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be a growth industry. Though such growth is expected to slow
somewhat (from a high of 3 percent over the past five years
to about 1.5 percent in the near term), that rate will still likely
outpace that of global GDP — a good situation to be in,
considering current economic circumstances.
Even so, companies will need to deal with numerous issues:
trade routes will become more competitive and as freight
rates fall, the industry’s traditional bargaining power with its
shippers—volume—will be challenged. One important strategy
to counter this challenge is to use balance sheet strength to
acquire niche players in important trade routes and
geographies, especially in emerging markets.
Another key to growth and profitability will be the ability to
analyze customers’ needs and then respond quickly with
differentiated and advanced logistics solutions. That will
require better IT tools to improve internal process efficiency
and to generate analyses that result in deeper understanding
of customers’ industries and business processes.
According to a recent Accenture High Performance Business
research, which analyzed corporate performance in the
freight forwarding and contract logistics industry from 2008
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to 2011, high performers owe
their success to a combination
of factors: dominance over
profitable trade lanes; strategic
growth in key emerging markets;
and business models supported
by operational excellence and
designed to develop expertise in
customers’ industries while
empowering those customers
with greater information and
better service at the same time.
(read more in www.accenture.com)

STAY WELL CONNECTED
We have been very pleased with the
warm welcome received by our first
Newsletter, which provides us with
additional enthusiasm to continue
with the purpose of increasing the
contact among the CPN members,
the exchange of news and other
information relevant to our business
and, more importantly, that place at
the disposal of the CPN members an
effective vehicle to share their most
recent achievements, the difficulties

and challenges they have to face,
and the solutions they implement
to resolve it. An exchange of this
type will always benefit a large
group of us and reinforce the
sense of cooperation embraced
from our organization.
All our members will be exposed
to numerous challenges in the
upcoming year to strive in the
business and make it profitable

while continue building a solid
reputation and credibility with
customers. In this issue, we
are quoting a recent report
from Accenture. We encourage
our readers to send us their
stories and experiences and
the expectations they have for
the starting year. Let’s start
the discussion!
The editors
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“ Out of the office” … or disengaged?
Historically, every company in the logistic business has always included as a slogan or an important component of its vision and mission
statements like “ Available 24/7” , “As close to you as a phone call”, “ We are always there for you” and many more along the same lines.
In the current context and certainly more for the most immediate future, we should expect no other thing than increasing challenges; so
for remaining competitive and surviving, a permanent presence and a prompt response to your customer are key elements.
In these years when the logistic business is facing so many challenges, when all the companies are trying to revert the tendency of the
business to recover loyalty from clients and maintaining their effective presence in areas and territories, the ability for making itself always
available and reliable should be no “sorcerer stone”; but rather, “the key of success”.
If that’s so, and adopting the perspective of a customer, there is at the same time nothing more frustrating that getting this as the only
response to an e-mail:
“I’m out of the office with limited access to email from ___ to ____. If your message is urgent please contact XXXX”
Irrespective of the great advance in telecommunications and portability, a response like this makes your request to sounds like a cry in the
darkness or a stone thrown to an ocean and should be considered as no other as a disrespectful response to the individual/company that
still until that moment, has considered you as the reliable and deliverable partner for your business.
What interpretation can be given to the phrase “limited access to email”? You may be making yourself a not so good favour by evidencing
that you are not coping with the pace of the progress. Nowadays, almost everybody is subscribed to data services in their portable devices.
Even when you are far from your telephone provider, you have easy access to Wi-Fi networks in establishments of almost any type; from
airport lounges to coffee shops, from libraries and public offices to city parks or malls, and do not neglect the increasing connectivity that
has become available in planes.
But even when traveling by plane, how prolonged is going to be your point to-point-to-flight that you think is necessary to give a heads-up to
the person looking for you that he or she won’t hear back in a long while? Although occasionally may be longer, the average flight would be
no more than 4 -5 hours.
Therefore, it may be worth to highlight the risk involved with these “out of office” messages to be perceived as an evidence of
disengagement or disinterest for buying the business from you and we would like to offer some additional considerations for excluding this
as a regular business practice; while offering as well some suggestions to overcome the impression of neglect; but more importantly: to
effectively remain in top of the business which is the essential thing, rather than any virtual appearance.
By setting up the automatic process of “out of office “ reply you may be reflecting, intentionally or not, an evasion of responsibility, an unnecessary excuse, a lack of intention to consider the urgency or the need of your customer/partner in the business.
Why these practices should not be made a routine? What can be done?
It is every time most rare that someone will be in a position where email communication matters and not
have an email-enabled phone. You will certainly see that email message popping in your screen, and your
customer certainly deserves at least a quick word to say that you are aware and you will handle the matter.
Don’t give the appearance that you ignore all the opportunities for connectivity that exist, whether you are
flying or traveling by other means or if you are engaged in a business meeting; because that shows up as
poor business performance. No business meeting is going to prolong so long that won’t give you a lapse after
four or five hours to send at least a confirmation of receipt.
But if you really have a predictable good reason to keep away from email, out of respect to your partners or
customers, consider then instead of setting up an automatic response, to automatically forward the emails to
specific people in your office responsible for handling your business while you’re out of the office. Don’t force
the person at the other end to send the same email twice. That’s not difficult to set up in your email browser
and shows as well that you have a well established line of delegation in your company.
Consider other rules when setting up your system, so you don’t need to reroute or send auto replies to emails
in which you are not included in the “ To” , line; but you are only copied to. And you can even be more selective
in deciding to whom that email from that specific company/customers should be forwarded.
Get yourself away from giving a wrong impression to others on your commitment and presence and more
important: keep building up on long term relationship with your customers up to convert them into your partners.

Ken Singh
President
Cargo Partners Network
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IN THE NEWS THESE DAYS

New Globe Logistik Pvt. Ltd.
New Globe: Simplifying logistics

New Globe handles project cargo ex- India to Cuba
New Globe has successfully and safely executed the handling and transportation of a Water Treatment & Regeneration System that
weighed 122 MT from Baroda-India to Havana, Cuba on November 27th,, 2015. It took three weeks to complete this project right
from pick up and loading of the goods on board vessel.
This shipment was loaded with single handling and with a reduced transit time of 45 days. Combinations of open- top, flat track, 40’ft
containers were used to load the shipment. We want to extend our congratulations to the New Globe Management on this successful
operation and particularly commend their sea export team, lead by General Manager Mr. Pramod Dhamdhere. We are confident this
will be continued by numerous other achievements of this kind during the upcoming year of 2016.

UTi opens Asian multimodal hubs to beat air cargo capacity shortages
Smart-US will service freight from Vietnam and Cambodia is going to UTi Worldwide's Chicago and Atlanta
Gateways. Mudasar Mohamed, UTi Worldwide's managing director for Singapore and Malaysia, said:
"Business in the ASEAN region continues to grow, while air cargo capacity from the area has remained static
resulting in an overflow of export cargo causing delays for clients, especially during peak seasons”
"In order to tackle these challenges, UTi Worldwide in South East Asia has been looking to develop new
routes and multimodal freight options to create seamless movement for our clients' shipments. Our new
routes will allow clients to benefit from improved transit times and the elimination of split shipments, as

China's 10 biggest container ports handled 1.2% fewer boxes in October than in same period last year
as the global appetite for goods from the world’s second-biggest economy has weakened.
Shanghai, Shenzhen, Ningbo-Zhoushan, Qingdao, Guangzhou and Tianjin moved a combined 13.2m TEUs in October 2015 from 13.3m in the same month the previous year, data from the China Ports and Harbours Association
showed. The ports of Dalian, Xiamen, Yinkou and Lianyungang were among the top 10 ports, according to the data
from the Shanghai-based group.
Shenzhen, the second-busiest port, as well as the ports of Guangzhou and Dalian posted year-on-year falls in
container throughput, with Dalian leading the decline as its container volumes slumped 35.6% on year in October.
Shanghai, the world’s busiest container port, moved 3m teu in October, flat from the same month in 2014.
China’s exports fell in October for the fourth consecutive month, down 6.9% year on year in dollar terms, following a
3.7% drop in September, China’s General Administration of Customs said early in November. Imports slid 18.8% on
year after a 20.4% fall in September, reflecting in part weak domestic demand.
China’s growth in gross domestic product fell to 6.9% in the third quarter, dropping below 7% for the first time since
2009.
Reported by Katherine Espina, in Lloyds Loading List (www.lloydsloadinglist.com)
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Backed by almost 30 years’ experience in the freight forwarding business,
ATACO Freight Services knows all the quickest shipping routes in and out of
East Africa. The company aims to provide its customers with a prompt and
well informed service to ensure their cargo arrives in the fastest possible
time, despite East Africa’s challenging infrastructure. ATACO specialises in
freight forwarding including from shipping and transportation to customs
documentation. Based primarily in Kenya, the company uses the Port of Mombasa as the central
hub of its operations, which gives ATACO international reach and paired with the company’s network
system helps to keep East African countries in touch with the rest of the world.
ATACO’s CEO John Atalyeba discovered his passion for freight forwarding at his previous employment
as the Country Manager for Uganda/Rwanda with British Caledonia Airways; and prior to that at the
Swiss Construction Company as Commercial Manager. “We can serve Uganda, Kenya, Rwanda,
Eastern DR Congo, South Sudan and so on,” says John. “We have a network set up so that if a client
has something coming from China, for example, we have a contact in China who can say, ‘We have
this container, can you please bring it up to Mombasa? Because we can pick the consignment up
from there and give it to the client.” This network helps ATACO to work against the challenges of East
Africa’s strained infrastructure, as well as to deal with the unfamiliar infrastructure of new countries.
The high quality of service that ATACO puts into each consignment does not go unnoticed in the very
competitive freight forwarding business, as is clear from the high-profile names on ATACO’s client list.
Companies such as Barclays, USAID, UN and the Korean Army and many other importers and exporters
always consider ATACO when they have a new consignment.
Supported by its reputable name and its recently acquired fleet of trucks, ATACO Freight Services
seems to be making way for even more tenders. However, John has no illusion about the nature of the
industry in which he works: “Freight forwarding is the kind of business that is not predictable,” says
John. “You never know what is around the corner”.

Check for
CPN in the
social media

20th CPN Conference
The Grand Hyatt,
Kuala Lumpur, Malaysia
May 16-20th, 2015
Registration is open in
the CPN website.
Register NOW!!

(Partly reproduced from ABN, African Business Networks, April 2015)

ATACO FREIGHT SERVICES LTD.
Communications house, 8th Floor, Plot No
1
Colville Street. P.O. Box 4992, Kampala,
Uganda
Phone: 256 414 257 919

SEND US YOUR FEED BACK

We are always open to your comments and suggestions. Let us know what topics you would like to see discussed in our Bulletin and your
impressions about this new era of communication we are initiating. By getting better communicated, the impact of our interactions will
increase and be potentiated. Keep in mind the increases challenges that globalization imposes to us and, in consequence, apply this
valuable formula: “Act locally; but think Globally”
[Not a CPN member? If you are interested to receive this Bulletin, please send an email to subscribe cpn@cargopartnersnetwork.com]

WELL RESPECTED
WELL CONNECTED
WELL SERVICED
6365 Northwest Dr, Mississauga,
Ontario L4V 1J8, Canada
Phone: 905-671-0261
Fax: 905-671-8061
E-mail: cpn@cargopartnersnetwork.com
www.cargopartnersnetwork.com

