years.

A second big challenge is the steady increase in shipments contain-

ing dangerous goods or DGs. Economists predict that by 2020 over 

50% of all non-food merchandise will be ordered via the Internet. So 

e-commerce looks set to grow disproportionately in the next five 

years. We’ll have to be prepared for more challenges here: not only 

because the way we shop in the future will add complexity to the 

supply chain, but also through the characteristics of the commodi-

ties involved. So as airports and handling agents continue to invest 

in security measures, it will be of vital importance that we airline 

people are able to cope with the increased safety issues, such as bat-

tery incidents or hidden DGs. This also means increasing our train-

ing; and, if we’re to continue to guarantee safe transportation, we’ll 

need to regularly reassess and readjust our internal processes, too. 

By the way, did you know that in most languages – including German, 

Italian, Spanish and French – there’s no separate word for “safety”?  

What would be your wish for the future of our industry?

I see great potential in automating the standard processes 

among the stakeholders in the supply chain. Not particularly in the 

physical process of shipping goods from A to B, but more in how 

our industry exchanges information. In addition, the regulators 

will have to agree on how to harmonize the various risk regimes 

that are currently in place around the world. And last but not least, 

we need to invest in new technology, to simplify processes and be 

more attractive to investors. Our industry needs more attention. 

And here I would love to see more self-marketing, showing the add-

ed value that this industry brings. We must change its public image 

from being a pure cost factor and a supplicant to the economic en-

gine that the supply chain represents. 

What do you do when you’re not working? 

We have two teenagers in our family, and we love to go skiing in 

winter and do all kinds of water sports in summer. We also very much 

like travelling, so it’s a fantastic opportunity to be employed by SWISS.  

Do you have a dream that you keep in the drawer for a later stage in 

your life?

More than one! The thing about dreams is that sometimes they 

materialize and sometimes they don’t. So you always have your 

“Bucket List” to work on!

Markus Loeffler in brief

Born in Hergiswil in Central Switzerland, Markus grew up in Zurich 
and then moved to Schmerikon, a little village at the head of Lake 
Zurich, where he still lives with his family. Married since 1995, he 
has two children, aged 14 and 16. 
His working career started in 1989, when he joined Swissair’s 
Technical Services. In 1991 he moved to Flight Operations, where he 
worked for nine years before joining Swisscargo as General 
Manager Sales & Marketing Switzerland. At Swiss WorldCargo he 
spent some time as Head of Marketing Europe, and moved from 
there to take on the challenge of replacing CARIDO, the legacy 
system from the Swissair Cargo Division, with the new SwissWorx 
booking system. In 2009 he took over Business Services & Quality; 
and he has been Head of Quality & Safety Assurance since 2011. 
Markus also represents Swiss WorldCargo on the SWISS Safety 
Board and Risk Management Committee.   
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Interview by Silvia Cappelli 

Hans, what are the main hurdles in Switzerland that are preventing 

the greater penetration of e-AWB and e-freight in general?

The change from paper air waybills to e-freight is a slow process 

involving many stakeholders. The Multilateral e-AWB Agreement 

has to be signed, rules and regulations for every destination need 

to be observed, standard operating procedures have to be estab-

lished. But most importantly, a change of mindset needs to take 

place. The paper process is well established, and paper-free e-

freight is still the exception rather than the rule. In many compa-

nies e-freight doesn’t rank high on the priority list, either. 

To promote the switch to e-freight, 
carriers should think about offering 
benefits for e-freight shipments – like 
shorter cut-off times through “fast-
lane” acceptance of the shipments 
concerned.

What has the role of Schenker been in implementing paperless air 

cargo processes in Switzerland?

We’ve been active participants in the e-freight project right from 

the beginning. In the first few years the progress was steady, but 

slow. Many legal and operational obstacles were encountered. We 

took a pragmatic approach, and changed to e-freight lane by lane. 

The Multilateral e-AWB Agreement helped to accelerate the process. 

After the launch of our internal e-freight initiative in 2014, the 

project gathered momentum. Last year we expanded our e-freight 

network considerably. Currently all of our six airfreight offices in 

Switzerland are “e-freight live”. With ten of our preferred carriers 

we now ship an ever-growing number of completely paperless e-

freight consignments to more than 30 destinations. 

E-freight simplifies the process, and not only for forwarders and 

airlines: our customers are also benefiting. As the shipping docu-

ments are received electronically, the manual sorting and archiving 

are no longer necessary. The advantages are obvious: e-freight low-

ers costs, improves data accuracy, speeds up the process and helps 

the environment. 

INDUSTRY

What we need is a mindset change!
A few questions about e-AWB for Hans Schütz, Head of Airfreight for DB Schenker 
Switzerland
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What targets have you set for the future on this front?

In 2015 we want to again double the number of completely pa-

perless EAW shipments and increase the number of active lanes to 

50+. Our staff are encouraged to challenge the current processes 

and look for opportunities to avoid printing paper. Our new              

eSchenker portal will also be helpful to our customers, allowing 

them to enter their transport orders and follow the progress of the 

shipment online. Together with Swiss WorldCargo, we want to con-

tinue to be our industry’s innovation leaders, fully committed to 

making e-AWB a success.

Swiss WorldCargo and Schenker have been working together since the 

inception of e-freight in Switzerland. With IATA’s Multilateral e-AWB 

Agreement, Swiss WorldCargo and Schenker managed to set up a 

truly effective process which has been generating an ever-increasing 

number of e-AWB shipments over the years. How can the collabora-

tion further develop now? 

Swiss WorldCargo was the first carrier we started e-freight with 

back in 2009. SWISS has always been very helpful in establishing 

e-freight processes for new routes. For this year we plan to be one 

of the pilot forwarders for the new single process in Geneva, which 

is aimed at boosting the number of e-freight shipments there. 

We enjoy an excellent relationship 
with Swiss WorldCargo and really 
benefit from their wide expertise. 
And, together with them, we’re ex-
ploring opportunities to further ac-
celerate the adoption of a paperless 
transportation service.

How can the e-AWB impact other forms of e-business: shipment 

tracking, e-booking and so on? And do you think that a more efficient 

exchange of electronic data could encourage different ways of 

collaborating among the various players (such as an easier integra-

tion of services)?

E-freight relies on electronic messages. The easier it is for ship-

pers to exchange the data with their forwarder, the better. Various 

possibilities exist here, from industry solutions such as the new 

e-freight portal that’s been developed in cooperation with IG Air 

Cargo and Spedlogswiss to forwarder solutions like our eSchenker 

portal. The benefits: multiple data entry can be avoided, data ac-

curacy improved and seamless tracking established. 

Hans Schütz, who is 59, has been in the air 
cargo industry for well over three decades. 
He started his career with Schenker 
Australia in the early 1980s. After returning 
to Switzerland he went on to hold various 
positions within the Schenker organization. 
He currently serves as Head of Airfreight 
for Schenker Switzerland, with responsibil-
ity for their six airfreight offices.





Timetable News 2015

INFO GUIDE

Swiss WorldCargo has great news in its 2015 summer schedules: 

more frequencies on existing intercontinental routes, plus a 

wide range of brand-new additions to the European network. 

The short-haul network will see more new destinations opened 

than ever before. Cargo capacity will now be available to Dres-

den, Gothenburg, Helsinki, Krakow, Leipzig, Ljubljana, Naples, 

Oporto, Sofia, Thessaloniki, Toulouse, Riga and Zagreb. Stay tuned 

for more information about business opportunities on these new 

routes!

Additionally, you’ll find more opportunities to and from the      

following destinations: Chicago, San Francisco, Montreal and       

Beijing.

Focus of this year’s “Swiss Shippers Council Cargo Forum” was 

“the future of the Swiss airfreight market”. Last January, over 

150 attendees, including shippers, forwarders, airlines and oth-

er industry players such as GSAs, handling agents, airports and 

industry associations, gathered in the alpine setting of Inter-

laken in central Switzerland, to discuss the status and the future 

of the industry in the country.

Presently, the most urgent challenges the Swiss air freight in-

dustry has to face is the effect of the strong Swiss Franc on Swiss 

exports and the need to renegotiate the bilateral treaties with the 

EU countries after the results of last year’s referendum - the fed-

eral popular initiative “against mass immigration” - that restricts 

immigration into the country. 

Other hindrances are related to the strict Swiss and EU regula-

tions in terms (eg. night bans at the main airports) of air traffic and 

inadequate infrastructure. Overall, there is a need for more state-

of-the art, yet sustainable, infrastructure. Airports, for instance, 

must be be ready to provide more and more dedicated facilities for 

carrier’s increasingly specialized air cargo solutions. 

The future of the Swiss airfreight market

According to Oliver Evans, “It is 

especially through partner-

ships and integration that we 

can face the present and future 

challenges of the industry, as 

well as by listening to our cus-

tomers and partners in order to 

offer more and more custom-

ised solutions“.

Positive signals came from him and IATA’s global head of cargo, 

Glyn Hughes, who presented a rather optimistic outlook of the in-

dustry. Evans and Hughes also issued an urgent appeal, though: 

airfreight processes have to fundamentally change, especially in 

terms of digitalisation. Peter Somaglia, head of IG Air Cargo, the 

driving force behind the e-freight project in Switzerland, demon-

strated that the country’s logistics industry has made significant 

progress in this matter in the last years, and is convinced that it will 

operate paperfree very soon.
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From left: Dresden, Helsinki, Naples



What if we only hired diabetics to work in 
the active cold chain? Would they take more 
care handling healthcare products? We think 
they would. They know what happens if they 
don’t get insulin. 

Of course we don’t just employ diabetics. 
But we do share their understanding of the 
value of what we ship in our containers. 

We educate the members of the active 
cold chain on the difference they make to 
the lives of diabetics and others who rely 
on healthcare products. Because people 
do a better job when they understand the 
importance of why they are doing it.

Anna Klettner is one of those people. 
She is a diabetic and she works for us.

+13,8%

flight destinations
Swiss WorldCargo
network
summer 2015

E-commerce
sales

growth forecast
from 2013

to 2018

e-AWB 
shipments

+100%
in 2014 

worldwide

498.867
tons of cargo 
handled at Swiss 
Airports
in 2014

4000 Live Animals transported in 
2014 around the SWISS network

Biggest truffle on earth transported by
Swiss WorldCargo auction bid $61,250!

 ~4000 
Followers

and fans of
Swiss WorldCargo 

on social media

+13 

1,89 Ki
lo

gr
am

96,1%*
Flown as planned

2014 
(*Dep ALL)
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Michael Ganz, currently Head of Contribution Management, has 

been appointed Senior Manager, Head of Cargo Northeast USA 

& Canada.

After successfully leading Cargo UK, Ireland & the Nordics for the 

last few years, Colin McInnes has been named as our new 

Manager Cargo Chicago. 

Jack Lampinski continues to head our North and South America 

organization as Senior Director, Head of Cargo Americas. 

Adolfo Liguori becomes Senior Director, Head of Cargo 

Switzerland, France & Benelux, with responsibility for Switzer-

land, France, Belgium, Luxembourg and the Netherlands.

Jochen Leibfritz has been appointed Director, Head of Cargo 

Central & Northern Europe. His area of responsibility here 

comprises Germany, Austria, Denmark, Norway, Sweden, 

Finland, Poland, Slovenia, the Czech Republic, Slovakia and 

Hungary. 

Angelo Toffanin has also been promoted to Director and 

appointed Head of Cargo Southern & Eastern Europe & the UK. 

His area of responsibility: Italy, Spain, Portugal, the UK, Ireland, 

Greece, Cyprus, Bulgaria, Kosovo, Romania, the Balkans, Russia 

and Turkey. 

Shankar Iyer has been appointed Director, Head of Cargo 

Africa, Middle East & India. The countries in this region include 

South Africa, Kenya, Tanzania, Israel, Egypt, the United Arab 

Emirates, Oman, Sri Lanka, the Maldives, India and Bangladesh.

Tod Mawhinney becomes Director, Head of Cargo Far East. His 

area of responsibility includes China (Hong Kong, Beijing and 

Shanghai), Taiwan, Japan, South Korea, Thailand, Vietnam, 

Cambodia and Singapore.

Jack Lampinski 
Senior Director 
Head of Cargo Americas

Michael Ganz 
Newly appointed 
Senior Manager 
Head of Cargo Northeast 
USA & Canada

Adolfo Liguori  
Senior Director 
Head of Cargo  
Switzerland, France & 
Benelux

Tod Mawhinney 
Director  
Head of Cargo Far East

Shankar Iyer 
Director  
Head of Cargo Africa, 
Middle East & India

Jochen Leibfritz 
Newly appointed 
Director  
Head of Cargo Central & 
Northern Europe

Angelo Toffanin 
Newly appointed 
Director  
Head of Cargo Southern 
& Eastern Europe &   
the UK

Global Area Management – Update

Colin McInnes  
Newly appointed  
Manager Cargo Chicago
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Giant white truffle transported
by Swiss WorldCargo

A white truffle from Italy, said to be the 

largest ever found in the world, was trans-

ported by Swiss WorldCargo and sold for 

$61,250 at a Sotheby’s auction in New York 

last December. The truffle, which weighed 

4.16 lbs (1.89 kg), was purchased by a buy-

er from Taiwan who bid by telephone. 

White truffles, one of the most coveted 

and expensive delicacies in the world, 

are found only in certain areas of Italy from 

October through December. They grow wild 

in forests and are detected by specially 

trained dogs and experienced hunters. They 

vary in size and are valued for their flavor 

and aroma.

The massive fungus was discovered in 

the region of Umbria, in central Italy, by Sa-

batino Truffles, one of the largest suppliers 

of truffles in the world, and transported 

from Rome to New York via Zurich as SWISS 

Valuables on behalf of the forwarding com-

pany OTS. 

The Balestra family of Sabatino Truffles 

said it plans to donate proceeds from the 

sale to several charities.
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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 directly 

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

ters. Employees of Swiss International Air Lines Ltd. (including 

Swiss WorldCargo’s GSA) and their relatives may not participate. 

All rights are reserved, and there shall be no recourse to any legal 

action.  

And the winner is...

The Samsung Galaxy Tablet offered in our last issue’s contest was won 
by Marc Poitras, DHL (Canada) 

INFO GUIDE

Get on swissworldcargo.com and win a 
Nike+ FuelBand

The four elements of our activities –
with personal counselling and
customised solutions.

Wherever your goods are to be delivered – you can place your trust in 70 years of experience
in the global transportation of goods. Be it on water, across land or in the air. We are perfectly
networked around the globe and at home wherever you are. Worldwide and efficient.

Lamprecht Transport Ltd.
P.O.Box
Peter Merian-Strasse 48
CH-4002 Basel

P +41 61 284 74 74
F +41 61 284 74 44
mailbox@lamprecht.ch www.lamprecht.ch

Road TRanspoRT
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www.zurich-airport.com

As an air freight hub, Zurich Airport guarantees efficient handling, transfer and 
delivery times. Thanks to highly-qualified partners in the air and on the ground, 
it also ensures that your consignments arrive quickly and safely at their destinations. 
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