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Lydall Transport

With two distribution centers 
located in Monson, Massachusetts
and Newport News, Virginia,
Lydall Transport offers the latest 
in one stop shopping. 

Our own truck fl eet, complete EDI 
capabilities, RF scanning, import/
export services and warehouses 
keep your products on the go.

800-365-9186 x340   LYDALLTRANSPORT.COM

ONE STOP SHOPPING 
KEEPS YOUR BUSINESS MOVING

277025_Lydall.indd    1 11/4/06    11:52:05 AM

IMPORTED GOODS: Ideal for palletizing incoming goods that arrive floor loaded in
containers.

EXPORT READY ANYWHERE!: Ideal for exporting goods, ISPM 15 approved AS IS! 
No additional costly treatment
required.

CLOSED LOOP SYSTEM: Strong
enough for reuse, low cost allows
for affordable pallet loss.

NESTABLE DESIGN: Uni-body
molded design allows 70% less
shipping & warehouse space than
wooden pallets.

FREE FEATURES: Clean, dry, odor,
nail, bug, mold & bark free. Full
4-way entry allows more pallet
loads per shipment.

Presswood pallets are available in
most domestic sizes plus, GMA &
Euro, full & half sizes.

Contact Litco Today! 
Phone: 330-539-5433 or 
info@litco.com

INCA: THE BEST PALLET FOR
IMPORT & EXPORT SHIPPING

EXPORT APPROVED, DOMESTIC PROVEN

280672_Litco.indd    1 11/4/06    11:47:47 AM

324 Pleasant
P.O. Box 1339
Waco, TX  76703
www.tejaswarehouse.com

Gaylan Y. Beavers
President & CEO
254-752-9241

Tom Greene
Vice President & 
Director of Logistics
254-753-0301

Warehouses located in: Waco, Hillsboro, 
Waxahachie, and Corsicana

1-800-535-9786
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PROVEN SOLUTIONS 
FOR 3PLs

HELPING YOU DELIVER 
EFFICIENTLY AT THE 
LOWEST COST

At TZA we have all kinds of ideas 
to help you walk the tightrope of 
exceeding customer expectations 
while remaining cost-competitive.

With ProTrack® Labor Management 
Software you can:
•  Measure associate performance
•  Improve labor planning, avoiding  

excess overtime and temp help
•  Eliminate costly bottlenecks
•  Obtain at a glance reports that give

you total visibility on your DCs, 
departments, employees and tasks

TZA can also help you:
•  Decide on your DCs location, size  
 and layout
•  Select the materials handling 

equipment that will effectively 
accomplish your purposes at the 
right cost

www.tzaconsulting.com
(847) 540-6543

309479_TomZosel.indd    1 11/17/06    11:52:01 AM



Catch the 
Wave at…

Collaboration is not
only the wave of the
future, collaboration

is key to success. According to
a recent study, collaboration is
a key driver of overall perfor-
mance for companies around
the world. In fact, its impact
is twice as significant as a
company’s aggressiveness in

pursuing new market opportunities and five times as
significant as the external market environment.

Collaboration with your customers, staff, colleagues,
government agencies, trade groups and even your com-
petition is crucial to running a profitable warehouse lo-
gistics business and is the theme of IWLA’s 116th
Annual Convention.

The event will stimulate your thinking, spark new
ideas and reveal concepts that will enhance your business
and positively impact your bottom line. An added bonus
– the ability for attendees to personalize their convention
experience through a flexible “track-based” schedule.

This structure will allow you to manage your resource al-
location and time out of the office more efficiently. 

I want to highlight for you five reasons you should
register for IWLA’s 2007 Annual Convention today.
1. Expand your industry intelligence. You don’t want to

miss supply chain leaders presenting on the hot
theme, Collaboration – the wave of the future. The fea-
tured line-up includes Rick Blasgen, CSCMP;
Ralph Drayer, Supply Chain Insights; Stewart Dun-
smore, Kuehne + Nagel; Jay Fortenberry, Honey-
well Inc.; Sam Geist, Geist & Associates; Dan
Gilmore, Supply Chain Digest; Clifford F. Lynch,
C.F. Lynch & Associates; Chip Scholz, Scholz & As-
sociates; and a panel discussion of collaboration by
national warehouse providers chaired by Bob Moran,
CLP, RJM Consulting and including Bob Koerner,
Total Logistic Control; Robert Auray, GENCO and
Bruce Abels, Saddle Creek Corp. 

2. Acknowledge the supply chain security reality. You know
that supply chain security isn’t just about high value
products anymore. Monitoring your warehouse oper-
ation for trouble and responding before it gets out of
hand is a value-add to the bottom-line. You now
must be conversant in the areas of security require-
ments, best practices and IT security. This year’s Pre-
Convention Conference, The Bottom Line on Security,
addresses this critical topic.

3. Get ROI on your membership. Attend the convention
and talk one-on-one with Pat O’Connor, IWLA’s
Washington lobbyist, about critical legislative issues
affecting your business; keep your knowledge current
on how to safeguard the warehouseman’s reasonable
standard of care from IWLA’s retained legal council,
Kevin Phillips and Catherine Pawluch; understand
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Letter from the Convention Planning Committee

IWLA’s 2007 Annual Convention, March 4-7, 2007

Marriott Hilton Head Beach & Golf Resort

Register for one of three tracks
• Convention +: March 4-7, Option to arrive Sat-

urday evening, attend Pre-Convention Conference
plus Optional Golf Outing/Optional Activities
plus convention networking and education events 

• Traditional Track: March 4-7, Option to arrive
Sunday evening, attend Golf/Optional Activities
plus convention networking and education events 

• Fast-Track: March 5-7, Option to arrive Monday
late-day, attend convention networking and educa-
tion events 



how to maximize customer expo-
sure for your company through
IWLA’s new Logistics Services
Locator and talk face-to-face with
IWLA’s new president and CEO,
Joel Anderson.

4. Get keyed up by the keynotes. You
want to be there when nationally
acclaimed motivational speaker,
Sam Geist charges the conven-
tion up with his message, Exe-
cute or be Executed, and when
Ralph Drayer, Supply Chain
Insights, discusses Collaboration:
The key to unlocking the supply
chain’s potential.

5. Connect with colleagues. Take the
opportunity to network with
your friends and colleagues in the
warehouse logistics industry at its
premier event. “What if?” shakes
hands with “We could do that.”
Imagine that occurring numerous
times a day all around you. That’s
the IWLA Annual Convention.
And that’s why you want to be
there. 
I personally look forward to see-

ing you in Hilton Head!

John Zevalkink, 
Columbian Logistics Network
Vice Chairman, IWLA
Chairman, Convention Planning
Committee

For more information visit 
www.iwla.com.
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OHIO RACK, INC

We Manufacture New Portable Stack Racks
& Buy and Sell Used Portable Racks

In Large Quantity Nationwide

1-800-344-4164 • Fax: 1-330-823-8136
Website: www.ohiorack.com
E-mail: ohiorack@cannet.com

SAVE SPACE • USE PORTABLE RACKS
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www.csapride.com

Don’t see your location?
Give us a call!

Don’t see your location?
Give us a call!

1815 Union Ave. #2021,
Chattanooga, TN 37404

The placesThe places
we serve.we serve.

“IMPROVING YOUR BOTTOM LINE.” 423-400-3930

Forklift
operators

Trailer
Spotting

Repack

Put-away

Selecting

Bust-outs

Auditing
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LXE is_RUGGED MOBILE COMPUTERS WITH
SUPER-SIZED SUPPORT

...JUST ASK OUR CUSTOMERS.

Thanks Paul, but frankly we're just doing our jobs - supporting our customers
before, during and after the sale. Insuring you select the right equipment for the job
is just the first step in our service commitment to you. Then, we make sure your
implementation is done right and that all your performance expectations are met.
You've chosen LXE for more than our reputation for ultra-rugged and reliable mobile
computers. You want the value that LXE's legendary customer service delivers to
your supply chain's performance:  less downtime, increased warehouse velocity, annd
reduced operator frustration.

And thanks again for your comments. Comments
from you, and other customers who have made the
switch to LXE, have won us the Mobile Star AwardTM

for "best customer service - mobile hardware"
five years in a row.

For your free white paper “What You Need to Know Before Purchasing a
Rugged Mobile Computer” call 1.800.664.4593, email info@lxe.com, or visit
www.llxe.com/3PL.

LXE products are also available through:

“LXE and Cingular Wireless have a strong partnership

defined by great customer service and superior
product technology.”

PA U L  P R E S T O N , Sr. IT Manager, Cingular Wireless

The HX2
wearable
computer

305851_LXE.indd    1 11/4/06    12:18:40 PM



There is no shortage of sup-
ply chain security initiatives
coming from the federal

government. Driven primarily by
terrorist threats, these initiatives
strive to combine the traditional
practices of supply chain manage-
ment with the security requirements
of a post 9/11 environment.

C-TPAT
The Port Security Improvement Act of 2006, signed

by President Bush in October, codifies the Customs-
Trade Partnership Against Terrorism (C-TPAT). Section
212 of the act extends eligibility for C-TPAT participa-
tion:  “Importers, customs brokers, forwarders, air, sea, land
carriers, contract logistics providers, and other entities in
the international supply chain and intermodal transporta-
tion system are eligible to apply to voluntarily enter into
partnerships with the Department under C-TPAT.”

IWLA is working with customs to clarify exactly what a
third-party warehouse provider will have to demonstrate to
qualify as a contract logistics provider. Meanwhile, IWLA’s
International Trade Council continues their work drafting
C-TPAT Best Practices that can be used by warehouses to
demonstrate compliance with C-TPAT criteria. The objec-
tive is for customs to recognize these Best Practices as a
basis for both formal participation by warehouse providers
in C-TPAT and use by other warehouse providers to
demonstrate C-TPAT compliance to their customers.

Domestic Cargo Security
The Transportation Security Administration (TSA) is

developing its own supply chain security initiative for
domestic movement of cargo. The objective is to secure
the supply chain from the point of manufacture through
the warehouse and on to the retailer. In two meetings be-
tween IWLA and TSA, the agency outlined the scope of
a domestic supply chain security initiative. One ap-
proach is to pattern its proposal after supply chain con-
trols adopted by the European Union. TSA is also
considering incorporating portions of an ISO recom-
mendation as a starting point for U.S. regulations.

Air Cargo Security
TSA also is taking steps to regulate air cargo. One

proposal would preclude a 3PL from qualifying as a
known shipper under federal air cargo rules. As a result,
packages from a third-party warehouse could not be
shipped on a passenger airplane. TSA is also tightening
requirements for indirect air carriers. New requirements
would, for example, require pallets to be built under con-
tinuous video monitoring. Where no video monitoring
exists, 10 percent of packages on the pallet would have to
be screened.

TWIC
TSA’s proposed Transportation Worker Identification

Credential Card (TWIC) requires the implementation of
processes to positively identify transportation workers
entering secure areas at the nation’s ports. TWIC has
been delayed due to questions about the estimated cost
of installing biometric readers at port facilities. Looking
ahead, many observers expect that TWIC will eventually
be extended to require warehouse-based 3PLs to confirm
a driver’s credentials.

Supply Chain Visibility
There is also more interest in the “visibility” of prod-

ucts moving through the domestic supply chain. A case
in point is the U.S. Food and Drug Administration’s re-
quirements for drug pedigrees. A drug pedigree is a state-
ment of origin that identifies each prior sale, purchase or
trade of a drug, including the date of those transactions
and the names and addresses of all parties to them.
Under the pedigree requirement, each person who is en-
gaged in the wholesale distribution of a prescription drug
in interstate commerce who is not the manufacturer or
an authorized distributor of record for that drug must
provide a pedigree to the person who receives it.  

Patrick O’Connor is president of the Washington, D.C. law
firm Kent & O’Connor and serves as IWLA’s Washington
representative. For more information about the above issues
or IWLA’s government affairs activities, contact him at 
patoconnor@kentoconnor.com.

What’s Next for 
Supply Chain Security?
by Patrick O’Connor
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During the cold war, the word collaborator de-
scribed people who sympathized with the nation’s
enemies. Back then, the word conjured up im-

ages of spies and traitors. But no longer. Today, the busi-
ness world has adopted the term to define, or perhaps
redefine, cooperation between potential competitors to
achieve ends important to one or another of the collabora-
tors, or even to an entire industry.

While the concept of collaboration has only recently
gained traction in the business world at large, associations
have always taught, practiced and fostered collaboration
among potential competitors for the good of an industry. 

Collaboration among members of associations takes
many forms. It might be an informal exchange of infor-
mation between executives from two companies. It
might be a more formal cooperative purchasing arrange-
ment. A group of members of the International Ware-
house and Logistics Association (IWLA) have even
formed a cooperative marketing group to help build all
of their businesses. Sometimes informal collaborations
flourish and grow into more formal organizations. That
is the case with IWLA’s councils. 

The International Trade Council (ITC), for example,
began as an informal gathering of logistics executives con-
cerned about import/export issues. Today, the ITC has be-
come a valuable source of information for IWLA members.

Do Me a Favor
Back in early 2005, Robert Carwell, chairman and

CEO of MTE Logistix Inc. in Edmonton, Alberta, rang
up Tony Becker, vice chairman of Port Jersey Logistics in
Monroe, N.J., to ask for advice about some container han-
dling equipment. Both companies were members of
IWLA. Carwell knew Becker through the association.

Carwell explained that he was developing an inland
port facility and needed container handlers and reach
stackers. As it happened, the Port Newark-Elizabeth Ma-
rine Terminal was selling a container handler. Becker’s firm
had a warehouse right next to the terminal. Carwell asked
Becker to provide a top line assessment of the equipment?
How much? What was its condition? Was it a good buy?

“I sent my maintenance manager over to the port to
look at the equipment,” Becker recalls. “He wrote up a re-
port for Bob. The equipment was in pretty good shape
and appeared to have been well maintained.”

Carwell eventually purchased the handler and had it
shipped to Edmonton. The informal collaboration saved
MTE the cost of sending someone 3,000 miles to New
Jersey to see whether or not the deal was worth pursuing
to begin with.

“We get a couple of calls per year like that,” Becker
says. “On another occasion, an IWLA member in our area
— a competitor — was restructuring his business. He was

Collaboration:
The Key 
to Success 
in the Future
The meaning of a 
new business buzzword
describes what
associations have
been doing for 
members for years.
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leasing a building in our area that he wanted to close. He
asked if I could help. I needed more space, and I told him
I would take the building. We met at lunch and put a
deal together within an hour.”

Sometimes two logistics firms will collaborate as a way
of providing service to a mutual customer. According to
Becker, Port Jersey Logistics customers have asked for the
names of logistics firms in other areas of the country.
Becker has responded by providing a handful of names.
“And once the customer has chosen a firm, it isn’t unusual
for us to send a couple of warehouse managers to the new
facility to review how the customer prefers to do busi-
ness,” he says.

These examples of informal collaboration between
companies occur every day. Sometimes when association
members collaborate, informal meetings and conversa-
tions can lead to formal initiatives that provide service to
members.

IWLA’s Collaborative Purchasing Clout
Through the IWLA Member Advantage program, as-

sociation members and vendors collaborate to leverage
purchasing power. Some members report that purchasing
through this program has saved them enough cash to pay
their annual association dues.

Products and services currently available to IWLA
members through the program are:
• Drug and alcohol testing and educational programs
• Insurance 
• ISO certification
• Legal services
• Lighting
• Location and site selection services
• Office products
• Propane services
• Staffing and headhunting services
• Technology development

• Unemployment services
• Warehouse lighting

How valuable can this kind of collaboration be? Greg
Johnson, senior vice president of Meritex Logistics in
Memphis, TN, reports cutting the firm’s energy use by 36
percent after installing a new lighting system designed by
Preston Lighting. 

In addition, David Pettit, president of Salt Lake City-
based American Distribution Centers, says his company
has slashed monthly expenses by $700 per month through
the propane purchasing program.

Marketing Collaborators
You’ve heard of Distribution Centers of America or

DCA, haven’t you? For nearly 20 years, DCA members
have received recognition for service excellence across a na-
tional network of companies. Together, 15-plus regional
members offer 12 million sq. ft. of warehouse space, state-
of-the-science systems and decades of experience achieving
customers’ logistical objectives.

Individually, each DCA member provides strong regional
service in a particular area of the country. Together, Team
DCA markets strong national service capabilities. “We’re in
15 major metro areas around the U.S.,” says Jere Van Puffe-
len, president of Danville, CA-based PRISM Team Services
Inc. and a longtime DCA member. “Each area is covered by
an independently owned regional operator.”

The group advertises together in the trade press, run-
ning as many as 16 ads in one magazine. “We’ll run a full
page talking about DCA,” says Van Puffelen. “Then we’ll
run 15 half-page ads with a header about DCA and text
that highlights one member. Below, in smaller type, we’ll
list the other members. In a magazine where we do this,
members will be listed 16 times in DCA ads.”

Member news releases also promote individual compa-
nies and the DCA team. A recent release from Dallas-
based Shippers Warehouse Inc., for example, noted that
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One of the keys to optimal collaboration is effec-
tive communication, whether it be between
business partners, warehouse and client or

inter-related industries. In fact, an important part of
IWLA’s mission is to communicate the warehouse-based
logistics industry’s positions and concerns to ancillary
industries.

What follows it a prime example of how this out-
reach can create dialogue with other industries, yielding

better understanding of how sometimes opposing forces
operate in opening the door to better cooperation.

This past summer, IWLA President & CEO Joel An-
derson was asked to submit an editorial to Transport
Topics explaining the warehouse logistics industry to its
readers: primarily trucking companies. In response, Joel
received an e-mail from a trucker explaining his interac-
tions with warehouses. (see sidebar on page 10)

Communication Paves Road 
to Better Understanding

continued on page 11

continued on page 10
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The editorial, “Warehousing: Dri-
ving Growth in the Supply Chain”
was published in the July 17 Trans-
port Topics. It took the position that
truckers many times take warehouses
“for granted. It’s merely a destination.
The place you go to pick up or drop
off a load,” Joel wrote. It went on to
point out, however, that in many re-
spects truckers “owe the boom times
they are currently enjoying to the
modern warehouse-based logistics
company. That’s because there would
be no interregional and international
commerce without warehouses,
which have made transparent global
commerce a reality.”

Joel continued: “The modern
third-party, or public, warehouse-
based logistics firm is the strongest
link in the world’s supply chain and
a key partner for the trucking indus-
try. The warehouse’s storage function
creates a buffer against shocks to the

chain, smoothing out the flow of
goods. It also increasingly acts as
traffic cop, directing the flow of
goods to ensure that trucks have
something to pick up or drop off in
the above scenario. Such companies
are increasingly getting into light as-
sembly, cross dock warehousing,
contract warehousing, import and
export services, pick/pack opera-
tions, freight brokerage operations
and trans-loading services. All of
which create more opportunities for
trucking.”

The piece went on to point out
that both industries face many of the
same challenges, stating there is no
need for an adversarial relationship
between warehousing and trucking.

It concluded: “So the next time
you pull up to a crowded warehouse,
stop and think a minute before
honking that horn and appreciate
the planning that goes into making

sure a load is ready for you. Through
collaboration, there are many as yet
untapped opportunities the trucking
and warehousing industries can take
advantage of as the global supply
chain continues to stretch.”

Almost immediately, Joel re-
ceived a response from one long-
time trucking executive, Danny
Schnautz, of Clark Freight Lines
(see sidebar at left).

This, in turn, engendered re-
sponses from several IWLA board
members (Joel shared the letter with
the Board of Directors), who wel-
comed the trucker’s insight. In fact,
board member Jere Van Puffelen of
PRISM Team Services admitted
that: “We share his [Schnautz’] pain
when we are making deliveries to
some warehouses.”

Van Puffelen says that his com-
pany tries to make their experience
as efficient and pleasant as possible.

“However, there are instances
where we do not get treated like
the customer when truckers come
to our facilities for pick up or de-
livery,” he said. “Both industries
could use improvement on our
working relationships. Bottom
line is that we are both for-hire
industries that need to work to-
gether for the benefit of both in
servicing our common customer.
Both of our industries work hard
to run profitable operations in a
labor-intense, tight-margin busi-
ness, and we need to work to-
gether and be supportive of each
other to effect efficient and prof-
itable business.

“I am glad to read Danny’s re-
sponse and see the communica-
tion channel opening up. It will
serve both industries well.”

The communication channel
opened further when IWLA Board
Member Larry Kelley of Wilson
Warehouse Co., suggested that
IWLA “invite Danny to our next
annual convention” – a point that
was immediately agreed to by Joel.

Mr. Anderson:
I have read and then reread your column, but I have too many real-life experi-

ences as a trucker to fully embrace your ideas beyond your first two paragraphs. In
the spirit of improvement, I want to share my experiences with you.

I have good friends that run warehouses, and they understand that there are two
sides to the shipping equation: the truck and the warehouse. But my many years of
truck driving and 17 years in trucking operations (still with a few trips per year be-
hind the wheel) reveal to me this clear fact: few warehouses make any meaningful
effort to treat the trucker like a customer.

We have had some very good experiences with warehouses over the years, and
some consistently work with us to make the best from the situations that the world
throws at us all. The rest, however, show little or any interest in making things
work, perpetuating some childish “shift the blame” game.

Drivers are often treated as second-class citizens who are at best an interruption
to the day. Warehouses are frequently staffed for minimum activity levels, so that
the normal day involves extended delays for trucks.

To add insult to injury, poor warehouses have no place for trucks to park while
they wait, and then treat drivers as the culprit, for having to wait.

The fix for this is for warehouses to treat trucking companies, and drivers, like
they are customers. This is what we are all supposed to be doing, anyway.
Sincerely,
Danny R. Schnautz
CLARK FREIGHT LINES

A TRUCKER’S RESPONSE

Joel Anderson’s July 17 Transport Topics editorial provoked the following re-
sponse by a trucking industry veteran.

continued from page 9
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“Danny happens to be a per-
sonal friend and a class act opera-
tor,” Kelley said. “His company
has received a number of safety
and quality awards. He also is ac-
tive professionally and an industry
advocate. We work together and
service a couple of common cus-
tomers.”

Kelley further noted: “Even
though most of the IWLA member-
ship provides transportation ser-

Bissell Homecare had awarded Ship-
pers a contract to operate Bissell’s dis-
tribution center. The text noted other
recent contracts won by Shippers,
and provided thumbnail sketches of
both Bissell and Shippers.

The last paragraph of the release
promotes DCA and the philosophy
of combining the capabilities of
strong regional logistics companies
around the nation.

Many of these strengths reside in
the individual companies that make
up DCA. But some are the product
of collaboration. For example, DCA
provides customers with a full menu
of transportation services at negoti-
ated rates with common carriers
strategically located throughout the
U.S. These include import/export
services, truckload and LTL, inter-
modal and piggyback drayage, route
and load planning, express freight,
private courier service, freight consol-
idation, pool shipments, cross-dock
operations, just-in-time plant replen-
ishment services, complete inbound
vendor programs and local market
knowledge.

From Collaboration To
Council

Sometimes collaborations among
members lead to formalized associa-
tion relationships. Take the IWLA
International Trade Council (ITC)
for instance. 

“It started informally,” says Linda
Hothem, CEO of Pacific American

vices, I think it would be beneficial
to foster some common ground with
truckers. Think back through the
veiled threats of transportation carri-
ers following the hours of service
rule changes. There was a quick di-
vision and an effort was made to put
the onus on the warehouse/shipper.
The reality is: we cope. We work
though it and figure out a way to
make it happen. 

“Building a bridge is a good

idea... at least one that facilitates
two-way traffic.”

IWLA is convinced that it is
through a two-way, free exchange of
ideas such as this that industries can
gain a better understanding of how
the other works, resulting in the
possibility of smoother relationships
that benefit all parties. The Associa-
tion stands committed to continue
the outreach effort for the benefit of
its members.

continued from page 9



The source of the confusion in-
volved a belief among some cus-
tomers that warehouses could be
certified under the C-TPAT pro-
gram. As a result, customers had
begun to ask whether a warehouse
was certified or not. In fact, ware-
houses were not included in C-
TPAT. “It is a program for shippers,
freight forwarders and trucking com-
panies, but not for warehouses,”
Hothem says. “The ITC met with
Customs and suggested that ware-
houses be included.”

Customs was reluctant to do that,
but said that if the ITC would draft a
set of warehousing best practices, the
agency would endorse them and es-
sentially create a warehouse program
that customers could use to grade
warehouse security.

Meanwhile, a port security bill has
been enacted by Congress and signed
by the president. According to
Hothem, this legislation does incor-
porate 3PLs. “So in the end, with this
bill or with our best practices, or with
both, we’re going to get to where we
need to be,” she says.

For Hothem, the experience with
customs has raised the profile of col-
laborating. “I’ve become very inter-
ested in this kind of public-private
collaboration,” she says. “Typically
businesses operate separately from
the government, with government
often viewed as a necessary evil. But
I’ve found that when there is public
to private collaboration, really good
things can happen, things that pro-
mote the greater good of our com-
munities. I like that.”

To learn more about both the art and
science of collaboration, make plans to
attend IWLA’s 116th Annual Con-
vention March 4-7 in Hilton Head,
SC. The theme is “Collaboration: The
Wave of the Future.” For more, in-
cluding a complete brochure listing
speakers, hotel and registration infor-
mation, go to www.iwla.com and
click on the Convention icon.
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Services LLC in Oakland, CA, and
co-chair of the ITC. “Logistics execu-
tives in the association began dis-
cussing customs regulations, foreign
trade zones, customs warehousing,
import/export and port security – a
number of issues that went beyond
the scope of the old Bonded Ware-
house Council (BWC).”

Eventually the group took over the
BWC and formed the ITC to repre-
sent the interests of customs/bonded
warehousing and Foreign Trade Zone

™
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operators as well as members operat-
ing in the import/export arena. 

The ITC’s first challenge led to a
collaborative effort with the shipping
industry and the Department of
Homeland Security (DHS) in con-
nection with an initiative called the
Customs-Trade Partnership Against
Terrorism or C-TPAT. “We identified
C-TPAT as a program that confused
customers and decided that we
should try to remedy that,” Hothem
says. 



“Can you snatch the pebble, 
Grasshopper?”

Getting “art,” “Zen” (enlight-
enment by direct intuition -
Webster) and “warehouse” in

the same sentence isn’t easy. It makes
more sense when understood as the
product of many years of observing
and working with some great distribu-
tion managers who “get it done, well.”
Without quibbling about the extent of
our enlightenment, we think we’ve
identified some critical differences be-
tween the good and the great which
can be shared and learned.  

We’ve divided the subject into
three broad areas – space and peo-
ple, congestion and ideas for im-
provement. We’ve used a multi-site
distribution center network with
40,000 SKUs in each facility, orders
with a large variety of SKUs and
fixed route deliveries as our model.
Nonetheless, the principles dis-

cussed here are treated in such
a way that they can be applied
to almost any set of circum-
stances. They may, in fact, be
best suited to third-party ware-
house environments where the
challenges are highly varied and
dynamic. We’ve called the prin-
ciples “Zen Advice.” A sam-

pling are highlighted below.
Break your problems into their

most elementary parts. While on its
surface this seems like a restatement
of the obvious, we’ve often found it
not only necessary, but important
to inject this idea into the situation.
Smaller problems are often easier to
solve and early wins fuel the drive
to attack other problems head on.  

Keep your space percentages pure:
10 percent space in the forwards and
20 percent space in reserves. To oper-
ate in any warehouse, you need
empty space to work with. When
utilization is above 85 percent of ca-
pacity, the facility is full. To effi-
ciently operate in dedicated forward
or home pick areas, about 10 per-
cent of the locations should be
empty at any given time. Similarly,
about 20 percent of reserve locations
should be available. In many situa-
tions, it will require some serious ef-

fort and ingenuity, Zen or other-
wise, to maintain that space.

Whenever you eliminate touches . . .
you gain labor dollars. Not to men-
tion saving time and reducing both
damage and inventory errors. The
corollary: automation does not neces-
sarily equal fewer touches. While
conveyors can move high volumes of
goods from one point to another
quickly and accurately, they do not
eliminate touches. Every carton that
goes on a conveyor has to be taken
off the conveyor at the other end.  It’s
touches, not technology.

Congestion, either inbound or out-
bound, indicates a failure of local
management; it’s always under the
DC’s span of control. The first step
toward the resolution of many a con-
gestion problem is to accept local re-
sponsibility for it. While managers
contend that its causes are imposed
from outside (by purchasing, ven-
dors or sales), the Zen insight is that
the facility owns the problem. The
sooner that acceptance happens, the
sooner effective action can be taken
to resolve things.

Keep the inbound docks squeaky
clean. This sounds easier than it is. It
also sounds less important than it is.
It sometimes takes real ingenuity to
finish everything every day (or within
24 hours), but it drives a number of
important aspects of performance –
inventory turns, dock to stock cycle
time, trailer or container demurrage
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Zen and the

Art of Warehouse
Management

This article’s authors recently published a book called “Zen and the Art of
Warehouse Management.” What follows are some key concepts contained in
that work.

by Pat Kelley and Ron Hounsell



charges and dock space requirements,
to name a few.  

Outbound flow is the weather of the
DC.  Everything upstream from ship-
ping has the potential to be impacted
by what goes out and when.  That in-
cludes trailers, drivers and docks,
staging areas, aisle space, fork lifts
and labor requirements to perform all
the tasks that lead to a shipment.
Make the right kind of weather in
shipping and things elsewhere will

work better, especially in high vol-
ume, high velocity environments.

There are thousands of labor hours
in hourly worker decision-making
waiting to be harvested. Operations is
a labor intensive function and ware-
house workers make thousands of
discretionary choices every day.  Mo-
tivating them to make the best
choices is a significant cost control
opportunity, second only to trans-
portation in size.  The corollary: the

hourly workforce lives in an entirely
different dimension of time; harness-
ing that resource requires skill and in-
sight into how time is perceived.

Brainstorming - perform it inces-
santly, track it relentlessly, forgive read-
ily. Although the technique has been
around for a long time, and despite
its value, it is seldom done well. It is a
very Zen process, with many advan-
tages. There is very little capital in-
vestment or training cost. It is also
very efficient, time-wise. Most im-
portantly, it taps the creativity of the
most well-informed people involved
in the operation – those doing and
managing the work!

In the simple example here, a
group of supervisors generated 53
ideas for freeing up carts used to
pick outbound product for trans-
port to the shipping dock in a 30-
minute period. After the session,
participants were asked to rank the
ideas taking into account the likeli-
hood of the idea working; and the
potential impact or value of the re-
sults (1 to 4 points, the latter being
most valuable).

The results of their ranking were
tallied and the data sorted by total
points earned. The 15 ideas earning
the most points are shown in the
chart on page 15. Management then
selected five items with the most
promise (italic and bold - 19, 16,
28, 36 and 57), developed an imple-
mentation plan, calculated the antic-
ipated ROI for each, and then
implemented the changes in order
of potential benefit. Note: It is im-
portant to distribute the sorted and
processed list to the group so they
are aware of the results of their ef-
forts.

Based on our experience, there’s a
million dollars in savings to be
gained in almost every warehouse by
taking this approach.

To summarize, Zen of ware-
house management begins ulti-
mately with the att i tudes of
managers and supervisors. The
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great ones believe there is no obsta-
cle that cannot be overcome and
that every aspect of their operation
has the potential for another im-
provement of as much as 30 per-
cent.  The Zen of successful

THE 3PL EXECUTIVE 15

Ohio Logistics
Providing Logistics Solutions
Records Management
Manufacturing Services
Quality Assurance Services

Warehousing/Distribution
Foreign Trade Zone

Industrial Ground
Shipping/Transportation

Excellent Access

PHONE: 419.425.4906
FAX: 419.425.1704

E-MAIL: cbills@ohiologistics.com
WEBSITE: www.ohiologistics.com

I-69
Logistics

Ohio Logistics Fostoria Division

Findlay’s
Tall Timbers
Distribution

Center

Ohio Logistics
Willard
Division

Southern Tier Logistics

Penn Centre Logistics

282390_OhioLogistics.indd    1 11/7/06    7:47:35 AM

Don’t get left behind.

293066_Camelot.indd    1 11/4/06    11:14:00 AM

Question of the Day: How to Improve Availability of Carts
VALUE

Item 4 3 2 1 Total

14 Turnover carts. 9 1 39
19 Do drop in pick sequence. 9 1 39
64 Ask employee for ideas. 8 2 38
16 Speed up drops. 9 36
28 Stock bins ahead. 6 4 36
5 Consolidate off carts. 8 1 35
29 Stock bins the night before. 5 5 35
37 Pro-active on drops and 

communicate with dock. 6 3 1 35
55 Use Min/Max in bins. 6 3 1 35
36 Constant dock supervision. 7 2 34
1 Multi-stop/carts (same trade). 5 4 1 34
11 Fix broken carts quickly. 5 4 1 34
20 Resize bins. 7 1 1 1 34
57 No filled carts pass shipping. 4 5 1 33
2 Mark carts. 5 4 32

managers, 3PL or otherwise, lies
not so much in their objective
knowledge as it does in the way
they use their minds.
“You CAN snatch the pebble,
Grasshopper.”

Pat Kelley is the director of logistics for
True Value Hardware, the corporate um-
brella for three hardware Co-ops: True
Value, Servistar and Coast to Coast Hard-
ware. He has been with True Value for 29
years, performing nearly every position in
the logistics organization. Currently, he
oversees seven DCs with dotted line re-
sponsibility for the other six DCs 
in True Value’s network of 13. He can 
be contacted at 603-494-4526 or
Ward708@aol.com.

Ron Hounsell is vice president and chief
operating officer of The Labor Develop-
ment Group. He has spent 24 years in
supply chain operations and consulting
with concentrations in strategic planning,
productivity improvement, technology,
purchasing, inventory and project man-
agement. Roughly half of that time was
spent as a logistics consultant in three dif-
ferent positions, working with clients from
$50 million to $8 billion in annual revenue.
He can be contacted at 847-328-8269 or
ron.hounsell@comcast.net.



Recently, I was called in as
an expert witnesses in lit-
igation between a third-

party warehouse and their
customer. Unfortunately for the
3PL, the end result was that they
agreed to pay a multi-million
dollar settlement for the loss of

stolen inventory that had been in their custody. 
These types of court cases are on the rise and more

often than not, it’s the logistics provider who ends up tak-
ing the financial hit, and it’s not just the expense of the
stolen inventory. Typically, there are significant sums spent
on attorney and expert witness fees, damage to a 3PL’s rep-
utation, significant disruption to the daily operation, in-
surance rate increases and even the potential loss of the
customer that no longer feels confident in their logistics
provider’s ability to safeguard their inventory. 

It’s estimated that the cost of business crime in the U.S.
now exceeds $70 billion a year and is responsible for
nearly one-third of all corporate failures. In a survey con-
ducted by a national accounting firm, nearly 25 percent of
the responding companies reported that employee theft in
their firm exceeds $1 million a year. 

A large percentage of companies that find themselves
victimized by theft share a common denominator: they
have committed one or more of what I refer to as the
Seven Deadly Sins of Security.

Is your company guilty of committing any of these crit-
ical mistakes? Trust me, the best time to ask yourself these
questions is before a loss takes place.
1. Are you relying on safeguards that are more cosmetic than

meaningful?
Ask most 3PL’s how they protect their inventory from

internal and external theft and they will usually respond
by saying that they have an alarm system and closed cir-
cuit television. 

The reality, however, is that most alarm systems are eas-
ily circumvented by professional thieves. Dishonest em-
ployees have no difficulty with them, because alarms are
typically turned off during operating hours when internal
theft takes place.

The majority of video systems are improperly designed,
seldom used and consequently offer little or no real value. 
2. Do you make it easy for dock personnel to work in collu-

sion with truckers? 
Because they don’t know how to effectively prevent in-

ternal theft, many distribution companies inadvertently
make it convenient for dishonest drivers to work in uni-
son with shippers, receivers, checkers and loaders. When
these collusive thefts take place, pallet loads of product
can quickly disappear, with no bells or whistles going off
to alert anyone.
3.  Do you effectively check your checkers?

Too many companies make the mistake of not hold-
ing their checkers accountable. Because of this lack of
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The Seven 
Deadly Sins of

by Barry Brandman

WAREHOUSE 
SECURITY



oversight, a percentage of checkers become negligent or
dishonest over time, and that’s when large-scale theft can
take place. 
4.  Does your company weed out substance abusers and

distributors?
Nearly 90 percent of all employee drug users either deal

or steal to support their addiction. As many executives
have learned, once you develop a drug problem inside
your company, you can expect to have a theft problem as
well because employees will typically convert stolen inven-
tory into cash to support their addiction. (Editor’s note:
IWLA Advantage partner CDTA offers substance abuse
testing and background screening. For more information,
contact IWLA COO Alex Glann at 847-813-4699.)
5.  Do you have an effective way for concerned employees to

report security problems?
Many companies still rely on methods of communica-

tion that are ineffective for security-sensitive issues, such as
open-door policies or suggestion boxes. As a result, em-
ployees who become aware of security threats remain silent.

A good hotline program can expose individual theft,
collusion, fraud, workplace substance abuse and a host of
other problems. For a tipline to be successful, however, it
needs to be outsourced so workers can speak with people
who won’t recognize their voices. 

Also, callers should never have to provide their name.
Offering employees complete anonymity almost always in-
creases the response rate. 
6.  Do you provide security-related training for your key

personnel? 
All too often, losses occur because managers and super-

visors are not educated on how to recognize the subtle
ways that theft takes place in a distribution center. Simply
put, if your key people don’t know exactly what to look
for, they probably won’t see it when it occurs.
7.  Is your company too reactive?

A large percentage of 3PLs that incur shrinkage are vic-
timized because they did little to prevent it from happen-
ing in the first place. By the time they decide to do
something, they have already incurred a loss.

It’s been repeatedly proven that taking a proactive ap-
proach to asset protection by having security assessments
and unannounced audits performed is not only more ef-
fective, but considerably less expensive than reacting to a
theft-related loss after the fact.

Barry Brandman is president of Danbee Investigations, a
Midland Park, NJ, company that provides investigative and
security consulting services to hundreds of firms globally, in-
cluding many of the top names in the logistics field. Barry
will be a featured speaker at the 2007 IWLA Annual Con-
ference. He can be reached at 201-652-5500; Danbee Inves-
tigation’s Web site is www.danbeeinv.com.
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• Relying on cosmetic controls creates a false sense
of security, which typically precedes a theft-re-
lated loss. That’s why you should take a critical
assessment of your asset protection program
every three to five years to determine if your safe-
guards have become antiquated or ineffective. 

Just because you haven’t incurred a significant
loss doesn’t necessarily mean your security pro-
gram is that good. You may simply have been
lucky. But what happens when your luck runs
out?

• Don’t invest in security technology unless you
know exactly what you’re buying and who is
going to be using it. 

Keep in mind that your investment is not al-
ways the upfront cost. If, for example, you’re
purchasing a new digital video system, have you
determined who is going to view live and
archived activity? If you’re not going to regularly
utilize the new video system, it will not prevent
or detect theft, regardless of how many state-of-
the-art features it offers.

• Perform unannounced audits to flush out com-
placency and negligence. 

The reality is that asset protection has a ten-
dency to drop down on the list of daily priorities
for many managers and supervisors. 

A top caliber loss program is a strategically
designed blend of state-of-the-art technology
and diligently followed Best Practices. Periodi-
cally auditing the level of adherence will expose
vulnerabilities before they can be exploited, raise
awareness (especially if results are factored into
annual performance reviews), and ensure that
the security dollars you’ve already invested are
not being wasted.

An Insider’s Tips
For Getting The
Best ROI On
your Security
Expenditures



Things mechanical tell you
they need maintenance.
Doors creak. Shutters rat-

tle. Cars sputter when they should
surge. 

Not so with Web sites, which
limp along quietly even when
they need attention. As a result,
this critical part of your market-
ing mix gets ignored as you ad-

dress “noisier” issues like nervous customers and
slippery start-ups. 

What are some symptoms of a neglected Web site? In-
accurate content, dated design, slow-loading pages and
few site-generated sales leads. If you haven’t taken stock
of your Web site in a while, consider a tune-up. 

Update Your Content
Have you ever apologized for incorrect content on your

site? Join the club. Most times, you’re too busy to notice.
But your site’s visitors do notice outdated content. For
many, it’s their first (and last?) interaction with your com-
pany. A neglected site portrays a neglectful approach – not
an image an inventory management business can afford. 

When developing content, consider going beyond
“brochure-ware” copy that simply describes your services.
What “How to…” articles can you or your company’s ex-
perts write? Content that helps visitors solve problems can
be far more valuable to them than a bulleted list of fea-
tures. And it can differentiate you from competitors by
positioning you as an expert. 

Update Your Design
In Web sites, as in personal interactions, first impres-

sions count. Sites that are attractive and easy to navigate
communicate professionalism and will reduce your
bounce rate (percent of people who visit your site but
quickly leave via the back button). Not sure whether your
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Warehousing Web Sites: 

Time for a
Tune-up?
by Jim Bierfeldt and Jonathan Hochman

1. “For just $29.95 per month, we’ll submit your site
to 10,000 search engines.” There are three search
engines that matter to your business: Google, Yahoo!
and Microsoft Live. 

2. “Your site doesn’t rank.” Rankings depend on what
keyword phrase you choose, so more reliable perfor-
mance indicators are the number of visitors to your
site and where they came from. 

3. “You need our $449 maintenance package to keep
your search engine rankings.” Many so-called Web
marketing “experts” do all the real work up front, but
charge monthly fees for ongoing search optimization.
In reality, this ongoing work consists of pushing a

Buyer Beware
Spot the top five web marketing scams

button to run a ranking report and sending it to you
monthly in a pretty package. Fees for these canned
reports can run into the thousands and may be the
highest-margin business since pet rocks. You should
invest in an ongoing search marketing program, but
seek firms that deliver real value. 

4. “We’ll tell you the secrets Google doesn’t want you
to know.” There are no secrets. Professionals know
how to rank, but it takes time, money and effort. 

5. “We guarantee top rankings.” Nobody can control
the search engines or the competition, so beware of
guarantees. Anyone can get a site ranked high for an
obscure, unused search term.



site design passes muster? Ask somebody with marketing
expertise for an honest, critical opinion. 

One of the common design problems we see in ware-
house-related sites is overuse of photos. While photos
add context and visual interest to the site, most visitors
don’t need to see multiple large photos of warehouse
aisles and forklift trucks to believe your facility can han-
dle its goods. More importantly, search engines assign
little weight to photos. Their spiders, used to index your
site’s content, skip over photos and go to the next place
they see words. 

If your site design is truly outdated and the menu
structure is no longer relevant, a complete makeover,
rather than a tune-up, may be in order. 

Update Your Code
HTML, the authoring language used to create Web

content, is constantly evolving. Outdated code can result
in slow loading pages and sites that don’t work across all
browsers. In contrast, pages coded by an experienced Web
developer improve user experience by loading quickly and
reliably. They also cost less to maintain and produce bet-
ter search engine visibility. 

Seek Inbound Links 
A properly coded site with solid content will help

increase visitor traffic. But for consistently high
search engine rankings you’ll need other Web sites to
link to your site. Search engines monitor links to
your site and use the quantity and quality of these
links to assign an importance rating to your site. In
general, the more links you have from high-quality
sites the better you’ll rank. To determine the number
of inbound links to your site and those of your key
competitors, go to the link popularity check at
www.marketleap.com.

Securing inbound links is an ongoing process. You can
tackle it yourself or get help from a Web marketing firm.
If you want to get smart quick on link building, visit the
link building section of www.netconcepts.com.

Promote Your Site
Many Web site owners seem to subscribe to the theory

“if we build it, they will come.” Not necessarily so. Your
marketing program must include a plan to promote and
drive traffic to your site. The primary means of Web site
promotion are:
• search engine optimization (SEO) – the science of get-

ting your Web site to rank high on searches for specific
keyword phrases

• online advertising
SEO can be highly effective, but it may be difficult

for you to outrank your competitors for popular search
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terms. In these cases, paying for search traffic can work.
For example, pay-per-click (PPC) programs allow you to
pay for certain search terms like “food-grade warehouse
in Chicago.” Your ad appears next to the natural search
results and you pay a small click charge every time a
searcher clicks on the link to your site. For a simple arti-
cle on the differences between SEO and PPC, go to
http://en.wikipedia.org and do a search on “search en-
gine marketing.” 

Web sites don’t tell you they’re sick. Occasionally you
need to bring them in for a check-up to make sure all sys-
tems are in good working order. If you haven’t had a
check-up in a while, make it happen. Your sales pipeline
will thank you for it. 

Jim Bierfeldt has directed marketing for major 3PLs and
today is president of Logistics Marketing Advisors, a firm
that helps 3PL companies drive revenue and profit through
improved marketing strategy and communications. Contact
him at jim@logisticsmarketing.com.

Jonathan Hochman is a Web marketing specialist who has
built Web sites since 1994. He’s a Google Adwords Quali-
fied Individual, a Yahoo! Search Marketing Ambassador
and a member of the Search Engine Marketing Profession-
als Organization. Contact him via www.jehochman.com.
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Member News

ODW Celebrates 
35 Years

Long-time IWLA member ODW Logistics
Inc., Columbus, OH, celebrated its 35th year
in business Sept. 14. Throughout its growth
from 89,000 sq. ft. in 1971 to the more than
two million sq. ft. it is today, the company has
been guided by the principles of “quality ser-
vice delivered by quality people who are com-
pensated fairly and feel a part of the process.”
Co-founder Robert Ness, who in 2003 turned
responsibility for day to day operations over to
his son, John, adds: “If you always make the
customer your first priority, and you create a
culture that goes beyond what is expected, you
set the stage for success.”

Benchmarking Study
IDs “High Profit” 
Warehouses

The typical IWLA member had a pretax
profit of 5.2 percent and a return on assets of
13 percent, according to the 2006 IWLA Fi-
nancial Benchmarking Report. However, it also
identified what it referred to as “high profit”
companies, which reported pretax profits aver-
aging 10.1 percent and an ROA of 32.3 per-
cent, and the distinguishing characteristics that
made them so. 

The report, which was underwritten by
IWLA as a member benefit, analyzed 2005
balance sheet, income statement and operat-
ing data provided by 34 IWLA member com-
panies. Conducted by Profit Planning Group,
it provides comprehensive, yet straightfor-
ward, guidelines for analyzing profitability of
companies in the warehouse logistics indus-
try. Study participants received personalized
Profit Improvement Profiles and access to
Profit Toolkit Online to help in future fore-
casting; however, the aggregate survey results
can be viewed on the IWLA Web site at
www.iwla.com.

IWLA Adds to 
Member Advantage Program

IWLA has formed partnerships with two more companies
through its Member Advantage program. One, CDTA, offers
IWLA members a quality, streamlined substance abuse test-
ing and background screening program at a reduced cost. The
California-based company specializes in cost-effective corpo-
rate drug and alcohol abuse prevention programs and back-
ground checks. It offers highly experienced personnel who
can tailor programs to best fit the needs of IWLA member
companies, typically at a 20 percent savings.

“Sky-rocketing insurance costs, the litigious nature of so-
ciety and federal regulations make substance abuse testing a
necessity for the warehousing industry. Many member com-
panies lack the resources and legal expertise to develop and
implement such testing programs. Therefore, IWLA has de-
cided to bring this valuable, exclusive benefit to our mem-
bers,” says Association Chief Operating Officer, Alex Glann.

For more information on the CDTA program, contact
Robert Carey, IWLA’s Account Executive at 858-467-7685.

The other new Member Advantage partner is Location
Management Services (LMS), a leading provider of world-
class site selection, incentive negotiation and compliance ser-
vices. This partnership gives IWLA members access to LMS
when securing state, local and federal credit and incentive pro-
grams at no upfront cost. Such programs can substantially off-
set the cost of expansion or new construction in the rapidly
growing warehouse and distribution industry.

2007 IWLA Education 
& Training Schedule

Feb. 8-9 Costs, Rates, RFP Responses
Orlando, FL

March 4 Pre-Convention Conference – 
the Bottom Line of Security
Hilton Head, SC

March 5-7 116th Annual Convention
Hilton Head, SC

July 18 Marketing and Sales Conference
Chicago, IL

Sept. 19-20 IT Conference
TBD

Oct. 14-17 Essentials Course
Chicago, IL

Nov. 7-8 Safety and Risk Conference
Chicago, IL
Front Line Logistics e-learning – 
available anytime online



Take the Guess Work 
out of Costs, Rates 
and RFPs.

Bid too high and you 
don’t get the business. 
Bid too low and you’ll 
wish you hadn’t. 
Learn how to win bids 
and still earn a profit.

• Identify costs related to
logistics operations and how
to allocate them across stor-
age, handling and adminis-
trative lines.

• Enhance your 
understanding of the 
components included 
in rate development.

• Analyze strategies for rate
assembly while selecting
those most appropriate 
to each specific RFP, 
including e-fulfillment.

• Participate in an 
interactive application 
of rating principles.

February 8-9
2007
in Orlando

&CostsRates
CONFERENCE

IWLA presents

FOR THIRD-PARTY WAREHOUSE LOGISTICS
RFP response

Visit www.iwla.com
for more information.
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Cadre Technologies, Inc. ..............................................22
CONSULTING SERVICES
Tom Zosel Associates ....................................................4
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Lydall Transport, Ltd. ....................................................4
FREIGHT BROKERS
Lydall Transport, Ltd. ....................................................4
LEGAL
Gowling, Lafleur 
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Ohio Logistics ..............................................................15
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Lydall Transport, Ltd. ....................................................4

Buyers’  Guide and Trade Lis t

Due to technical difficulties, several
listings in the IWLA Buyers’ Guide & Di-
rectory contained errors; specifically, the
listings for Kuehne + Nagel on page 31
and Ozburn-Hessey Logistics on page 35.
In addition, the listing for Associated
Warehouses Inc. was left out of the
Industry Suppliers section. Below are the
corrected listings. We regret any inconve-
nience this may have caused.

Kuehne + Nagel Contract Logistics
22 Spencer Street
Naugatuck, CT  06770
Tel: (888) 394-8726
Fax: (203) 578-4302
Web: www.kn-logistics.com 
Rolf Altorfer, President

Locations: (USA) Cerritos, CA; Fontana,
CA; Hayward, CA; Los Angeles, CA; On-
tario, CA; Miami, FL; Plant City, FL; At-
lanta, GA; McDonough, GA; Chicago,
IL; Louisville, KY; Franklin, MA;
Baltimore, MD; Kansas City, MO;
Southaven, MS; Durham, NC; Jersey
City, NJ; Reno, NV; Columbus, OH;
Sheffield, OH; Carlisle, PA; Memphis,
TN; Dallas, TX; Lewisville, TX;
(Canada) Calgary, AB; Edmonton, AB;
Winnipeg, MB; Saint Laurent, QC;
Brampton, ON; Mississauga, ON;
Toronto, ON; Vancouver, BC (Mexico)
Guadalajara; Iztapalapa-Mexico City;
Monterrey; Silao; Tultitlan-Mexico City

Ozburn-Hessey Logistics
7101 Executive Center Drive, Suite 333
Brentwood, TN  37027
Tel: (800) 401-6400
Fax: (615) 255-8344
Web: www.ohlogistics.com
Scott McWilliams, CEO

Locations: Seattle, WA; Reno, NV; 
Los Angeles (Ports of LA and Long
Beach), CA; Riverside (serving the Inland
Empire), CA; Kansas City, MO; 
St. Louis, MO; Fond du Lac, WI; 
Madison, WI; Chicago, IL; Indianapolis,
IN; Toledo, OH; Chambersburg, PA; 
Atlanta, GA; Memphis, TN; Nashville,
TN; Dallas, TX; Houston, TX; Laredo,
TX

Associated Warehouses Inc./
Grocery Prod.
1740 W. Katella Ave., Ste. M
Orange, CA 92867-3434
Phone: (714) 538-5990
Fax: (714) 538-8156
Web: www.awilogistics.com
Mark Richards, CEO

3PL Executive Correction
The e-mail address of Preston Lighting
was misprinted in the sidebar box on
page 13 of the fall issue of The 3PL 
Executive. It should be
info@hardingeotech.com.

MATERIAL HANDLING EQUIPMENT
Litco International ..........................................................4
Ohio Rack, Inc. ..............................................................6

MATERIAL HANDLING SOLUTIONS
Ohio Rack, Inc. ..............................................................6

RUGGED WIRELESS COMPUTERS
LXE Inc...........................................................................6

SOFTWARE
Camelot Consulting, Inc. ..............................................15

STAFFING
Crusader Staffing Associates LLC ..................................6

THIRD-PARTY LOGISTIC PROVIDERS
Tejas Logistics................................................................4

WAREHOUSING & DISTRIBUTION
Associated Global Systems, Inc. ..................................19

www.CadreTech.com
1-866-252-2373

CADENCE
FULFILLMENT
A Unified Logistics System

CADENCE
Introducing

MOBILE LOGISTICS

ACCESS TO EVERYTHING.
ALL THE TIME.

226671_Cadre.indd    1 11/4/06    10:55:35 AM

Corrections to 2006 Buyers’ Guide & Directory



On your company’s behalf in 2006, IWLA:

REVIEWED and HANDLED over 500 legal compliance QUESTIONS for warehouse members 

– a savings of $300 per hour for each time you need an attorney for a general reference question.

CREATED a BEST PRACTICES TEMPLATE for warehouse C-TPAT compliance, enabling you to 

meet one set of standards for international import security practices – savings that start at $10,000 

per individual application.

NEGOTIATED for you a series of MEMBER ADVANTAGE PROGRAMS that consistently save

your company money on a wide-array of products and services – a savings of $500 to as much as 

$300,000 annually.

FUNDED and PRODUCED a 2006 FINANCIAL BENCHMARKING STUDY, providing your

company, free of charge, the ability to compare your income statement and balance sheet 

with other warehousing companies – a savings upwards of $1,200.

SUPPLIED your company with ADVERTISING and RECOGNITION in the online Logistics 

Services Locator (LSL) and printed Warehouse Logistics Buyers’ Guide, both of which work to

promote your services to shippers and receivers – an annual savings of $450 - $1,500, the cost

of reaching similar markets on your own.

PROVIDED your company with DIRECT ACCESS to resources needed to identify issues, participate

in grassroots efforts and support pro-business candidates through an online Legislative Action 

Center – Resources that could cost your company $7,500 annually.

DELIVERED deep MEMBER DISCOUNTS on education and training programs that keep you on 

the leading edge of warehouse profitability practices – savings more than $200 per registrant.

PROVIDED over 12 REGIONAL FORUMS for you to exchange, gain and apply knowledge from 

thought leaders and peer practitioners – knowledge that could cost you $500 per consultation if 

purchased on the open market.

DEFEATED the Pennsylvania gross receipts TAX – a savings of 3% on all warehouse revenue 

derived from Pennsylvania-based regulations.

Add it up and count the returns on your annual dues investment.

2800 S. River Road, Suite 260

Des Plaines, IL 60018-6003

p. 847.813.4699

f. 847.813.0115

www.iwla.com

Helping members run high-quality, profitable
warehouse logistics businesses.

SAVINGS YOU CAN SEE…
ACTION YOU’LL APPRECIATE
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