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Objectives

The objective of the report was to present a
factual analysis of the North American 3PL market,
that can be used as a ready reference for all

small, medium and large 3PL players to decide
their future strategy. This report can be used to
decide 3PL companies’ winning propositions in
terms of value added services, their role towards
consolidation, technology orientation, market
segmentation and business models. It gives an
insight into the market drivers and changing
customer relationships, and uses a large number of
industry references to give a comprehensive view
of major North American 3PL companies.

Takeaways

« Top 25 companies - financial analysis along with
North American strategic overview.

« Market comparisons for leading players

« Trends and opportunities in North America

- Summary of merger and acquisition activities in
North America

« Breakdown of major contract details

Scope and sources

Companies’annual reports, SEC filings, financial
database services, company websites, specialized
research databases, and more.
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Methodologies

The methodology used while developing the
report was based on primary and secondary
research of the top 50 North American 3PL
companies. The research was based on the top
50 companies’interaction for revenues and
their opinions about the 3PL market. It included
collection of strategic information on the top
25 companies and their key financial highlights,
in addition to a study of all major mergers and
acquisitions.

Collection of the 3PL revenues involved detailed
research of annual reports, SEC filings, financial
database services, company websites, and an
estimation of their global and American revenue
figures. Most of the mergers and acquisitions
taking place in North American 3PL were
individually analysed from various perspectives.

The feedback received from telephonic discussions
with the main players’ executives provided an
insight into the North American 3PL market.

The top 25 companies are analysed from their
strategic perspective. All analysis was done in
terms of opportunities, trends, market segments,
and the main 3PL players’ responses.

Complete financial data is not available for every

company, and estimations have been used where
concrete data is not available. For any questions,

please contact koreilly@eft.com

EFT has done its best to collect information and
present a true and accurate picture of the North
American 3PL market and individual players, but if
you feel there are some inaccuracies please contact
us.
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Overview of Economic Conditions

The current global

economic climate has
affected all industries.
Approximately 80% of

Effects of the Economic Slowdown

companies use a third- 80% |

party logistics provider 70% o -
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their supply chain, and a0% .
not surprisingly, the 30%
economic recession has igx
hit 3PLs hard as their 0% =
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manufacturing customers
have had less freight to
move. While the 3PL
market has not been as
badly hit as others, the
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challenges of overcoming

the recent economic

conditions have had the highest priority for most
companies.

The widespread nature of the global economic
slowdown was evident in a recent eyefortransport
survey, in which only 19% of 3PLs reported that
they had not seen negative effects during 2010

as a result of the downturn. On a more positive
note, this is considerably higher than the 7% who
avoided negative effects in 2009.

Of the majorities, in 2010 and 2009, who have been
affected by the global economic crisis, a far higher
percentage are seeing signs of recovery than were
doing so a year ago (62% compared to 22%).

When looking at financial results for the 25 largest
North America 3PL companies, the industry seems
to be slightly healthier, on the whole, than it was
before the economic crisis hit. North American
revenues for these companies totalled $57.7
billion in 2010, as opposed to $45.9 billion in 2009,
representing a 25.7% increase for the year. This
more than cancelled out the 15.0% decrease that
2009 saw from the 2008 total of $54.0 billion. This
trend was even more exaggerated when it came
to North American profits for the 25 largest 3PL
companies, which totalled $4.2 billion in 2010, as
opposed to $2.9 billion in 2009 - a 44.8% increase.
This again was much larger than the decrease seen
in 2009 (9.4%), from the 2008 total of $3.2 billion.

2010 2009 2008
Revenue for Top 25 N. American 3PLs | $57.7 billion $45.9 billion $54.0 billion
Profit for Top 25 N. American 3PLs $4.2 billion $2.9 billion $3.2 billion
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To reinforce these results,
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Another indicator that

demonstrated the degree to which the North
American 3PL market improved during 2010 was
the increase seen in the average operating margin
for the top 25 3PLs. In 2010, the top 25 North
American 3PLs had an average operating margin
of 7.69%, which represented a notable increase
from the equivalent figure, 5.92%, for 2009. The
2010 average is also notably higher than the 6.57%
average operating margin seen in 2008.

The recent eyefortransport survey also looked

at the timescale in which respondents expect a
general turnaround from the economic crisis. The
majority (58%) expect this to happen during 2012
or at a later date, with only
14% expecting recovery

When looking at the impact of the economic
slowdown on growth over the next 12 months,
43% of 3PLs expect their growth to be as strong
as predicted, in contrast with 16% answering so in
2009. Only 2% expect their revenues to decline, as
opposed to 23% in 2009.

Historically, most companies in the logistics
industry have seen their operating results being
subject to a seasonal trend, when measured over
a quarterly basis. The first quarter has traditionally
been the weakest, with the third and fourth
quarters being, traditionally, the strongest.

by the beginning of 2011.
These results show that a
small number, of generally

Timescale for Global Economy to
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This trend was evident
again in 2010, when
average 2nd quarter
revenues, for the top

25 North American 3PL
companies, were 12.96%
higher than the average
for the 1st quarter, while
2nd quarter profits were
28.77% higher than those
seen in the 1st quarter.
The 3rd quarter was the
highest yielding, with
average revenues being
1.55% higher than those
seen in the 2nd quarter,
and with average profits
being 10.99% higher than
those from the preceding
quarter. The 4th quarter
saw marginally lower
revenues (0.90% less than
the 3rd quarter), but saw

H 2010
slightly higher profits

W 2009

Regions Providing Greatest

South America
Asig-Pacific (not China ar India)
Morth America

Eastern Europe

Western Europe

Opportunities

China

India

Russia

Africa

& # & ~ -'
I 1 I I I

0% 20% 40% 60% 80%

(0.11% higher than the
3rd quarter).

This pattern of results is influenced by a myriad of
factors, some of which include weather patterns,
national holidays, consumer demand, and
economic conditions.

In a different, worldwide, survey of 3PLs, that

was recently conducted by eyefortransport,
respondents were asked to identify the geographic
regions that currently present the greatest
opportunities for them. The emerging markets of
China and India have scored consistently highly
for the last two years, while South America and

the Asia/Pacific region (not India or China) saw

a notable increase in the number of 3PLs seeing

opportunities there. Having been the most popular

region in the previous year’s survey, Eastern
Europe saw the biggest decrease in perceived
opportunities.

Although the region was seen to provide less
opportunities than the aforementioned, North
America saw the greatest percentage increase
in respondents seeing opportunities there. This
is another indicator that the North American
3PL market is healthier than a year ago, when
it was seen as the region providing the least
opportunities to 3PLs, on a worldwide scale.
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A range of measures
have been taken by
North American 3PLs in
combatting economic
conditions, these include:

Reducing costs through
internal efficiencies

Improving operational
efficiency is the most
commonly held target
by 3PL companies. In
eyefortransport’s recent
survey, targetting leading
executives at major 3PLs,
81% of respondents see
this as being a vital way
of combating economic
conditions (a decrease

Measures Taken to Combat Economic
Conditions

Increased internal efficiencies
Concentrating on core markets
Diversifying product offering
Selective with new customers
Cancellingunprofitable accounts
Lower pricesfrom contractors
Strategic mergers/acquisitions
Cutting prices for customers
Cutting jobs

Reducing expansion plans

Outsourcing warehousing space

on the 83% seen in last
year’s report). Many
strategies have the effect
of improving efficiency
in different aspects of the

W2010 W2009

Other

0% 0% 100%

supply chain, with new

technologies presenting

the best opportunities. Warehousing efficiency can
be improved through technologies such as radio
frequency identification, while trailer efficiency can
be improved through route optimization software
and improved aerodynamics.

Concentrating on core markets

While recent years have seen an emphasis on
companies expanding their services and areas of
operation, now faced with a harsher climate many
companies see concentrating on their core markets
as the optimum strategy. In eyefortransport’s
survey, 51% of respondents were following this
strategy, though this was a decrease from the 57%
who responded so last year. A knock-on effect

of so many companies adopting this approach
has been a reduction in the number of mergers
and acquisitions since the onset of the economic
troubles. Though there are signs of companies
expanding their horizons again now.

Diversifying product offerings

3PL companies have been offering an increasing
array of services in recent years. This trend looks
likely to continue, with 49% of respondents

seeing this as a workable method for combating
economics conditions (having increased from 43%
in last year’s report, and 38% the year before). By
offering diversified products, companies aim to
provide options to customers that prevent them
from seeing the need to use other 3PLs, thus
gaining a larger market share.

Being selective with new customer accounts

Companies are becoming increasingly
customer selective, and aggressively selling
along customer supply chains. There is a shift
in the industry toward building collaborative
working relationships with key customers, 46%
of respondents in the recent survey take this
approach. There are signs that companies are
generally becoming less selective, as 48% of
respondents took this approach in last year’s
report, and 50% the year before.
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Ceasing work on existing unprofitable accounts

44% of those asked are ceasing to work on existing
unprofitable accounts. As with asking contractors
for lower prices, while this may be a popular
strategy, relative benefits are smaller than other
options. Similarly, there has been a slight reduction
in respondents following this path, as 52% were
doing so last year, and 53% the year before.

Minimising expenditure

41% of respondents to the eyefortransport survey
are asking contractors to lower prices as a means
of dealing with current economic challenges. This
is a notable decrease from the 62% doing so in last
year’s report.

Looking for strategic mergers and acquisitions

Although a larger number of players are focusing
on their core competencies and reducing

their expansion plans, there is still merger and
acquisition activity, as some companies (38% of
those in the recent survey) see strategic mergers
and acquisitions as driving them out of economic
difficulties. This represents an increase from the
22% taking this approach last year.

Cutting prices for customers

While the majority of 3PL companies are focusing
on reducing their costs, a still sizable number
recognize that lowering prices for customers can
lead to increased business. 16% in the survey were
offering reduced prices to help their company,
though this is a decrease from last year, when 25%
of respondents were cutting prices.

Cutting jobs

Unfortunately, 16% of companies are having to cut
jobs in order to combat economic challenges. In an
era of cutbacks, the 3PL market is not exempt. On
the positive side, these losses were far less marked
than last year, when 47% of respondents were
cutting jobs.

Reducing expansion plans

15% of eyefortransport’s respondents are reducing
their expansion plans, although this represents

a notable improvement on the 30% in last year’s
report.

Outsourcing company warehousing space

Outsourcing company owned warehousing
space was only seen as a viable route by 9% of
respondents (a decrease from the 10% seen last
year). While there are gains to be seen here, the
strategy has yet to gain popularity.
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Key Trends - Overview

As discussed in the previous section, the most
noticeable trend in the North American 3PL market
is the impact felt as a result of the global economic
crisis. While indications show that a considerably
larger number of companies are seeing growth

in revenue and profits in 2010, many are still not
witnessing the revenue levels they saw prior to the
crisis.

Another key trend, in the wake of the recent
recession, has been an intensified competition
which has been seen in many markets, including
the 3PL market. Many companies have strived to
keep customers happy by offering tailor-made
services, specially adapted to their needs. This has
had the effect of increasing the popularity of the
one-stop ‘4PL type’solutions. The aim of a one-
stop-shop has been prevalent for some time now,
although the trends in methods for achieving the
goal have shifted. Before the global downturn,
mergers and acquisitions were sought in
abundance by large companies as a quick and easy
way to expand their scope and offer more options.
It is also a very expensive way of securing the aim.
Since companies began paying much greater
attention to spending, the amount of mergers
and acquisitions has reduced dramatically. In their
place has been a greater rise in the number of risk
& reward strategies, subcontracting, and company
partnerships.

Although companies are now more likely to try
to achieve their one-stop-shop goals by utilising
the services of other companies, many bolt-on
acquisitions have still taken place. Acquisitions
intended to supplement the existing network of
companies, are likely to increase again as some
companies find themselves recovering at a quicker
rate to others, though it seems as if companies
have now opened their eyes to the benefits of
more joint ventures, co-operations and strategic
alliances.

The one-stop-shop approach has undoubtedly
been popular due to the increased profit margin
by offering customers complete supply chain
solutions, the increased ability for companies to
‘hedge their bets’ through a diversity of specialist
operations, along with the combined benefit

to customers of an increase in value-adding
supplementary services. However, the major
challenge in companies achieving one-stop-shop
status is the constantly changing trends in value
added services. As a certain service is offered by
increasing numbers of companies, it ceases to be
considered a‘value adding’ service and instead
an expected one. The latest trends in value added
services mean that the one-stop-shop goalposts
are constantly moving, though these are easier to
keep on top of with increased outsourcing.

While all companies have faced challenges in
dealing with the economic climate, it appears
that the challenges have not been as large for
companies with a non-asset based business model.
While many asset based 3PL companies have seen
increasing gross revenues year by year, they have
also seen expenditures increase at a quicker rate,
resulting in declining profit margins. This problem
is not as relevant for companies with a non-asset
based model, since without assets they also have
far fewer expenditures.

While companies have focussed more on their
core competencies rather than on expansion,

of the mergers and acquisitions that have taken
place since the onset of the economic crisis, a
far larger percentage have involved companies
utilising a non-asset based approach. As the 3PL
market evolves, new trends emerge in the style
of operating model that companies use. The rise
of fourth-party logistics providers mirrors that of
non-asset based 3PLs, in fact often the two can be
indistinguishable.
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Virtually every new logistics arrangement
between customers and players is giving rise

to new and radical business models. Today’s
business models vary from simple to complex,
from a purely contracting arrangement to risk

and reward sharing with equity participation.
Modelling revolves around the pivot of extra value
proposition, stronger customer relationships,

and distancing the competition. Main trends are
towards more participative risk and reward sharing,
equity participation, managing turnkey solutions,
strategic consultancy, and centralized information
infrastructures to consolidate the worldwide
operations of multiple players serving a single
customer.

Customers are becoming more demanding, and
at the same time companies want to differentiate
themselves from the competition, which is
becoming increasingly intense. As a result, value
proposition is not just limited to value added
services and a centralized support system, but is
extending to sharing risks and rewards of logistics
operations. Customers are demanding variable
cost structures for the entire logistics chain to
mitigate risks and to achieve cost management
on a pay-per-transaction basis. Customers are
bound to use multiple companies to meet all

their logistics requirements, and new models

are emerging from the basic need for additional
consolidation for managing such multiple players
in the entire logistics chain. Today’s key imperative
for customers is that of harmonizing, standardizing
and coordinating multiple companies to achieve
service reliability and cost management.

Along with the increase in supply chain
complexity, companies are having to deal with
declining volumes and shorter lead times. These
factors have contributed to a large number of
cost control methods being introduced, in order
to increase internal efficiency. Much greater
emphasis is now being placed on strategies for
bundled shipments, reduction of non-productive
kilometres, and increasing load factor of vehicles.
As an example, some companies are now utilising
double-deck trailers, which result in a 15%

gain in load volume. Companies are also taking
measures ranging from fundamental steps such
as improving linkage between individual business
units, to achieving higher internal efficiency
through IT solutions. There has also been a notable
increase in companies adopting a co-operative
management style, aiming to increase company
efficiency through increased employee happiness.
There have been many trends towards promoting
sustainability and environmental initiatives, which
will be looked at in greater depth in the next
section.
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Green Initiatives - Overview

One of the more prevalent trends
in the North American 3PL market
is the ongoing implementation

of green initiatives. A recent
eyefortransport survey

looked into the importance

of environmental issues to

3PL supply chain strategy.
Overwhelmingly, they were

seen to have a high level of
importance, with only 8% of 3PLs
failing to consider them. The most
important drivers causing 3PLs

to instigate sustainable supply
chain initiatives, were seen to

be improving public relations,
financial ROI, and increasing
supply chain efficiency.

When looking at the success of
green initiatives for 3PLs, the
most successful were shown to
be improving energy efficiency,
vehicle re-routing to reduce miles,
and horizontal collaboration
with companies. In contrast, the
biggest barriers seen by 3PLs in
implementing green initiatives
were customers not being
prepared to pay more, and a lack
of infrastructure.

There are currently many popular
green initiatives, including:

Reverse logistics

Success of Environmental Initiatives Used by 3PLs

Impraving Enargy Efficiency

Vehicle Re-Routing to Reduce Miles
Haorizontal Collsborstion with Companies
Mear andfor Green Sourcing

Emission Mezsuring/Reductions

Design for Environment

Waorkingwith 2nd or 3rd Party Cartifiers
Using Maore Fuel-Efficient Road Vehicles

Using Green Logistics Providers

Graener Manufacturing Processes

Resezrching/Use of Alternstive Fusls

Using Low Carbon Buildings

ACorporste Green Team

Compiling Emissions Data/Scorecards

Strategic Warehouse Placement

Using Mare Efficient Transport Modes
0% 10% 20% 30% 40% 50% 60% 70% B0% 90% 100%

B erysuccessful - grest ROl B Fairly successful - some ROI Too early totell Unsuccessful

Biggest Barriers for 3PLs Adopting Green Supply
Chain Initiatives

Customers Mot Prepared to Pay Maore

Lack of Infrastructure

Mot Enough Customer Demand

Mobody Strongly Driving the Process
Caost Too High

Mot a Management Priority

Mot Convinced Green Trand will Continue

Lack of Diata and Standardization

Mo Support from Partnersto Start Process
Megatively Impscts Efficiency

L5P= Responsible for Starting Initistives

Peyback Period Too Long

Lack of Knowledge to 5tart Process N - . ” - - - y
0% 10% 20% 30% 40% 50% 60% 70% BO% 90% 100%

B Big Barrier B Ahbarrier Somewhat of 2 barrier The apposite is true of our company

A percentage of goods are going to be returned.
Whether the product is damaged or just unwanted,
good use can be made of it. Damaged products
can be repaired or refurbished, then placed back
into the market. Again, this measure reduces waste
- saving money and the environment.

Third-party logistics providers see that up to 7% of
an enterprise’s gross sales are captured by return
costs. Almost all reverse logistics contracts are
customized to fit the size and type of company
contracting. The 3PLs themselves realize 12% to
15% profits on this business.
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Transportation management

One of the best ways to reduce carbon
consumption is through efficient transportation
management. Improved freight logistics can
optimize trucking operation efficiency, saving fuel
and increasing profits for trucking companies.
Logistics strategies include load matching, more
efficient routing and scheduling of vehicles,

and improved receiving policies. Better load
matching, which ensures full trucks, improves

the efficiency of trucking operations, allowing
carriers to carry the same amount of freight with
fewer vehicle miles of travel. Not only does this
help profitability, but it reduces fuel use and
emissions. Trucking companies can make use of
routing and scheduling software to structure more
efficient truck routes. Changes to loading dock and
receiving policies, such as allowing for early truck
arrivals, lets trucking companies more productively
utilize their vehicle fleets, thereby saving fuel and
increasing profitability. For a long-haul carrier that
operates 15% of miles without a load, reducing
empty mileage by just 1% can save over 100
gallons of fuel and eliminate over one metric ton of
greenhouse gas emissions per truck each year.

Increased driver training

Driving practices can have a large impact on truck
fuel economy. Even highly experiences drivers can
enhance fuel economy using simple techniques
like cruise control, coasting whenever possible,
limiting use of cab accessories, smooth and gradual
acceleration, progressive shifting (up shifting at
the lowest rpm possible), reducing maximum
freeway speeds, and limiting truck idling and stops.
Simply reducing speed from 65mph to 55mph can
result in an improvement in miles per gallon of

as much as 22%. Driver training can reduce fuel
consumption by 5% or more, saving more than
$1,200 in fuel costs and eliminating about eight
metric tons of greenhouse gas emissions per truck
each year. For a typical long-haul truck, the annual
fuel cost savings could recover the initial cost of
driver training within two years.

Fuel efficient equipment

New engine technologies, improved aerodynamics,
and weight-saving designs are available to improve
the fuel economy of today’s fleets. In recent

years, manufacturers have focused considerable
attention on improving truck tractor aerodynamics
and have therefore achieved significant gains

in fuel efficiency. Using a streamlined profile
tractor with aerodynamic devices (roof fairing,

cab extenders, and side fairings) can reduce fuel
consumption up to 600 gallons and eliminate over
five metric tons of greenhouse gas emissions per
year compared to a typical classic profile tractor.
Trailers can be improved through aerodynamics
simply by reducing the tractor-trailer gap, securing
loose tarpaulins, and on flatbed trailers, arranging
cargo to keep the outline of the total load as low
and smooth as possible.

Idle reduction

Each year, long-duration idling of truck and
locomotive engines consumes over 1 billion
gallons of diesel fuel and emits 11 million tons of
carbon dioxide, 200,000 tons of oxides of nitrogen,
and 5,000 tons of particulate matter into the air.
Also, idling can increase engine maintenance costs,
shorten engine life, adversely affect driver well-
being, and create elevated noise levels. A range
alternatives to long-duration idling now exist.

Idle control technologies such as auxiliary power
units (APU) and truck stop electrification (TSE) that
provide heat, air conditioning, and electrical power
can minimize fuel consumption.

Reduced packaging

Major logistics/retail companies are taking steps

to reduce packaging materials, which help reduce
costs in a warehouse or a distribution centre.
Companies are using plastic boxes instead of
cardboard to reduce carbon production and
emissions. Reusable pallets/plastic pallets have
added advantages over wooden pallets and can be
recycled, making them eco-friendly.
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Weight Reduction

Using components made of aluminium or other
lightweight materials can reduce the empty

truck weight, known as the “tare weight,” thereby
improving fuel efficiency. Truck tractors can
reduce weight by using components such as cast
aluminium alloy wheels and aluminium axle hubs.
The potential for weight savings is even greater

in the truck trailer, using lightweight components
such as aluminium roof posts, upright posts, and
floor joists. Light weight components can reduce
truck weight by as much as 3,000 pounds. This
weight reduction could save 200 - 500 gallons of
fuel and reduces greenhouse gas emissions by 2 to
5 metric tons per truck annually.

Wide-base Tires

Wide-base tires on new production trucks can
reduce rolling resistance, improve fuel economy,
and offer substantial fuel cost savings. Wide-base
tires can improve fuel economy by 2% or more
compared to equivalent dual tires. By using wide-
base tires, a typical long-haul truck could save
over 400 gallons of fuel per year, resulting in cost
savings of over $600, and reduce greenhouse gas
emissions by four or more metric tons annually. A
single wide-base tire costs about the same as two
equivalent dual tires and a single wide-rim wheel
costs less than two standard wheels. If wide-base
tires and wheels are installed on a new truck, the
initial cost savings can reach $1,000.

E-waste management

The typical company is awash in e-waste
(equipment that is at the end of its useful life,
needs repair or is no longer supported): desktop
computers, laptops, servers, hard drives, cable,
keyboards, telephones, cell phones, routers,
switches, printers and even media like CDs.
Companies have reason to care about what
happens to all that e-waste. Since 2000, UPS
has sold or recycled about 24.5 million pounds
of e-waste in the United States alone. This has
resulted in money gained for the company and
zero landfill.

Automatic Tire Inflation Systems

Automatic tire inflation systems monitor and
continually adjust the level of pressurized air

to tires, maintaining proper tire pressure even
when the truck is moving. Automatic tire inflation
systems can extend tire life by 8%. Installing an
automatic tire inflation system on the truck drive
and trailer axles can save over $200 per year in tire
replacement costs and tire pressure inspection
time. Automatic tire inflation systems can reduce
fuel consumption by over 100 gallons per year for a
typical combination truck, resulting in annual cost
savings of about $170 and the elimination of over
one metric ton of greenhouse gas emissions.

Improved technology

RFID and Warehouse Management System (WMS)
are the most preferred technology-based strategies
of logistics/retailer companies for warehousing

and distribution centres. Use of RFID reduces

paper work, automates the processing with data
accuracy, and can be integrated with other tools to
achieve greater environmental benefits.

Low-Viscosity Lubricants

Low-viscosity synthetic and semi-synthetic
lubricants reduce friction losses in a truck’s drive
train, transmission, and its engine, saving fuel and
reducing emissions. Synthetic transmission and
axle lubricants can improve fuel economy by at
least 0.5% in the summer and 2% in the winter.
Replacing all conventional transmission lubricants
with low-viscosity products saves fuel with little
or no additional cost. The combined effect of
low-viscosity synthetic engine oils and drive train
lubricants can improve fuel economy by about 3%,
saving nearly 500 gallons of fuel and eliminating
five metric tons of greenhouse gas emissions per
year for a typical freight truck.
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Damage analysis audits

Damaged products need to be returned. Spillage
from leaking products can lead to environmental
issues, not to mention resources needed for
cleanup. Reducing the number of unsalable
products not only makes economic sense, but also
has environmental benefits.

Preventative maintenance

Creating rigorous fleet maintenance schedules,
such as checking tire conditions and inflation rates
every time a vehicle stops to fuel, can have marked
results in fuel efficiency.
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Green Initiatives - Benchmarking

Sample of recent environmental and sustainability measures, and achievements, by

major North American 3PL companies

Agility Logistics

Building more sustainable supply chains

and mitigating the environmental impact of

their operations is a long-term, multi-faceted
commitment, and an urgent priority for Agility.
Agqility tackle the challenge of conserving energy
with global programs, as well as local employee-
led initiatives, believing that small steps, as well

as large ones, can make a difference. Agility has
developed a customer-focused environmental CO2
impact reporting tool. In addition to company-
wide and employee-led projects to improve
sustainability and support local neighborhoods
and communities, the company is participating

in a World Economic Forum initiative to identify
best practices in reducing carbon in the supply
chain. Agility was the first logistics company in
New Zealand to achieve CarboNZero certification,
and has developed a reporting system to help
customers understand the carbon footprint of their
supply chains.

Green logistics is a major challenge, which Agility
is tackling in two dimensions — within their own
operations and helping customers gauge the
environmental impact of their supply chains.
Agility customers need to know the environmental
impact of their respective shipments. Greenhouse
gas (GHG) emissions associated with transportation
- mainly the CO2 resulting from the fuel vehicles
use to move customers’ goods - can account for

a significant portion of customers’ supply chain
impacts. Agility has responded to this emerging
business need by developing a customer-focused
environmental CO2 impact reporting tool.

AmeriCold Logistics

AmeriCold strongly practice energy conservation
and waste management, and have a detailed green
policy. They are focusing intensely on sustainable
initiatives, and have previously been successful
in implementing them. The latest project under
construction is a highly automated facility, which
brings a high degree of accuracy and efficiency
while reducing energy consumption. Initiatives
included in Americold “Green Strategy” are, but
not limited to, the following categories: Electrical
energy; Water; Natural gas; Recyclable materials;
Responsible chemical management.

Since Americold consumes over 700 million kWh of
electrical energy annually, the reduction of waste
and the improvement in efficiency is the number
one initiative for all levels of management and
associates. However, water and natural gas are
important resources and a conscious effort by all
must also be made to insure that waste is reduced
and efficiencies are improved. Recycling is a key
component of Americold’s “Green Strategy” and
each Plant Manager and Department Head has
the responsibility of putting recycling programs
in place and ensuring that they are properly
maintained. In line with the commitment of the
Senior Management to its Going Green Policy of
being “environmentally sound or beneficial, in
reducing the consumption of natural resources”
Americold and its affiliates operate an auto-
distribution process where electronic versions

of warehouse documents are delivered by

email to customers who choose to participate

in the program, in place of sending the hard

copy versions. These documents have included
Non-Negotiable Warehouse Receipts, Transfer
Receipts, Invoices, Month End Reports, and related
documents.




The 2011 North American 3PL Market - A strategic analysis of the latest market opportunities and trends

Protecting the environment from the liquids &
chemicals that are used on a regular basis is also
included in Americold’s “Green Strategy”and is just
as important as any of the other items mentioned
in this policy. Chemicals that are regularly used

or have some level of control over are include:
Ammonia; Sulfuric acid; Solvents & oils; Diesel fuel;
Glycol; Cleaning agents.

APL Logistics

APL participates in and supports programs that
help reduce their environmental footprint. As a
result of their efforts, APL has received recognition
from customers and peers for leadership in
mitigating the environmental impact of world
trade. APL is in the process of introducing over 30
new, environmentally friendly vessels to their fleet.
These energy efficient and cold-iron capable ships
will reduce carbon and criteria pollutant emissions.

As the first carrier to use LSF in auxiliary engines
while at the berth in Seattle, APL now uses LSF

in many ports worldwide. LSF is also used for
propulsion off the California coast. APL is operating
vessels at slower speeds, which reduces emissions
including CO2, CO, SOx, NOx, and PM. APL is an
ongoing participant and active supporter of the
vessel VSR Program in Southern California. By
reducing speeds to 12 knots, SOx, NOx, and PM
emissions are also reduced.

In Seattle, APL uses a biodiesel blend in its

yard tractors and mobile container-handling
equipment. This blend of low-sulfur and

biodiesel reduces particulate-matter emissions
by approximately 80%. APL's Oakland terminal
received the Caltrans Excellence in Transportation
Award for an efficient yard layout redesign. This
was followed by the Los Angeles terminal receiving
the Most Efficient Marine Terminal award from
the Harbor Truckers for a Sustainable Future in
recognition of efforts to minimize trucker delays
and therefore exhaust emissions from idling.

APLs Seattle terminal loaded 102,000 containers
via on-dock rail lifts in 2010, saving 1.02 million
miles of truck transit which would have produced
nearly 2,600 Metric Ton of CO2 and 28,000 Metric
Ton of CO2e. APL Logistics uses an internally
designed tool to calculate the carbon footprint
of warehouses. By estimating the amount of
greenhouse gases produced by using fossil fuels
for electricity, heat, transportation, and other
purposes at each warehouse, APL can focus its
carbon reduction efforts in an efficient manner.

Averitt Express

Averitt was one of the 52 Partners to launch the
Environmental Protection Agency’s SmartWay
Program in 2004. Through SmartWay, they
voluntarily committed to meeting specific
environmental and energy-saving goals and
sharing progress annually with the EPA. With

the help of this program, Averitt established a
systematic approach to emissions reduction and
fuel conservation. Since joining the SmartWay
program in 2004, Averitt have lowered their
carbon dioxide (CO2) emissions by an estimated
27.05%, reduced nitrogen oxide (NOx) emissions
by 50.37%, and lowered particulate emissions by
52.74%.

Averitt's team realizes that fuel conservation is
the most important impact they can make on

the environment. They are taking many steps

to achieve the highest fuel efficiency possible,
including: Only using ultra-low-sulfur diesel

at in-house fuelling stations, coupled with the
employment of the new low-emission diesel
tractor engines. This helps reduce emissions of
particulate matter and nitrogen oxides; Using
Biodiesel in select markets; Equipping road tractors
with APUs (auxiliary power units) to maintain
driver comfort and reduce fuel use through

idling when parked for extended periods of time;
Installing sophisticated electronic technology that
gathers data from tractor engine computers to
track and measure fuel efficiency on an individual
tractor level; Using route optimization software;
Self-inflating tires; Establishing fleet speed

limits; Improving tractor aerodynamics; Utilizing
underground fuel storage tanks and electronic
fuelling overflow detection devices.
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C.H. Robinson

For C.H. Robinson, sustainability is not a single
initiative, but an overall approach to business that
continually adds value, improves efficiencies, and
invests in the long-term success of their customers,
contract carriers, growers, employees, and
communities.

C.H. Robinson’s non-asset based business model
helps reduce waste and convert unproductive
capacity into productive solutions. Reducing
empty miles, and fuel consumption, by selecting
efficient modes of transportation and contract
carriers for every shipment is a major benefit,

as is developing transportation and network
optimization strategies for customers, who realize
savings through consolidation, resulting in fewer
shipments and fewer transportation miles — with
fewer greenhouse gas emissions. Other benefits
include shortening the distance from farm to table
and strengthening local economies through legacy
and regional farming programs, and reducing
paper usage and costs to support sustainability.

C.H. Robinson was awarded a 2009 Environmental
Award by CSX. CSX recognized C.H. Robinson’s
commitment to “greening” supply chains by
shipping via rail and thereby reducing carbon
emissions, decreasing congestion on highways,
and conserving fossil fuels. The awards specifically
recognize customers who led their industry in
CO2 emissions avoidance in 2009; demonstrated
the greatest improvement in avoided emissions in
2009 versus 2008; or deserve special recognition
for their commitment to sustained supply chain
practices through the use of rail or intermodal.

Caterpillar Logistics Services

Cat Logistics play a key role in providing reliable
and efficient energy solutions, promoting
responsible use of materials, enabling the mobility
of people and goods and developing quality
infrastructure. The company is powering change by
leveraging technology and innovation to increase
efficiency and productivity with less impact on
the environment and helping customers do the
same - enabling their businesses to become more
productive by providing products, services and
solutions that use resources more efficiently.

CEVA Logistics

Over recent decades growing concern about
environmental damage has led CEVA’s customers
to take steps to reduce and manage their own
environmental impact. CEVA demonstrate their
commitment to sustainability by taking a practical
business approach to it. They develop creative,
sustainable solutions that deliver strategic business
opportunities for their customers, while benefiting
society and the environment.

The company have adopted a company-wide
sustainability program that aims to reduce
environmental impact, especially carbon emissions.
It includes: business travel, procurement, transport
operations, and warehouse operations. The
program is founded on CEVA values and character
and is closely aligned with other programs and
activities that reflect the company’s commitment
to corporate social responsibility, such as diversity
and inclusion, talent development and minority
rights.

In partnership with Starbucks and Smith Electric
Vehicles, CEVA introduced one of the world’s first
high performance 7.5-tonne zero emission electric
vehicles into service. The ‘Newton’ model, is the
first ever in its class able to compete with its diesel
equivalent - but without the polluting effects of
‘controlled’ (i.e. nitrogen oxide and particulate
matter) and CO2 emissions. If the green trial proves
successful, CEVA will consider adding further zero
emission vehicles to their fleet to serve in other
urban locations.
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DB Schenker

The sparing use of resources, energy efficiency

and the reduction of CO2 and other emissions
with an environmental impact are central to

DB Schenker’s environmental strategy. Since

1990 the DB Group reduced its specific carbon
emissions in rail transport, i.e. carbon emissions
per passenger or ton of freight and kilometer,

by nearly 40%. Deutsche Bahn's specific carbon
emissions in rail freight transport have dropped

by 44% alone. DB Schenker is realizing enormous
possibilities for carbon savings above all by
intelligently linking together the various modes

of transport. Further carbon reduction can also

be achieved by: Conserving the environment by
offering new green solutions; Combating global
warming by increasing energy efficiency; Reducing
dependency on fossil fuels by expanding the use of
renewables.

DB AG has developed Group-wide environmental
targets based on its experience in rail transport.
Deutsche Bahn has established its “Climate
Protection Program 2020" to reduce its specific
carbon emissions by 20% from 2006 to 2020 - on
land, sea and in the air. The program naturally
includes the freight forwarding and logistics areas,
as well as stationary processes. Major contributions
will be made primarily by sensibly linking various
modes of transport, by new and energy-efficient
vehicles, achieving an even greater capacity
utilization rate for the vehicles and in fuel-efficient
driving methods used by specially trained truck
and train drivers.

By combining different modes of transportation
intelligently, DB Schenker aims to be the leading
green logistics company. They have developed a
new package of environmentally friendly solutions,
including: Eco Solutions range - Initiatives for
every mode of transportation, consisting of CO2-
free, CO2-reduced and CO2-neutral solutions;
Eco Optimizer - Indicating the CO2 and other
greenhouse gas emissions caused by customers’
transportation and logistics; Modernizing plant
and equipment - by making increased use of
modern, more energy-efficient vehicles and by
increasing the proportion of energy derived from
renewable sources; Training locomotive drivers -
and all of the truck drivers used, to drive energy
efficiently, which has resulted in using 10% less
fuel or energy. DB Schenker is also voluntarily
participating in the US Environmental Protection
Agency’s SmartWay Program.

DHL Supply Chain/Exel

DHL Supply Chain/Exel is committed to helping
make supply chains greener, and have a number

of measures to help their customers. DHL is
registered and approved as a compliance scheme
for Packaging Waste Regulations. They also look to
improve business by realising opportunities to gain
revenue from recyclables, reduce waste disposal
costs and divert volume from landfill.

DHL Supply Chain’s target is a 10% reduction of
carbon emissions by 2012 and a 30% reduction
by 2020. Their DHL environmental program

— GoGreen - supports the achievement of
environmental targets by focusing on three

key areas: Measurement of carbon footprint to
be transparent on impacts and to understand
progress towards targets; Management of
environmental impacts by building a foundation
of environmental management according to
the principles of ISO 14001; Improving carbon
efficiency and reducing environmental impacts
through rollout of key environment programs in
the areas of energy efficiency, transport, waste
management and employee engagement.
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DHL has completed its deployment of a fully green
fleet of pickup and delivery vehicles in Manhattan.
This fleet includes 30 battery-powered electric vans
and 50 hybrid trucks and enables DHL to serve
customers via sustainable solutions and improved
resource efficiency by cutting down fossil fuel use,
and in combination, reducing CO2 emissions by
more than 50 percent each year in comparison

to conventional vehicles. The battery-powered
electric vehicles are charged with green electricity
provided by ConEdison Solutions and produced
from renewable energy sources such as wind.

DHL has been integrating the new vehicles into

its fleet while phasing out gas-powered models.
At the same time, a new environmentally-friendly
Paperless Clearance feature will enable DHL
customers to electronically transmit documents

to Customs — eliminating the need to print and
manually attach them to shipments.

Expeditors International of Washington

Expeditors look to help customers achieve their
goals by offering recommendations for improving
the sustainability of their businesses, whether

by streamlining their supply chains, minimizing
distribution costs or evaluating alternative
sourcing profiles. Expeditors has developed a
standard methodology to consistently measure
each branch’s carbon footprint. This methodology
uses WRI GHG protocol standards and measures
electricity and fuel used in all facilities. They are
also measuring the transportation carbon footprint
of customers who seek that information to meet
their environmental goals.

Expeditors work with customers, service providers
and employees to demonstrate a measurable
commitment to environmental sustainability. They
go beyond compliance to create new opportunities
to reduce pollution, while saving money. As a
non-asset owning logistics provider, they are not
tied to aging fleets. They have the freedom to
partner with service providers who have newer,
more fuel efficient fleets and strong environmental
programs. Many shippers allow their vendors to fill
their own containers leaving lots of “dead space”
unused. This space is paid for and overinflates the
need for spaces as well as number of ships required
on the world’s busiest trade lanes. Through
Expeditors’ Order Management services, customers
have been able to reduce their total spend through
multiple vendor consolidation in their key origins
by purchasing fewer containers. Fewer containers
means less cost and a smaller carbon footprint.

The company discloses their environmental
information through the Carbon Disclosure Project,
including greenhouse gas footprint for scopes 1
and 2. They continually assess the state of their
environmental impact and implement projects to
reduce the size of their carbon footprint. As part of
the effort, they: Help customers consolidate and
optimize shipment loads; Measure and reduce
customers’ transportation carbon footprint;
Participate in the US EPA SmartWay Program to
promote the use of cleaner trucks; Partner with
carriers on environmental guidelines as part of
the company’s Service Provider Strategy; Provide
paperless IT systems and visibility to freight;
Implement video conferencing in offices to
improve collaboration and to reduce employee
travel costs and carbon footprint; Measure and
reduce office scope 1 and 2 greenhouse gas
footprint.

The US Environmental Protection Agency (EPA)
has awarded Expeditors Outstanding Performer
status based on their extensive participation in
SmartWay. Expeditors shipped 105 intermodal
trailers in 2008 that would have been truck loads
and in 2009 they shipped over 1900, beating their
goal by 1700. Expeditors’ C02 reduction was over
13,000 tons by removing those truck loads and
putting them on rail.




The 2011 North American 3PL Market - A strategic analysis of the latest market opportunities and trends

FedEx SupplyChain Systems

FedEx’s progress toward their 2005 goal to reduce
aircraft CO2 emissions intensity has been helped
by the addition of more 777Fs to their fleet. This
has dramatically enhanced FedEx’s ability to move
more freight worldwide, while reducing aircraft
emissions per shipment. The 777F, which can fly
directly from Asia to FedEx’s Memphis hub without
refuelling, allows later cutoff times for customers
and represents an 18% increase in fuel efficiency
compared with the MD11.

FedEx’s hybrid-electric and all-electric vehicles, in
service worldwide, increased in number by 20%
during 2011.The fleet has logged 9.5 million miles
of service, and will see almost 4,000 new, fuel-
efficient Sprinters this year. Each vehicle is at least
100% more fuel efficient than the most common
vehicle it replaces. Early results for all-electric
vehicles indicate that operational and maintenance
costs could be 70% to 80% lower than those costs
for internal combustion engines.

The company have a number of facilities that
generate solar energy onsite worldwide. These
facilities increase energy efficiency and reduce
CO2 emissions by an estimated 3,918 metric tons
per year. FedEx have also installed a Bloom Energy
ServerSM in their Oakland Facility, complementing
the existing solar array there. The solid oxide fuel
cell technology provides a cleaner, more reliable
and affordable alternative to the electric grid.

GENCO ATC

GENCO ATC is committed to green technology
initiatives that are viable, equitable and sustainable
for customers and the company. In February 2011,
GENCO announced today that it is partnering

with customer Kimberly-Clark Corporation, Plug
Power Inc., Air Products, and the Aiken-Edgefield
Development Partnership to launch the nation’s
first multi-use industrial park fuelling station to
supply hydrogen directly for industrial, commercial,
and government use. The fuelling station supplies
hydrogen directly to Kimberly-Clark’s 450,000-
square-foot distribution facility managed by
GENCO ATC to be used with fuel cells powering
Toyota forklifts. Both the fuelling station and the
Kimberly-Clark facility are located in Sage Mill
Industrial Park, Graniteville, South Carolina. This
energy technology can reduce carbon emissions
by hundreds of metric tons per year, lower costs
and drive efficiencies to power operations. The
fuelling station and hydrogen-powered forklifts
were made possible through the use of $1.1 million
of a $6.1 million cost-share award made to GENCO
ATC by the US Department of Energy through the
American Recovery and Reinvestment Act.

The supply chain industry estimates that annual
greenhouse gas emissions created by an average
20-truck lead acid battery-powered forklift fleet
can be reduced by hundreds of tons a year simply
by converting to fuel cell-powered equipment.

By using hydrogen fuel cells instead of lead-acid
batteries, greenhouse gases can be reduced by
over 90%, according to customer consumption
estimates.
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Hub Group

Hub Group, Inc. has been awarded an
Environmental Excellence Award from the US
Environmental Protection Agency SmartWay
Transport Partnership. Hub Group received the
award for its continued leadership in conserving
energy and lowering greenhouse gas emissions
in the environment through its transportation
management activities. Their green initiatives are
most often based around modal conversion. Hub
Group has been a member of SmartWay since
2004 and have maintained a focus on educating
customers and vendors about the environmental
benefits of converting shipments from the
congested highways to intermodal.

J.B. Hunt

J.B. Hunt Transport is a pioneer in the area of
reducing both the cost of transportation and its
impact on the environment and society, and has
a long history of looking for new, creative ways
to transport products in a safe, low-cost and
sustainable manner.

Increasingly, the companies customers are seeking
energy-efficient transportation solutions to
reduce both cost and greenhouse-gas emissions.
J.B. Hunt’s intermodal service addresses both
demands. Further, they are customizing dedicated
solutions aimed at minimizing transportation-
related carbon emissions. Efforts to improve fleet
fuel efficiency are ongoing, and the company

is an Environmental Protection Agency (EPA)
SmartWaySM Transport Partner. Effective with
model-year 2010 engines, the EPA has mandated
lower emission standards for newly manufactured
heavy-duty tractors. The 2010 EPA-compliant
engines are expected to have no decrease in miles
per gallon and a slight increase in operating costs
due to more stringent maintenance procedures
compared to prior engine standards due to
Exhaust Gas Recirculation (EGR) technology, which
achieves lower emissions.

The company has undertaken a range of
sustainability measures, which include: Creating
a“safety first” culture. Unsafe operations are not
sustainable. This safety culture helps protect

both economic health and the motoring publics’
wellbeing; Converting over-the-road shipments
to intermodal shipments (saving over 200 gallons
of fuel and two tons of carbon gas emissions per
shipment on average); Reducing empty miles

run between each shipment hauled; Reducing
tractor engine idling through driver incentive
programs and on-board equipment like direct-
fired heaters and auxiliary power units; Governing
top speeds on company-owned equipment to
maximize fuel efficiency and safety performance;
Reducing total miles run by calculating the most
safe, direct path from origin to destination and
monitoring compliance with the “best” route;
Burning bio-diesel fuels when available and
appropriate; EQuipping tractors with aerodynamic
body moldings and fuel-efficient drive lines;
Training drivers via simulators to drive in the most
fuel-efficient manner; Utilizing radio frequency
identification methods to bypass certain en-route
stops (weigh stations and toll booths primarily);
Developing Cool Transport™, an industry-first
carbon-neutral transportation service designed
by J.B. Hunt Transport and BlueSource, LLC. This
new service combines offsetting verified emission
reduction (VER) credits with existing J.B. Hunt
transportation offerings to create carbon-neutral
transportation solutions.
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Jacobson Companies

Jacobson’s Environmental Program was launched
to formalize the environmental practices already
in place and to continually monitor and assess
more environmentally friendly ways to conduct
their business. To demonstrate their commitment,
Jacobson Companies will: Establish and maintain
documented targets and objectives to reduce the
amount of pollution generated and the amount
of natural resources being consumed; Review
progress towards those targets and objectives

at regular intervals striving for continuous
improvement; Operate their business in
accordance with the environmental laws impacting
the industry; Communicate to their staff the
importance of good environmental stewardship.

Jacobson Companies is a member of the
Environmental Protection Agency’s SmartWay
Transport Partnership. The SmartWay program
focuses on emission reduction and fuel
conservation. Jacobson has been a member

since 2007 and has earned an Outstanding
Environmental Performance rating for superior fuel
saving strategies.

Kuehne + Nagel

Kuehne + Nagel are committed to offering
environmentally sound, sustainable and innovative
supply chain solutions that continually reduce their
impact on the environment. Environmental issues
are an integral part of Kuehne + Nagel's QSHE
management system. It is the company’s concern
to protect the environment and nature, ensuring
sustainability for future generations. Kuehne +
Nagel holds ISO 14001 environmental certification
for more than 200 locations worldwide. The
company strategy in this respect includes:

Efficient capacity use for all modes of transport;
The bundling of goods flows at logistics hubs;
Deployment of multi-modal traffic via rail and river
barges. In addition, environmental goals include
the reduction of emissions and the application

of advanced, environment-friendly technologies,
such as solar energy and waste disposal, in new
logistics centres.

Kuehne + Nagel’s environmental management
policy is to promote sustainable economic
development in all regions, business units and
industries, while, at the same time, endeavouring
to: measure the impact of activities on the
environment and improve the results in terms

of their environment-friendliness; lessen the
consumption of natural resources by re-use,
recycling or reduced use of materials, and

using products that are recyclable or come

from sustainable sources; offer environment-
friendly product alternatives (in transport

and warehousing) so as to enable customers

to meet their own sustainability obligations.
Internal programmes aimed at savings in the

use of resources and targeted staff instruction
programmes contribute to the implementation of
the environmental strategy.

For the second successive year the Global Facility
Carbon Calculator (GFCC), a tool developed by
Kuehne + Nagel itself, has proved its value in

the prioritization and performance monitoring
of programmes to reduce the internal carbon
footprint, waste volumes and the consumption
of energy, fuel and water: CO2 emissions fell

by 3.8%, corresponding to 10,883 tons; waste
recycling increased by 5.3% and was thus 10.3%
above the target figure; water consumption was
down by roughly 50 million litres compared with
the preceding year. In 2010, a growing number of
customers were interested in receiving detailed
information on the CO2 emissions resulting from
their shipments, and requested reports from the
Global Transport Carbon Calculator (GTCC), which
was introduced in 2009. The system is based

on standardized data obtained directly from

the operational IT systems, and not only shows
the carbon dioxide emissions but also suggests
possible ways of reducing them.
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Various other programmes contributed to a greater
environmental competence and a reduction of
CO2 emissions. In 2010, the ambitious target of a
2.5% reduction in the carbon dioxide emissions

of warehouses was attained. Kuehne + Nagel
achieved the reduction in energy and water
consumption and waste generation in warehouses
and office buildings by a number of measures
including automatic lighting control, energy-
efficient light sources, energy-saving machines

in automated systems, improved control of
heating systems, the use of grey water, improved
capacity utilisation management, optimum

waste separation and compression. Besides using
conventional energy sources more efficiently,
Kuehne + Nagel is highly committed to make use
of solar energy. The solar installations now cover a
total area of more than 90,000 square metres and
have an annual output of 1,300 kWh/sq m. New
facilities are in principle constructed in accordance
with Kuehne + Nagel’s “Green Building” standard.

In 2010, Kuehne + Nagel was awarded the “Carbon
Trust Standard’, a distinction which is granted for
measurement and management in the reduction
of carbon dioxide emissions. Together with the
non-profit organisation Carbon Trust Kuehne

+ Nagel developed a plan, which reduced the
company’s overall emissions by 4.1% within

three years. In November 2010, Kuehne + Nagel
also received the “Green Supply Chain Award’, a
prestigious distinction in the Asia-Pacific region.
The prize was awarded for the introduction of
resource-conserving measures and effective
emission management including annual reduction
targets.

Landstar System

Thanks to the commitment to improve fuel
efficiency made by many Landstar BCOs and
third-party transportation capacity providers,

the company now has the privilege of displaying
the SmartWay Transport Partner logo, the US
Environmental Protection Agency’s (EPA) symbol
for superior fuel efficiency and environmental
performance. Both the Landstar Carrier Group
and Landstar Global Logistics have achieved
SmartWay'’s current highest ranking for transport
partners of 1.25, a score which represents
outstanding environmental performance. Attaining
this recognition presents an opportunity for
Landstar independent agents to proudly promote
Landstar’s environmentally minded operations to
customers.

Menlo Worldwide Logistics

Menlo Worldwide Logistics is committed to
achieving a sustainable business model while
being a good steward of the natural environment
and the communities where we live and operate.
The company will strive to fulfill its obligation to
customers, employees and stockholders while at
the same time taking care that the decisions made
and the business practices they employ enhance
the well being and sustainability of the planet.
Balancing the three P’s of sustainability; people,
planet and profit is the main aim of Menlo. They
aim to do this by providing associates with the
knowledge and tools necessary to integrate green
practices into infrastructure, policies and operating
environments. Last year, Menlo reduced their
annual electricity consumption by 1.4 million KW,
and diverted 750 tons of waste from landfills to
recycling.
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NFI Industries

NFI's sustainability policy is designed to reduce
their carbon footprint and achieve their goal

of becoming one of the leaders in supply chain
sustainability. Everyday NFI works hard to advance
efforts to create and implement new and effective
sustainable solutions. 85% of the total value of

US cargo is trucked. Ground freight in the US is a
major source of greenhouse gasses, responsible for
20% of CO2 emissions, 31% of particulate matter
emissions and 40% of NOx emissions (USEPA). By
holding themselves to the highest standards of
fuel conservation and doing everything within
their power to decrease their carbon footprint,

NFl is paving the way to a newer, cleaner
transportation business.

Measures that NFI have taken include: Super
Single Tires - producing less rolling resistance
and increasing fuel efficiency; Speed Governor -
limiting the top speed to 62mph, in the interest
of increasing fuel efficiency; Biofuel & Synthetic
Oil - In some cases it can increase fuel economy,
and provide the engine with a longer and healthier
operation time; Automatic Tire Inflation Systems
- These units monitor tire pressure and ensure
that they maintain a safe and fully efficient level;
Auxiliary Power Units - Traditionally, in order to
draw power for the tractor, the engine would
have to idle, but with battery powered units,

no fuel is burned and emissions are eliminated;
EPA SmartWay Affiliate - NFl has been an EPA
SmartWay member since 2004. They have
achieved the highest rating, 1.25, every year
because of relentless efforts to develop a truly
environmentally friendly truck fleet; OmniVision
Truck Monitoring System - These units, installed
in the cabins of tractors, allow monitoring of
average miles per gallon as well as average idle
time; Five Minute Idle Limit - NFI has voluntarily
restricted their entire fleet to a 5 minute idling
time when they are at any warehouse; Improved
Truck Aerodynamics - NFI purchases the latest

in new tractor and trailer models. These models
are built with increasing improved aerodynamics
to improve fuel efficiency and conserve fuel.
Two major tractor manufacturers have asked
NFI engineers for their input when building new
tractor models.

The success of a business should be measured by
not only its bottom line results, but by the impact it
has on society and the environment as well. That’s
why NFI has developed a recycling program to be
used by each of its 54 facilities nationwide. With
over 21 million square feet of warehouse and office
space, NFl realize the necessity to recycle waste,
and so far have generated hundreds of tons of
recycled cardboard and plastic.

OOCL Logistics (USA)

OOCL is fully committed to reducing air emissions
from their vessels. In 2001, they voluntarily began
a fuel saving program, which is the most effective
way to cut down on greenhouse gases (especially
CO2). Initiatives include: Weather-routing systems
to provide shorter routes safely; Optimum trim
(balance of cargo) and minimum ballast water;
helping to minimize fuel consumption; Fuel
injections and exhaust valve timing control for
better efficiency; Shaft generator and exhaust
gas economizer for generating electricity;
Regular maintenance to keep the ship clean and
free of marine growths such as barnacles, algae
and mollusks. Maintenance includes polishing
the propeller and hull, and monitoring engine
performance. OOCLs newest reefer containers
also have the lowest power consumption in the
industry, and the company maintain fuel efficient
gensets for operating reefer equipment. All their
containers have been applied with tin-free paint on
the outside.

The OOCL Carbon Calculator demonstrates
OO0CLs commitment to environmental care and
will help customers achieve the lowest possible
carbon footprint in their end-to-end supply chain.
Simple and easy to use, with just a few clicks,
customers can measure their carbon emissions for
each shipment they make with OOCL, any time,
anywhere.
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The first week of July each year has been
designated as OOCL Green Week to promote
awareness about Environmental Care and to
encourage colleagues to participate in meaningful
activities in the areas surrounding their offices

and in the communities in which they live. This
includes activities such as tree-planting, resources
reduction, and conservation projects. Aboard
OOCL manned vessels, shipboard training for
safety and environmental protection is an on-
going event. OOCL’ senior ship officers are trained
by OOCL company managers in the importance of
environmental protection and company policy and
procedures (such as the Ballast Management Plan,
the Garbage Management Plan and the Shipboard
Marine Pollution Emergency Plans), which are
strictly followed. All other OOCL crew members are
then educated and trained by their senior officers.
All OOCL employees undertake basic training on
environmental awareness, through learning the
company’s core values, within the first few weeks
on the job. This is a portion of the mandatory
employee induction training delivered through the
company’s learning platform ePeopleSmart.

Panalpina

Sustainable action is part and parcel of Panalpina’s
entrepreneurial culture. Panalpina consequently
bases its operations on economic, social and
ecological principles that foster its long-term
business success in as comprehensive a way

as possible. The activities of a multinational
forwarding and logistics group are closely
interwoven with the many different facets of the
ongoing globalization process. The company’s
organizational structures and procedures are
therefore consciously geared to meeting these
demands, particularly in terms of quality, security,
health, environmental protection and social
engagement. Panalpina is the only Logistics
Company globally to have Global Certification in
all locations. SGS the external certifying body were
very impressed with the level of Environmental
Documentation and global implementation and
for an initial 1ISO 14001:2004 the amount of non-
conformances was very low.

In an effort to contribute to the global reduction of
CO2 emissions, Panalpina has launched PanGreen.
The objective of PanGreen are: To globally certify
all PA Offices to the Environmental Standard ISO
14001:2004 - this required documenting on a
corporate level Environmental Global Guidelines &
Standards in compliance with ISO 14001:2004 into
the Panalpina Integrated Management System and
then rolling out for implementation in all countries
world wide; To implement an Environmental
Statistical Tool to measure and monitor key
environmental data of Panalpina which includes:
Paper consumption, Toner cartridge usage,
Electricity consumption, Heating consumption,
Fuel consumption, Water consumption, Spillages,
and Flights incurred; Initiatives for Subcontractors
- Various strategies to reduce CO2 emissions and
consumption have been developed together with
local partners in numerous nations, and more such
initiatives are underway; CO2 Calculation Tool

for Customers - Innovatively designed CO2 tool,
enabling customers to track the emissions that are
generated during the execution of their orders,
and where possible to find practical and cost
effective alternatives that maintain their service
expectations with a lower environmental impact.
This data collection enables Panalpina to set clear
objectives & targets to reduce its environmental
impacts thus improving its environmental
performance.

In 2010, Panalpina US qualified as a SmartWay
transport partner, a distinction given to third-party
logistics (3PL) companies who utilize a certain level
of efficient and eco-friendlier transportation. In
order for a trucker to achieve SmartWay approval,
they are subject to reducing and reporting carbon
reduction through various initiatives. Panalpina
achieved the required level by selecting SmartWay-
approved subcontractors and also by encouraging
existing providers to apply for and achieve
approval. SmartWay is a cooperative effort of the
US Department of Environmental Protection (EPA)
and transport industry groups.
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Ryder Supply Chain Solutions

Ryder System has launched a new alternative fuels
website to help customers and fleet owners better
understand how they can reduce transportation
costs, while meeting sustainability objectives.
With just a few clicks, businesses can get all

the information they need about the financial,
environmental, and long-term advantages

of natural gas, hybrid, and electric vehicle
technologies. In addition to explaining the various
fleet technologies, the site provides one-stop
access to the latest news on Ryder alternative fuel
products, programs, and initiatives.

In November 2009, Supply & Demand Chain
Executive Magazine selected Ryder as a recipient
for its 2009 Green Supply Chain Award. Ryder was
chosen as a provider of supply chain solutions
that is assisting its customers in meeting green or
sustainable supply chain goals.

In 2008, Ryder System announced the launch of its
RydeGreen Hybrid straight truck line. The Hybrid
offering enhances the Company’s established line
of fuel efficient RydeGreen tractors and trailers,
launched in the fall of 2007. Ryder’s RydeGreen
Hybrid is a medium-duty straight truck, featuring
the Navistar MaxxForce DT diesel engine and

the Eaton Hybrid Electric System integrated into
the International DuraStar Hybrid chassis. When
travelling at low speeds, the Hybrid electric motor
supplies power to the truck resulting in reduced
fuel consumption and emissions. According to
International, the truck has the potential to provide
up to 30 to 40 percent improved fuel efficiency in
standard in-city pick up and delivery applications.
Diesel emissions are dramatically reduced when
the vehicle is operating in Hybrid mode on battery
power.

UPS Supply Chain & Freight

UPS has purchased 130 all-electric delivery
vehicles, with 30 going to New York and New
Jersey and 100 to California, bolstering UPS’s
continuing effort to reduce the emissions of its
truck fleet and improve its energy security. The
130 vehicles will be acquired from Electric Vehicles
International, and will replace older generation
diesel trucks. The move represents the largest
single deployment of zero tailpipe emission
delivery vehicles in California. These electric
vehicles will have a 90-mile range and displace an
estimated 126,000 gallons of fuel a year that would
have been burned running diesel trucks. This
purchase is an important first step in supporting
investment and advancement in electric vehicle
technology. UPS already operates one of the
largest private fleets of alternative-fuel vehicles

in the transportation industry - 2,022 in total. The
company has invested more than $25 million to
develop its AFV fleet, which besides hybrid electric
includes such other fuels as compressed natural
gas, liquefied natural gas, propane and all-electric.
The fleet is deployed in eight countries besides the
US and since 2000, has travelled 185 million miles.

This is one of a number of environmental measures
being taken by UPS, with other examples including
their joining the Electric Drive Transportation
Association (EDTA), the preeminent industry
association dedicated to advancing electric drive
as a core technology on the road to sustainable
mobility, the installation of 1,036 solar panels,

or 62,160 individual photovoltaic cells in the
company’s 70,000-square-foot Lakewood facility,
and the launching of a North American No-Idling
Campaign.
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UTi Worldwide

UTi has always been conscious of the implications
of their business activities on the environment
and as such, they crystallized this into what they
call UTi thinkgreen. To accomplish their goals,

UTi have established the following objectives,
which serve as the basis on which they are
building and creating solutions for clients, morale
for employees, and an improved environment

for the planet. These objectives are: Develop
green services and solutions to facilitate clients’
sustainability goals; Actively develop internal green
capabilities; Balance actions so that UTi’s approach
makes business sense; Document green initiatives
so that UTi may aid others in their goals; Conduct
research to stay current on regulations and market
trends; Do the right thing.

Current thinkgreen activities include: Client

carbon footprint calculations utilizing the
proprietary UTi ECOTool based on the GHG
protocol standards. With this tool, UTi can calculate
the carbon emissions associated with any UTi
service — including all transportation modes and
warehousing activities; Integrating sustainability
into UTi’s global ISO 19001:2008 quality
compliance effort; Building internal knowledge
repositories to document and leverage UTi’s

global sustainability best practices; Leveraging
UTi’s US EPA partnership to reduce miles and fuel
consumption for clients; Expanding UTi’s network
and route optimization capabilities to analyze

and report the green impact of various scenarios
for clients; Working with clients to identify
opportunities to establish LEED-certified buildings;
UTi operates the largest LEED certified distribution
center in the USA.

Werner Enterprises

Werner Enterprises is a SmartWay Transport
partner. The SmartWay partnership is an innovative
collaboration between the US EPA and the

freight industry to increase energy efficiency

while significantly reducing greenhouse gases

and air pollution. Werner Enterprises takes this
commitment seriously. Through SmartWay, Werner
Enterprises has earned a Shipperindex Factor

(SIF) of 1.25, the highest score possible. An SIF

of 1.25 represents outstanding environmental
performance and is an example of how committed
Werner Enterprises is to being a leader in
environmental friendliness. In addition, only
partners that score 1.25 are allowed to display

the SmartWay Transport Partner logo. Werner has
developed a SmartWaySM certified advanced
trailer skirt (estimated fuel savings 5 percent). This
skirt will minimize aerodynamic drag and maintain
smoother air flow by reducing the wind under the
trailer.

There are a number of areas where Werner
Enterprises has taken the initiative and made
substantial improvements, including a number of
fuel efficiency initiatives. To reduce NOx emissions
and reduce the gallons of diesel fuel used, Werner
Enterprises is doing its part in controlling excessive
fuel consumption or pollutants, schemes utilized
include: Installation of Auxiliary Power Units (APUs)
to Reduce Truck Idle Time; Aerodynamic Trucks;
Newest Diesel Engine Technology; Computerized
Truck Idling Program; Pre-Pass for Scales/Weigh
Stations (Reduces Idle Time); Reduced Maximum
RPM’s to Minimize Gallons Burned at Idle; Lighter
Weight Truck/Trailer Materials (Aluminum,
Fiberglass); Low Viscosity Drivetrain Lubricants;
Speed Management (Company Trucks Have
Maximum 65 MPH Engine Governor); Mode
Optimization Technology.

Werner also have a number of company-wide
recycling programs. What might appear small on
the surface can actually add up to quite a savings
to the environment. With over 8,000 trucks and
around 13,000 employees, one can only imagine
the quantities that are being used on a daily basis.
Werner Enterprises has implemented recycling
programs for: Oil; Tires; Paper; Aluminum. In
addition, electrical usage for lighting is controlled
by timers during off hours.
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Consolidation - Cases

Sample of recent merger and acquisition activity involving North American 3PL

companies

Agility Logistics

In May 2009, Agility acquired its long-standing
partner in Mexico, Trafinsa S.A. de C.V. and US
affiliate Trafinsa International, strengthening
Aqility’s existing presence in the country.
Headquartered in Mexico City, Trafinsa operates
four branches located in Guadalajara, Monterrey,
Laredo (Texas) and Mexico City. The company
provides cargo management, air and ocean export,
handling, deconsolidation and documentation
services to various industries, including cement,
food, brewery and automotive.

In September 2008, Agility announced the
acquisition of Geopetrol International Limited,

a top freight forwarding and logistics company
specializing in the Canadian oil and gas market.
Geopetrol’s range of services include all aspects

of freight forwarding, including air, ground, sea
freight, customs clearance, and warehousing. The
company has a special focus on project logistics,
including heavy lift and oversize cargo shipments,
as well as other specialized project forwarding
services for the Canadian oil and gas industry. With
offices located in Edmonton and Calgary, Alberta,
and St. John’s, Newfoundland, Geopetrol has a
strong customer base throughout the country.
These locations now add on to Agility’s network of
over 550 worldwide offices and 32,000 employees.

In March 2008, Agility and Industriaplex Inc., a
next generation B2B service provider, have formed
a strategic alliance with Agility’s acquisition

of a 10.82% equity stake in the company.
Industriaplex, based in Atlanta, Ga., is a global
sourcing, equipment distribution, and facility
services company that provides integrated supply,
installation and maintenance solutions. Its
customer base is largely in the US, Canada, Kuwait,
and China and includes industry leaders in the
retail, foodservice, grocery, and manufacturing
markets. In the last year, Industriaplex sales

were $94.4 million. The company has over 100
employees and offices in Atlanta, Ga., Carson, Calif.,
Hong Kong and Shanghai, China. The alliance is
designed to provide various logistics services to
Industriaplex customers while Agility can offer
Industriaplex’s sourcing services to its existing
global customer base.

AmeriCold Logistics

In December 2010, Atlanta-based Americold
Realty Trust acquired 182 temperature-controlled
warehouses from Versacold International Corp.,
funding the deal with $375 million from a new
equity raise and $600 million of fixed-rate debt.
The portfolio consists of 152 warehouses in the US,
nine each in Australia and New Zealand, seven in
China, three in Canada and two in Argentina. This
caps two years of intensive work by the Yucaipa
Cos. to merge Versacold into Americold to create a
global leader in the industry.

In August 2010, Americold Logistics, along with
their joint venture partners China Merchants
Holdings, signed a definitive agreement to acquire
KangXin Logistics from Rich Products Corporation,
and 70 per cent of China Merchants International
Cold Chain. The two deals combined cost a total of
$90 million.
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BNSF Logistics

In February 2008, BNSF Logistics acquired
Diversified Freight Logistics, Inc., and Royal Cargo
Line (together known as “DFL"), of Grapevine,
Texas. DFL is an International Freight Management
company with approximately $40 million of
revenue. DFL is known for its exceptional personnel
and dedication to each customer’s experience.

The newly acquired company will operate as a
division of BNSF Logistics known as “BNSF Logjistics
International,” providing air and ocean import and
export and customs brokerage.

C.H. Robinson

In September 2011, C.H. Robinson announced it
acquired melon category leader Timco Worldwide.
The acquisition makes C.H. Robinson one of the
dominant providers in the North American and
Latin American melon category. Founded in

1985 by Tim Colin, Timco markets conventional
and organic melons under the Melon Up!® and
Irish Eyes® labels. Timco has dedicated itself

to providing retail and club store customers

with a year-round supply of regular and mini

sized watermelons and seasonally provides
cantaloupes, honeydews and mixed melons. Timco,
headquartered in Davis, CA, has an established
growing network that operates in 10 states and
five countries: Honduras, Guatemala, Costa Rica,
Mexico and Panama. In addition to enhancing
C.H. Robinson’s existing melon category programs,
Timco offers growers unique and proprietary
technology in advanced planning, sorting and
distribution services, and the ability, through
proprietary seed arrangements, to garner the

best yield and tonnage from their crops. Timco’s
approach to seed development, technology and
customer account management is a synergistic

fit with C.H. Robinson’s existing grower network
and customer programs. Timco’s technological
advances allow them to keep pace with customer
demands for reliable production year-round.

In September 2009, C.H. Robinson acquired certain
assets of Rosemont Farms Corporation, a company
that offers produce and logistics solutions to retail
and food service customers. In 2005, C.H. Robinson
acquired FoodSource, a California based produce
sourcing and marketing organization. FoodSource’s
regional programs and grower relationships

have played an integral role in expanding C.H.
Robinson’s organic regional programs. The
Rosemont acquisition, combined with FoodSource,
will continue to support C.H. Robinson’s supply-
based sourcing strategies.

In September 2009, alongside their acquisition

of Rosemont Farms Corporation, C.H. Robinson
acquired Quality Logistics, a non-asset based
logistics sister company that focuses on
refrigerated and less-than-truckload produce
transportation. Rosemont and Quality Logistics
are headquartered in Boca Raton, Florida, and the
combined deals cost C.H. Robinson $29 million.

In July 2009, C.H. Robinson acquired certain assets
of International Trade & Commerce, Inc., based

in Laredo, Texas. ITC was a United States customs
brokerage company specializing in warehousing
and distribution and cross-border services
between the United States and Mexico. The
purchase price was $7 million.

In June 2009, C.H. Robinson acquired the operating
subsidiaries of Walker Logistics Overseas, an
international freight forwarder headquartered in
London, England. Walker expands C.H. Robinson’s
capabilities in the Asia-to-Europe trade and
strengthens their distribution and gateway
capabilities for two key European markets —
London and Amsterdam. The purchase price was
$9.8 million.

In August 2008, C.H. Robinson acquired certain
ongoing operations of Transera International
Holdings, Ltd., a project forwarding company
based in Calgary, Canada. Transera is one of the
largest privately owned project forwarders in
North America, with annual gross revenues of
approximately $125 million. The purchase price
was $51.7 million.
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DHL Supply Chain/Exel

In March 2008, DHL Supply Chain/Exel announced
the intention to increase its investment in Williams
Lea, the leading global provider of Corporate
Information Solutions. DHL already owned some
66 percent of the business, and agreed to an
unconditional recommended cash offer for the
remaining shares held by minority shareholders.

Echo Global Logistics

In June 2009, Echo Global Logistics acquired
Raytrans Distribution Services, Inc., a
transportation brokerage firm based in Matteson,
lllinois. Raytrans’ network of skilled transportation
professionals and carriers specialize in flatbed,
over-sized, auto-haul and other specific services
as well as traditional dry van brokerage. Effective
immediately, Raytrans Distribution Services will
begin doing business as Echo Global Logistics, Inc.

England Logistics

In February 2011, England Logistics, Inc. acquired
TMS Technologies, based in Alma, Michigan.
Through this acquisition, England Logistics has
acquired a variety of logistics related technologies
and tools including a web-based transportation
management and supply chain visibility system, a
parcel auditing solution and its proprietary, and a
cutting edge Logistics Technology Framework on
which it is building its next generation of logistics
technology solutions. Using cloud technology
originally developed by Google, TMS Technologies
offers shippers and logistics providers customized
and cost-effective solutions tailored to their supply
chain needs. These include custom ERP/CRM
integration points, least cost route management,
electronic freight tender, supply chain visibility,
automated supply chain problem detection and
isolation, service provider performance reporting,
and detailed logistics analytics.

FedEx SupplyChain Systems

In July 2011, FedEx announced that it had
completed the acquisition of Servicios Nacionales
Mupa, S.A. de C.V. (MultiPack), which strengthens
the FedEx network in Mexico to meet customer
demand. With this Transaction, FedEx Will Provide
A Wider Range of Domestic and International
Services. Additionally, it reinforces the company’s
commitment to the Mexican market by facilitating
access of local businesses to advanced technology,
expanded services to meet their transportation
and logistics needs, and an extensive retail
presence throughout the Mexican Republic.
FedEx is expanding its footprint in order to better
meet the demands of Mexican businesses, and
responding to the growth potential of this dynamic
economy. The integration of the companies will
create a winning combination of global reach and
national expertise, backed by a commitment to
service excellence. MultiPack’s existing operations
include its pick-up and delivery network,
warehousing and logistics services, 48 distribution
centers, 13 warehouses and more than 500 retail
outlets, all of which will be consolidated into the
FedEx business.

In February 2011, FedEx announced that it

had completed the acquisition of the logistics,
distribution and express businesses of AFL Pvt.
Ltd. (AFL) and its affiliate, Unifreight India Pvt. Ltd.
(UFL). The acquisition further enhances FedEx
Express international and India business offerings
and continues a long-term commitment by FedEx
to the growing Indian market. With India being
among the four biggest economies globally and
predicted to be among the top three economies by
2020, it is a key market for investment. The growth
of the Indian market is considerable and offers
tremendous opportunity for all customers wishing
to explore new markets and open up additional
revenue streams for their business.
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GENCO ATC

In October 2010, GENCO Supply Chain Solutions
announced the completion of its merger with ATC
Technology Corporation (ATC). The combination
of GENCO and ATC will be privately owned and
rebranded under the name GENCO ATC. ATC
Logistics & Electronics and ATC Drivetrain will
become new divisions within GENCO ATC. The
merger immediately positions GENCO ATC as the
clear supply chain management leader in the
consumer electronics/information technology
market. Solution enhancements will be realized
in transportation management; test and repair;
remanufacturing; high velocity serialized
fulfilment, co-packing, kitting; warehouse
management systems; and product remarketing.
These complimentary integrated solutions

along with advanced technology and a focus on
continuous productivity improvement will offer
customers a significant opportunity to lower their
overall supply chain costs.

Geodis

In December 2008, Geodis acquired IBM’s internal
global logistics operations for an undisclosed
sum in an all-cash deal and signed a multi-year
outsourcing contract to become the sole lead
logistics provider for IBM. Under the agreement,
Geodis will manage around one billion euros

a year of IBM’s logistics costs, supporting asset
recovery services, service parts logistics and

flow management of all hardware and software
products worldwide. The move is part of Geodis’
global expansion strategy, in which it aims to
move from a European multi services company to
a worldwide logistics provider. Since 2007 it has
strengthened its position in the Americas and is
expanding in China, India and Russia.

Greatwide Logistics

In November 2009, Greatwide Logistics Services
announced the acquisition of the contracts,
personnel and equipment of the Dedicated
Contract Carriage division of YRC Logistics, a
subsidiary of YRC Worldwide Inc. Greatwide

will acquire all of the customer contracts from
Dedicated Contract Carriage, which include
customers in the grocery, steel and auto industries,
located in 29 operating locations throughout
the country. The business obtained through the
acquisition of YRC Logistics’ Dedicated Contract
Carriage aligns perfectly with Greatwide’s
industry-leading position in providing dedicated
transportation to food and grocery, consumer
products and retail customers, while also
strengthening their presence in the industrial
sector of the market.

Horizon Logistics

In April 2009, Horizon Logistics and Beacon
Performance Logistics combined their
operations. They will operate under the name of
Horizon Logistics. The new company will offer

a comprehensive range of logistics services
including fulfilment, warehousing, distribution,
cross-docking and transportation services.
Financial terms of the merger were not disclosed.

Hub Group

In June 2011, Hub Group, Inc. announced that on
its subsidiary, Comtrak Logistics, Inc., acquired
certain assets of Domestic Transport, Inc., an
intermodal drayage carrier headquartered in
Pacific, WA. This acquisition is well aligned with
their goal of growing the Hub Group’s drayage
network. This is the 25th Comtrak terminal in the
network and it gives the Hub Group a significant
drayage operation in the Seattle market. Domestic
Transport was founded in 2005 with one truck
hauling containers out of the Ports of Seattle and
Tacoma. The company has grown to a 22-driver
operation that handles container deliveries in the
state of Washington and throughout the Pacific
Northwest.
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In April 2011, Hub Group, Inc. announced that it
purchased Exel Transportation Services (ETS) for
$83 million before post closing adjustments. ETS
is now a wholly-owned subsidiary of Hub Group,
operating independently under the name Mode
Transportation. Mode is the strongest third-party
agent network in the industry with outstanding
customer relationships and a diverse portfolio

of solutions, including temperature protected
services. Mode Transportation consists of about
300 IBOs who sell and operate the business
throughout North America. Mode Transportation’s
sales for the year ended December 31,2010
were approximately $717 million. The largest
components were: intermodal revenue of $294
million, truck brokerage revenue of $279 million,
and LTL revenue of $85 million.

Jacobson Companies

In August 2011, JHCI Holdings, Inc., parent of

the Jacobson Companies, acquired substantially
all of the assets of G-Link Express Logistics, an
international freight forwarding group based

in Singapore. Jacobson has retained all offices,
operations and services of G-Link’s Express
Network in Asia. G-Link is a fast growing and
experienced ocean and air freight forwarding
group with offices strategically located throughout
the Asia Pacific region offering international
logistics services including customs clearance,
local delivery and transportation, warehousing,
and cargo management. The acquisition of
G-Link allows Jacobson to supplement its existing
offerings in Hong Kong and China, as well as
expand its capabilities in Vietnam, Indonesia,
Singapore and Malaysia. Effective immediately,
G-Link Express Logistics will begin doing business
as Jacobson Global Logistics.

In June 2009, Landstar System acquired A3
Integration, based in Ann Arbor, Michigan.

A3i brings together new technologies and
processes to provide a robust transportation
order management solution. They provide clients
independent logistics and transportation support
through Internet based technologies.

In June 2009, Landstar System also acquired
Premier Logistics. Premier provides dynamic freight
management services for customers through

its proprietary Web-based software. Through

its operating subsidiaries, National Logistics
Management (NLM) and Interactive Capacity
Gateway LLC (ICG), from purchase order to delivery,
the Premier solution includes Web-based bidding,
scheduling, shipping, tracking and reporting,
allowing customers complete real-time visibility

to follow their inbound and outbound shipments
from pickup to destination. Landstar incurred
approximately $2 million in costs related to these
two acquisitions

Matson Global Distribution Services

In March 2009, Matson Integrated Logistics
acquired Pacific American Services, a leading
regional asset-light warehousing, packaging and
distribution company, specializing in value-added
handling of domestic, import and export goods.
With the addition of nearly one million square feet
of warehousing and distribution space, PACAM
provides exceptional service coverage for the
entire Northern California distribution network,
complementing Matson Global’s recent expansion
of 700,000 square feet of facilities in Savannah,
Georgia. PACAM serves hundreds of local, national
and international customers and has extensive
industry expertise in handling high value goods

in the food and beverage, high technology and
consumer packaged goods sector.
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NFI Industries

In May 2011, NFl announced that it had acquired
the West Coast operation of The Gilbert Company.
The purchase entails six facilities in California’s
Inland Empire, including four in Chino and one
each in Santa Fe Springs and Mira Loma. With these
additions, NFl's warehouse space in the region
now totals seven million square feet including the
company’s existing Chino, Ontario and Perris, CA,
facilities. Due to its prime West coast location, the
Inland Empire is home to millions of square feet of
warehouse space as part of a supply chain system
that transports goods and materials from the
ports of Los Angeles and Long Beach to the North
and East. This acquisition makes NFI one of the
leading supply chain providers in the region and
creates one of the largest independently managed
distribution campuses in North America.

In March 2011, NFl announced the acquisition of
World Warehouse and Distribution, a third-party
logistics and warehouse company headquartered
in Champlain, NY with facilities in Champlain

and Albany, NY and Montreal, Canada. World
Warehouse will remain a separate entity under the
umbrella of NFI's Warehousing and Distribution
division. The acquisition of World Warehouse will
add nearly one million additional square feet to
the warehouse and distribution space managed
by NFI. World Warehouse provides a wide array

of transportation and logistics solutions for a
variety of industries, including pharmaceuticals,
perishable and non-perishable manufacturers and
distributors, beverage manufacturers and sporting
goods retailers.

In June 2010, NFl announced the acquisition of
IPD, a global transportation and logistics company
based in Mississauga, Canada, specializing

in perishable-based air and ocean transport,
intermodal and truck brokerage services. The
acquisition will allow NFI to provide current and
new customers with even greater access to reliable
and efficient perishable shipping routes across
North America. As one of the largest perishable-
oriented 3PLs in Canada and a CN wholesaler,

IPD has a strong relationship with that country’s
national railroad, which will be a great asset to
NFI’s Intermodal division. IPD’s non-asset based
transport services, specializing in inbound and
cross-border routes, offers a perfect complement
to NFI, with its strengths in outbound transport
and dedicated fleets, and its widespread
distribution and warehousing network. In 2009,
IPD’s 2009 annual revenue totalled approximately
$50 million.

Pacer Logistics

In May 2008, Pacer Logistics announced the

asset acquisition of Cargo Connection Logistics
Corporation. Cargo Connection, based in Inwood,
NY, is a transportation and logistics provider

for import and export shipments with several
terminals and US Bonded Container Freight
Stations across the country. Cargo Connection
generates approximately $17 million in top line
revenue providing warehousing, trucking and

air freight, and distribution and logistics services
through the United States. The acquisition

marks Pacer’s entry into new turnaround market
segments. The logistics assets Pacer acquired
include intellectual property, warehouse leases and
General Order Bonded warehouse licenses among
other items. This latest acquisition provides Pacer
with a presence in the transportation, logistics,
and warehousing market segment and expands its
transportation product and services portfolio as it
advances with plans to integrate acquired assets
into its portfolio.
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syncreon

In February 2011, syncreon acquired 100% of
Compuspar. Barcelona, Spain based Compuspar is
a supply chain services company providing repair,
warranty and reverse logistics solutions to the hi-
tech industry. The transaction provides syncreon
18 additional facilities, and a strengthened global
footprint throughout Europe, Asia-Pacific, North

and South America, and more than 900 employees.

In addition, this transaction strengthens syncreon’s
service offering in key target markets - USA,
Poland and Brazil, expands mature markets served
to include Spain, France and Italy, and expands
the company’s technology service offering into
new markets for syncreon in China, Australia and
Mexico.

In December 2009, syncreon purchased lllinois-
based NAL Worldwide Holdings for an estimated
$35 million. The US company, which was majority
owned by Chicago private equity group Lake
Capital, specializes in the roll-out of infrastructure
projects for telecoms and is expected to add $75
million to syncreon'’s revenue. syncreon said it will
use cash for the purchase dependent on a two-
year earn-out agreement under which NAL must
meet certain performance targets. NAL will add
550 employees, six facilities and a network of 150
agents in the United States to syncreon’s 9,000
employees in 50 facilities worldwide.

Toll Holdings

In Monday 2010, Toll Holdings Limited announced
the acquisition of Summit Logistics International.
The business is headquartered in New Jersey, and
provides integrated trans Pacific logistics services
to its customers through its extensive operational
platform in China, Hong Kong and the US. Toll is
paying approximately $88 million for the Summit
business.

UPS Supply Chain & Freight

In June 2009, UPS acquired a unit of Intereuropa
Globalni Logisticni Servis that has been acting as
its agent for small package delivery in Slovenia
since 1991. UPS and Intereuropa have had a
successful relationship in Slovenia for almost

two decades, but with this acquisition and the
establishment of wholly-owned operations, UPS
will have the flexibility it needs to invest in its
global brand, transportation network, technology
and workforce to better serve its growing customer
base in Slovenia.

In March 2008, UPS acquired Trans Courier Service
(TCS) SRL, and will take 100% ownership of the
company. The acquisition agreement marks

a logical extension of a successful business
relationship that dates to 1990, when UPS first
offered its service to customers in Romania
through Romtrans SA, TCS’s parent company.

TCS has been UPS'’s authorized service contractor
in Romania since it was founded as a separate
entity in 2000. As a result of the acquisition, UPS in
Romania will be able to solidify its premium service
offering to customers and improve its already high
levels of service quality in Romania.

UTi Worldwide

In October 2009, UTi Worldwide acquired all of the
issued and outstanding shares of Tacisa Transitaria,
S.L., a Spanish freight forwarder, for $5.5 million,
net of cash acquired of $0.8 million, and included
contingent consideration of $4.7 million, which
was paid in August 2010 based on the fiscal 2010
operating results of the acquired business.
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YRC Logistics

In August 2008, YRC Worldwide announced

its acquisition of Shanghai Jiayu Logistics Co.,
Ltd., one of the largest providers of truckload
and less-than-truckload ground transportation
services in China. With over 30,000 customers,
1,800 employees, 200 locations and a network
of more than 3,000 vehicles, Jiayu provides an
ideal platform for YRC Worldwide to support the
needs of both local Chinese customers and large
multinational companies with transportation
requirements in China.

Yusen Logistics

In January 2008, NYK Logistics (Americas) Inc.
announced its acquisition of Bruni International,

a customs brokerage, freight forwarding,
warehouse, and distribution-services company
based in Laredo, Texas. The purchase comprises all
Bruni assets, including its offices and warehouse
facilities in Laredo’s Killam Industrial Park. Bruni
International was founded in 1982. It serves as a
customs brokerage between the United States and
Mexico, as well as a freight forwarder and bonded
warehouse operator. NYK Logistics believes that
its acquisition of Bruni International will add

to its operational strength along the US and
Mexico border and enable NYK to fully respond

to expected growth in the movement of goods
between the two countries.
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3PL Contract List

Sample of contracts and customers for major North American 3PL companies

Agility Logistics

In November 2009, Agility Defense & Government
Services (DGS) won a contract to manage the
receipt, warehousing and re-export of food aid and
commodities for the US Agency for International
Development (USAID). The USAID award is part

of the strategic diversification of Agility DGS.

DGS is successfully performing logistics work for
international institutions by offering supply chain
services in support of humanitarian, stabilization
and peacekeeping efforts in Africa and elsewhere.

In March 2009, Agility Defense & Government
Services (DGS) announced that it won a contract to
provide airfreight pick-up and delivery services for
Army & Air Force Exchange Service (AAFES) stores
around the world. The Atlanta-to-Iraq lane of the
Air Freight is worth over $5 million annually. Under
the tender, Agility will be responsible for clearing
and transporting store merchandise destined for
AAFES customers at US military installations in
Western Iraq sites via Jordan from Atlanta, Ga.

In December 2008, Agility Defense & Government
Services (DGS) announced that it had won a
contract to supply and deliver repair parts for
communications and electronics equipment

at the Tobyhanna Army Depot in Pennsylvania.
The agreement, known as an Industrial Product-
Support Vendor (IPV) contract, was awarded by
the Defense Supply Center Columbus, one of three
inventory control points in the Defense Logistics
Agency (DLA). The contract covers four years with
two additional two-year options for a potential
span of eight years. The contract base is $223
million with a maximum contract value of $932
million over the eight years. Agility DGS is the
prime contractor and will work with subcontractors
IBM, W.W. Williams, Herndon Products and Blue
Chip Manufacturing. The agreement is one in a
series of DLA initiatives designed to capitalize on
the strengths of commercial logistics specialists to
improve the availability and reliability of parts at
Army depots.

AmeriCold Logistics

AmeriCold’s customers consist primarily of

US national, regional and local frozen food
manufacturers, distributors, retailers and food
service organizations. The major customers are
H.J. Heinz, Con-Agra Foods, Altria Group, Schwan
Corporation, Tyson Foods, General Mills, and Sara
Lee.

APL Logistics

In September 2011, APL was named as Carrier

of the Year by Best Buy, a leading multi-channel
global retailer and developer of technology
products and services. It's the second year in

a row that APL has won the award. APL, which
transports Best Buy cargo from China to the US,
was selected based on a nine-point scorecard.
Criteria included transit time, pier service, shipping
schedule integrity, systems, vessel space integrity,
equipment availability, arrival notice issuance,

loss and damage claims, and origin bill of lading
issuance. APL began transporting Best Buy cargo in
2008 from the Chinese ports of Shanghai, Xiamen,
Fuzhou and Yantian. Most of it is discharged at the
carrier’s terminal at the Port of Los Angeles. Some
is transported to the US East Coast via the Panama
Canal.

In October 2010, Toys“R"Us named APL its

Ocean Carrier of the Year. According to an eight-
part scorecard Toys“R"”Us used to rate carrier
performance, APL topped all shipping lines based
on criteria that included on-time vessel arrivals,
space and equipment availability and the accuracy
of shipment documentation. This is the second
time that Toys“R"Us has presented its Carrier of
the Year award. The retailer said APL finished with
a 95.58% score, which placed it in the “exceeds
expectations” category.
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Averitt Express

In May 2009, Averitt Express was honored with
the 2008 Carrier of the Year award from Rheem
Manufacturing’s Water Heating division. Averitt
was presented the award in recognition of its
efforts to uphold Rheem Water Heating’s high
service standards. The award is based on criteria
such as on-time performance, claims, billing
accuracy and customer satisfaction. Rheem Water
Heating Division is headquartered in Montgomery,
AL.Rheem is a leading producer of water heating
solutions since 1930. Rheem’s products are

used both commercially and residentially. Other
customers of Averitt Express include Gap, General
Motors, GlaxoSmithKline, Home Depot, Jack
Daniels, Nestlé Waters, Philips Electronics, Shoe
Carnival, and Walmart.

C.H. Robinson

In June 102010, Evergreen Packaging, a

world leader in beverage packaging systems,
publication and converting papers, is moving to
centrally manage its North American logistics as
an effort to be more efficient and cost effective

for their customers. The firm recently awarded
Transportation Management Center (TMC), a
division of C.H. Robinson, a three-year contract

to centrally manage Evergreen Packaging’s North
American logistics. TMC will provide a combination
of proprietary web based TMS technology and
dedicated transportation experts for Evergreen
Packaging’s outbound freight networks. Evergreen
Packaging will enhance control of carrier selection
and rate negotiation using TMC’s Managed TMS®
services. Evergreen Packaging is a world leader in
fiber-based liquid packing solutions, publication
and converting papers.

In August 19 2009, PolyOne, a premier provider

of specialized polymer materials, services and
solutions, named C.H. Robinson as their “Truckload
Carrier of the Year” for continually exceeding
PolyOne’s service and execution expectations.

C.H. Robinson has provided truckload and other
transportation logistics services to PolyOne for
over 15 years.

In July 13 2009, Frito-Lay, the convenient foods
business unit of PepsiCo, named C.H. Robinson

as their “Inbound Supplier of the Year”. C.H.
Robinson has worked with Frito-Lay for over 16
years. During which time they have strategically
created efficiencies, increase savings in their supply
chain, and continuing to help them reach their
sustainability goals.

Caterpillar Logistics Services

Key customers for Caterpillar Logistics Services
include: American Tool, Bombardier, Case New
Holland, Caterpillar, Daimler, Delphi, Donaldson,
Fisher Control Valves, Mazda Motor, Mosaic,
Newmont Mining, US Cellular, and Volvo.

CEVA Logistics

In November 2011, Ford hired Ceva to provide

a range of logistics functions for its assembly
plant in Louisville, Kentucky. The new operation
will include the deconsolidation of inbound sea
containers, small lot logistics, returnable container
management and transport to and from the

plant. The Louisville plant will be responsible for
manufacturing the new Escape vehicle which will
be coming to Kentucky from its home previously
in Kansas City. Ceva will be investing in new
facilities in Louisville as well as adding jobs to the
Louisville area in support of Ford. For more than 20
years Ford has been one of Ceva’s most important
partners.

In November 2011, Tech Data, an American
wholesale distributor of technology products,
renewed and expanded its distribution contract
with Ceva Logistics, making it their primary LTL
carrier in the United States. Under the contract
Ceva provides retail distribution across the US, as
well as LTL services and onsite operational support
at Tech Data’s largest logistics centres.




The 2011 North American 3PL Market - A strategic analysis of the latest market opportunities and trends

In 2009, Ceva Logistics was awarded a

contract renewal for operation of an inbound
manufacturing support facility for Ford Motor’s
truck plants in Claycomo, Missouri and Louisville,
Kentucky. Ceva will take responsibility for the
sequencing, bulk replenishment, kitting and
container management for both the truck and
sport utility vehicle assembly lines. Ceva will also
provide just-in-time transportation of all materials
in quick response to the plants specific build
needs. A new facility will be added to current
operations to support the implementation of the
lean program. CEVA Logistics provides a variety of
logistics services to Ford in many locations across
the world, and this is a continuation on the long-
standing, successful CEVA-Ford partnership.

DB Schenker

In May 2011, Marshall Aerospace awarded a

three year contract to DB Schenker to provide
logistics services for the movement of aircraft
parts for both civil and military aircraft, expanding
on a relationship that goes back six years.
Shipments being moved consist predominantly
of components — both inbound and outbound

- between North America and the UK with the
majority weighing less than 50kg. The shipments
comprise a mixture of urgent parts and spares
which could stop a production line as well as
regular stock items which need to be retained at
the company’s headquarters. Many are of a time
sensitive nature and Schenker employs dedicated
staff in its Aeroparts division at Heathrow to meet
Marshall’s requirements where precise door to
door transit times are required.

In October 2010, DB Schenker and Kraft Foods
inaugurated an ultramodern 93,000-square-
meter warehouse in Groveport (Columbus, Ohio).
The facility is one of the largest of its kind for
Kraft Foods, handling the full gamut of dry and
temperature-controlled products. The site was
constructed following LEED principles - using
recycled materials, with 100% motion-detection
lighting and skylights to help reduce energy use.

In January 2010, Goodrich Power Systems
extended a contract with DB Schenker in the UK
that was responsible for import and export air
freight primarily from the US and Canada. The two
year contract renewal has now seen an extension
of activities to include the dispatch process and
some land and sea solutions, including a small
parcels service which enables Goodrich to save
up to one-third of shipments costs on a large
proportion of items under 25kg.

Other key customers for DB Schenker include:
BMW, Chanel, Cisco Systems, DuPont, Daimler, Ford
Motor, Metso, Microsoft, Océ, Procter & Gamble,
Siemens, Unilever, Volkswagen, and Winners.

DHL Supply Chain/Exel

In March 2011, global biopharmaceutical company,
Bristol-Myers Squibb, chose DHL Supply Chain/
Exel as its third-party logistics provider handling
its U.S. distribution. As part of the contract, DHL/
Exel purchased the existing Bristol-Myers Squibb
distribution centers in Mount Vernon, Ind., and
will take over operations in the second quarter

of the year. DHL will provide logistics operations
and finished goods distribution services including
storage and distribution of cold and non-cold
chain products, clinical trials, samples and exports.
Shortly after it takes over operations in Mount
Vernon, DHL will open and manage a second
distribution center on its Mechanicsburg, Penn.,
campus for Bristol-Myers Squibb. This two-facility
distribution strategy will ensure best-in-class
service to Bristol-Myers Squibb and support the
company in bringing its medicines to patients in
need.

In May 2010, DHL Supply Chain announced a three
year contract to provide a nationwide service parts
logistics solution for IBM Canada. DHL Supply
Chain will manage parts inventory for IBM products
such as computers, servers, telecommunications
equipment and printers. The company will oversee
a spare parts network including a 97,000 square
foot distribution center in Markham, Ontario, and
19 internal parts inventory locations throughout
the rest of Canada.
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In April 2009, DHL Supply Chain announced a five
year contract extension for its 15-year relationship
with Walmart Canada, providing dedicated

transportation, logistics and value-added services

to Walmart’s 312 Canadian stores and supercentres.

FedEx SupplyChain Systems

FedEx SupplyChain Systems has many customers,
key ones of whom include: Alcatel-Lucent,
AstraZeneca, Eaton, General Motors, Isuzu Motors,
John Deere, Kmart, Mattel, Nacco Industries,
Owens-lllinois, Polycom, Sun Microsystems, and
Wincor Nixdorf. FedEx SupplyChain Systems won
the General Motors ‘International Supplier of the
Year Award’ for 9 consecutive years, from 1998-
2006.

GENCO ATC

In July 2009, GENCO ATC announced

the acquisition of Dell’s North American
remanufacturing operations. The contract coupled
with GENCO'’s existing reverse logistics service
offerings provides Dell with a complete North
American margin recovery solution. The acquisition
includes Dell’s receipt and remanufacturing
operations include test, remanufacture, repair

and refurbishment of desktop, notebook, server
and storage systems, which Dell then sells as
refurbished product. GENCO will extend similar
service offerings to other manufacturers of
electronic devices in the 298,000 square foot
facility located in Lebanon, TN. GENCO has
partnered with Ft. Worth, TX-based InteliSol to
provide critical parts harvesting, management and
end-of-life recovery services in the same facility.

GENCO ATC’s key customers include: Alberto-
Culver, Becton Dickinson, Best Buy, Briggs &
Stratton, Canadian Tire, Carex Health Brands,
Defense Logistics Agency, Dell, Hershey, Kimberly-
Clark, Sears, Unilever, and Whirlpool.

Hub Group

On January 26, 2010, Rexam held its 2009 U.S.
Plastic Packaging Supplier Excellence Awards
ceremony. At the event, Rexam announced their
Overall Supplier of the Year Award, which they
presented to Unyson for exceeding Rexam’s
expectations and delivering the most value to
Rexam. Unyson have been working with Rexam
plastics since 2008, and provide them with
streamlined processes and increased efficiencies.
Unyson also implemented best practices and
established key metrics to improve service levels.

Other customers of the Hub Group inlude: Big
Lots, Safemark Systems, Toys R Us, The Home
Depot, General Mills, Hussmann, WD-40, Western
Container Corporation, Energizer, Nestlé, Kraft,
Wyeth, and Santarus, to name just a few.

J.B. Hunt

In December 2010, J.B. Hunt agreed a new contract
with Cliffs Natural Resources. The agreement will
see J.B. Hunt transport flux stone to the Tilden
Mine. J.B. Hunt will be able to provide newer, more
energy efficient trucks than those used before.

J.B. Hunt’s ongoing customers include: Anheuser-
Busch, AutoZone, Cargill, Family Dollar, Gap, Home
Depot, Mohawk Industries, Office Depot, PPG
Industries, Rite Aid, Target, and Weyerhaeuser.

Jacobson Companies

In May 2011, Jacobson Companies received the
“2010 Carrier of the Year Award” from The HON
Company. Jacobson began providing truckload
services to The HON Company in August 2001
including inventory transfers, inbound materials to
manufacturing and direct shipments to customers.
Jacobson has partnered with The HON Company to
provide its customers with a consistent and reliable
delivery experience.
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In August 2010, Jacobson Companies announced
that PepsiCo has awarded Jacobson the operating
contract to run a brand new 450,000 square foot
distribution center in Tacoma, WA. As part of
PepsiCo’s efforts to consolidate their supply chain,
they recognized the need to expand their network
by opening a distribution center in the Pacific
Northwest. Jacobson is proud that this additional
DC will expand its partnership with PepsiCo to now
operate five distribution centers and 2.5 million

sq. ft. nationwide. With over three decades of
partnership, PepsiCo’s recognition of Jacobson as
being a high quality, service oriented provider was
well recognized by the award of this additional DC.

In March 2008, Jacobson Companies announced
an expanded business relationship with
Huhtamaki, a global consumer and specialty
packaging company whose focus and expertise is
in paper, plastic, films and molded fiber. Jacobson
and Huhtamaki started their business relationship
two years ago and still have successful active
warehouse operations in Lancaster, PA and Sparks,
NV. As a result of those successful start-ups,
Jacobson was awarded Warehouse, Transportation
and Shuttle service business in University Park, IL
for Huhtamaki.

Kuehne + Nagel

In June 2011, Kuehne + Nagel was re-awarded
with Cameron’s global business, handling the
company’s air logistics, sea logistics as well as road
and rail services for the next two years. Kuehne

+ Nagel has been one of Cameron’s preferred
logistics suppliers for the last 15 years. The Kuehne
+ Nagel team has provided Cameron with a strong
global Oil & Gas logistics footprint with skilled
operational and customer support centers in
North America, South America, Asia and Europe,
ensuring its materials continue to flow to meet its
demanding supply chain schedules. Cameron is

a leading provider of flow equipment products,
systems and services to worldwide oil, gas and
process industries.

In February 2011, SR Technics, one of the world’s
leading providers of technical solutions for airlines,
renewed its contract with Kuehne + Nagel in

the field of aviation logistics. For more than 15
years Kuehne + Nagel has been supporting the
globally operating SR Technics Group with industry
specific services. As a leading, independent airline
technical solutions provider with capabilities
covering most Airbus and Boeing aircraft types, SR
Technics manages a diversified global customer
base including major airlines, aircraft leasing
companies and original equipment manufacturers.
The group maintains globally more than 800
aircrafts with almost 80,000 different components.
The SR Technics Group offers its customer airlines
comprehensive and totally-tailored solutions for
the technical support and management of their
aircraft fleets, engines and components.

In February 2011, Kuehne + Nagel was awarded a
three-year contract to manage the BMW Regional
Distribution Centre in Vancouver servicing
authorized dealers of Western Canada. The scope
of services for the BMW Regional Distribution
Centre in Vancouver includes inbound goods
receiving, put-away, storage, picking and packing,
returns from dealers, and kit assembly, as well

as administrative and dealer support for BMW
automotive and motorcycle parts, accessories,
lifestyle products and hazardous materials. Kuehne
+ Nagel is providing a 88,300 sq ft warehouse
facility which allows for further extension up to
108,000 sq ft. Additionally, it holds approximately
32,000 stock-keeping units (SKUs), stored in a
three-story mezzanine with shelving, cantilever
and pallet racking. The new business in the
automotive sector and the BMW facility investment
will further strengthen Kuehne + Nagel’s position
in automotive aftermarket warehousing and
distribution in the growing Canadian market.
Vancouver, as an Asia-Pacific trade lane gateway,
is a highly promising area for contract logistics
business and this new contract will also increase
the current Kuehne + Nagel footprint significantly.
Currently, Kuehne + Nagel provides services for
the BMW Group from inbound to production and
aftermarket logistics, as well as reverse logistics in
eight countries at 17 different locations.
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In November 2009, Weatherford International Ltd.,
which builds innovative mechanical solutions,
technology applications and services for all phases
of oil and gas developments, awarded Kuehne +
Nagel a two-year contract to manage its North
American export activities to 18 countries across
Europe, the Middle East and West Africa. Kuehne

+ Nagel’s Oil & Gas Logistics division will provide
air, sea and overland logistics and packing services
for Weatherford’s drilling, well completion and

rig activities. In addition, it is currently managing
the movement of two drilling rigs from Ukraine to
Russia.

In November 2009, Parker Drilling, a leader in
high-performance contract drilling and project
management solutions for the global energy
industry, entered into an agreement with Kuehne
+ Nagel to manage comprehensive logistics
requirements for its international rig fleet. Under
the agreement, Kuehne + Nagel’s services will
cover freight forwarding, export packing and
most international transport-related processes.
Kuehne + Nagel will be offering multi-modal (sea,
air, road and rail) transportation services, as well as
expedited service for emergency logistics needs.
Additionally, Kuehne + Nagel will support Parker
Drilling’s Project Engineering and Construction
business.

In October 2009, Kuehne + Nagel agreed a
contract to provide integrated logistics services for
Mydent International’s DEFEND brand, including
international transportation, customs, drayage,
warehousing and U.S.-domestic transportation. The
DEFEND brand is a broad line of leading infection-
control products, disposables and impression
material for the healthcare marketplace. Kuehne +
Nagel’s solution provides Mydent with full product
visibility from Chinese manufacturing through
customs to the United States. At the logistics
company’s distribution center, the products are
scanned and thus visible to Mydent via KN Login,
Kuehne + Nagel’s award-winning Web-based
visibility, monitoring and reporting tool. Outbound
orders are managed and shipped via a small-parcel
service with tracking numbers provided to Mydent.
This GMP-grade door-to-customer solution

allows Mydent to offer later order cut-off times

for improved customer service, along with cost
savings across the supply chain. In North America,
Kuehne + Nagel provides an in-place network of
60 dedicated and multi-client distribution centers
with 15 million square feet of space for companies
that require a high-performance, flexible
distribution infrastructure.

In January 2008, Siemens, one of the world’s largest
electrical engineering and electronic companies,
renewed its contract with Kuehne + Nagel as

its nominated provider for all logistics services
between Europe and the USA. The business
relationship extends back more than 10 years.
Items such as spare parts for medical equipment,
turbines, electric power distribution units and
high-end electronics make up the diversity of

the goods Kuehne + Nagel handles for Siemens
between Europe and the US. Under the extended
agreement, Kuehne + Nagel has been endorsed for
air, sea, brokerage on the transatlantic lanes and
additional inland services.

Landstar System

Key customers for Landstar System include: Calgon
Carbon, Campbell Soup, CertainTeed, Dell, Glazer’s
Wholesale Drug Co, Hewlett-Packard, JM Eagle,
Kohler, Max Packaging, Unilever, and Wyman-
Gordan.




The 2011 North American 3PL Market - A strategic analysis of the latest market opportunities and trends

Menlo Worldwide Logistics

In May 2011, Menlo Worldwide Logistics
announced it is expanding manufacturing support
operations for Bobcat Company. Menlo currently
provides component logistics and supply chain
management services for Bobcat through its
Manufacturing Support Center (MSC) in Bismarck.
With the MSC facility at capacity, the company

has decided to locate the expanded operations

in a portion of Bobcat’s former assembly plant in
Bismarck. Menlo expects to utilize 25,000 square
feet in the former Bismarck plant, complementing
the 100,000-square-foot MSC facility it has
operated for Bobcat since 2006. The Bismarck
facility will serve as an extension of Menlo’s current
scope of work, and will provide pre-production
engine machining, subassembly, kitting and
delivery services. It is part of the overall supply
chain and logistics support solution which Menlo
provides for West Fargo, ND-based Bobcat.

In April 2009, Menlo Worldwide Logistics
announced that it had been selected by Dana
México Corporacion S. de R.L. de C.V.,, the Mexico-
based operations of Dana Holding Corporation,
to provide transportation management services.
Under the agreement, Menlo will manage the
company’s intra-Mexico freight movements and
cross-border transportation of inbound and
outbound components and finished goods to
US and Canadian customers. The new services
represent an expansion of Menlo's existing
relationship with the automotive supply leader,
which also includes managing inbound and
outbound shipments throughout North America
and provide logistics cost analysis and control.

In April 2009, Menlo Worldwide Logistics
launched an integrated transportation planning,
optimization and management program for Bayer
MaterialScience, LLC (BMS) designed to improve
performance and randomize costs for the NAFTA
transportation operations. Under the contract,
Menlo is teaming with the BMS NAFTA Supply
Chain Center’s logistics group to implement a
strategic re-engineering program. As program
manager for transportation operations, Menlo
assumes a key role supporting a comprehensive
logistics and warehouse optimization effort by
BMS intended to bring new efficiencies, cost
randomization and improved service to the
company’s supply chain. Menlo’s role includes
planning and management of outbound
transportation across BMS' various modes,
including rail, air, bulk truck, truckload, less-
than-truckload and barge, as well as support for
equipment tracking and visibility, freight payment
and audit. BMS will retain responsibility for
procurement of equipment and carrier contracts.

In October 2008,Navistar International Corporation
announced it had selected Menlo Worldwide
Logistics as its global lead logistics provider to
support Navistar’s global growth strategies as the
company moves into new marketplaces. Working
with Menlo will help Navistar as it continues to
build its competitive cost structure. Menlo will
support Navistar’s strategies to achieve world-
class performance in its global logistics network,
including management of global transportation
providers, regional warehouse management, lead
time planning and net landed cost modelling.
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In August 2008, Menlo Worldwide Logistics
announced that it had expanded its relationship
with Salem, Ore.-based Kettle Foods to include
management of a new 105,000-square-foot
dedicated warehouse in Beloit, Wis. Menlo
previously provided warehouse management

for the premium natural snack foods company

at a multi-client facility in lllinois. Menlo is
providing the staff, systems and equipment

for the new facility, where activities include
receiving, storage, inventory management and
outbound distribution. The food grade warehouse
is operating under the Lean philosophy of

waste elimination and continuous improvement
followed at Menlo facilities worldwide. Food grade
certification requires meeting American Institute
of Baking (AIB) rigorous standards for protection of
the safety of the food supply chain.

In June 2008, Menlo Worldwide Logistics
announced that it had been selected by eosTM
Products, a new company that makes innovative
and stylish beauty products, to provide a

turnkey solution for warehousing, distribution
and transportation management services in
North America. eos is focusing on product
design, manufacturing and merchandising while
leveraging Menlo’s recently introduced multi-
client network warehouse management program
as a turnkey, outsourced solution for product
warehousing and distribution. The multi-client
program can be scaled based on geographic
market and volume needs, with a customizable
package of technology, logistics support and full
warehouse management functionality as required
by the client. Menlo’s solutions also leverage

the company’s experience and expertise, while
incorporating advanced Lean methodologies and
processes that focus on continuous improvement
and elimination of waste throughout the supply
chain.

In April 2008, Menlo Worldwide Logistics
announced that it had expanding its relationship
with Diebold, Incorporated by serving as

the company’s principal worldwide logistics
management provider. Under the expanded role,
Menlo will operate in a “lead logistics provider”
capacity, assuming responsibility for projects,
workstreams, operating plans and management
of service providers executing logistics functions,
with the goal of further streamlining Diebold’s
global supply chain, reducing logistics costs and
improving product velocity and deliverability. Like
many successful multinational manufacturing
companies, Diebold has adopted a global strategy
of employing best-of-breed logistics expertise
from key providers, while focusing internal
resources on core competencies of designing,
manufacturing and marketing its industry-leading
products. Diebold’s work with Menlo has enabled
the company to strategically re-engineer portions
of its supply chain to derive better cost visibility
and performance.

NFI Industries

NFI Industries’ key customers include: Anheuser-
Busch, Bimbo Bakeries, Carter’s, Colgate-Palmolive,
Doane Pet Care, George Weston, Georgia-Pacific,
Hasbro, IBM, Lowe’s, MeadWestvaco, Nestlé Waters,
and Staples.

OOCL Logistics (USA)

In August 2011, bicycle retailer Specialized
extended its contract with OOCL Logistics for a
further five years. OOCL Logistics will continue to
provide international supply chain management
services for Specialized as well as warehousing
services.
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Panalpina

Cooper Standard, headquartered in Novi, Michigan,
is a leading global supplier of systems and
components for the automotive industry. Products
include body sealing systems, fluid handling
systems and anti-vibration systems. Cooper
Standard employs approximately 19,000 people
globally and operates in 17 countries around the
world. Cooper Standard became a partner with
Panalpina for the first time in August of 2007.
Panalpina’s unique ability to handle oversized
freight, assembly line moves and intercontinental
FLASH support on Cooper Standard’s dominant
trade lanes has turned Panalpina into Cooper
Standard’s primary forwarding solution provider

in just three years time. With over 60 regular and
sporadic lane pairs, Panalpina provides the entire
palette of services to Cooper Standard including
buyer consolidations, air freight, ocean freight and
supply chain design.

For more than 30 years, ConvaTec has created
innovative medical technologies and offered
unique services that enhanced the lives of millions
of patients’ worldwide. Its four key business
divisions — Ostomy Care, Wound Therapeutics,
Continence and Critical Care and Infusion Devices —
support health care professionals from the hospital
to the community health setting. Panalpina’s
overall capabilities in supply chain management
and its growing presence in the healthcare markets
both in the USA and rest of the world enabled

the company to develop a long term vision
consisting of a modern, complete warehousing,
distribution and pick and pack process which

will help ConvaTec with their internationally
growing business. The close proximity of the
Panalpina facility in McAllen, Texas, right across the
international bridge from the ConvaTec facility in
Reynosa, Mexico, offered cleaner warehousing and
higher ceilings which allow both higher racking
systems and 50,000 square feet of space for future
growth as business increases.

Saxon Energy Services Inc. is a growing
international oilfield services company that
operates a well-established contract drilling

and well-servicing business. The company
headquarters are located in Calgary, Canada. As
Saxon Energy’s logistics partner, Panalpina’s Oil
and Gas division in Houston, Texas plays a pivotal
role not only optimizing Saxon’s supply chain
operations but also to identifying further cost
efficiency possibilities. Panalpina manages Saxon’s
supply chain management business including the
receiving / packing / warehousing / distribution,
air and sea transport, domestic transportation as
well as customs clearance and delivery at some
destinations for all of the supplies for Saxon’s rigs
on a global basis. Panalpina receives all Saxon
orders in its Houston facility, consolidates them

by destination and packs and ships on a regularly
scheduled basis to each rig destination. This
approach has reduced the number of shipments
required, thus resulting in cost savings for

Saxon. Further, Panalpina is working with Saxon
technology, using its in-house system for shipment
tracking and information. Panalpina shares Saxon’s
focus on delivering superior value and this is the
cornerstone for a strong logistics partnership.

Panalpina and DFS - the duty free shops — have
worked together for 15 years and have devised
an integrated global solution that provides DFS
the flexibility and certainty it needs to run its
global business. The solution is based on pre-
shipment checks to ascertain product readiness,
documentation completeness and overall
compliance from the shippers, as well as physical
checks to ensure that shipments, which are
arranged via air or ocean, are based on the needs
of the different destinations, are complete and
error free.
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Ryder Supply Chain Solutions

In June 2011, Ryder System announced it had
received the 2010 Carrier of the Year award from
Toyota Motor Sales U.S.A., Inc., in the category of
“Truck Intermodal Logistics Partner of the Year”
Ryder is one of only four companies that were
recognized with Toyota’s 2010 Carrier of the Year
awards. Ryder pride themselves on their high

level of operational execution and expertise in the
automotive sector, and have worked with Toyota
for many years.

In January 2011, Ryder announced that it had
been named a Supplier of the Year by Cisco. This
prestigious award recognizes Ryder for achieving
the highest average Global Balance Scorecard
performance in the Innovation and Distribution/
Warehousing categories. The Cisco Service Supply
Chain FY2010 Vendor Recognition Program
acknowledges the highest performing third

party logistics providers for their outstanding
achievements and scores for delivery performance,
quality, inventory accuracy and overall account
management of the Cisco business.

In April 2010, Ryder System announced it was
named a General Motors Supplier of the Year for
providing world-class supply chain and logistics
services to GM. This is Ryder’s fifth time winning
the award, which was given recently during a

ceremony at the GM Design Dome in Warren, Mich.

Ryder look forward to continuing their 25-year
relationship with GM and to reaching new levels
of service that will continue to contribute to GM’s
quality reputation and success globally.

In July 2009, Ryder System announced that United
Stationers Supply Co., North America’s largest
broad line wholesale distributor of business
products, had selected Ryder to provide Dedicated
Contract Carriage services. United Stationers
needed a reliable partner who could standardize
and improve transportation processes, provide
delivery reliability to resellers, and drive significant
savings throughout transportation operations.
Under the contract, Ryder will support United
Stationers’ transportation operations by providing
vehicles, drivers, technology, fleet management,
and vehicle maintenance services. The dedicated
team of drivers will support the same-to-next day
delivery of products from the United Stationers'’
Cranbury, NJ distribution center to resellers in NY,
NJ, PA, and CT.

In June 2009, Ryder System announced it had been
awarded a Dedicated Contract Carriage (DCC)
contract with Milo’s Tea Company, Inc., a leading
manufacturer of ready to drink, refrigerated tea
products in the southeast region. Under the
multi-year contract, Ryder will provide dedicated
delivery services of Milo’s Tea products from its
distribution center in Bessemer, Alabama, to retail
stores throughout the state. Ryder’s DCC service is
a customized suite of transportation management
services that includes vehicles, drivers, fleet
management, and preventive and programmed
fleet maintenance to optimize the delivery of a
customer’s product, allowing their management to
be more focused on core business issues.
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In June 2009, Ryder System announced that
Mazda North American Operations (MNAO) is
extending and expanding its contract with Ryder
for the distribution management of auto parts
throughout its Mexico network of dealers. Under
the expansion, Ryder will manage cross-border
transportation of Mazda parts into Mexico and
distribution to all Mazda dealers in Mexico. Ryder
has provided distribution services to Mazda in the
U.S. since 1991 and in Mexico since 2005. Over
the years, as Mazda'’s dealer network in Mexico
has grown, delivery frequencies and the need for
dedicated routes have increased. Under the new
contract, Ryder will handle distribution of parts
from Mazda'’s Distribution Center in Olive Branch,
Miss., to Ryder’s crossdock in Monterrey, Mexico,
and then through to delivery at all of Mazda'’s
dealers in Mexico.

In April 2009, Ryder System announced that
Alabama Metal Industries Corporation (AMICO),

a leader in the manufacturing and distribution

of industrial flooring/grating and expanded

metal products throughout North America, had
selected Ryder to manage its transportation
operations in the U.S. and Canada. Under the
multi-year Transportation Management contract,
Ryder will develop and manage a customized
transportation solution. Utilizing leading edge
technology and standardized processes across the
entire AMICO enterprise, Ryder will use common
carrier, LTL, truckload or a dedicated fleet for
optimal delivery. AMICO will rely on Ryder for
shipment planning, execution, optimization and
transportation visibility of its inbound supply
orders and outbound product delivery through its
18 AMICO hub locations in the US and Canada for
final execution. Additionally, Ryder will provide a
turnkey Dedicated Contract Carriage solution that
includes 25 vehicles, 26 drivers, fleet management,
and preventive and programmed maintenance
for the equipment to support delivery of their
products.

UPS Supply Chain & Freight

In June 2011, UPS and Merck, known as MSD
outside the United States and Canada, announced
the broadened of their existing distribution and
logistics agreement to include aspects of Merck’s
supply chain around the world. UPS currently
manages the distribution, warehousing and
transportation of Merck’s medicines and vaccines
in North America.The UPS-Merck collaboration
brings together the expertise of two companies
that are globally strong, customer-focused

and committed to driving positive change in

the healthcare supply chain.The UPS-Merck
collaboration began in 2003 with package
transportation and delivery services in the United
States. The agreement expanded over time to
include North American distribution, warehousing
and multi-modal transportation services. UPS will
now provide these services in certain markets in
Asia and Latin America, including the emerging
markets of China and Brazil. UPS also is providing
transportation services in Europe.

In June 2009, UPS extended its contract with

Ford Motor Company to continue providing
logistics services for the delivery of new cars to
dealers. Through this contract, UPS assists in the
management of Ford Motor Company’s North
American outbound finished vehicle distribution
network, shipping Ford’s finished vehicles from
assembly plants to dealerships in the United States,
Canada and Mexico. UPS’s finished vehicle logistics
model effectively reduces costs for manufacturers
such as Ford. UPS has been working with Ford
since 2000 and has provided improved transit
times while lowering logistics costs. As part of

the agreement, UPS provides on-site operations
management at key Ford distribution points;
carrier management; transportation network
oversight, and contingency support. Should a
problem arise, UPS is able to quickly provide a
solution while also making recommendations to
improve processes and efficiency.
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In 2009, UPS won the “Supply Chain Vendor of
the Year” award from Staples Canada. Staples
recognized UPS for its commitment to improving
the Staples supply chain. Staples, a long-time
customer of UPS, highlighted UPS’s continuous
process improvement and focus on service

excellence as two key factors in winning the award.

Staples and UPS SCS have an alliance that allows
them to get the most of what each other has

to offer. UPS maintains a high level of flexibility
when it comes to dealing with the fluctuations

in demand that Staples experiences on a regular
basis. When there is a spike in volume - for
example, during the Back to School period - UPS
can shift its labour resources and storage capacity
to ensure that the increased volume is handled as
efficiently and effectively as possible.

UTi Worldwide
In July 2011, UTi Worldwide announced that it had

been recognized as the CaseStack 2010 Warehouse

of the Year. UTi serves CaseStack’s regional needs
from a 500,000 square foot multi-client facility
located in Grand Prairie, TX. UTi's comprehensive
solution for CaseStack includes receiving, storing,
shipping, repackaging, reverse logistics, and other
value-added services. It is the second year in a
row that UTi have been named as CaseStack’s
Warehouse of the Year. As the leader amongst a
highly competitive group of world class CaseStack
service providers, UTi delivered upon unwavering
expectations for service excellence.

Werner Enterprises

In October 2011, Werner Enterprises was
recognized by Home Depot as their Inbound
Carrier of the Year. Werner Enterprises was given

In September 2011, Werner Enterprises was
recognized by Best Buy Co., Inc. as their Domestic
Carrier of the Year. Werner Enterprises was given
the award because of its superior performance
during 2011 combined with creative solutions
during Best Buy’s peak season and the launch of its
new product return center in Shepardsville, Ky.

the award because of its ability to meet and exceed
Home Depot’s additional capacity requests; overall
performance expectations through the year; and
the high level of support the Werner offered Home
Depot during Hurricane Irene. Werner Enterprises
was one of six carriers out of a carrier base of more
than 100 to receive an award.
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Top 50 North American 3PL Companies

Top 50 3PL companies based on estimated 2010 North American gross revenues

Position

0 N OO L1 A W N =

11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28

Company

C.H. Robinson

UPS Supply Chain & Freight
DHL Supply Chain/Exel
Kuehne + Nagel

J.B. Hunt

CEVA Logistics

DB Schenker

Landstar System

Hub Group

Werner Enterprises

Ryder Supply Chain Solutions
Panalpina

Expeditors Int’l of Washington
AmeriCold Logistics

UTi Worldwide

FedEx SupplyChain Systems
GENCO ATC

OOCL Logistics (USA)

NFI Industries

Agility Logistics

Menlo Worldwide Logistics
Averitt Express

Caterpillar Logistics Services
APL Logistics

Jacobson Companies
Brightpoint

Hellmann Worldwide

New Breed Logistics

Estimated Gross Revenue ($m)
8,298
6,439
5,592
4,695
3,793
3,010
2,581
2,400
1,834
1,815
1,735
1,660
1,622
1,617
1,375
1,355
1,150
1,015
979
932
917
824
712
683
673
656
578
538
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29 Celadon Group 523
30 Damco 511
31 Nippon Express USA 467
32 Echo Global Logistics 426
33 Pacer Global Logistics 422
34 YRC Logistics 412
35 SDV International Logistics 407
36 Kintetsu World Express 407
37 Kenco Logistic Services 390
38 DSC Logistics 375
39 ATC Logistics & Electronics 350
40 Fidelitone Logistics 321
41 Crane Worldwide Logistics 252
42 England Logistics 240
43 Saddle Creek 220
44 BNSF Logistics 198
45 Mallory Alexander 185
46 Toll Holdings 183
47 Cardinal Logistics 175
48 SCI Group 150
49 Wallenius Wilhelmsen 145
50 Yusen Logistics 133

The rankings are based on the estimated gross revenues, from North American 3PL activities, for
companies during the 2010 fiscal year. Figures have been taken from official company releases wherever
available, with estimates being used when official data is unavailable.
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Change in Top 25 3PL Companies

Top 25 3PL companies shown with their change in ranking since last year

Position | Company Change since 2008
1 C.H. Robinson o
2 UPS Supply Chain & Freight 0
3 DHL Supply Chain/Exel 0
4 Kuehne + Nagel +1
5 J.B. Hunt -1
6 CEVA Logistics 0
7 DB Schenker +1
8 Landstar System -1
9 Hub Group +2
10 Werner Enterprises -1
11 Ryder Supply Chain Solutions -1
12 Panalpina +1
13 Expeditors Int’l of Washington +1
14 AmeriCold Logistics +7
15 UTi Worldwide 0
16 FedEx SupplyChain Systems -4
17 GENCO ATC +1
18 OOCL Logistics (USA) -2
19 NFI Industries -2
20 Agility Logistics -1
21 Menlo Worldwide Logistics +2
22 Averitt Express -2
23 Caterpillar Logistics Services +2
24 APL Logistics +4
25 Jacobson Companies -1
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Top 25 3PL Companies by Profits

Top 25 3PL companies by estimated 2010 North American profits

Position | Company Estimated Net Revenue ($m)
1 Kuehne + Nagel 1,012
2 UPS Supply Chain & Freight 443
3 J.B. Hunt 348
£ C.H. Robinson 346
5 Panalpina 313
6 Expeditors Int’'l of Washington 222
7 GENCO ATC 219
8 CEVA Logistics 152
9 OOCL Logistics (USA) 150
10 Caterpillar Logistics Services 148
11 AmeriCold Logistics 101
12 DHL Supply Chain/Exel 94
13 Landstar System 88
14 DB Schenker 80
15 Werner Enterprises 80
16 Ryder Supply Chain Solutions 78
17 Jacobson Companies 59
18 Pacer Global Logistics 56
19 NFI Industries 54
20 Brightpoint 52
21 ATC Logistics & Electronics 47
22 Hub Group 43
23 Agility Logistics 39
24 UTi Worldwide 37
25 APL Logistics 34

The rankings are based on the estimated profits, from North American 3PL activities, for companies
during the 2010 fiscal year. Figures have been taken from official company releases wherever available,
with estimates being used when official data is unavailable.
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Top 25 3PL Companies by Operating Margin

Top 25 3PL companies by estimated 2010 North American operating margin

Position | Company Operating Margin
1 Kuehne + Nagel 22%
2 Caterpillar Logistics Services 21%
3 GENCO ATC 19%
4 Panalpina 19%
5 OOCL Logistics (USA) 15%
6 Expeditors Int’'l of Washington 14%
7 ATC Logistics & Electronics 13%
8 Pacer Global Logistics 13%
9 J.B. Hunt 9%
10 Jacobson Companies 9%
11 Brightpoint 8%
12 Kintetsu World Express 7%
13 UPS Supply Chain & Freight 7%
14 AmeriCold Logistics 6%
15 NFI Industries 6%
16 CEVA Logistics 5%
17 APL Logistics 5%
18 Ryder Supply Chain Solutions 4%
19 Werner Enterprises 4%
20 Agility Logistics 4%
21 C.H. Robinson 4%
22 Toll Holdings 4%
23 Landstar System 4%
24 SDV International Logistics 3%
25 DB Schenker 3%

The rankings are based on the ratio between estimated net revenues and estimated gross revenues, from
North American 3PL activities, for companies during the 2010 fiscal year.
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Top 25 3PL Companies by Growth Rate

Top 25 3PL companies by estimated increase in North American gross revenues

Position | Company Growth Rate
1 AmeriCold Logistics 112%
2 Echo Global Logistics 64%
3 Toll Holdings 56%
4 Kuehne + Nagel 54%
5 CEVA Logistics 50%
6 GENCO ATC 47%
7 DHL Supply Chain/Exel 41%
8 Expeditors Int’l of Washington 36%
9 DSC Logistics 32%
10 DB Schenker 30%
11 Menlo Worldwide Logistics 30%
12 Damco 28%
13 APL Logistics 24%
14 Saddle Creek 24%
15 UTi Worldwide 22%
16 C.H. Robinson 22%
17 Hub Group 21%
18 NFI Industries 21%
19 England Logistics 20%
20 Agility Logistics 20%
21 Landstar System 19%
22 OOCL Logistics (USA) 18%
23 J.B. Hunt 18%
24 Panalpina 18%
25 Kintetsu World Express 18%

The rankings are based on the estimated increase in gross revenues, from North American 3PL activities,
for companies between the 2010 and 2009 fiscal years.
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Top 25 3PL Companies by Profit Growth

Top 25 3PL companies by estimated increase in North American gross revenues

Position | Company Growth Rate
1 Echo Global Logistics 117%
2 UPS Supply Chain & Freight 97%
3 CEVA Logistics 79%
4 Kintetsu World Express 71%
5 Expeditors Int’l of Washington 61%
6 UTi Worldwide 48%
7 GENCO ATC 47%
8 DB Schenker 40%
9 Werner Enterprises 40%
10 J.B. Hunt 40%
11 SDV International Logistics 40%
12 Damco 33%
13 Panalpina 33%
14 Averitt Express 27%
15 Hub Group 26%
16 Landstar System 26%
17 NFI Industries 20%
18 Celadon Group 18%
19 Caterpillar Logistics Services 12%
20 FedEx SupplyChain Systems 7%
21 Ryder Supply Chain Solutions 7%
22 C.H. Robinson 7%
23 Menlo Worldwide Logistics 7%
24 ATC Logistics & Electronics 2%
25 Jacobson Companies 2%

The rankings are based on the estimated increase in profits, from North American 3PL activities, for
companies between the 2010 and 2009 fiscal years. OOCL Logistics (USA), AmeriCold Logistics, DHL
Supply Chain/Exel, Pacer Global Logistics, and APL Logistics all saw losses in 2009 and profits in 2010, so
do not feature on this list - but all saw substantial profit growth.




The 2011 North American 3PL Market - A strategic analysis of the latest market opportunities and trends

Overview of Major North American 3PL
cnmnanies

COLOMED EXPREES
HAMBURG

63



The 2011 North American 3PL Market - A strategic analysis of the latest market opportunities and trends

C.H. Robinson

Introduction

Charles Robinson incorporated C.H. Robinson
Company in 1905 in the city of Grand Forks, North
Dakota, as a produce and general merchandise
brokerage firm. After several years, Robinson
expanded their business to address the complex
problem of how to transport and distribute
perishable products by horse and buggy before
they spoil. Today, with approximately 7,600
employees worldwide, they serve approximately
36,000 customers annually.

C.H. Robinson are a global provider of multi-modal
transportation services and logistics solutions,
operating through a network of branch offices

in North America, Europe, Asia, South America,
and the Middle East. They are a non-asset based
transportation provider, meaning they do not
own the transportation equipment that is used to
transport their customers’ freight. C.H. Robinson
work with approximately 49,000 transportation
companies worldwide, and through those
relationships they select and hire the appropriate
transportation providers to meet their customers’
needs. 83 percent of C.H. Robinson’s truckload
shipments in 2010 were transported by motor
carriers that had fewer than 100 tractors, and

in their truckload business, no single carrier
represents more than one percent of their carrier
capacity. As an integral part of their transportation
services, they provide a wide range of value
added logistics services, such as supply chain
analysis, freight consolidation, core carrier program
management, and information reporting.

In addition to multi-modal transportation services,
C.H. Robinson have two other logistics business
lines: fresh produce sourcing and fee-based
information services. Their Sourcing business is the
buying, selling, and marketing of fresh produce.
C.H. Robinson purchase fresh produce through
their network of produce suppliers and sell it

to retail grocers and restaurant chains, produce
wholesalers, foodservice and distributors. In the
majority of cases, C.H. Robinson also arrange the
transportation of the produce they sell through
relationships with specialized transportation
companies. C.H. Robinson’s Information Services
business is their subsidiary, T-Chek Systems, Inc.,
which provides a variety of management and
information services to motor carrier companies
and to fuel distributors. Those services include
funds transfer, driver payroll services, fuel
management services, permit procurement, and
fuel and use tax reporting.

Financial Overview

During 2010, C.H. Robinson’s total revenues from
North American operations increased 22%, from
the 2009 total of $6,801 million to the 2010 total

of $8,298 million. This surpasses the 12% decrease
that 2009 saw from the 2008 total of $7,702 million.
This means that C.H. Robinson are now seeing
higher revenues than before the economic crisis.
The increases seen in 2010 were due primarily to
volume increases in all of modes of transportation
and increasing transportation rates. Transportation
rates increased primarily due to a rise in fuel

prices and increased pricing to customers. The
company’s pricing, exclusive of fuel, increased due
to an increase in overall transportation market
demand. C.H. Robinson’s total revenues from North
American operations represented 89% of their
worldwide total.
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Financial History
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C.H. Robinson’s LTL revenues increased by Quarterly Results
approximately 18% during 2010. The increase
was driven primarily by an increase in shipment
volumes (an 22% rise), partially offset by increased 2,500
cost of capacity. Intermodal revenue increased 2,000
o .
by 4%, largely as a result of volume and pricing 1500
increases, partially offset by lower margins. .

Ocean transportation revenues increased by 12%,
primarily due to significant volume increases. Air
transportation revenues increase by 30%, while
other logistics services revenues increased by
28%, information Services increased by 21%, and
sourcing revenues increased by 8%.

During 2010, C.H. Robinson’s total profits from
North American operations increased 7%, from the
2009 total of $324 million to the 2010 total of $346
million. This increase is markedly higher than the
1% increase that was seen in 2009, from the 2008
total of $322 million, but is considerably lower than
the 22% increase seen in total revenues. As a result
of this, and despite the growth in both revenues
and profits, the company’s operating margin fell to
4% from the 2009 margin of 5%. Historically, C.H.
Robinson’s profits have typically expanded and
contracted based on fuel prices and the balance
between demand and overall supply of capacity.
The drop in operating margin was largely driven by
higher transportation costs and higher fuel costs,
partially offset by an increase in transportation
pricing to the company’s customers.
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Transportation makes up 87% of C.H. Robinson’s
total revenue, with 9% coming from sourcing,

and 4% from information services. C.H. Robinson
work with a wide variety of companies, ranging in
size from Fortune 100 companies to small family
businesses, in many different industries. Their
customer base is very diverse, with their top 200
customers representing approximately 37% of total
net revenues, and their largest customer less than
3% of total net revenues.

Despite their position as one of the largest
providers of North American truckload
transportation, C.H. Robinson believe their
truckload business represents only about two to
three percent of the North American truck market,
leaving plenty of opportunity to continue to grow.
They continue to develop creative transportation
and logistics solutions and to offer more integrated
services to customers. They will also continue to
work hard to win new business.

Strategic Directions

C.H. Robinson keep their business model as
variable as possible to allow them to be flexible
and adapt to changing economic and industry
conditions. They buy most of their transportation
capacity and produce on a spot-market basis. They
also keep personnel and other operating expenses
as variable as possible. Compensation, their largest
operating expense, is performance-oriented and,
for most employees in the branch network, based
on the profitability of their individual branch
office. In addition, C.H. Robinson do not have pre-
committed targets for headcount. Their personnel
decisions are decentralized, with branch managers
determining the appropriate number of employees
for their offices, within productivity guidelines,
based on their branches’ volume of business.

This helps keep personnel expense as variable as
possible with the business.

C.H. Robinson’s branch network is a major
competitive advantage. Building local customer
and carrier relationships has been an important
part of their success, and their worldwide network
of offices supports the core strategy of serving
customers locally, nationally, and globally. C.H.
Robinson’s branch offices help them penetrate
local markets, provide face-to-face service

when needed, and recruit contract carriers. The
branch network also gives knowledge of local
market conditions, which is important in the
transportation industry because it is so dynamic
and market-driven. The branches also work
together to complete transactions and collectively
meet the needs of customers. Approximately

35 percent of truckload shipments are shared
transactions between branches. For many
significant customer relationships, C.H. Robinson
coordinate efforts in one branch and rely on
multiple branch locations to deliver specific
geographic or modal needs. In addition, the
company’s methodology of providing services

is very similar across all branches. Their North
American branches have a common technology
platform that they use to match customer needs
with supplier capabilities, to collaborate with other
branch locations, and to utilize centralized support
resources to complete all facets of the transaction.

Growth in world trade is driving growth in
international freight volumes. Shippers increasingly
seek transportation providers that can manage the
entire move, rather than just the international or
domestic portions. C.H. Robinson’s business model,
service-oriented culture, and existing surface-
based transportation network are competitive
advantages in international forwarding. They
currently have 50 Robinson offices around the
world that provide global forwarding, and they
work with agents in locations where they don't
have owned offices.
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Since becoming a publicly-traded company in
1997, C.H. Robinson’s long-term compounded
annual growth target has been 15% for net
revenues, income from operations, and earnings
per share. This goal was based on an analysis of
performance in the previous twenty years, during
which the company’s compounded annual growth
rate was 15%. Although there have been periods
where they have not achieved these goals, since
1997 they have exceeded this compounded
growth goal in all three categories. C.H. Robinson’s
expectation is that over time, they will continue to
achieve their long-term target of 15%growth, but
that they will have periods in which they exceed
that goal and periods in which they fall short.
They expect to reach long-term growth primarily
through internal growth, but acquisitions that fit
growth criteria and culture may also be used to
augment growth.

Key trends continue to drive long-term

growth in third party transportation, such as
increased outsourcing, adoption of core carrier
programs, increased reliance on technology, and
globalization of supply chains. To capitalize on
those trends and meet the company’s growth goals
over the long term, C.H. Robinson will continue

to: Grow their share of the North American
transportation and logistics market; add new third-
party logistics services; develop intra-continental
branch networks on other continents; and expand
their global freight forwarding network.
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UPS Supply Chain & Freight

Introduction

The history of UPS dates back to 1907, when the
American Messenger Company was founded in
Seattle, Washington. These days, UPS delivers
more than 15 million packages a day to 6.1
million customers in more than 220 countries and
territories around the world. The Supply Chain &
Freight segment of UPS consists of forwarding and
logistics as well as the UPS Freight business unit.
They manage supply chains in over 195 countries
and territories, with approximately 31 million
square feet of distribution space worldwide.

They have just over 400,000 employees, of which
330,600 are in the US and 70,000 are located
internationally.

UPS focus on supply chain optimization, freight
forwarding, international trade and brokerage
services, which include a broad range of
transportation solutions including air, ocean

and ground freight. They provide information
technology systems and distribution facilities
adapted to the unique supply chains of specific
industries such as healthcare, technology and
consumer/retail, and offer a portfolio of financial
services that provides customers with short-term
working capital, government guaranteed lending,
global trade financing, credit cards and export
financing.

UPS Freight is an LTL service, which offers a full
range of regional, inter-regional and long-haul LTL
capabilities in all 50 states, Canada, Puerto Rico,
Guam, the Virgin Islands and Mexico. This business
also offers a TL service. UPS Freight provides
services through a network of owned and leased
service centers and carrier partnerships.

Financial Overview

UPS Supply Chain & Freight saw increased
revenues in 2010, primarily due to growth in

the demand for forwarding as a result of the
continued expansion of the worldwide economy,
inventory rebuilding and world trade. In their
forwarding business, both air freight and ocean
freight experienced solid revenue growth, due
primarily to higher volumes, fuel surcharges,

and other accessorial charges. International

air freight tonnage increased 19% for 2010
compared with the prior year. In logistics products,
UPS experienced growth in mail services and
distribution revenue, with solid increases being
achieved in the healthcare and technology
sectors. Freight revenue increased, primarily due
to higher fuel surcharge rates and a base rate
increase that took effect in January 2010. Average
LTL shipments per day, weight per shipment and
LTL revenue per hundredweight all increased
during the year, largely due to the UPS strategy of
maintaining focus on yields and targeting certain
customer segments. The increase in LTL revenue
per hundredweight was primarily due to an
increase in base prices that took effect in January
2010. The other businesses within Supply Chain
& Freight experienced an increase in revenue.

A primary driver of this increase was the UPS
Customer Solutions business, which provides

a range of services (e.g. project management,
industrial engineering, transportation fleet
services, distribution network analysis, package
engineering, and package visibility).
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Financial History
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74% of UPS Supply Chain & Freight revenue was Quarterly Results
derived from North American operations, which
totalled $6,439 million. This represented a 14% )
increase from the 2009 total of $5,646 million, 14233 g
but does not cancel out the 15% decrease that 1.400
2009 saw from the 2008 total of $6,676 million. 1,200
Although UPS Supply Chain & Freight have yet to 1’233
see revenues reach as high as they were before the 500
. . . . 400
economic crisis, they are not far off, and will also 200
be encouraged by the steadily gaining quarterly 0
. a1 Q2 a3 Q4
results seen in 2010, when they turned over $1,476 u Revenue (Sm)| 1476 | 1607 | 1652 | 1704
million in Q1, followed by $1,607 million in Q2, » Profit (Sm) 39 59 131 174
$1,652 million in Q3, and finally $1,704 million in
Q4.
UPS Supply Chain & Freight profits for 2010 also Revenue by Geographical Location

increased, though by an even healthier 97%, from
the 2009 total of $225 million to the 2010 total of
$443 million. The 2010 figures also showed notable ¥ North America
increases in the quarterly results, with $39 million N Restof World
being earned in Q1, $99 million in Q2, $131 million
in Q3, and $174 million in Q4. These increases were
largely due to a strong increase in tonnage in the
UPS air and ocean forwarding businesses, but was
partially offset by capacity constraints from outside
carriers in the first half of 2010.
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Capacity constraints led to rapidly escalating

rates on air freightwhich could not be passed on
to customers in a timely manner, resulting in a
negative impact to operating profit and margin.
This situation improved during the second half

of 2010, as capacity constraints lessened and

the company were able to implement revenue
management plans which better matched
customer pricing with market conditions. The UPS
logistics unit had a solid increase in profitability
for the year, which was driven primarily by an
expansion of operating margins due to operating
efficiencies and a focus on higher margin industry
sectors. Operating profit for the UPS Freight unit
increased in 2010 compared with the prior year,
largely due to better productivity, and increases
in base pricing and volume. Productivity metrics
increased, including increases in pickup and
delivery stops per hour and linehaul utilization. All
of the remaining businesses also had an operating
profit during the year.

By seeing their profits increase by more than
their revenues, UPS Supply Chain & Freight saw
their operating margin increase from 4% to

7% in 2010. The financial strength of UPS gives
them the resources to achieve global scale; to
invest in employee development, technology,
transportation equipment and buildings; to
pursue strategic opportunities that facilitate their
growth; and to return value to their shareowners
in the form of dividends and share repurchases.
No countries outside of the United States, nor any
individual customers, provided 10% or more of
consolidated revenue in 2010, 2009 or 2008.

Strategic Directions

The business strategy and corporate responsibility
strategy for UPS are substantially the same: to
increase the economic vitality and environmental
sustainability of the global economy by
aggregating the shipping activity of millions of
businesses and individuals worldwide into a single
highly efficient logistics network. Their goal is

to provide customers with easy-to-use products
and services. They seek to streamline shipment
processing and integrate critical transportation
information into business processes, helping create
supply chain efficiencies, better serve customers
and improve their cash flows.

The company’s primary growth strategy is to
increase the number of customers benefiting from
configurable supply chain solutions, particularly
in the healthcare, technology, and retail sectors.
Configurable solutions are information technology
systems and distribution facilities adapted to the
unique supply chains of specific industries. In a
configurable solution, multiple customers share
standardized information technology systems
and processes as well as a common network

of assets. A configurable solution is repeatable
for multiple customers and has a package
transportation component. For example, UPS
have a well developed supply chain management
capability for the healthcare sector that meets

all requlatory and compliance requirements.

UPS also aims to increase the amount of small
package transportation from these customers.
UPS intend to leverage their small package and
freight customers through cross-selling the full
complement of UPS services.
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The company’s biggest strength is its integrated
global network. It handles all levels of service
(air, ground, domestic, international, commercial,
residential) through a single pickup and delivery
service system. Sophisticated engineering
systems allow UPS to optimize their network
efficiency and asset utilization on a daily basis.
This unique, integrated global business model
creates consistent and superior returns. In a
recent innovation, UPS introduced UPS Smart
Pickup, a new option for shippers who want the
convenience of a scheduled pickup but may not
ship a package everyday. This is the latest in a
series of UPS Decision GreenSM offerings, this
high-tech service alerts UPS drivers when a pickup
needs to be made.

UPS see technology initiatives being driven by
customers’ needs, so offer a variety of on-line
service options that enable customers to integrate
UPS functionality into their own businesses not
only to conveniently send, manage and track
shipments, but also to provide their customers
with better information services. UPS provide the
infrastructure for an Internet presence that extends
to tens of thousands of customers who have
integrated UPS tools directly into their own web
sites.
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DHL Supply Chain/Exel

Introduction

Exel is part of the SUPPLY CHAIN division of
Deutsche Post DHL, the world’s leading logistics
group, with more than 300,000 employees in
more than 220 countries and territories around
the world and 2009 annual revenues of more than
46 billion euros. Through its 40,000 associates, at
more than 500 sites throughout the US, Canada,
and Latin America, the Exel wing of DHL Supply
Chain generates more than $5.5 billion in annual
revenues.

The company offers Supply Chain Analysis and
Design, Supply Chain Management, Inbound to
Manufacturing, In-Plant Services, Manufacturing
Services, Warehousing and Order Fulfilment,
Assembly and Packaging, Transportation
Management, Home & Business Delivery, Service
Parts Logistics, and Reverse Logistics. They
specialize in the Automotive, Consumer, Industrial,
Retail, Chemical, Energy, Life Sciences, and
Technology industries.

Financial Overview

In the Americas region, DHL Supply Chain/Exel
saw an improved situation despite growth being
suppressed by under performing contracts in the
reporting year. This was particularly the case in the
Automotive and Consumer sectors and in transport
activity, following the previous year’s period of
economic slowdown and insolvency uncertainty
regarding major auto motive customers. Growth
also resulted from new contracts in the Consumer
and Life Sciences & Healthcare sectors, boosted by
the strong US dollar.

29% of DHL Supply Chain’s revenue was derived
from North American operations, which totalled
$5,592 million. This represented a 41% increase
from the 2009 total of $3,967 million, and
surpasses the 9% decrease that 2009 saw from the
2008 total of $4,351 million. This means that DHL
Supply Chain/Exel are now seeing higher revenues
than before the economic crisis. DHL Supply Chain/
Exel also saw increased profits in North America,
from the $38 million loss seen in 2009, to the 2010
total of $94 million. This is also higher than the $62
million seen in 2008, providing another indicator
that DHL are now in a healthier position than
before the global recession.

Financial History
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Of revenue seen in 2010, 27% came from retail,
20% from consumer goods, 16% from life sciences
& healthcare, 13% from technology, 8% from
Williams Lea, 7% from automotive, 6% from others,
and 3% from energy.

Strategic Directions

To manage increasing complexity and shorter
lead times, DHL Supply Chain’s customers are
demanding ever more sophisticated solutions
and technology. Typically they need: streamlined
and more efficient supply chains; maximum
benefits from global sourcing; timely and cost-
effective inbound delivery to production lines
and field engineers; support in managing growth
and change; enhanced supplier compliance;
access to new markets and new channels to
market; procurement and back-office support;
planning and asset management; responsive
and flexible aftermarket services; MRO supply
services; compliance with environmental and other
regulations; outstanding customer service and
higher customer satisfaction.

DHL promote the innovative use of supply

chains to increase their customers’ competitive
advantage. They focus their industry-leading
expertise to satisfy customers’ needs. And use
operational skills and experience in the industrial
sector to deliver value and high service levels
consistently, day after day. DHL provides remote
field engineers and construction workers with the
materials they need — where and when they need
them - to maintain and build utility, construction,
transport and telecommunications infrastructures.

Quarterly Results

0
01 0z Q3 Q4
B Revenue ($m)| 1,316 1,424 1,423 1,500
B Profit (Sm) 24 23 34 18

Revenue by Geographical Location

B Morth America

B Rest of Waorld

DHL's SUPPLY CHAIN division withstood the
economic crisis of 2008 and 2009 largely due to the
successful “5 to Thrive” initiative, comprising five
areas for improvement. The initiative was focussed
on increasing overall returns and profitability.
Now that the economy has regained momentum,
their operating business is again focussing more
strongly on growth. As part of this process, DHL
are building on the efficiency gains that they have
achieved over the past two years. DHL call their
new strategy Growth Through Excellence, and it is
based on two pillars:
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1 - Continuous improvement. DHL intend to

keep improving in the areas of performance,
efficiency and capability and have established
three initiatives to support this aim: Operations
Excellence, Cost Leadership and Organisational
Capability. Operations Excellence aims to ensure
consistent service quality worldwide as DHL build
on their achievements in purchasing, carbon
efficiency and ongoing quality measurement.
They promote operational and technical standards
aimed at guaranteeing the sustainability of their
performance. They also apply the proven First
Choice methodology to sustain the achievements
they have realized and improve on them even
further. DHL's Cost Leadership initiative is intended
to significantly reduce both direct and indirect
costs and manage them effectively in order to
increase overall profitability. They achieve this

by leveraging purchasing efficiency, operating
discipline and best practices. Organisational
Capability seeks to develop leadership qualities
and enhance employee commitment. They want
to attract new talent and retain and develop their
existing talent to support the growth of their
business.

2 - Profitable growth. DHL's Profitable Growth
pillar also consists of three initiatives: Sector
Focus, Strategic Products Replication and Sales
Effectiveness. In the Sector Focus programme, DHL
continuously deepen expertise in their key sectors
of Consumer, Retail, Technology, Life Sciences &
Healthcare, Automotive and Energy. For each of
these sectors, DHL have established dedicated
global sector teams to strengthen their sales
approach and to ensure knowledge exchange on
best practices across regions and business units. In
their Strategic Products Replication initiative, DHL
develop and reproduce logistics solutions aimed
at simplifying customers’ business processes. In
doing so, they take their cue from best operating
standards and proven practices from all over the
world. In the Sales Effectiveness programme, DHL
continuously improve the performance of their
sales organisation by bolstering sales processes
and customer support. They are learning to better
understand their customers’ business objectives
and strategies, which enables them to offer true
added value. Feedback from customers and
customer surveys also assist in continuously
enhancing the effectiveness of sales activities.
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Kuehne + Nagel

Introduction

Since 1890, when the business was founded in
Bremen, Germany, by August Kuehne and Friedrich
Nagel, Kuehne + Nagel has grown into one of

the world’s leading logistics providers. Today, the
Kuehne + Nagel Group has more than 900 offices
in over 100 countries, with over 60,000 employees,
including 7,791 in North America.

Their key business activities and market position
are built on the company’s truly world class
capabilities. Kuehne + Nagel operates a dense
network of branch offices, strategically located

to deliver solutions that meet supply chain
requirements. Kuehne + Nagel is a financially
strong, stable and independent organization. Their
global network, leading-edge IT systems and high
levels of service, have positioned them to continue
to successfully increase the scope of their customer
solutions and services.

Kuehne + Nagel has a proven track record with
some of the largest and best-known companies
in the world. They provide integrated, value-
creating solutions to the world’s major industries.
With proven end-to-end supply chain expertise
and dedicated industry specialists, the company
fully understands what drives the various sectors,
anticipating their respective logistics requirements.
Seamlessly combining its entire suite of services
from across its business fields, Kuehne + Nagel
develops and implements customized logistics
solutions throughout the supply chain, from
logistics consulting and planning right through
to aftermarket services. By transferring best
practices, experience and technology developed
in one sector to another, the company ensures
continuous service improvement for every
customer.

Financial Overview

In 2010, Kuehne + Nagel met its ambitious targets
and recorded the best result in its history. The
company already had laid the foundations for

this successful development in the crisis year

2009 by consistently implementing its strategy of
optimizing costs, while at the same time increasing
its market share. This placed Kuehne + Nagel

in an excellent position to maximize business
opportunities during the 2010 economic upswing.
Due to this, the development of business and
results was above the pre-crisis period.

Kuehne + Nagel’s significant increase in transport
orders was boosted by higher sales expenditures
and supported by the economic recovery. Its
productivity enhancements were based on
internal efficiency increases, digitalization and
newly designed integrated processes combined
with extended IT support. Increased productivity,
together with the rise in volume in all business
units, contributed to improved results. This is all
the more remarkable considering the number

of factors negatively impacting operational
results. These include: negative currency effects,
insufficient warehouse utilization, and start-up
costs.

20% of Kuehne + Nagel’s revenue was derived from
North American operations, which totalled $4,695
million. This represented a 54% increase from the
2009 total of $3,043 million, and far surpasses the
19% decrease that 2009 saw from the 2008 total
of $3,776 million. Despite the sizable growth in
revenue, Kuehne + Nagel saw a decrease in North
American profits, with a 1% drop from the total of
$1,025 million seen in 2009, to the 2010 total of
$1,012 million. The 2009 total was also 6% lower
than the $1,093 million profit seen in 2008, which
means that despite record revenue growth, the
company'’s operating margin, for North American
operations, has declined for the last 3 years.
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Financial History
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The 2011 business plan again envisages revenue Quarterly Results

growth above market average in all business units.
Though, despite the economic outlook for the

current business year being favourable, potential 1,400
setbacks are still present, including such factors as 1,200
the volatility of the US economy, rising commodity 1,000

. . 800
prices and currency risks. c00
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Strategic Directions e

The global logistics network is Kuehne + Nagel’s

strongest asset. Dedication, integration and

innovation are at the heart of their business Revenue by Geographical Location
philosophy. Focused on their customers’ needs,
they provide integrated logistics solutions of
outstanding quality and operational excellence. " Morth America
B Rest of World
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With still no certainty of a sustained global
economic recovery due to the volatility in
international finance markets, the lasting recession
in the United States, and credit risks in some
southern European markets. Emerging countries,
primarily China, significantly contributed to

the stimulation of global trade, which closely
correlates with the international logistics

business. While economies picked up in Asia,
diverging gross domestic product development
was seen in other regions. In this environment,

the Kuehne + Nagel Group concentrated on its
strengths: customer orientation, detailed industry
know-how, operational excellence and internal
efficiency. The Group systematically invested in
product development and sales to extend its
industry-specific solutions, market its offering
more effectively and gain new customers. The
Group countered the increasing complexity of
international business with process improvements
through system standardisation. Its information
logistics solutions meet the highest standards and
found high esteem in customer surveys. Innovative
IT solutions helped achieve higher internal
efficiency and increased productivity in all business
units.

Kuehne + Nagel strive to accommodate specific
customer requirements, that are suitable for

their varied customer base. As there is no single
customer that represents more than 10% of the
Group’s total revenue, they will continue with

the automation of processes and concentrate

on improving the development process for IT
applications, based on a modular structure.

This will further speed the completion of new IT
solutions tailored for specific industries. The further
development of the IT strategy is largely guided
by the needs of the customer. This - like growth in
the individual business units - calls for a constant
adaptation of the applications, infrastructure and
organization.
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J.B. Hunt

Introduction

J.B. Hunt Transport Services, together with their
wholly-owned subsidiaries, provide safe and
reliable transportation and delivery services to

a diverse group of customers and consumers
throughout the continental United States, Canada
and Mexico. Utilizing an integrated, multi-modal
approach, they provide capacity-oriented solutions
centered on delivering customer value and
industry-leading service.

J.B. Hunt were incorporated in Arkansas on August
10, 1961, originally starting with five trucks and
seven refrigerated trailers to support the original
rice hull business, and have been a publicly held
company since their initial public offering in 1983.
Today, the company has grown into one of the
largest transportation companies in the United
States, with annual revenues exceeding $3 billion.
The company currently employs over 16,000
employees and operates in excess of 12,000 trucks.
Over 47,000 trailers and containers can be found

in the company’s fleet. J.B. Hunt transport, or
arrange for the transportation of, a wide range of
freight, including general merchandise, specialty
consumer items, appliances, forest and paper
products, food and beverages, building materials,
soaps and cosmetics, automotive parts, electronics,
and chemicals.

J.B. Hunt have four business segments and a full
complement of logistics services through third
parties. These segments include intermodal (JBI),
dedicated contract services (DCS), full-load dry-
van (JBT) and integrated capacity solutions (ICS).
Their service offerings include transportation

of full truckload containerizable freight, which
they directly transport utilizing their company-
controlled revenue equipment and company
drivers or independent contractors. J.B. Hunt
also have arrangements with most of the

major North American rail carriers to transport
truckload freight in containers and trailers. J.B.
Hunt also provide customized freight movement,
revenue equipment, labor and systems services
that are tailored to meet individual customers’
requirements and typically involve long-term
contracts.

These arrangements are generally referred to

as dedicated services and may include multiple
pickups and drops, local and home deliveries,
freight handling, specialized equipment and
freight network design. J.B. Hunt’s local and

home delivery services typically are provided
through the use of a network of cross dock service
centers throughout the continental United States.
Utilizing a network of thousands of reliable third-
party carriers, they also provide comprehensive
transportation and logistics services. In addition
to dry-van, full load operations, these unrelated
outside carriers also provide flatbed, refrigerated,
less-than-truckload (LTL) and other specialized
equipment, drivers and services. Their customer
base is extremely diverse and includes a large
number of Fortune 500 companies.
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Financial History
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Financial Overview Quarterly Results
J.B. Hunt Transport’s unwavering commitment
to a proven strategy of complementary business 1 200
offerings allowed them to immediately capitalize 1'000
on improving economic conditions. During 2010, 'BDD
J.B. Hunt's total revenues increased 18%, from the o0
2009 total of $3,203 million to the 2010 total of 100
$3,793 million. This surpasses the 14% decrease 200
that 2009 saw from the 2008 total of $3,732 million,
which means that J.B. Hunt are now seeing higher o a1 0z a3 04
revenues than before the economic crisis. H Revenue (§m)| 845 343 986 1,020
M Profit (Sm) 67 91 92 97

Along with these positive results, J.B. Hunt will

be encouraged by the steadily gaining quarterly
results seen in 2010, when they turned over $845
million in QT, followed by $943 million in Q2,

$986 million in Q3, and finally $1,020 million in

Q4. One point worth making though, is that J.B.
Hunt’s business is somewhat seasonal, with slightly
higher freight volumes typically experienced
during August through early November. Their DCS
segment is subject to somewhat less seasonal
variation than the other segments. J.B. Hunt's
Intermodal segment (JBI) handles more than 1
million loads in a calendar year, and represents
more than half (56%) of the company’s total
revenue and operating income. 24% of revenues
are generated by the DCS segment, 12% by the JBT
segment, and 8% by the ICS segment.

During 2010, J.B. Hunt’s total profits increased

by 40%, from the 2009 total of $248 million to

the 2010 total of $348 million. This increase is
higher the 31% decrease that was seen in 2009,
from the 2008 total of $358 million, but still does
not put profits on a par with before the crisis.

The proportionally higher increase in profits, as
compared to revenues, means that the company
saw a higher operating margin in 2010 than in
20009. J.B. Hunt's profits also showed increases in
the quarterly results, with $67 million being earned
in Q1, $91 million in Q2, $92 million in Q3, and $97
million in Q4.
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Strategic Directions

2010 was a year of validation for J.B. Hunt, with
their superior position, both financially and within
the industry, proving yet again that their approach
of providing the most diverse, integrated and
dynamic service offerings gives them a clear edge.
Additionally, through their proprietary continuous
improvement methodology, Customer Value
Delivery, they systematically create, measure

and effectively communicate increased value

to customers. Their core beliefs center on Value,
Innovation, Technology, Sustainability and best-
in-class Safety are only achieved and maintained
when the right people are in place.

J.B. Hunt’s ability to offer multiple services,
utilizing their four business segments and a full
complement of logistics services through third
parties, represents a competitive advantage.
They believe this unique operating strategy can
add value to customers and increase profits and
returns to stockholders. J.B. Hunt forge long-term
partnerships with key customers, that include
supply chain management as an integral part of
their strategy. Working in concert, they drive out
cost, add value and function as an extension of
their customers’ enterprise. Their strategy is based
on utilizing an integrated, multi-modal approach,
to provide capacity-oriented solutions centered
on delivering customer value and industry-leading
service.

J.B. Hunt continually analyze where they believe
additional capital should be invested, and
management resources should be focused, in order
to provide added benefits to their customers and
leverage the services of their business segments.
These actions should in turn, yield increasing
returns to J.B. Hunt's stockholders. Unacceptable
returns in certain areas have recently caused them
to reduce the size of certain business segments
and grow others. Examples of recent actions
include the focus on growth of capacity associated
with the JBI segment and continued contraction
of the JBT business segment. They have also
concentrated on the development and operation
of one of the largest nationwide, final mile cross
dock networks that consists of approximately 90
service centers supporting local commercial and
home delivery activities within the company’s DCS
business segment. This network supports their
goal to provide best-in-class services that increase
delivery and replenishment service offerings to
both residential and commercial locations.
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CEVA Logistics

Introduction

CEVA was formerly known as TNT Logistics, a
division of TNT which was founded in Australia

in 1946. In 1999, a logistics division of the
company was created. On 23 August 2006, TNT
N.V. announced that it has signed a Sale and
Purchase Agreement to sell its logistics division
to Apollo Management L.P, a US private equity
firm. The new name and logo were announced
on 12 December 2006. On 2 August 2007, CEVA
announced the completion of its merger with
Houston-based EGL (Eagle Global Logistics),
which was rebranded to CEVA on 30 November
2007.The company runs a global network with
facilities in over 170 countries and employs 49,000
people worldwide across over 1,200 sites, and
has approximately 10 million square meters of
warehousing space. CEVA leverage their sector-
focused expertise, global and local resources and
advanced technologies to deliver a complete
spectrum of supply chain services. Within the
business they employ some of the leading experts
in sector know-how and logistics expertise who
support their customers in delivering the best
solution to meet their needs.

CEVA's services can be broadly categorized in two
main sectors:

Contract Logistics — which includes warehousing
and ground based distribution, offered separately
or in combination. Many of CEVA’s contract
logistics customers also benefit from their SMART
methodology which transfers best practice and
standardized solutions for some of their key
products. These services can be charged in one
of two ways - either ‘open book’ where costs are
passed on to the customer and CEVA receives a
management fee. Or ‘closed book’ with a price
agreed up front. There are obviously hybrid

solutions and additional value share arrangements

in place across the business.

Freight Management - includes co-ordinating

the movement of products and materials by air,
ground or ocean by the most efficient mode

of transport whilst meeting the customer’s
expectations in terms of cost, speed, reliability and
protection of goods. In many cases, CEVA integrate
contract logistics and freight management services
to provide their customers with a global one-stop
supply chain service. In the market, they see a
growing trend for combining these services and
CEVA is uniquely placed to provide this.

CEVA can provide just one service or many
depending on customer needs. Increasingly, they
co-ordinate several specific activities, managing
the complete supply chain and executing the most
critical activities or designing and orchestrating
the supply chain while third parties perform

the services under their management. CEVA has
customers from various sectors like Automotive

& Tires, Technology, Industrial, Retail & Consumer
Goods, Healthcare, Publishing, Aerospace, and Qil
& Gas.

Financial Overview

30% of CEVA's revenue was derived from North
American operations, which totalled $3,010
million. This represented a 50% increase from the
2009 total of $2,011 million, and surpasses the
13% decrease that 2009 saw from the 2008 total
of $2,316 million. This means that CEVA are now
seeing significantly higher revenues than before
the economic crisis.
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Financial History
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By sector, 25% of CEVA's revenue came from the Quarterly Results
automotive industry, 24% came from technology,
20% from consumer and retail, 15% from industrial,
6% from energy, and 10% came from other :gg
industries. By division, 50% came from CEVA’s 200
Contract Logistics division (with the total being 600
26% higher than the year before), and 50% from 233
their Freight Management division (with the total 300
being 31% higher than the year before). Growth in o
the Contract Logistics business was mainly driven 0
o a1 a2 a3 a4
by a number of large wins in the Technology sector = Revenue (Sm)| 647 78 213 176
and the recovery of the US Automotive sector. B Profit (Sm) Py 20 = 25

Growth in the Freight Management business was
experienced across all activities, but the strongest
was in International Air and Ocean.

Revenue by Geographical Location
CEVA also saw increased profits in North America,
with a 79% increase from the 2009 total of $85
million, to the 2010 total of $152 million. This is ® North America
also higher than the $119 million seen in 2008, N Restof World
providing another indicator that CEVA are now in a
healthier position than before the global recession.
The proportionally higher increase in profits, as
compared to revenues, means that the company
saw a higher operating margin in 2010 than in
2009. Comprehensive efforts to enhance processes
and systems across the business played a key role
in the company’s growth and improved results.
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Strategic Directions

The tough global economy presented significant
challenges, but despite this CEVA has worked
hard to stabilize the business. They focused upon
building the capabilities of their people and
organization, and improving their clients’ supply
chain success through enhanced solutions and
our operations excellence strategy. CEVA’s global
strategy to focus more on big deals has helped
their growth, and the key highlight of the year
was securing a major piece of new business in the
technology sector.

As freight market pricing recovered in early 2010,
CEVA struggled to pass through the increases to
customers and consequently margins were under
pressure. Responding to these challenges required
rigorous adherence to their operating model,

it also accelerated the development of several
significant, transformational projects to drive
longer term progress.

The Company worked on four transformational
projects during 2010: Program UNO - transforming
and standardizing business processes across

the Freight Management product with the
objective to achieve best-in-class customer
service and improved margins; Leveraging the
Freight Management network — taking advantage
of the company’s scale to improve margins
through centralized procurement and capacity
management, and centralizing control of key
operations activities such as management of
international airfreight gateways; Finance back
office developments — outsourcing some non-core
back office financial processes to third parties. This
approach is generating significant savings and
operational benefits while maintaining required
service levels; Debt management - refinancing
major debt elements, so the company can enter
2011 with an improved maturity profile.

CEVA is highly involved with the automotive,
technology, consumer and retail, industrial, and
energy industries. They are also increasing their
focus on the aerospace, healthcare, and publishing
industries. CEVA recognizes the importance of
these market areas and is focused on developing
global knowledge centres to support customers
and their logistical challenges. Over the past two
years these industries have developed and become
more dynamic with increasingly challenging needs.
CEVA are committed to developing and delivering
solutions that meet these demands at a local,
regional and global level.
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DB Schenker

Introduction

Since December 2007 DB Schenker has been the
freight logistics subsidiary of Deutsche Bahn. DB
Schenker is one of the leading globally integrated
logistics service providers. The company, created
by reorganisation and rebranding of various
Deutsche Bahn subsidiaries, comprises a logistics
division encompassing air, land and sea freight,
and a rail division. DB Schenker combines all
transport and logistic activities of Deutsche Bahn
(DB Schenker rail and DB Schenker logistics)
employing over 91,000 staff spread across about
2,000 locations in about 130 countries. In the USA,
the company has over 6,000 employees and over
15 million square feet of warehouse space.

DB Schenker Logistics has decades of experience
and extensive service expertise in the international
transportation and logistics business. Expert teams
connect the modules of the entire service range to
form complex value chains throughout the world.
DB Schenker Logistics supports industry and trade
in the global exchange of goods: in land transport,
worldwide air and ocean freight, contract logistics
and supply chain management.

Schenker has been operating in the United States
since 1947.The company utilizes the collective
resources, expertise and buying power of their
worldwide network, and has pioneered milestones
such as the consolidation of shipments, and door-
to-door service. DB Schenker can implement
supply chain solutions throughout North America,
with service in every important business center.
This includes regional hubs for air and ground
freight seeing over 600 daily routes, as well as
ocean gateways with weekly express service from
all major USA points and ports to over 150 global
destinations.

Financial Overview

5% of DB Schenker’s revenue was derived from
North American operations, which totalled $2,581
million. This represented a 30% increase from the
2009 total of $1,988 million, but does not cancel
out the 27% decrease that 2009 saw from the 2008
total of $2,731 million. DB Schenker’s parent group,
Deutsche Bahn AG, saw 54% of their revenues
derived from their Transport and Logistics
operations.

Development noted for the DB Schenker Logistics
business unit was favorable in all segments and
regions during the year under review. This was
driven by the sharp recoveries in the economy and
volumes shipped, which saw air freight volume

rise by 18.7% and the volume of ocean freight
shipments expanded by 15.7%. DB Schenker’s
contract logistics/SCM business also benefited
from the rebound in global development. The pace
of economic growth in the USA slowed notably
after the first half of the year, due to the expiration
of the government’s economic stimulus program
and inventory buildup. While global container
volume for 2010 expanded by nearly 17% from
Asia to North America, volume shipped from North
America to Europe as well as the domestic air
freight business within the USA posted less than
average growth.

DB Schenker saw profits from North American
operations increase by 40% in 2010, to $80 million
from the 2009 total of $57 million. The increase
seen this year does not cancel out the decrease
seen the previous year (48%), when profits
declined from the 2008 total of $107 million.
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Financial History
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Strategic Directions

DB Group have positioned themselves with

a single market appearance under the DB
Schenker brand, as a strong partner to transport
and logistics customers around the world. As

a globally integrated logistics service provider,
DB Schenker stands out from the rest because

of its dense network of locations in the world’s
most significant economic regions, in air and
ocean freight, as well as in contract logistics and
supply chain management. This combination of
capabilities enables DB Schenker to offer quick and
efficient solutions for the various requirements of
customers from trade and industry.

DB Group’s business portfolio is structured as an
integrated Group. They view the linkage between
the individual business units as a major factor
driving the further successful development of
the company. This linkage is also mirrored in the
integrated approach they use for their strategy,
organization and management, and which also
enables them to realize synergies.

Revenue by Geographical Location

B Morth America

B Rest of World

The demand for international logistics services is
rising due to the increasing internationalization
and cross-border orientation of production
structures and material flows in DB Schenker’s
customers’ markets. The company expects these
trends will continue in the next few years, which
means that not only will transport needs increase,
the demands facing all partners will also rise.

DB Schenker are meeting these challenges with
intermodal transport chains and integrated
products and sector solutions.
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DB Schenker’s customers expect a modular range
of solutions from a logistics service provider as well
as demand-oriented capacities at any time - for
individual projects as well as global procurement
and distribution concepts. The company’s supply
chain management expertise enables them to
develop integrated solutions that are tailor-made
to their customers’ requirements and effectively
link together the services of individual carriers and
logistics centers.

DB Schenker’s strategic work is based on the
Strategic Management Process (SMP), which is
closely linked to their mid-term planning process.
Based on this approach, they examine their
strategic guidelines, goals and programs once a
year and compare the major planning premises
with actual developments noted in long-term
trends, economic conditions, social changes,

as well as market and competition-related
development.
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Landstar System

Introduction

Landstar System, Inc. was incorporated in January
1991 under the laws of the State of Delaware.
Landstar is a non-asset based transportation

and logistics services company, providing
transportation capacity and related transportation
services to shippers throughout the United States,
and to a lesser extent, in Canada, and between
the United States and Canada, Mexico and other
countries. These business services emphasize
safety, information coordination and customer
service and are delivered through a network of
independent commission sales agents and third
party capacity providers linked together by a series
of technological applications which are provided
and coordinated by the company.

Landstar markets its freight transportation services
and supply chain solutions primarily through
independent commission sales agents. Landstar’s
independent commission sales agents enter into
contractual arrangements with Landstar and

are primarily responsible for locating freight,
making that freight available to Landstar’s third
party capacity providers and coordinating the
transportation of the freight with customers and
third party capacity providers. Landstar’s third
party capacity providers consist of independent
contractors who provide truck capacity to Landstar
under exclusive lease arrangements (the “BCO
Independent Contractors”), unrelated trucking
companies who provide truck capacity to Landstar
under non—exclusive contractual arrangements
(the “Truck Brokerage Carriers”), air cargo carriers,
ocean cargo carriers, railroads and independent
warehouse capacity providers (“Warehouse
Capacity Owners”). Landstar has contracts with

all of the Class 1 domestic and Canadian railroads
and certain short-line railroads and contracts with

domestic and international airlines and ocean lines.

The company’s primary day—to—day contact

with its customers is through its network of
independent commission sales agents and not
typically through employees of the company. The
typical Landstar independent commission sales
agent maintains a relationship with a number of
shippers and services these shippers utilizing the
company’s network of technological applications
and the various modes of transportation made
available through the company’s network of

third party capacity providers. The company
provides assistance to the agents in developing
additional relationships with shippers and
enhancing agent and company relationships

with larger shippers through the company’s field
employees, located throughout the United States
and, to a lesser degree, in Canada. The Operating
Subsidiaries emphasize programs to support the
agents’operations and to provide guidance on
establishing pricing parameters for freight hauled
by the various modes of transportation available
to the agents. Nevertheless, it is important to note
that Operating Subsidiaries contract directly with
customers and generally assume the credit risk and
liability for freight losses or damages. Landstar’s
management believes the company has more
independent commission sales agents than any
other non—asset based transportation and logistics
services company.
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Financial History
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Landstar’s gross revenue for 2010 totalled $2,400
million. This represented a 19% increase from 00
the 2009 total of $2,009 million, but does not 500
cancel out the 24% decrease that 2009 saw from 500
the 2008 total of $2,643 million. This means that 400
despite notable revenue growth this year, Landstar 300
have yet to see revenues reach as high as they 200
were before the economic crisis. Landstar’s BCO oo
Independent Contractors accounted for 54% of ° a1 0z a3 04
their total revenues, while Truck Brokerage Carriers H Revenue ($m)| 548 642 623 587
accounted for 38%, Rail intermodal for 3%, Ocean W Profit {$m) 17 24 22 25

cargo carriers for 2%, Air cargo carriers for 1%, and
others 2%. No single customer accounted for more
than 10% of consolidated revenue in 2010, 2009 or
2008. Substantially all of the Company’s revenue

is generated in North America, primarily through
customers located in the United States.

The increase in revenue per load was generally
attributable to increased demand and tightening
capacity. Revenue hauled by BCO Independent
Contractors, Truck Brokerage Carriers, air cargo
carriers and ocean cargo carriers increased 13%,
32%, 14%, and 36%, respectively, while revenue
hauled by rail intermodal carriers decreased 8%.

The increase in revenue was primarily attributable
to an 11% increase in the number of loads hauled
and a higher revenue per load of approximately
8%. The increase in the number of loads hauled
was generally attributable to improved industrial
production in the US during 2010 and the impact
of market share gains from agents recruited during
2010 and 2009.
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The number of loads in 2010 hauled by BCO
Independent Contractors, Truck Brokerage Carriers
and ocean cargo carriers increased 8%, 18% and
27%, respectively, compared to 2009, while the
number of loads hauled by rail intermodal carriers
and air cargo carriers decreased 18% and 12%,
respectively, over the same period. The decrease
in the number of loads hauled by rail intermodal
carriers and air cargo carriers was primarily
attributable to the loss of a small number of large
volume agents in 2009 and 2010 whose businesses
were concentrated in these modes.

During 2010, Landstar’s total profits increased by
26%, from the 2009 total of $70 million to the 2010
total of $88 million. This increase, while notable,
does not cancel out the 37% decrease that was
seen in 2009, from the 2008 total of $111 million,
and is another indicator that the company is
recovering, but still yet to reach the levels from
before the crisis. The proportionally higher increase
in profits, as compared to revenues, means that the
company saw a higher operating margin in 2010
than in 2009.

Strategic Directions

Landstar believe that the company’s overall size,
technological applications, geographic coverage,
access to equipment and diverse service capability
offer Landstar significant competitive marketing
and operating advantages. These advantages
allow Landstar to meet the needs of even the
largest shippers. Larger shippers often consider
reducing the number of authorized carriers they
use in favor of a small number of “core carriers,’
such as Landstar, whose size and diverse service
capabilities enable these core carriers to satisfy
most of the shippers’ transportation needs.

Landstar’s management believes the company’s
success principally depends on its ability

to generate freight through its network of
independent commission sales agents and to
efficiently deliver that freight utilizing third

party capacity providers. The company feel that
the most significant factors to the their success
include increasing revenue, sourcing capacity
and controlling costs. While customer demand,
which is subject to overall economic conditions,
ultimately drives increases or decreases in revenue,
the company primarily relies on its independent
commission sales agents to establish customer
relationships and generate revenue opportunities.
Landstar’s primary focus with respect to revenue
growth is on revenue generated by independent
commission sales agents who on an annual basis
generate $1 million or more of Landstar revenue
(“Million Dollar Agents”). Landstar believes future
revenue growth is primarily dependent on its
ability to increase both the revenue generated

by Million Dollar Agents and the number of
Million Dollar Agents through a combination of
recruiting new agents and increasing the revenue
opportunities generated by existing independent
commission sales agents. In 2010, the company
had 468 Million Dollar Agents who, combined,
achieved 89% of Landstar’s consolidated revenue.
This was an increase from the 405 Million Dollar
Agents who, combined, achieved 87% of Landstar’s
2009 consolidated revenue.
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Landstar believe leadership in the development
and application of technology is an ongoing part
of providing high quality service at competitive
prices. Landstar continues to focus on identifying,
purchasing or developing and implementing
software applications which are designed to
improve its operational and administrative
efficiency, assist its independent commission
sales agents in sourcing capacity and pricing
transportation services, assist customers in
meeting their supply chain needs and assist

its third party capacity providers in identifying
desirable freight. Landstar focuses on providing
transportation services and supply chain
solutions which emphasize customer service and
information coordination among its independent
commission sales agents, customers and capacity
providers. Landstar intends to continue to
purchase or develop appropriate systems and
technologies that offer integrated transportation
and logistics solutions to meet the total needs of
its customers.
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Hub Group

Introduction

Hub Group, Inc. is a Delaware-based corporation
that was founded in 1971, and incorporated on
March 8, 1995. They are one of North America’s
leading asset-light third party logistics companies,
offering comprehensive intermodal, truck
brokerage and logistics services. Hub Group is the
largest Intermodal Marketing Company and the
third largest truckload broker in the United States.
The company arranges the movement of freight
in containers and trailers over long distances.

It also has contracts with railroads to provide
transportation over the long-haul portion of the
shipment and with local trucking companies for
pickup and delivery. As part of its intermodal
services, Hub Group negotiates rail and drayage
rates, electronically tracks shipments in transit,
consolidates billing and handles claims on behalf
of its customers.

Hub Group’s service capabilities are further
expanded through their logistics division, Unyson
Logistics. Their logistics business operates under
the name of Unyson Logistics. Unyson Logistics is
comprised of a network of logistics professionals
dedicated to developing, implementing and
operating customized logistics solutions. Unyson
offers a wide range of transportation management
services and technology solutions including
shipment optimization, load consolidation, mode
selection, carrier management, load planning and
execution and web-based shipment visibility. Their
multi-modal transportation capabilities include
small parcel, heavyweight, expedited, less-than-
truckload, truckload, intermodal and railcar.

Mode Transportation, formerly Exel Transportation
Services (ETS), is an asset-light based third-

party logistics company focused on delivering
truck brokerage and intermodal services. Mode
Transportation operates across the United States
through company managed operations and a
highly qualified network of independent business
owners. Mode is headquartered in Dallas and is a
wholly-owned subsidiary of Hub Group.

Financial Overview

The Hub Group’s gross revenue for 2010 totalled
$1,834 million. This represented a 21% increase
from the 2009 total of $1,511 million, but does
not cancel out the 19% decrease that 2009 saw
from the 2008 total of $1,861 million. This means
that despite notable revenue growth this year,
The Hub Group have yet to see revenues reach as
high as they were before the economic crisis. The
company’s increased revenues were largely due
to a 19% increase in volume and a 5% increase for
fuel, along with increases in business from both
new and existing customers in 2010.

The company derived 70% of their revenue from
intermodal services in 2010, 18% from truck
brokerage services, and 12% from logistics. They
derive a significant portion of revenue from

their largest customers, the largest 20 of whom
accounted for approximately 43%, 40% and 36%
of revenue in 2010, 2009 and 2008, respectively.
Transportation costs represented 88% of
consolidated revenue in 2010, which represents a
significant portion.

During 2010, The Hub Group’s total profits
increased by 26%, from the 2009 total of $34
million to the 2010 total of $43 million. This
increase, while notable, does not cancel out the
42% decrease that was seen in 2009, from the 2008
total of $59 million, and is another indicator that
the company is recovering, but still yet to reach the
levels from before the crisis.
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Financial History
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Strategic Directions Quarterly Results

Hub Group believe that fostering long-term
customer relationships is critical to their success.
Through these long-term relationships, they are
able to better understand their customers’ needs
and tailor their transportation services to the
specific customer, regardless of the customer’s size
or volume. They currently have full-time marketing
representatives at various operating centers

and sales offices with primary responsibility for
servicing local, regional and national accounts.
These sales representatives directly or indirectly
report to their Chief Marketing Officer. This model
allows Hub Group to provide their customers

with both a local marketing contact and access

to competitive rates as a result of being a large,
national transportation service provider. Their
marketing efforts have produced a large, diverse
customer base, with no one customer representing
more than 5% of the company’s total revenue. They
service customers in a wide variety of industries,
including consumer products, retail and durable
goods.
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W Revenue ($m)

To manage their logistics business, Hub Group
use specialized software that includes planning
and execution solutions. This sophisticated
transportation management software enables
them to offer supply chain planning and logistics
managing, modelling, optimizing and monitoring
for their customers. They use this software

when offering logistics management services to
customers that ship via multiple modes, including
intermodal, truckload, and less-than-truckload,
allowing them to optimize mode and carrier
selection and routing for their customers. This
software is integrated with Hub Group’s Network
Management System and their accounting system.
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Hub Group operate through a network of
operating centers throughout the United States,
Canada and Mexico. Each operating center is
strategically located in a market with a significant
concentration of shipping customers and one or
more railheads. Through their network, Hub Group
have the ability to move freight in and out of every
major city in the United States, Canada and Mexico.
They service a large and diversified customer

base in a broad range of industries, including
consumer products, retail and durable goods. They
utilize an asset-light strategy in order to minimize
their investment in equipment and facilities and
reduce their capital requirements. They arrange
freight movement for their customers through
transportation carriers and equipment providers.
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Werner Enterprises

Introduction

Werner Enterprises was founded in 1956 by
Clarence L. Werner, whose family still own about
40% of the company. It is a transportation and
logistics company, headquartered in Omaha,
Nebraska, United States. It ships to the USA,
Canada, Mexico, Asia, Europe and South America.
Werner has regional offices throughout North
America, in China and recently in Australia. Werner
is among the five largest carriers in the United
States, with services that include dedicated,
medium-to-long-haul, regional and local van
capacity, expedited, temperature-controlled and
flatbed. Werner also offers freight management,
truck brokerage, intermodal, load/mode and
network optimization and freight forwarding.

Werner has three main divisions that operate in the
US, Canada, and Mexico. They are the Temperature
Controlled Division (TCU), Flatbed, and Dry Van.
The dry van division is the largest of the three. At
the end of 2010, Werner had a network of more
than 7,300 trucks, 6,000 alliance carriers and ocean,
air and rail providers.

Werner operates 11 terminals in the United States
and has a terminal in Milton, Ontario. Of the 11
terminals operated 9 are full service terminals
meaning that drivers are able to have their
tractors and trailers serviced there while resting or
conducting safety meetings. The other terminals
offer a drop yard and safety services but no
maintenance facilities.

Werner Enterprises was the first trucking company
to use the paperless log system. In June 1998
Werner Enterprises and the Federal Motor Carrier
Safety Administration (FMCSA) entered into a pilot
program to use a “paperless”log system designed
to replace the paper logbooks for recording drivers
Hours Of Service (HOS) duty statuses.

Financial Overview

Werner Enterprises saw gross revenue for 2010
total $1,815 million. This represented a 9% increase
from the 2009 total of $1,666 million, but does

not cancel out the 23% decrease that 2009 saw
from the 2008 total of $2,166 million. This means
that despite revenue growth this year, Werner
Enterprises have yet to see revenues reach as

high as they were before the economic crisis.
Werner generate substantially all of their revenues
within the United States or from North American
shipments with origins or destinations in the
United States. Werner have a diversified freight
base but are dependent on a relatively small
number of customers for a significant portion of
their freight. During 2010, their largest 5, 10, 25
and 50 customers comprised 27%, 40%, 60% and
75% of their revenues, respectively. No single
customer generated more than 10% of revenues in
2010.

In 2010, trucking revenues (net of fuel surcharge)
and trucking fuel surcharge revenues accounted
for 85% of total operating revenues, and non-
trucking and other operating revenues accounted
for 15% of total operating revenues. The industry
groups of Werner’s top 50 customers are 49% retail
and consumer products, 26% grocery products,
17% manufacturing/industrial and 8% logistics
and other. Trucking revenues, excluding fuel
surcharges, increased 2% due primarily to a 2.6%
increase in average revenues per total mile. A
0.9% decrease in the average number of tractors
in service was substantially offset by a 0.8%
increase in average monthly miles per tractor. The
VAS Logistics unit achieved 15% revenue growth
and surpassed $250 million of revenues in 2010.
Capacity procurement costs increased at a faster
pace than rates, which caused logistics operating
income to decline by 11%.
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Average revenues per loaded mile, excluding Quarterly Results
fuel surcharge, increased 1.4% to $1.668 in 2010
from $1.645 in 2009. In comparison, average
revenues per total mile increased 2.6% because the 500

average percentage of empty miles improved. The 400
improved freight market during 2010, combined
with rising contractual pricing and higher spot
market rates, resulted in the increased revenue per

mile. Average annual miles per tractor increased 100
by 0.8% from 2009 to 2010, as more trips per 0
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decreased by 18 miles, or 4%, in 2010 compared
to 2009. This decrease is the result of having fewer
medium-to-long-haul Van trucks and more trucks
in the shorter-haul Regional and Dedicated fleet Werner Enterprises also saw increased profits,
operations. This trend has occurred since 2007 with a 40% increase from the 2009 total of $57
when Werner began to reduce the size of their million, to the 2010 total of $80 million. This is
medium-to-long-haul Van fleet. also higher than the $68 million seen in 2008.

The proportionally higher increase in profits, as
compared to revenues, means that the company
saw a higher operating margin in 2010 than

in 2009. Werner enter 2011 well positioned to
capitalize on their diversified array of logistics
service solutions: Brokerage, Freight Management,
Intermodal and Werner Global Logistics. All are
poised to generate meaningful revenue and
operating income improvement.
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Strategic Directions

Werner’s business philosophy is to provide superior
on-time customer service at a significant value

for their customers. To accomplish this, they
operate premium modern tractors and trailers. This
equipment has fewer mechanical and maintenance
issues and helps attract and retain qualified

drivers. They have continually developed their
business processes and technology to improve
customer service and driver retention. They focus
on customers who value the broad geographic
coverage, diversified truck and logistics services,
equipment capacity, technology, customized
services and flexibility available from a large
financially-stable transportation and logistics
provider.

Werner will continue to maintain their fleet size

at approximately 7,300 trucks as they move
forward. Their ongoing goal is to raise their
operating income percentage and increase
returns on assets, equity and invested capital to
levels commensurate with the capital investment
required for the industry. One-Way Truckload fleet,
slightly more than 50% of Werner’s trucks, achieved
the greatest performance improvement in 2010
compared to 2009. They achieved meaningful rate
improvement, expanded equipment utilization,
lowered empty miles, and reduced controllable
insurance and fuel costs. At the same time, they
kept a persistent watchful eye on their on-time
service levels to ensure continued delivery of
superior customer service.

Werner’s Dedicated fleet, with 145 customer fleets,
achieved another strong year of performance. They
expanded business with existing customers, added
new growing customers that have leadership
positions in their markets and maintained high
service levels. Dedicated is the stable middle of
Werner’s pyramid portfolio, and it is performing
well.

Werner’s entire management team is intensely
focused to make Werner Enterprises a better
company, one day at a time. As they steadily reach
for their goal of a balanced revenue portfolio

of One-Way Truckload, Dedicated and Logistics,
Werner Enterprises is uniquely positioned in

the transportation and logistics market with a
compelling service solution for customers.




The 2011 North American 3PL Market - A strategic analysis of the latest market opportunities and trends

Ryder Supply Chain Solutions

Introduction

With a $35 down payment on a Model A Ford truck,
Ryder began its business hauling concrete back in
1933. From those beginnings, Ryder has evolved
into one of the world’s leading suppliers of supply
chain and transportation management solutions
with nearly $5 billion in annual revenue. This report
does not focus on Ryder’s truck leasing activities,
which represents their main revenue source, but
instead focuses on their Supply Chain Solutions
and Dedicated Contract Carriage business
segments.

Ryder’s Supply Chain Solutions business segment
provides comprehensive logistics and supply chain
management services, including: distribution
management, transportation management, and
professional services. Distribution Management
includes order fulfilment, inbound material and
outbound product support, warehouse and
distribution center operations, reverse logistics,
vendor managed inventory, and value-added
services such as kitting, packaging and assembly.
Transportation Management includes freight
procurement and contract management, shipment
planning and execution, freight brokerage, freight
bill audit and payment, and origin/destination
services. Professional Services include strategic
consulting, supply chain solutions engineering,
network modelling and optimization, and total
landed cost analysis, among other services.
Integrated Offerings include combinations of
these three solutions as well as Ryder’s Dedicated
Contract Carriage product, which is managed as
part of the SCS business segment.

Ryder have 106 SCS customer accounts in the

US, most of which are large enterprises that
maintain large, complex supply chains. These
customers operate in a variety of industries
including automotive, electronics, high-tech,
telecommunications, industrial, consumer goods,
paper and paper products, office equipment,
food and beverage, and general retail industries.
Ryder continue to further diversify their customer
base by expanding into new industry verticals,
including retail/consumer goods. Most of their
core SCS business operations in the US revolve
around their customers’ supply chains and are
geographically located to maximize efficiencies
and reduce costs. The company manages
warehouse space totalled approximately 13
million square feet for the US and Puerto Rico,
and 29 million square feet of warehouse space
globally. Ryder contracts with more than 1,500
outside providers of air, ground, rail, and ocean
transportation services. Additionally, Ryder SCS
concentrates on developing a critical mass of
interrelated operations and capabilities to serve
the current and fast-emerging needs of more than
450 contractual customers.

Financial Overview

Ryder Supply Chain Solutions saw revenues
increase by 8% for the year, having risen from the
2009 total of $1,611 million to the 2010 total of
$1,735 million. This was a marked contrast to the
19% drop seen the year before, from the 2008 total
of $1,977 million. This performance reflected the
rebound and stabilization of Ryder’s substantial
automotive-related business, as well as improved
volumes and new business in other target
industries, particularly in the high-tech sector. In
addition to achieving strong financial results, SCS
continued to diversify its deep automotive and
high-tech industry experience into other targeted
industries, such as retail and CPG, and expanded its
presence in high-potential overseas markets.
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The acquisition of Michigan-based Total Logistic Quarterly Results

Control adds approximately $250 million in
annual revenue to Ryder’s SCS business and

will be accretive to Ryder’s earnings in 2011.
Ryder gained 34 TLC facilities representing 10.6
million square feet of strategically placed dry and
temperature-controlled warehousing. The TLC
acquisition significantly accelerates capabilities
and growth prospects in the CPG industry sector,
which has been a strategic target of growth for
the SCS business. Ryder also announced a joint
venture partnership with Cargo Services Far East
Limited, an Asia-based logistics solutions provider
specializing in export consolidation services.
Continuing the SCS strategic focus on expanding
services in high-potential international markets
such as Asia, the joint venture has allowed Ryder to
support retailers and other importers with source-
to-store logistics capabilities between Asia and
North America.

Ryder Supply Chain Solutions saw profits increase
by 7%, from the 2009 total of $73 million to the

2010 total of $78 million. This was also markedly
higher than the 32% decrease seen the year before,
from the 2008 total of $107 million. As a result of
their relatively larger increase in revenues than
profits, Ryder Supply Chain Solutions saw their
operating margin decrease from 5% in 2009 to 4%
in 2008.
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Strategic Directions

Ryder’s SCS business strategy is to offer customers
differentiated functional execution, and proactive
solutions from deep expertise in key industry
verticals. The strategy revolves around the
following interrelated goals and priorities: Further
diversifying customer base through expansion with
key industry verticals; Developing services specific
to the needs of the retail and consumer packaged
goods industry; Providing customers with a
differentiated quality of service through reliable
and flexible supply chain solutions; Creating a
culture of innovation that fosters new solutions

for customer supply chain needs; Focusing on
continuous improvement and standardization; and
Training and developing employees to share best
practices and improve talent.
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Ryder’s DCC business strategy is to focus sales

on customers who need specialized equipment,
specialized handling or integrated services. This
strategy revolves around the following interrelated
goals and priorities: Increase market share with
customers in the energy and utility, metals and
mining, retail, construction, healthcare products,
and food and beverage industries; Leverage the
support and talent of the FMS sales team in the
joint sales program; Align DCC business with other
SCS product lines to create revenue opportunities
and improve operating efficiencies in both
segments; and Improve competitiveness in the
non-specialized and non-integrated customer
segments.
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Panalpina

Introduction

Panalpina had its origins in the Rhine and maritime
shipping industry of the 19th century. In 1935, the
then parent company’s business activities shifted
successfully into the forwarding sector following
the takeover of Hans im Obersteg, a well known
forwarder. The 1940s saw further companies
taken over and new ones set up in Europe and

the United States, marking the inception of a
transatlantic network of branches. The company
became independent under the name “Panalpina”
in 1954. The new and striking emblem symbolized
the group’s uniform global identity. At the time,
the name signified the “conquest” of the Alps by
haulage services linking northern and southern
Europe; today it stands for the Panalpina Group’s
global operations spanning six continents. The
company underwent a period of rapid growth in
the 1970s when it extended its US operations and
established Air Sea Broker (ASB) as an air charter
company and ship’s agency manager. In the 1980s
this expansion continued with the creation of

a global air network. One of the relatively few
acquisitions that the company has made occurred
in the late 1990s when it purchased the Swiss,
Austrian and Italian operations of forwarder, Jackie
Maeder Group. In 2005 the company listed on the
Swiss stock exchange.

Panalpina is one of the world’s leading providers
of forwarding and logistics services, specialising in
intercontinental air freight and ocean freight and
associated supply chain management solutions.
Panalpina believes that it is the market leader in
the provision of freight forwarding services for the
oil and gas industry globally and the Group also
maintains leading expertise and capabilities in
the forwarding markets for the Telecom, Hi-tech,
Automotive, Retail and Fashion and Healthcare
sectors, Oil and Gas and for Industrial Projects.

Thanks to its in-depth industry knowledge and
state-of-the-art IT systems, Panalpina provides
globally integrated door-to-door services tailored
to its customers’individual needs. The Panalpina
Group operates a close-knit network with some
500 branches in more than 80 countries. In a
further 80 countries, it cooperates closely with
partner companies. Panalpina employs about
14,000 people worldwide.

Panalpina’s business is divided into 3 main groups:
air freight (responsible for 49% of the group’s
turnover), ocean freight (responsible for 39% of the
group’s turnover), and supply chain management
(responsible for 12% of the group’s turnover). In
comparison to last year, Panalpina’s transport
volumes increased by 22% to 892,000 tons in

Air Freight and 13% to 1,241,000 TEUs in Ocean
Freight.

Financial Overview

20% of Panalpina’s revenue was derived from
North American operations, which totalled

$1,660 million. This represented an 18% increase
from the 2009 total of $1,403 million, but does
not cancel out the 31% decrease that 2009 saw
from the 2008 total of $2,040 million. 49% of the
group’s revenues come from Air Freight, 39%

from Ocean Freight, and 12% from their Logistics
segment. The company’s growth was attributed

to the substantial volume increases on both the
transatlantic and the transpacific trade lanes which
benefited particularly from the strong growth in
the Automotive and Hi-Tech sectors. The US dollar,
which depreciated 4% vs. the Swiss franc during
the reporting period, had a negative translation
effect of approximately 3% on the region’s
turnover.
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Financial History
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In 2010, Panalpina’s Air Freight forwarding volumes Quarterly Results

grew by 22% to 892,000 tonnes. Ocean Freight
recorded growth of 13% to 1,241 million TEUs.

New and additional contracts were acquired in 500
all customer segments, particularly however in 400
the Telecom, Automotive and Retail, and Fashion 200

segments. Overall, Panalpina gained significant,
and above-average, market shares. Despite these
gains, growth slowed in the third quarter, mainly

because inventories were being less well stocked 0

oo a1 a2 a3 a4
and there was an alteration in the cycles normally = Revenue (5m)| 364 58 250 288
observed within the sectors. Ocean freight, for » Profit (Sm) 72 52 22 77
example, experienced an unusually short high
season.
Panalpina also saw increased profits, with a 33% Revenue by Geographical Location

increase from the 2009 total of $236 million, to the
2010 total of $313 million. This is also higher than
the $292 million seen in 2008. The proportionally ¥ North America
higher increase in profits, as compared to B Rest of World
revenues, means that the company saw a higher
operating margin in 2010 than in 2009. Panalpina
saw this profit growth as a reflection of the higher
volumes handled in the region on the back of

the recovering North American economies and
restocking which additionally boosted global trade
flows. In this region, particularly the weakness of
the US dollar adversely impacted the Group’s gross
profit when translated into Swiss francs.
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Strategic Directions

Panalpina’s focus is on profitability, maintaining

a customer and product-oriented organisation,
together with a customer-focused growth strategy.
They are steadily developing from a product-
oriented company built on air freight, ocean
freight, road freight and other logistics services
into an organisation that focuses primarily on
appropriate solutions for different customer
segments. Panalpina’s long-term objective,
however, is to provide global supply chain
management: that is, to assist their customers
throughout the supply chain and meet their
changing needs. Naturally, products remain an
important component of this supply chain, but
they are being complemented with a whole series
of value-adding supplementary services that
benefit Panalpina as well as their customers.

Panalpina believes that growth opportunities

are to be found by concentrating its business
activities on the key industries. In addition, the
Group intends to go on steadily expanding the
Marketing and Sales division with an increased
focus on the SME segment, in order to optimize the
customer mix. Panalpina also intends to achieve
additional growth by means of the new Trade Lane
Management concept. By expanding its premises
in Laredo (Texas), McAllen (Texas) and Los Angeles
(California), Panalpina is strengthening its presence
and customer focus in North America.
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Expeditors International of Washington

Introduction

Expeditors International of Washington, Inc. is a
global logistics and freight forwarding company
headquartered in Seattle, Washington. The
company was founded in 1979 and started its
logistics services in 1981. Expeditors International
is engaged in the business of global logistics
management, including international freight
management and forwarding for both air and
ocean freight. They are a non-asset based
company, who adopt a risk and reward sharing
business model. Expeditors also offers customs
brokerage services in all domestic offices and
many of its international offices. Expeditors
operates through company-owned offices as well
as through freight agents. Sixty-nine executive
offices and satellite locations are located in the US;
the company has more than 250 offices in more
than 50 countries worldwide, and over 13,000
employees operating in 87 cities across the USA,
Canada and Mexico.

Expeditors International are keen on development
and expansion of value-added services such as
consultancy, order management and value-added
distribution including returns management,
remote spare parts distribution and raw material
kitting. The company has set up a subsidiary called
Tradewin Llc especially for logistics compliance
and data trade management solutions. Their
combination of air, ocean, brokerage and

consolidation services, along with their distribution

capabilities, enables Expeditors to provide a
global logistics solution for complete supply chain
management. Expeditors also provides business
intelligence in cargo insurance claims processing,
providing risk analyses and recommendations.
Expeditors uses its so-called gateway offices

in the US, such as Chicago and Seattle, to offer
international customers the option of further
domestic shipping.

Financial Overview

Airfreight services net revenues in 2010 increased
34% as compared to 2009, primarily as a result

of a 47% increase in airfrieght tonnage caused

by improvements in the global economy, which
was slightly offset by a slight decrease in net
revenue per kilo. Ocean freight services net
revenues increased by 17% in 2010. The majority
of Expeditors’revenue in this segment came from
ocean freight consolidation, which represented
51% of the company’s ocean freight services net
revenues. Ocean freight consolidation revenues
increased 16% in 2010, as compared to 2009,
primarily as a result of a 20% increase in volume as
measured by number of container units, partially
offset by a 3% decrease in revenue per container.
Customs brokerage and other services increased
17% for the year, primarily due to increases in
international air, ocean, and domestic time definite
freight volumes.

Expeditors also saw increased profits, with a 61%
increase from the 2009 total of $138 million, to

the 2010 total of $222 million. This is also higher
than the $139 million seen in 2008, providing
another indicator that Expeditors are now in a
healthier position than before the global recession.
The proportionally higher increase in profits, as
compared to revenues, means that the company
saw a higher operating margin in 2010 than in
20009.
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Financial History
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Strategic Directions Quarterly Results

Expeditors prides themselves on being a solutions-
based organization and takes time to understand

450

each customer’s individual business needs. 400

As a non-asset based organization, this allows :33

considerable flexibility when managing customers’ 250

supply chains. Due to Expeditors’ relationships with 200

local suppliers and global air and ocean partners, 133

they can provide customers with the best routing 50 [

and pricing options. Their comprehensive, flexible ° Q1 Q2 Q3 Q4
spectrum of services is supported by leading-edge W Revenue (Sm)| 343 401 437 441
information technology that provides a high level B Profit (Sm) 42 58 69 53

of visibility from end to end.

Expeditors International of Washington maintains
a compensation structure that is unique to

the logistics industry. According to their 2003
annual report, “Each of the Company’s branches
are independent profit centers and the primary
compensation for the branch management
group comes in the form of incentive-based
compensation calculated directly from

the operating income of that branch. This
compensation structure ensures that the allocation
of revenue and expense among components of
services are done in an objective manner on a fair
value basis.

Revenue by Geographical Location

B Morth America

M Rest of World
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To date, the company has relied upon organic
growth, and has tended to avoid growth through
acquisitions. Future growth will depend upon the
company’s ability to continue to grow internally, or
to demonstrate the ability to successfully identify
and integrate non-dilutive acquisitions. The reason
for this strategy is because Expeditors International
feel it will give clients and employees peace of
mind, knowing their day to day business won't be
disrupted by merger pains, while systems integrity
is kept intact, and not disrupted by companies
whose business was founded on a different
platform. They feel customers are most interested
in the quality and consistency of service provided,
regardless of the country they are in.
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AmeriCold Logistics

Introduction

Americold was founded in 1911 and is
headquartered in Atlanta, Georgia. The company
completed the acquisition, in 2010, of VersaCold’s
warehouses and operations in the US, Australia,
New Zealand, Argentina, and two managed
facilities in Canada, resulting in AmeriCold
becoming the global leader in temperature-
controlled warehousing and logistics to the food
industry. Americold owns and operates over 182
temperature-controlled warehouses in the United
States, Australia, New Zealand, China, Argentina,
and Canada. Americold possesses the largest cold
storage network with a total capacity of over 1.1
billion cubic feet of storage, for refrigerated, frozen,
and dry merchandise. Americold’s warehouses are
an integral part of the supply chain connecting
food producers, processors, distributors, and
retailers to the end consumer. Americold has over
12,000 employees, 76 tractors and 230 trailers,
and by managing over 4 billion pounds of freight
per year, and handling over 60 billion pounds,
the company has the leverage to deliver superior
service.

AmeriCold offer a diverse array of value-added
transportation services, including: Less-than-
full-truckload transportation on a regional or
national basis, where customers’ small lot product
is consolidated with other customers’ product

for delivery on a fixed schedule to retailer and
food service customers; Truckload brokerage
services; Integrated full transportation services

to customers who outsource a significant

portion of transportation business; Multi-vendor
consolidation, which is a retailer focused program;
Shuttle services, which involves moving products
between production sites and warehouses over
short distances; Reverse logistics, which involves
the return of damaged and unsalable products.
AmeriCold’s warehouse management division
provides a complete logistics outsourcing solution
by managing all aspects of the warehouse
operations.

Financial History
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Financial Overview

AmeriCold saw gross revenue for 2010 total
$1,617 million. This represented a massive 112%
increase from the 2009 total of $761 million, and
was primarily due to the combination of the
revenues of Americold and Versacold, following
the former’s acquisition of the latter in 2010.
Warehouse revenues constituted approximately
64% of AmeriCold’s total revenues and 88% of their
total profit. Transportation revenues constituted
approximately 24% of AmeriCold’s total

revenues and 6% of their total profit. Warehouse
management revenues constituted approximately
11% of AmeriCold’s total revenues and 3% of their
total profit.

Strategic Directions

Americold aspires to be the best-in-class global
provider of temperature controlled food logistics
services, specializing in the optimization of the
supply chain of its valued customers. Americold
provides its customers with innovative full service
logistics solutions to help them reduce their costs
and enhance their competitiveness. Americold
focuses on profitable long-term growth while
continually providing great opportunities to its
people and utilizing cutting edge technology.

AmeriCold’s unique Multi-Vendor Consolidation
(MVC) program enables lower transportation
costs. i-3PL centralizes information and simplifies
communication to produce opportunities for cost
savings throughout the supply chain. AmeriCold
offers significant holiday /seasonal opportunities
for retailers and their suppliers to improve financial
profitability. AmeriCold custom designs, builds,
and maintains facilities to meet product and
service requirements. AmeriCold offers leading
edge technology to evaluate and optimize
customer supply chains to provide high-profit
solutions.

Americold believe food producers and retailers
will continue to outsource the temperature-
controlled warehouse function of their supply
chain. They intend to capture growing demand
by providing their warehouse tenants with the
highest quality, most integrated network of
temperature-controlled warehouses in the world.
Americold expect to leverage their expertise

to customize solutions for new and existing
warehouse tenants who they believe will continue
to outsource temperature-controlled warehouse
and distribution activities.
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UTi Worldwide

Introduction

UTi Worldwide Inc. started, in 1926, as a freight
forwarder in Germany and has grown into a global
supply chain provider with over 20,500 employees
(6,485 in North America), and company-owned
offices in over 60 countries. UTi now offers
complete supply chain services and solutions,
including air, ocean, truck, customs brokerage,
contract logistics and distribution, capable of
providing demand chain services globally. Their
global business operations are managed from
principal support offices located in Long Beach,
California and several other locations worldwide.

UTi is an industry-leading, non-asset-based supply
chain management company that delivers a
competitive advantage to clients’ supply chains.
With innovative, integrated solutions configured
to specific requirements within any major vertical
market, they can design, manage and service
supply chains efficiently and cost-effectively.

UTi’s global footprint of over 370 offices and over
240 logistics centers enables them to develop
and implement client-centric, global solutions.
UTi’s global and diverse customer base ranges
from large multinational enterprises to smaller
local businesses and includes clients operating in
industries with unique supply chain requirements
such as the pharmaceutical, retail, apparel,
chemical, automotive and technology industries.

Financial Overview

Revenue growth in UTi’s freight forwarding
segment was 35% this year, while profits increased
by 48% in the same period - reflecting the higher
revenue and more efficient operations. UTi’s
contract logistics and distribution segment saw a
14% increase in revenues for the year. Airfreight
tonnage increased by 26%, while the overall
market grew by 20%-21%. Ocean freight TEU’s
grew 13% in the same period, the same rate of
growth experienced in the global containerized
trade. Volume growth was somewhat constrained
by freight forwarding yields, which declined

as carrier rates escalated - a reflection of tight
capacity in high-demand markets, as well as
challenging comparisons in the previous year.

30% of UTi’s revenue was derived from North
American operations, which totalled $1,375
million. This represented a 22% increase from the
2009 total of $1,124 million, but does not cancel
out the 22% decrease that 2009 saw from the
2008 total of $1,435 million. Airfreight forwarding
services accounted for approximately 35%,

33% and 36% of UTi’s consolidated revenues in
2010, 2009, and 2008 respectively. Ocean freight
forwarding services accounted for approximately
26%, 25% and 26% during the same years. Customs
brokerage services accounted for approximately
3%, 3% and 2%, while other revenue within freight
forwarding services accounted for approximately
6%, 5% and 5%. Contract logistics services
accounted for approximately 16%, 18% and 15%
of UTi's consolidated revenues in 2010, 2009,

and 2008 respectively, while distribution services
accounted for approximately 11%, 12% and 12%.
No single client accounted for more than 4% of
UTi’s consolidated revenues.
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Financial History
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UTi saw profits from North American operations Quarterly Results
increase by 48% in 2010, to $37 million from the
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Strategic Directions

UTi have a five-year strategic operating plan,
which they refer to as “CLIENTasONE". They are
undertaking various efforts to increase the
number and size of their clients and revenue,
improve operational performance, streamline
back-end operations, develop and implement
new systems and train and develop employees.
UTi face numerous challenges in trying to achieve
our objectives under this strategic plan, including
challenges involving attempts to leverage client
relationships, integrate acquisitions, control costs,
improve systems and implement effective change
management processes. UTi also face challenges
developing, training and recruiting personnel.
This strategic operating plan requires that UTi
successfully manage their operations and growth
which they may not be able to do as well as they
anticipate. The industry is extremely competitive
and their business is subject to numerous factors
and risks beyond their control. If UTi are not able to
successfully implement CLIENTasONE, their efforts
associated with this strategic plan may not result in
increased revenues or improved profitability.

As a client-centric organization, their focus begins
with identifying client’s needs and then providing
them with services and solutions to meet those
requirements. Their strategy is also focused on
improving how they care for their people and
their ability to deliver reliable service. Execution in
each of these areas results in increased earnings,
allowing UTi to reinvest in clients and employees.
These elements are captured in the acronym CORE
(Client, Organization, Reliability, Earnings). The
elements of CORE are supported by corresponding
core initiatives aimed at driving improvement in
each area. These initiatives are as follows: 1Focus

- Activities within this core initiative are geared
toward improving UTi’s ability to provide client
value and drive future growth; 1Team - This core
initiative is aimed at investing in employees
through enhancing people development,
enterprise communications, and learning and
development processes; 1World - UTi’s progress in
this core initiative is allowing them to implement
global standard systems and processes that
improve service delivery, produce scale, drive
continuous improvement, and provide a quality
framework throughout the organization.
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FedEx SupplyChain Systems

Introduction

FedEx was founded in 1973 in Memphis,
Tennessee, birthing a new industry by delivering
urgent packages overnight. From their humble
beginnings with 14 small aircraft serving 25 cities,
FedEx has grown to become the world’s largest
express transportation company, providing fast
and reliable delivery to nearly every address in
North America and connecting any two major
North American cities within 24 hours.

With its ever-expanding range of services, FedEx
gave North American businesses previously
unheard of access to each other and the world at
large. FedEx has the shipping solution in North
America for just about any business or consumer.
FedEx has also offered long-standing service to
Canada. Today, FedEx’s Canadian customers can
access goodes, services and information anywhere
in the world.

FedEx has a rich history of innovation that is built
on a series of ‘firsts’including: Installing computers
in delivery vehicles, providing automation

for mailing services and developing tracking
capabilities and software; Offering online package-
status tracking and shipping; Pioneering the use of
wireless technology for shipping over 25 years ago.

Since September 1 2009, FedEx SupplyChain
Systems (formerly known as FedEx Global Supply
Chain Services and formerly included in the FedEx
Services segment) was reorganized as part of the
FedEx Express segment. As an integrated logistics
provider, FedEx SupplyChain Systems executes
solutions that leverage the FedEx transportation
and information networks in commercial markets
around the world. The company provides
integrated FedEx services for customers with
high-value products or complex supply chain
requirements. FedEx SupplyChain Systems offers
specialty logistics services that include critical
inventory logistics, transportation management
and temperature-controlled transportation
through a network of owned and managed
resources - all tightly integrated via advanced IT
systems.

This segment of FedEx’s business was founded

in 1989 as Roadway Logistics System. The
headquarters is located in Memphis, Tennessee.
The company has more than 1,300 team members,
spread across nearly 300 stocking locations with
over 4 million square feet.

Financial History
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Financial Overview

FedEx SupplyChain Systems saw revenues fall by
4% for the year, having dropped from the 2009
total of $1,406 million to the 2010 total of $1,355
million. This was not as severe a drop as was seen
the year before, when the 2009 total represented
a 7% decrease from the 2008 total of $1,503
million. FedEx SupplyChain Systems saw profits
increase by 2%, from the 2009 total of $27 million
to the 2010 total of $29 million. These totals are
some way below the $80 million profit that FedEx
SupplyChain Systems saw in 2008.

Strategic Directions

FedEx SupplyChain Systems helps customers

turn logistics management into a competitive
strategy by enabling them to focus on core
competencies, reduce costs and improve customer
service. FedEx’s various operating companies

offer a unique menu of services to fit virtually all
shipping needs of high-tech and high value-added
industries. The company have taken advantage

of the move toward faster, more efficient supply
chains by helping customers obtain near real-
time information to manage inventory in motion,
thereby reducing overhead and obsolescence and
speeding time-to-market.

FedEx have created several new nonstop 777F
routes between key global markets, which depart
later in the day than the competition, giving
customers more time. They have opened 38

FedEx Trade Networks freight forwarding offices
worldwide since 2008. That’s in addition to more
than 70 locations in the US and Canada, providing
customers with international ocean, air and freight
solutions.
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GENCO ATC

Introduction

The GENCO of today had its humble beginnings
in 1898 as H. Shear Trucking Company. Leading
his horse and wagon through the streets, Hyman
Shear delivered commodities in Pittsburgh and
surrounding communities. With the advent of
motorized vehicles, Hyman mechanized the
business with the purchase of his first gas-
powered truck in 1917. Within a short period of
time, the company was operating a small fleet of
trucks and servicing an expanded area. Following
years of success, Hyman’s son Sam ushered in
the company’s second-generation of leadership
in the early 1940s. Under a new name, General
Commodities Warehouse and Distribution
Company, Sam expanded the delivery fleet and
added warehousing and distribution services.

In 1995, the company consolidated its divisions
and service offerings under one name, GENCO
Distribution Systems. With a new focus, came
new concepts and innovative developments.

The company continued its strategic expansion,
making several key acquisitions, including
contract logistics and warehouse management
software development companies, to end the
twentieth century well positioned as a leading full
service provider of supply chain solutions. Over
the past several years, GENCO has continued its
growth by adding an expanded range of service
offerings, including transportation logistics,
parcel negotiation and audits, damage research,
pharmaceutical services and government
solutions. In addition, the company formed a
strategic LLC with BDP International to provide
end-to-end global supply chain solutions. In 2007,
the company changed its name to GENCO Supply

Chain Solutions to better reflect its complete range

of service offerings, before being rebranded as

GENCO ATC following the merger between GENCO

Supply Chain Solutions and ATC Technology
Corporation.

GENCO ATC is a non-asset based company, with
over 150 customers, including many Fortune 500
manufacturers and retailers and US government
agencies. The company has 127 operations
throughout the US and Canada, over 37 million
square feet of managed warehouse space, and is
a leading B2B wholesaler of surplus inventories,
liquidating more than $10 million worth of
merchandise daily.

Financial Overview

GENCO ATC saw gross revenue for 2010 total
$1,150 million. This represented a sizable 47%
increase from the 2009 total of $784 million,

and was largely due to the combination of the
revenues of GENCO Supply Chain Solutions

and ATC Technology Corporation, following the
former’s acquisition of the latter in 2010. GENCO
ATC also saw a 94% increase in 2009, from the 2008
total of $405 million, indicating that the company
have dealt incredibly well with the recent financial
crisis. The company have also seen healthy rises in
profits over the last two years.
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Financial History
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Strategic Directions

Over the last decade and into the next, GENCO
ATC is putting an increased emphasis on supply
chain innovation. Innovation is being focused on
the following areas: Supply Chain Engineering;
Data Analysis & Actionable Data; Sustainability,
Productivity and Increased Quality; Reverse
Logistics. GENCO has identified three key trends
that are driving innovation in the areas listed:
Protecting the environment; Labor demographic
shortage - as baby boomers retire over the next 10
years; Customers desire to remove cost from the
supply chain.

GENCO ATC, long known for innovative technology,
provides customers with solutions which integrate
active and passive RFID, voice tasking, pick-to-/
put-to-light, optically enabled Real Time Location
System (RTLS), robotics and labor management
systems. GENCO ATC'’s Strategic Technologies team
supports customer requirements with solutions
tailored to their needs. The company’s' Technology
Learning Center, located at the corporate
headquarters in Pittsburgh, Pennsylvania, works
with leading academic institutions and commercial
partners to develop deployable solutions that

help make customers more competitive in their
respective marketplaces.
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00CL Logistics (USA)

Introduction

Orient Overseas (International) Limited (“OOIL")
has principal business activities in container
transport and logistics services, and has more
than 280 offices in 55 countries. Orient Overseas
Container Line Limited, operating under the trade
name OOCL, OOILs wholly owned subsidiary, is
one of the world’s largest integrated international
transportation and logistics companies, and

is one of Hong Kong’s most recognized global
brands. OOCL is one of the leading international
carriers serving China, providing the full range of
logistics and transportation services throughout
the country. Itis also an industry leader in the use
of information technology and e-commerce to
manage the entire cargo transport process.

OOCL was one of the first Asian companies to
embrace containerization. The company’s Far

East - US West Coast regular liner service was

fully containerized in November 1969. The first
container sailing saw just 13 TEUs transported from
Hong Kong to Long Beach, California, stopping at
several ports of call on the way and taking 49 days
to complete the round trip. The company’s first
box ships were all converted from its conventional
liners, with the vision of the company’s founder,
Mr CY Tung. These first converted 300 TEU vessels
become known as the Victory class. Today’s
modern vessels are more than 8,000 TEU, carrying
cargo on hundreds of trade routes around the
world, and forming a vital link in the global supply
chain.

In 1979, the company was established as a total
logistics service provider, under the name of

Cargo System, and providing a vital link between
production and delivery with an extensive network
of people, warehouses and equipment, and
information services. Over the past three decades,
OOCL have built up their services to ensure that

all means of intermodal transport, feeder, barges,
container trucks and block trains are carefully
integrated with trunk ocean service to offer
seamless connections across continents. Reaching
beyond cargo origins and spanning the supply
chain, OOCL Logistics has established warehousing
and distribution networks, and destination services
across North America and Europe, making the vital
link to store shelves and product end users in these
important markets.

Financial Overview

Unusually strong demand in the first half of 2010,
and positive trading conditions throughout

the remainder of the year, saw OOCLS lifting
volumes nearing 2008 levels. Improvements in
freight rates across all trades, combined with cost
savings implemented in 2009, have produced a
record profit for OOCL’s liner operation in 2010.
Trading conditions and container transportation
rebounded sharply at the end of 2009 and robust
growth continued in 2010. Trans-Pacific demand
increased by 16% and Trans-Atlantic demand
increased by 12%. Approximately 2.0% and 5.7%
of the Group’s total reported revenues for the year
are attributable to the largest customer and five
largest customers respectively.
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Financial History
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OOCL Logistics saw 17% of their revenue being
derived from North American operations, which
totalled $1,015 million. This represented an 18%
increase from the 2009 total of $857 million, but
does not cancel out the 26% decrease that 2009
saw from the 2008 total of $1,154 million. The
increase this year was mainly attributable to the
recovery in cargo volume for the core Container
Transport and Logistics business which accounted
for over 99% of the Group’s revenue for both 2010
and 2009. Container Transport and Logistics will
continue to be the core business of the Group in
which the majority of the Group’s operating assets
will be deployed.

OOCL also saw profits from North American
operations increase during the year under revue,
from a loss of $68 million in 2009 to a gain of $150
million in 2010. 2008 also saw a loss of $11 million,
further highlighting the strength of this year’s
figures for OOCL.

Revenue by Geographical Location

B Morth America

B Rest of World

Strategic Directions

Following the sale of OODL in 2010, the group is
now focused solely on its container transportation
and logistics business under the OOCL brand.

The group is well positioned to grow the OOCL
business — enhancing its market position and
maintaining superior profit margins through
ongoing development and delivery of products
and services to meet customer needs. The business
will need to expand to meet demand as the major
economies continue to recover over the next four
to five years.
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Along with their primary focus on profitability, it
is important that OOCL grow to maintain a global
service to customers. They gave up unprofitable
market share over 2009 and into 2010 as they
adjusted operations through the downturn, and
OOCL need to rebuild the spread and frequency
of their services to meet customer needs. They
will achieve growth not through rate cutting, but
through the provision of superior customer focus
and service.

In view of rising fuel prices, OOCL are focused
intensely on their bunker saving program,
which includes initiatives covering technology,
route selection, continuously optimized speeds,
minimum ballast, trimming and terminal
productivity. Close coordination among

crews, regions, service centres and corporate
departments has been a key contributor to the
success of their program.

The key to achieving a better operating margin

is OOCLs ongoing investment in IT over many
years. Their IT systems support the customer-
oriented, value-added services and the operational
robustness needed to be positioned as a quality
carrier. Their management information systems
enable them to make deployment decisions and
seek cost efficiencies based on accurate, current
revenue and expense information.
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NFI Industries

Introduction

In 1932, Israel Brown founded NFI, with a dream
of establishing a business transporting goods. The
company began in Vineland, NJ and was originally
known as National Hauling. With much dedication
and ambition, the company began to grow. Israel’s
son, Bernard, became active in the business

and the company went from National Hauling

to National Freight. More growth took place
during the 1950’s and the company continued to
prosper, opening distribution centers and gaining
more customers. In the 1980’s Bernard’s sons lke,
Sidney, and Jeff joined the family business. NFI
distinguished itself by being a second generation,
third-party logistics company. Unlike many in the
industry, the company have management and
staff who had been trained in logistics since its
inception.

The company continued to grow and now after
79 years of business, NFI consists of Ten divisions:
NFI Logistics, NFI Warehousing & Distribution,
NFI Transportation, NFI Intermodal RoadRail, NFI
Real Estate, NFI Contract Packaging, NFI Solar,
NFI Global, NFI Transportation Brokerage and NFI
Consulting.

NFI Industries are a privately held company,

who offer trucking services, such as over-the-

road longhaul and regional, fleet, and brokerage
management services; warehousing services,
including inventory management, industrial
engineering, quality assurance, and shipping
services; and third party logistics services. It

also offers real estate services, which include
construction and development, property
management, and marketing and leasing services.
The company serves the following markets:
Consumer and retail goods (41%), General
commodities (23%), Food and grocery (19%),
Beverages (9%), Aerospace and industrial (4%), and
others (4%). NFI have over 21 million square feet
of warehouse space nationwide, more than 2,000
tractors, 6,700 trailers, 49 refrigerated containers,
and 300 refrigerated trailers.

Financial History
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Financial Overview

NFI saw gross revenue for 2010 total $979 million,
which represented a 21% increase from the 2009
total of $810 million. A large contributor to this
rise was the acquisition of IPD in June 2010 by NFI.
The company also saw a 29% increase in revenues
in 2009, after rising from the 2008 total of $629
million. Overall, NFl's revenues are three times what
they were just nine years ago. The company also
saw profits rise by 20% from $45 million in 2009
to $54 million in 2010. This followed an 18% rise in
2009, from the 2008 total of $38 million.

Strategic Directions

NFIl understand the value of rapid, low-cost
startups, on-time performance and flexibility to
staff a surge out of thin air. Because they are a
family owned company, NFI have the ability to act
quickly and make decisions. They don’t have to go
through layers of people to make a decision. NFI
customize solutions, optimize, audit, supply chain
visibility, lifecycle management - just a few of the
solutions they are proud to offer to make business
run smoothly and profitably.

NFI free each of their customers to focus on their
core business by managing commerce. NFl is
known for its leading-edge, customized solutions
and world-class customer service. The effectiveness
of their operating principles and the value of
delivering a single point of contact to customers
provides a transparent supply chain that strives to
be frictionless.

NFI deliver real-time visibility and trackability

of clients’ products as they move through the
supply chain. Their unwavering commitment

to supply chain excellence will be executed by
talented, motivated, and well-prepared employees.
Recognition for service excellence and top-tier
performance will be the hallmark of NFI.
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Agility Logistics

Introduction

Agility is a Kuwait-based company engaged, along
with its subsidiaries, in the provision of end-to-end
supply chain solutions around the world. Agility
have more than 37,418 employees working in
over 550 offices across 120 countries worldwide.
The company has over 100 American locations,
and it offers logistics, storage, and infrastructure
services to commercial businesses, government
organizations, international institutions, and relief
agencies. The company specializes in challenging
environments. They combine a worldwide
footprint and customized capabilities to provide
unmatched personal service in both developed
and emerging economies.

The company was established in 1979 by the
government of Kuwait under the name The Public
Warehousing Company (PWC), and was founded
as a warehousing and property development
company. In 1997 it was privatized and branded as
PWC Logistics. After its privatisation, the company
began to widen the scope of its services by
offering value-added logistics solutions; however,
warehousing remained the largest contributor of
revenue until 2003.

Since 2005 Agility has made a number of
acquisitions to diversify its business, particularly
focusing on freight management services. One
of its acquisitions, Cronat Transport Holdings
(Natural) offers distribution and warehousing
services. Agility has also benefited from the US
Government’s Prime Vendor contract, supplying
services to the US Armed Forces stationed in

Kuwait. In 2006 revenue from the US Armed Forces

accounted for over 60% of the company’s EBITDA.

In 2006, PWC Logistics and all its acquired
subsidiaries which included Geologistics,
TransOceanic, and Trans-Link were rebranded as
Agility. It offers a portfolio of freight management
and customized logistics solutions on a global
basis. Agility have 2.15 million square meters of
warehousing space around the world, along with
5.55 million square meters of open yard storage
and an 8,000-vehicle fleet.

Agility GIL serves commercial customers in
technology, retail, chemicals, and a wide range

of other industries. Agility DGS provides logistics
services to government and military agencies,
relief organizations, and international institutions.
Agility Infrastructure is a group of companies that
handles the support needs of the industrial real
estate, customs optimization, and airline services
industries, primarily in the Middle East, Africa, and
South Asia.

Financial Overview

16% of Agility’s revenue was derived from North
American operations, which totalled $932 million.
This represented a 20% increase from the 2009
total of $779 million, and surpasses the 11%
decrease that 2009 saw from the 2008 total of $878
million. Despite rising revenues, 2010 saw a 60%
drop in Agility’s North American profits, from the
2009 total of $97 million to the 2008 total of $39
million.




The 2011 North American 3PL Market - A strategic analysis of the latest market opportunities and trends

Financial History
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Strategic Directions

When it comes to the financial crisis, Agility have
taken strong steps to protect themselves during
this recessionary cycle. They have set targets for
reducing discretionary spending, put into place
procurement strategies to reduce their cost of
doing business, are streamlining the organisation
to make it leaner and more competitive, and are
continuing to drive internal performance. Overall,
Agility intend to remain bold, outward-looking and
willing to make game-changing investments in
strategic areas. They are going to keep investing
in emerging markets and sectors that continue to
show growth.

Agility has invested in new transportation
networks to create an intelligent answer to

all specific transport requirements. They are
systematically building connections on a daily
basis with optimized Freight Forwarding Options
like temperature controlled transportation and
Logistic Service Options such as floor delivery.
Agility’s high quality Road Freight services deliver
goods seamlessly, remaining secure in transit and
arriving safely.

Revenue by Geographical Location

B Morth America

B Rest of World

Agility understands that market dynamics such

as stock, production and distribution points are
driving a constant benchmark as well as the

need to optimize supply chains. Agility offers a
comprehensive network with Global Standard
products, that covers the European Continent and
from the far East to the extreme West. They also
offer configurable options, in-depth knowledge of
local markets and intensive and personal customer
care.
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Menlo Worldwide Logistics

Introduction

Menlo Worldwide Logistics is a global supply chain
company operating in 20 countries worldwide. Its
core business offerings include third-party logistics
and supply chain management. Menlo Worldwide
Logistics is a business unit of Con-way, and

shares its corporate headquarters with its parent
company in San Mateo, California. Sister companies
include Con-way Freight, Con-way Truckload, and
Con-way Multi-modal.

Menlo Worldwide Logistics specializes in the
integration of all functions across the supply chain,
from sourcing of raw materials through product
manufacturing to the distribution of finished
goods. The company currently has over 6,500
employees across 110 facilities, and has 17,000,000
square feet (1,600,000 m2) of warehouse capacity.

On October 26, 1990, Menlo Logistics Inc. was
formed. The name was a deliberate choice to
prompt an association with California’s Menlo
Park, which was well known as the home of
venture capitalists and high-tech industries.
Logistics consultants and warehousing experts
ran the dedicated, contract carriage operations.
The startup was “carrier neutral” and still does not
give special treatment to its sister organizations
or to any particular outside carriers. Menlo
Logistics established itself as a leading third-party
logistics (3PL) provider in the 1990s, and rode the
popularity of the outsourcing trend by notching
double-digit growth every year during that era.

North American services offered by Menlo

include: Warehousing and distribution services,
Transportation management, Lead logistics
provider, Cross-docking, Returns and reverse
logistics, Vendor-managed inventory (VMI), Supply
chain consulting, Value-added services, Truckload
brokerage, and Intermodal.

Menlo Worldwide Logistics serves a broad
spectrum of commercial and public sector
industries. They develop dedicated teams for each
industry, each tailored to create and implement
industry-specific solutions. They also share best
logistics practices among industries, offering their
customers leading-edge supply chain solutions.

Financial Overview

Menlo Worldwide Logistics grew internationally,
yet faced soft demand in North America for
outsourced logistics and large-scale transformative
supply chain projects. By year’s end, the balance

of supply and demand was improving, leading to
better freight pricing, while logistics opportunities
in North America began to rebound.

62% of Menlo’s revenue was derived from North
American operations, which totalled $917 million.
This represented a 30% increase from the 2009
total of $706 million, and surpasses the 12%
decrease that 2009 saw from the 2008 total of
$801 million. This means that Menlo are now in

a healthier position than before the economic
crisis. In 2010, Menlo Worldwide Logistics’ largest
customer accounted for 6.6% of the consolidated
revenue of Con-way. Four customers collectively
accounted for 48.1% of the revenue and

18.7% of net revenue (revenue less purchased
transportation) reported for the Logistics reporting
segmentin 2010.

Menlo’s North American profits increased by 7%,
from the 2009 total of $15 million to the 2010 total
of $16 million. These results contrast with the $13
million loss the company made in 2008.
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Financial History
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Menlo Worldwide Logistics offers supply chain
solutions to clients of all sizes. Their approach

to supply chain management is completely
scalable, allowing them to handle a single
cross-dock project or a fully integrated supply
chain management solution, all with the same
technology platform. They apply today’s leading
supply chain technology to bring about solutions
that work for their clients - meeting their needs
and achieving their business objectives.

Menlo Worldwide Logistics provides its services
using a customer- or project-based approach
when the supply-chain solution requires customer-
specific transportation management, single-client
warehouses, and/or single-customer technological
solutions. However, Menlo Worldwide Logistics also
utilizes a shared-resource, process-based approach
that leverages a centralized transportation
management group, multi-client warehouses

and technology to provide scalable solutions to
multiple customers. Additionally, Menlo Worldwide
Logistics segments its business based on customer
type. These industry-focused groups leverage the
capabilities of personnel, systems and solutions
throughout the organization to give customers
expertise in specific automotive, high-tech,
government and consumer-products sectors.
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In each customer situation, Menlo offer 3PL
services that solve the business problem and

meet key objectives - whether it is designing,
implementing and operating a warehouse

facility to launch a new business, or creating

a postponement strategy. Menlo Worldwide
Logistics is able to implement systems that provide
critical data integration and in-depth visibility. They
achieve these results with shorter implementation
periods and lower project costs than a client
company could achieve otherwise.
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Averitt Express

Introduction

In 1958, Thurman Averitt founded Livingston
Merchant’s Co-op, a small trucking company that
hauled dry goods mostly between Nashville, TN
and Livingston, TN. In 1969, Thurman incorporated
his small company and called it Averitt Express.
While making regular deliveries in Nashville,
Thurman became acquainted with a young
dockworker who helped him unload his trailer.
This young man’s name was Gary Sasser. Gary
happened to ask Thurman one day if he would

be interested in selling his company. After some
thought, Thurman said yes. In October of 1971,
Gary Sasser, at the age of 21, purchased Averitt
Express, which at the time consisted of two
associates, three tractors and five trailers. Today,
Averitt Express is one of the nation’s leading freight
transportation and supply chain management
providers.

Averitt Express provides less-than-truckload (LTL)
freight transportation service. (LTL carriers combine
freight from multiple shippers into a single trailer).
Averitt operates more than 100 service centers

and serves thousands of points throughout the
Southern United States, Canada, Mexico, and the
Caribbean. Averitt also provides international
transportation services to 100 different countries
and more than 300 international destinations.

Averitt Express directly serves the southern US

and Mexico, and it provides service elsewhere in
North America through partnerships with other
carriers such as Lakeville Motor Express and DATS.
The company also offers truckload and expedited
freight transportation, along with logistics,
warehousing, and international freight forwarding.

Averitt Express broadened its geographic reach
and range of services in response to the increase
in imports to the US. It expanded to Southern
California, at ports in Los Angeles and Long Beach,
to meet freight shipped from Hong Kong and
China. Averitt Express also opened hubs in the
industrial Midwest (Chicago, Cincinnati, Cleveland,
Milwaukee, and St. Louis).

Financial History
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Financial Overview

Averitt Express saw gross revenues for 2010
totalling $824 million. This represented a 7%
increase from the 2009 total of $768 million, but
does not cancel out the 21% decrease that 2009
saw from the 2008 total of $967 million. This means
that despite notable revenue growth this year,
Averitt Express have yet to see revenues reach

as high as they were before the economic crisis.
Averitt Express saw profits increase by 27%, from
the 2009 total of $15 million to the 2010 total of
$19 million. These results mean that Averitt are
now seeing the same size profits ($19 million) as
they were in 2008.

Strategic Directions

Being privately held means Averitt can make
decisions that are best for their customers and
associates over the long-term, instead of charting
a course one quarter at a time. They have access
to the capital they need to make fast, flexible
decisions and to ride out an economic downturn.
Averitt Express has operated a profitable operation
for 40 years, and own and operate state-of-the-art
equipment, facilities and technology.

The company provides excellent compensation
and benefits to their associates, who have a stake
in performance through Averitt’s Profit Sharing
program. As a result, their team is loyal and
committed to serving customers. Averitt continue
to invest in the people, facilities, equipment and
technology that allow them to provide the service
and information their customers need. Averitt

will continue to provide flexible and dependable
service, even in the midst of poor economic
conditions.
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Caterpillar Logistics Services

Introduction

In 1987, Caterpillar Logistics Services, Inc. (Cat
Logistics), a wholly owned subsidiary of Caterpillar
Inc., was formed to build on the global distribution
experience of its parent company to help

other companies lower distribution costs while
improving customer service and brand loyalty. Cat
Logistics is a technology-based company providing
customized solutions that transform distribution to
a source of competitive advantage. Their heritage
as a world-class distributor of Caterpillar products
enables them to provide integrated solutions

from managing transportation, inventory, and
distribution centers to sophisticated forecasting,
information management, and network consulting
services.

Today, Cat Logistics serves more than 50 client
companies, globally, in an array of different market
sectors. Their mission is to be the low-cost provider
of differentiated supply chain solutions, delivering
competitive advantage and attractive returns for
Caterpillar and their customers. Cat Logistics has
over 12,000 logistics professionals and manage
more than 130 facilities and operations spanning
23 countries and 6 continents. Cat Logistics serves
Caterpillar and more than 65 other companies in

a variety of market sectors including automotive,
industrial, mining, oil & gas, aerospace, technology,
consumer durables, manufacturing logistics and
maintenance, repair & operations (MRO).

Most logistics providers are carriers and brokers
with a heritage in transportation - they have no
first-hand manufacturing and after-sales service
experience. But with Caterpillar’s heritage as a
world-class manufacturer and distributor, Cat
Logistics understands the business challenges and
intricacies involved in delivering quality products

Financial Overview

32% of Cat Logistics' revenue was derived from
North American operations, which totalled $712
million. This represented an 11% increase from

the 2009 total of $644 million, but does not cancel
out the 19% decrease that 2009 saw from the
2008 total of $799 million. This means that despite
notable revenue growth this year, Caterpillar
Logistics Services have yet to see revenues reach
as high as they were before the economic crisis.
Cat Logistics saw profits increase by 12%, from the
2009 total of $132 million to the 2010 total of $148
million. These results mean that Averitt are now
seeing the better profits than they were in 2008
($128 million). The proportionally higher increase
in profits, as compared to revenues, means that the
company also saw a higher operating margin in
2010 than in 2009.
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Strategic Directions

Cat Logistics specializes in providing integrated
supply chain solutions that deliver a competitive
advantage and impact corporate performance.
Their service offerings address strategy & design
as well as the functional capabilities essential for
outstanding operational performance. Their global
presence, robust logistics services, and long-term
commitment help make progress possible.

To do this most effectively, Cat Logistics provides
a full range of logistics services to design

and execute the right solution to satisfy their
customer’s business needs. Their spectrum of
services includes supply chain strategy & design,

warehouse and operations management, inventory

management, transportation management,
inbound manufacturing and reverse logistics.

Cat Logistics solution approach of linking supply
chain design to execution and integrating logistics
services offers a distinct competitive advantage
that improves supply chain efficiency.

Revenue by Geographical Location
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Cat Logistics has collaborated with Ford Motor
Company and software vendor SAP to develop
a new Service Parts Management (SPM)
solution. SPM incorporates world-class process
knowledge and intellectual property to deliver a
fully integrated state-of-the-art solution linking
planning and execution, optimizing performance
across a range of industries. SPM utilizes end-
to-end supply chain visibility to enhance
collaboration, incorporate various strategies

for optimizing slow and fast moving parts, and
improve operational performance. Ultimately,
the combination of SPM, world-class processes,
and logistics professionals enables better asset
utilization, higher customer satisfaction, and
improved operating margins.
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Menlo Worldwide Logistics

Introduction

APL Logistics’ predecessor companies pioneered
trade in China and throughout Asia more than

a century and a half ago. With a global network

of 191 facilities, with 26 million square feet of
warehouse space, and a distribution network
across 260 locations in 53 countries, APLs 4,500
seasoned logistics professionals offer local
expertise throughout a truly global network. APL is
a wholly owned subsidiary of the NOL Group.

The company’s name became APL Limited in 1996.
The next year Neptune Orient Lines acquired

APL for $825 million. Following a number of
consolidations within the shipping industry, APL
formed the New World Alliance in 1998 with Mitsui
OSK Lines and Hyundai Merchant Marine Co. That
year it also launched a twice-weekly container
service between North America and Europe and
expanded its service to Latin America. By 1999 APL
had inaugurated the shipping industry’s first direct
container service between Asia and ports in the
Red Sea.

APL Logistics has a broad product suite of service
offerings for its strong customer base. APL Logistics
services over 800 customers worldwide and had a
customer retention rate of over 90% in 2008 for its
top 100 customers.

The company’s fleet of about 140 containerships
serves more than 90 ports in the Americas, the
Asia/Pacific region, Europe, the Middle East,

and Africa. APL deploys containers and chassis
worldwide, and partnerships enable the company
to offer intermodal transportation - movement of
freight through combinations of ship, train, and
truck. The liner operator coordinates its offerings to
provide supply chain management services.

Along with its liner services, APL provides
intermodal transportation and time-critical cargo
transportation, mostly to the auto industry. It also
specializes in handling refrigerated cargo. Products
such as time-definite services is a cost-effective
method for customers to keep inventory levels
low, which will require smaller and more frequent
shipments.

Financial Overview

55% of APL Logistics’ revenue was derived from
North American operations, which totalled $683
million. This represented a 24% increase from the
2009 total of $552 million, but does not cancel
out the 24% decrease that 2009 saw from the
2008 total of $722 million. This means that despite
notable revenue growth this year, APL Logistics
have yet to see revenues reach as high as they
were before the economic crisis. APL Logistics saw
profits increase to $34 million, from the 2009 loss
of $63 million. The 2010 results mean that APL
Logistics are now seeing the better profits than
they were in 2008 ($7 million).

Revenue by Geographical Location
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Strategic Directions

APL Logistics understands the importance of
delivering on time, within budget, and according
to customer specifications. APL Logistics begins
by evaluating business requirements and the
geographies in which customers operate.
Experienced logistics engineers combine industry
knowledge with sophisticated modelling to
provide practical, proven and workable solutions.
APL Logistics manage the transition between
existing processes, systems, and human resources
with those that they implement.

To enhance its operational capabilities, APL
Logistics restructured its International Logistics
Services and Land Transportation functions in
North America to generate process efficiencies
and strengthen its cost structures. In addition to
migrating work to centralized locations in Phoenix
and Michigan, the business expanded its customer
service centre in Costa Rica to provide additional
support for its account teams. APL Logistics
continues to build a scalable platform for growth.
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Amid profoundly challenging economic
circumstances, APL Logistics remains focused on
developing an innovative range of supply chain
services in the world’s key markets to support its
customers’ diverse needs. In combination with its
efforts to create a scalable internal platform for
growth, APL Logistics is poised to progress its long-
term operational and financial contribution to the
Group.
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Jacobson Companies

Introduction

Jacobson Holding Company, L.C., doing business
as Jacobson Companies, Inc., provides supply chain
management solutions and services in the United
States, Canada, and internationally. The company
offers warehousing and distribution, contract
packaging and manufacturing, logistics and freight
management, and contract staffing solutions and
temporary services.

Jacobson Companies has a history of supply chain
innovation that dates back over 40 years. Jacobson
was founded by Richard Jacobson in 1968 in Des
Moines, lowa. Jacobson has grown dramatically
from its initial 96,000 square foot, eight story
warehouse building in Des Moines to today include
more than 30 million square feet of warehouse
space in 27 states across the United States with
approximately 6,000 employees.

Jacobson Logistics was launched in 1998, and this
division of Jacobson Companies provides Freight
Management Services that are customized to meet
customers’ specific supply chain operations. All
modes of transportation for both domestic and
international shipments are managed by Jacobson
Logistics.

The company serves various industries, including
consumer packaged goods, hazardous goods
storage, and hazardous materials, as well as
appliance, automotive, consumer electronics,
consumer healthcare/OTC healthcare, general
commodities, health and beauty, industrial parts,
packaging materials, paper products and plastics,
and pharmaceutical industries. Its clients also
include distributors, retailers, military bases, and
manufacturing facilities.

Its transportation management services include
full truckload capacity management, load
tendering, seasonal surge capacity, cross-dock and
freight consolidation, domestic and international,
and TMS integration services, as well as shuttle,
load tendering, and pool point management

and LTL consolidation services; and freight
management services include carrier negotiations
and contract management, optimization and
routing, information management, claims
management, shipment visibility, supplier
management, freight payment, and customer
Internet connection services. The company’s
custom and contract packaging services include
packaging design, product testing and inspection,
blister and skin packaging, bagging, pick and pack,
fulfilment, industrial assembly, pallet displays

and other retail displays, shrink packaging and
prepacks, labeling, filling, multipacks, consignment,
bulk to package, EDI inventory management, FDA
approval, and USDA inspector on-site services.

Financial Overview

Jacobson Companies saw gross revenue for

2010 total $673 million, which represented a 2%
increase from the 2009 total of $660 million. The
company also saw a 81% increase in revenues

in 2009, after rising from the 2008 total of $365
million. The company also saw profits rise by 2%
from $58 million in 2009 to $59 million in 2010.
This followed a 7% rise in 2009, from the 2008 total
of $54 million.
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Financial History
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Revenue ($m) Profit ($m)

2010 673 59

2009 660 58

2008 365 54

Strategic Directions

Jacobson Companies’vision is to be the best at
managing value added supply chains, continuously
improving operations and driving reliability in

the flow of their customers’goods within the
world’s economy. They also look to manage
intercontinental supply chains, while expanding
Jacobson’s position in international freight and 3rd
party logistics.

Jacobson Companies top management is
committed to being an established and
recognized leader in providing Quality Services
to their customers. In pursuit of this goal, they
have developed a Quality Policy and Quality
Management System that aligns with their
business purpose.

The company’s primary obligation is to provide its
employees a safe and healthful work environment
and to establish good safety practices, which
provides cost control for their customers. This is
achieved through training and communication

to all levels of employees regarding proper

work practices and safe operating practices. The
company’s safety policy has been developed

to reflect and communicate the proactive

safety attitude maintained within all Jacobson
Companies’ facilities.
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About eyefortransport

Established in 1998, eyefortransport has
become one of the leading providers of business
intelligence, independent research, news and
executive level events for the supply chain &
logistics industries. eyefortransport has two
primary focuses:

1) To provide executive networking opportunities
in the supply chain & logistics industries via the
more than 15 events we annually organize and
host in North America, Europe and Asia and online
via the tens of thousands of users of www.eft.
com. The events are designed to complement

and enhance the business connections available
through our online network, and bring together
the industry elite. Regularly attended by CEOs
and senior management from the transport and
logistics industry and Heads of Supply Chain of
major companies, the events focus on current
developments and latest trends, and are enhanced
by high level, exclusive networking opportunities.

2) To deliver industry education through dozens
of industry reports, surveys, newsletters, webinars
and senior-level presentations at leading events.

For the list of current research, news and
conferences we produce please visit www.eft.com

7-9 Fashion Street
London

E1 6PX

UK

For queries contact:
koreilly@eft.com

www.eft.com

FC Business Intelligence Ltd., May 2011
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