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HEADLINES

TERRY R. HEAD
IAM President

It’s a Different World Out There

One would think that the president of a global entity like IAM would be well-versed and 
knowledgeable about cultural differences and customs in the many countries our membership 

represents. Unfortunately, what I do know is that I don’t know enough.
  From the very first day I began my career in this industry, I realized that not everyone does 
things the same way as we Americans. Once I began interacting with foreign expats living here in 
the United States, or even Americans who had lived and worked overseas, I discovered that it’s a 
different world out there. And I knew that if I was going to succeed in this business, I had better 
invest time and energy in understanding those cultural differences.
  Admittedly, even though I read books and consulted well-traveled people for advice, most 
of what I’ve learned has been through direct experience—and, yes, through my own personal 
mistakes and “faux pas”—those unintentional blunders that may make for entertaining anecdotes a 
few years later but are mortifying and embarrassing when they happen.
  It’s often said that experience is the best teacher. However, my advice to the younger genera-
tion and even to seasoned veterans is to know before you go, speak, or act. Time invested early 
on to familiarize yourself with a particular country or the national customs of a potential client or 
business partner can win you loyal friends and business associates for life. Conversely, failure to 
do so can lose you an account or damage personal relationships beyond repair.
  This issue of The Portal magazine attempts to focus some attention on cultural differences 
and national customs. I think you will find the stories and articles interesting, entertaining, and 
educational.
  Far too often we focus on the business side of conducting business, where—particularly in 
our industry—the business of building and maintaining personal relationships can be at least as 
important as how good your rate is or how much tonnage you have to reciprocate.
  In today’s Internet world, there is a wealth of information at your fingertips, including in-
formational websites where you can quickly access a variety of useful topics concerning culture 
and customs. It’s a shame more people don’t use these resources before they make a simple (but 
sometimes costly) mistake. For example, did you know:
• In Belgium it’s often better to speak English, even if you’re reasonably fluent in French (or 

Flemish), as this maintains neutrality.
• Punctuality is a variable commodity in Brazil. Meetings often start and finish late. It can be 

difficult to schedule more than one or two meetings per day. However, relationships come 
first, second, and third in Brazil. Time spent working to develop long-term friendly relation-
ships is never wasted.

• In Egypt people may stand much closer to you than you are normally comfortable with. Try 
not to back away, as this can seem standoffish.

• Many Americans never leave the States. Be prepared for a parochially American worldview.
• Politeness and diplomacy are prerequisites when doing business in Malaysia. Directness can 

be misconstrued as rudeness and is seen as the behavior of people who lack respect. (And 
those people will not, therefore, be worthy of respect themselves.)

• In India, business entertaining would rarely occur at a breakfast meeting as the working day 
starts in a more leisurely way than with a high-powered business meeting. Therefore, you are 
more likely to be invited out for lunch or dinner.

• Gift giving is an endemic part of Japanese business life and should not be confused with 
notions of bribery and corruption. Gifts should not be too lavish but should always be of good 
quality. Gifts should always be wrapped, and you should avoid giving gifts in quantities of 
four or nine, as these are unlucky numbers. Anything sharp could signify a desire to end a 
relationship.

  These are only a few brief examples of the many cultural idiosyncrasies on our planet. I invite 
you to review this issue of the magazine to learn more about the world around you. I have often 
found that people enjoy being asked about their country’s customs and traditions, so I encourage 
you to further your cultural education by engaging your fellow members in general conversations 
on this topic. It will give us all something better to talk about than religion, politics, the weather 
… or what’s your rate?



FOCUS: CULTURE AND CUSTOMS

It’s a Small World, After All

By Joyce Dexter, Portal Editor

IAM’s 49th Annual Meeting in Denver this September will, as 
always, bring together nearly 2,000 members from all corners 

of the globe. Airplanes and the Internet may have shrunk our 
planet in some respects, but each of us brings to our relationships 
the variety of influences, whether in our families or in our home-
lands, that have shaped us.
  The fact is that although our communications with one an-
other have become streamlined in past years, we are all a product 
of our respective cultures—and that’s undeniably a good thing. 
The diversity of members that has enriched IAM practically since 
its inception has made it a powerful and uniting force built on 
mutual understanding and respect.
  The downside of diversity, however, is the potential to offend 
or take offense when it’s not intended. Well-meaning people often 
do the wrong thing for the right reasons. Consider the Ameri-
can visitor whose Latin American colleague invited him home 
for dinner. In the United States, flowers of any kind are warmly 
received and appreciated, but he was embarrassed to learn that 
the red roses he chose for his hostess are viewed as a signal of 
romantic intentions in that country. (Purple flowers would have 
been even worse, as they are associated with funerals and death.) 
Fortunately for him, the initially disconcerted host and his wife 
took this faux pas with good humor, and what could have been 
a costly lesson—both in terms of business lost and a friendship 
potentially damaged—was a wake-up call for the American to 
make a greater effort to understand the countries he was trying to 
cultivate for his business. 
 The world is a minefield for some of us, fraught with anxiety 
over possible missteps. For example, money can be a touchy 
subject, best avoided in some countries but not considered so 
personal in others. Curiosity expressed about another person’s 
earnings or the cost of one’s house may be no big deal in, say, 

Saudi Arabia, but is considered intrusive in the United States.
  Speaking of money, tipping is another custom that varies 
from country to country and can create confusion at best, hard 
feelings at worst. A well-traveled European mover who invited 
an American colleague to dinner at a Washington, D.C., restau-
rant many years ago was feeling generous when the bill totaling 
$62.40 arrived. “He was an excellent waiter,” said the European, 
flourishing his pen. “I think I’ll round off the bill to $63.” In 
this gentleman’s homeland, The Netherlands, for example, this 
gesture would have been generous indeed; in the United States, 
however, a 1 percent tip was insulting—actually worse than leav-
ing nothing.
  His dinner guest tactfully offered to leave a tip, explaining 
that in the United States, 15 percent is customary. The Dutchman 
was shocked—no doubt recalling all his past U.S. visits on which 
he had surely (but unintentionally) made hard-working wait staff 
in many restaurants very unhappy.
 Anyone who visits and works in other countries no doubt 
could tell stories of a similar nature. It’s very difficult to familiar-
ize oneself with all the nuances of many cultures, but this issue of 
The Portal is a good place to start. IAM members have gener-
ously shared their advice and experiences, which we trust you 
will find both informative and entertaining as you look forward 
to seeing your international colleagues in Denver in September. 
There are also some excellent resources you can access on the 
Web, including www.worldbusinessculture.com, which pro-
vides a wealth of information about doing business in 38 coun-
tries around the world. As IAM President Terry Head notes in his 
message on page 8, the best thing you can do is to try to learn all 
you can about the diverse customs and expectations of others. 
You may not do things perfectly, but your efforts to treat your 
friends and colleagues with respect will be noted and appreciated.



Greeting Customs Around the World

The customs and rituals involved in greeting someone are of-
ten different from country to country, and unfamiliar customs 

can sometimes be confusing. Situations get even more confusing 
when different greeting gestures are required between male and 
female, female and female, male and male. Travelers, especially 
when in unfamiliar cultures, almost need a manual just to make 
sure not to offend someone when meeting and greeting.
  In the United States, it is normal for men to shake hands 
when they meet, but it is quite unusual for men to kiss when they 
greet each other. Greetings are casual—a handshake, a smile and 
a “hello” will do just fine.
  The British often simply say “hello” when they meet friends. 
They usually shake hands only when they meet for the first time. 
Social kissing, often just a peck on the cheek, is common in an 
informal situation between men and women and also between 
women who know each other very well.
  French nationals, including children, shake hands with their 
friends and often kiss them on both cheeks, both upon meeting 
and leaving.
  In Japan, the common greeting for men and women as well 
is to bow when they greet someone, as opposed to giving a casual 
handshake or a hug.
  In Arab countries, close male friends or colleagues hug and 
kiss both cheeks. They shake hands with the right hand only, 
for longer but less firmly than in the West. Contact between the 
opposite genders in public is considered obscene. Do not offer to 
shake hands with the opposite sex.
  Hungarians like to use the friendly greeting form of kissing 
each other on the cheeks. The most common way is to kiss from 
your right to your left. When men meet for the first time, the 
casual norm is a firm handshake.
  In Belgium, people kiss on one cheek when they meet, 
regardless of the gender or how well they know each other.
  Chinese tend to be more conservative. When meeting some-
one for the first time, they usually nod their heads and smile, or 
shake hands if in a formal situation.
  In Russia, the typical greeting is a very firm handshake. As-
sume you’re trying to crush each other’s knuckles, all the while 
maintaining direct eye contact. When men shake hands with 
women, the handshake is less industrial. It is considered gallant 
to kiss women three times while alternating cheeks, and even to 
kiss hands.
  In Albania, men shake hands when greeting one another. 
Depending on how close the men are with each other, a kiss on 
each cheek may be common as well. When a man meets a female 
relative, a kiss on each cheek, or two per cheek, is common. With 
friends or colleagues, normally a light handshake will do. Women 
may shake hands or kiss each other on both cheeks.

  In Armenia, by tradition, and especially in the rural areas, a 
woman needs to wait for the man to offer his hand for the hand-
shake. Between good friends and family members, a kiss on the 
cheek and a light hug are also common.
 A full list would be extensive, as each country differs just a 
little bit in the way people greet each other. 
  Adding to the hapless traveler’s confusion are the different 
hand gestures around the world. Before visiting a foreign country, 
it is recommended to check on the various meaning of hand 
gestures, as a visitor may inadvertently find himself in a very 
unpleasant situation. Here is why:
 • Waving your full arm side to side in many countries is rec-

ognized as saying hello or good-bye. However, in East Asian 
countries it is considered overly demonstrative. Addition-
ally in some European countries, as well as Japan and Latin 
America, it can be confused for a “no” or general negative 
response. In India, it means “Come here.”

• Counting with fingers starting with index finger toward the 
pinkie can make people confused in Germany and Austria as 
holding up a forefinger means two instead of one, especially 
when ordering a round of drinks. In Japan, the thumb alone 
means five. When Hungarians count on their hand, they start 
with the thumb being number one.

• Curling the index finger, or four fingers toward you as a 
gesture of inviting somebody to come closer, can be mis-
taken for “good-bye” in southern Europe. In the Philippines 
and East Asia, curling the index finger is used only to beckon 
dogs.

• Pointing directly to someone or something using the in-
dex finger in Europe is considered impolite. In China, Japan, 
Latin America, and Indonesia it has very rude connotations. 
In many African countries, the index finger is used for point-
ing only at inanimate objects.

  Gestures can say more than words, and just as we are usually 
very careful when using foreign languages, we should consider 
carefully what hand gestures we should display while in different 
cultures.

SOURCE: MoveOne/InMotion Newsletter

CULTURAL CUES: EGYPT

It is advisable to travel to Egypt on business with a good 
supply of gifts, which can be given to key contacts. Gifts 

should be small and it is quite a good idea if they convey 
something of where you come from. However, when giv-
ing gifts be conscious of Muslim sensitivities and avoid the 
following: alcohol, pork, knives, pigskin, or perfumes with 
alcohol.



What is Culture Shock? How Expats Learn to Cope with Cultural Differences
  

One of the most stressful aspects of moving to another coun-
try is facing a completely new culture. Regardless of how 

prepared you might be, the change of culture and environment is 
something that affects everyone. The experience of culture shock, 
especially for first-time expats, is quite normal.
  Culture shock also includes the stress of being separated 
from the important people in life—family, friends and colleagues 
that we would normally talk to at times of uncertainty. Coping 
with culture shock is one of the more challenging aspects of mov-
ing overseas. Some people don’t talk about it at all because they 
feel they should adapt instead of feeling uncertainty or anxiety.
  The truth is that every traveler feels this way to a certain 
extent, but for first timers, it is particularly acute. It gets pretty 
confusing when we have to cope with a new language, which 
we may not be able to speak, or new foods with unfamiliar fla-
vors and textures or from unfamiliar sources. The relative 
welcome or exclusion by local residents, new and different social 
rules, laws and taboos all contribute to this feeling. Other practi-
cal issues can also cause stress such as temperature, weather and 
climate, or the relative reliability of services such as electricity, 
water, telephone, internet connection, garbage pick-up and count-
less other small issues. Culture shock can be severe, especially if 
you move from a completely different cultural background, for 
example from Switzerland to Saudi Arabia.
  The good news is that everyone adapts after a while. It can 
be hard at times, but it is truly such a valuable life experience that 
no one would ever regret going through. It gives us the opportu-
nity to learn about others and ourselves, to accept and appreciate 
differences. Being able to integrate and participate instead of just 
observe is a precious life skill. Here are the five most common 
phases of adjustment to a new culture and environment:
 Phase 1—Honeymoon. This phase usually lasts two to six 
weeks. During this period, expatriates are usually excited to be 
in the new country and are fascinated by its sights. Those who 
relocate to emerging countries will experience a relative increase 
in status and standard of living. In the beginning, everything is 
so new and exiting. For these reasons, or perhaps some other 
reasons, freshly relocated assignees often feel very good in a situ-
ation of the first brief period of expatriation.
 Phase 2—Culture Shock. After a month or so, the initial 
phase ends and expats usually face the barriers in performance of 
their jobs or in everyday life. They may even realize that methods 

they used in their careers are either useless or counter-productive 
in their different cultural environment. It can become even worse 
if they have brought their families with them and realize that their 
loved ones are stressed and confused by the new circumstances. 
Due to such difficulties, expats may feel culture shock symptoms 
such as confusion, anger and frustration. This phase usually lasts 
six to eight months.
 Phase 3—Gradual Adjustment. In this phase, expats begin 
to adjust to their new situation and slowly regain their self 
confidence. Through relationships they build with other expats 
and locals, they begin to understand the new environment better 
and start to integrate into society. This phase can last one to two 
years, during which they begin to appreciate and understand local 
habits, language, lifestyle and business practice. This is the phase 
in which foreigners adapt to local culture, with much less anxiety.

 Phase 4—Basic Competence. It could take another year 
or two for expats to gain basic competence in another country’s 
business practices. This period could be even longer in the emerg-
ing countries where business rules are not clearly set and depend 
greatly on personal relationships. Still, as relationships build up, 
it becomes easier for an expat to develop functional proficiency 
in a foreign environment.
 Phase 5—Mastery. It takes a total of five to seven years 
(according to some studies) for an expatriate to fully develop ap-
preciation and understanding of the host country and its culture. 
Those in high managerial positions need firm relationships with 
people in positions of influence within their own organizations 
and outside of it. It may be the only way to achieve sustainable 
progress. But it takes time and patience as, before getting close to 
people, we need to accept and appreciate their culture, habits and 
language.
  Culture shock is normal, and the feeling of confusion, disap-
pointment and stress will dissipate. What each expat can do to 
make the transition easier is to prepare by reading about the host 
county, its people, rules, habits, taboos and business practices.

SOURCE: expatsradio.com, kwintessential.co.uk, sras.org

The good news is that everyone 
adapts after a while.



Living and Working in Georgia

By John Braeckeveldt, Country Manager, Gosselin Moving (Tblisi, Georgia)

Georgia is a country with an ancient and rich original culture 
that extends back for millennia, crossing national borders 

and becoming interwoven into the cultural fabric of humankind. 
Bordering the Black Sea between Turkey and Russia, this south-
western Asia republic enjoys a warm, Mediterranean-like climate. 
Although 98 percent of the population speak Georgian as their 
first language, the majority are also fluent in Russian.
  Family is one of the cornerstones of the Georgian lifestyle. 
Georgian families are usually extended, often with three genera-
tions—grandparents, parents, and children—living together under 
the same roof.

Food for thought 
An unusual phenomenon for foreign visitors is the Georgian 
table, which has a deeper implication than an ordinary meal, 
incorporating complicated ritual relationships. 
  The table is led by the “Tamada,” who proposes traditional 
toasts. Each toast is interpreted by table members before drink-
ing it. Georgian toasts are numerous, but the most important and 
popular are offered to guests, friends, ladies, family members, 
relatives, the motherland, and those who have unfortunately 
passed away. 
  If you want to leave the table (this especially applies to men), 
the most appropriate way will be to first ask the Tamada for per-
mission to propose a toast, then offer toast to the host family, and 
only after that leave the table. 
  In Georgia you never drink wine without toasting, but this 
rule is not applicable to beer. Traditional tables are usually ac-
companied by singing.
 In restaurants and other places the bill is never split; it is paid 
by one person. Typically, men pay for women. 
 
Meeting and greeting 
• Georgian business culture is noticeably less formal than in 

other countries.
• When meeting someone for the first time, shake hands while 

saying “gamarjoba” (hello). Once a relationship warms up 
some—but not all—Georgians will quickly move to a kiss on 
the cheek.

• When addressing people only close friends or family will 
usually use first names.

• First names may also be used with the word “batono” (sir) or 
“kalbatono” (madam) immediately afterward, which lends a 
sense of formality.

• One should shake hands with everyone upon arriving and 
leaving.

      ➢ Maintain eye contact during the greeting.
      ➢  The person of the higher status should initiate the hand-

shake.
•  It is polite to wait for a woman to extend her hand.
      ➢  Academic and professional titles are commonly used 

with the surname.
      ➢  Always wait until invited before moving to a first-name 

basis.
 

Gift-giving etiquette 
• Gifts are usually given at birthdays and at Christmas. How-

ever, Georgians also recognize “name days,” which are the 
birth dates of saints for whom people are named. 

• If invited to a Georgian home, bring flowers, imported 
sweets, or chocolates to the hosts. However, give an odd 
number of flowers; even numbers are given for funerals.

• Gifts are not necessarily opened when received.
 
Business card etiquette 
• Business cards are exchanged without any formal ritual.
• It is a nice touch to have one side of your business card 

translated into Georgian or Russian.
 
Communication style 
• Georgians are not afraid to express their emotions no matter 

how bad. Do not be surprised if people display  
anger or extreme disappointment  
during business.

• Similarly Georgians can be emotive speakers. When discuss-
ing a topic, voices may become raised and hand gestures 
increased.

• Direct eye contact conveys trust. Looking away or making 
intermittent eye contact may be misinterpreted as a sign that 
you are not telling the truth.

• Although Georgia has a relationship-orientated culture, 
people can also be very direct.



Business meetings 
• At the beginning of meetings intro-

ductions are the norm. These are 
generally made in order of seniority 
although women are often introduced 
first. Be prepared to give an overview 
of your background, experience and 
general purpose for your visit.

• It can also prove fruitful to send a 
full biography of everyone who will 
attend the meeting beforehand to save 
time and also offer a more thorough 
introduction.

• A first meeting is often more about 
seeing if doing business together is 
possible. Do not expect any contracts 
to be signed on a first meeting. Time 
and patience are needed.

• Meetings may continue over a lunch 
or dinner. The topic of conversation 
will shift away from business but this 
should be used as the time to let the 

Family is one of the cor-
nerstones of the Georgian 
lifestyle. Georgian homes 
often have three genera-
tions—grandparents, 
parents, and children—
living together under the 
same roof.

Georgian hosts get to know you on a 
personal level.

• In most cases decisions are made at 
the top of a company. Unless you 
are meeting with the boss or owner, 
bear in mind that all your meeting 
will achieve is getting across the key 

points that will then be passed upward 
to the decision-maker.

• Meetings can be frequently inter-
rupted. Do not interpret this as a sign 
of disinterest, as Georgians do not 
consider it rude to deal with more 
than one issue at a time.



Culture Shock in Russia

For expats traveling to Russia, especially if they are unfamiliar 
with local culture, culture shock is nearly unavoidable. But 

there is no reason for concern, as almost all foreigners in Russia 
feel this way at some point.
  There are different reasons why people experience cul-
ture shock in Russia, but one is certainly the language. English 
speakers will have a difficult time since the Russian language 
uses many unfamiliar, guttural sounds. In addition, the Russian 
language has Cyrillic letters, which can quickly confuse travelers. 
Even for those who are intermediate or advanced Russian speak-
ers, it will take some time to get used to the rich vocabulary and 
the modern speech rate in Russia.
  Social norms are something that no one can truly prepare 
for. Norms differ from country to country, or even from county to 
county, and the only way to get familiar with them is to socialize 
and communicate with local people. During the first couple of 
days or even weeks, being a foreigner in Russia is not easy. You 
never know whether it is appropriate to smile at a salesperson, 
for example, or you can find yourself being pushed by people in 
the Metro while not knowing what should be your appropriate 
reaction. A Russian would probably feel the same in a foreign 
country. The pitfall of adjusting to social norms is the temptation 
to avoid interacting with people altogether. What is necessary to 
get familiar with the standards of behavior in Russia is constant 
interaction.
  In Russia you may find that it is very difficult to make 
friends with local people. The main reason for this is the lan-
guage barrier. Additionally, people in big Russian cities (just as in 
any other metropolis) live pretty busy lives, and have less time to 
make new friends; but don’t give up. Russian people do not typi-
cally smile in greeting. In their culture, a smile without obvious 
reason is considered a sign of insincerity, emotional imbalance or 
evil intent. Russians smile only if they’ve been exposed to some-
thing funny, or as a sign of friendship.
  Also, in that culture, people are more aggressive and 
straightforward. Russians will openly ask questions about your 
financial situation or your religious and political beliefs. A for-
eigner should not be offended, as they are actually not being rude. 
In Russia, it is considered a normal course of conversation.

People in Russia can also be more physically aggressive. Anyone 
using public transportation is likely to experience this. People 
will push strangers just to get through, or will stand right up close 
to other people. Also, waiters, salespersons, or other service in-
dustry personnel may not be as polite as you would expect. Here, 
the customer is not always right. And there is really nothing much 
you can do about it.
  Another thing that surprises many foreigners in Russian me-
tropolises is people’s appearance. Russians care about how they 
look in public, will dress smartly, and are meticulously groomed.
  Many foreigners are shocked by abiding Soviet images and 
symbols all around Russia. People in Russia do not see them as 
pure symbols of communism. For them, they represent a part 
of their history, and Russians see no grounds to remove such 
symbols. They are very proud of their history, and will often talk 
about it, at length and with the slightest provocation.
  One more issue that may surprise foreigners is the seem-
ingly contradictory low standard of living and very high level of 
education. Don’t be surprised if a cleaning lady in your company 
holds more than one degree. Expats in Russia should not worry 
about offending Russians by not knowing or understanding their 
culture. Russians are well accustomed to Western culture and 
are forgiving when foreigners make mistakes. The best thing a 
foreigner can do is to ask a Russian about customs, culture, and 
habits. In most cases, the locals are happy to share.

SOURCE: MoveOne/InMotion Newsletter



When in Pakistan ... You Might Be Surprised

By Assad Mazher Khan, CEO, Fidelity Movers

Pakistan, which became an independent nation in 1947, has a 
rich cultural and ethnic history dating back to the Indus Val-

ley Civilization, 2800-1800 BC, a civilization remarkable for its 
ordered cities, advanced sanitation systems, straight roads, and 
uniquely structured society. Pakistan has been invaded numer-
ous times over the centuries. It has been occupied and settled by 
many different peoples, each of whom have left their imprint on 
the current inhabitants of the country. Among the largest groups 
were the Aryans, Greeks, Scythians, Persians, White Huns, 
Arabs, Turks, Mongols, and other Eurasian groups, right up until 
the British, who left in the late 1940s. The region is known for 
welcoming guests and foreigner expats. 
  Following are some tips for foreigners moving to Pakistan.
  Local vs. expat lifestyle. Most expats can easily afford to 
be completely cut off from the local environment, with their 
own cook, cleaning man, and driver—all are available at inex-
pensive salaries. For a reasonable cost you can live in your own 
place, meet friends in clubs, and basically avoid the streets in the 
post-9/11 environment. Security threats arising from terrorism 
generally exist only in areas like Peshawar and Quetta; the main 
cities are hit very rarely (statistically, when taken into consid-
eration that there are 186 million people, attacks and casualties 
are relatively uncommon). Women are generally safer than men, 
as harming a foreign woman is a double crime. Don’t carry too 
much cash, and be ready to lose your cell phone (if someone 
asks, hand it over—no arguing). 
  Healthcare. As in other South Asian countries, the health 
and sanitation infrastructure is adequate in urban areas with some 
good hospitals but is generally poor in rural areas. Health care 
is inexpensive and easy to find, and it works strictly on a cash 
basis—you pay now, and request reimbursement from your insur-
ance company later. 
  Food. One can find every sort of cuisine in Pakistan, ranging 
from local Pakistani to Afghani to Middle Eastern—even Ital-
ian, or international favorites at fast food chains like KFC and 
McDonald’s. One can find almost anything in the urban areas of 
Pakistan, but pork is prohibited. Pakistani food is remarkable! 
It can be an acquired taste, as everything is spicy, but once you 
are used to it, it’s arguably one of the best cuisines in the world. 
Pakistani meals typically include chicken and non-fermented 
bread. Beef and fish are rather expensive. It’s very hard to be a 
vegetarian in Pakistan, as chicken is everywhere. International 
food chains like Pizza Hut, KFC, and McDonald’s cater to a vast 
segment of people partial to an outdoor eating lifestyle. Tipping 
is not mandatory but advisable. 
  Language. English and Urdu are the official languages. 
Speaking English is absolutely fine but some basics in Urdu will 
help in work with locals. 
  Family and prestige. Pakistanis place great value on family 
and prestige. The jobs with the biggest companies and fanciest 

names are the best, even if 
the wages are not very high. 
Invitations for family dinners, 
weddings, or celebrations are 
common and are part of the 
culture. People who know you 
for a few minutes might invite 
you home—it’s more than just 
a polite gesture; they really 
mean it. If you politely refuse, 
they won’t feel offended. 
Presence of a foreigner on 
any family event enhances the 
prestige of both host and event. 
Losing prestige is the highest loss. 
  Alcohol. Muslims make up roughly 97 percent of Pakistan’s 
population, so it’s only the 3 percent minority (mostly made up 
of Christians) who are eligible to buy alcohol with a permit. A 
Pakistani alcohol permit limits the buyer to a limited quantity, 
although these limits are not strictly enforced. Non-Muslim for-
eigners are allowed to order alcohol in restaurants and hotels that 
have liquor licenses and foreigners can also apply for alcohol per-
mits. If you want alcohol in Pakistan, you will most likely be able 
to find a way to get it, although you’ll quickly see that drinking 
is done in private rather than in public. In other words, alcohol is 
ubiquitous but invisible. 
  Foreigners. Foreigners are still very rare and Pakistanis 
are very hospitable. Simply walking the street can attract lots of 
people trying to start conversations. If somebody is staring at you 
and you try to stare back the person will not feel awkward. 
  Religion. The state religion in Pakistan is Islam, which is 
practiced by about 95-98 percent of the people of the nation. The 
remaining 2-5 percent practice Christianity, Hinduism, and other 
religions. Houses of worship for minorities (churches, temples, 
etc.) can easily be found in almost all the major cities of Pakistan.
  Clothing. It is not common to see women wearing heads-
carves on the street (at least in towns). In villages they use loose 
scarves that cover the head only partly, or they go straight for 
burkas (whole body cover). Local dress is typically the shalwar 
kameez (a loose shirt that goes to the knees), and is the standard 
for dressing for all classes, while businessmen wear suits. The 
fashion scene in Pakistan is always changing; modern designer 
clothing is common and international brands have opened outlets 
in major cities.
  Transportation. Having your own transport is preferable, 
but all means of transportation are available in Pakistan, includ-
ing cabs, rental cars, buses, and minibuses. However, foreigners 
are advised to use their own or rental cars because of the security 
situation in Pakistan. 



In Uganda, the Unkindest Cut …

By Lydia Kunihira-Kaweesa, General Manager, Worldwide Movers Uganda

My beautiful Uganda, also known as the pearl of Africa, is 
a heterogeneous nation with more than 56 ethnic tribes all 

living in different parts of the country and obviously practicing 
different cultural norms.
  As a child, growing up in a mixed tribal environment ex-
posed me to so many interesting cultural experiences but the most 
outstanding one was witnessing the “imbalu” ritual.
  Imbalu refers to a traditional circumcision ritual for men 
from the Gisu tribe, or the Bagisu, as they are commonly known. 
They originate from Mbale district in the Eastern part of Uganda, 
which is just below Mount Elgon. They are a Bantu-speaking 
group who, until a few years ago, were mainly commercial coffee 
farmers.
  In this tribe, all men from the age of 15 years are required 
to undergo this ritual, which is done by a local surgeon, appar-
ently anointed by ancestors and possessed by spirits. The ritual is 
carried out using a very special knife, usually passed on from one 
generation to another, and is generally a public affair. 
  For weeks building up to the actual event, family members 
and the community gather and move around different villages, 
singing and dancing to the famous and compelling Kadodi drum 
sounds as they prepare the “main man” both emotionally and 
psychologically for the ritual.
  And so it was that in our teenage years, my peers and I man-
aged to get ourselves into trouble when we sneaked from home 
on one very hot afternoon and followed a procession all the way 
to a small remote village where the Imbalu occasion was to take 
place. What we witnessed was a sight to behold!
  The candidate was clad in very special regalia made out of 
animal skin beautifully embroidered with African beads. His 
body was smeared with a local brew locally known as malwa.
  Once at the final destination, he was surrounded by about 
six strong men, who kept asking in very loud voices whether he 
was ready for the Imbalu. We later learned that they were there to 
ensure that the candidate did not develop jelly knees. Their work 
is to discipline candidates who freak out. A few timid ones have 
been beaten to near death for trying to withdraw from undergoing 
the procedure at the last minute.
  Anyway, after the candidate confirmed that he was ready, the 
“surgeon” stepped forward and in split second, the job was done. 
This was followed by “treatment” in form of raw eggs and salt 
being poured on to the fresh wound.
  The climax to this rather painful experience was the huge 
celebration, characterized by songs of praise, dancing, and a lot 
of boozing. Anything with alcohol in it would do at this point.
  Excitement and ululations filled the air and the successful 
candidate was showered with gifts, including a potential future 
wife! It was indeed a moment of pride for both father and son, 
but to some of us, the experience sent a sharp chill down our 
spines.
  Failure to fulfill this compulsory tribal obligation can lead to 
very serious and embarrassing situations. Unfortunately, the tribe 
does not recognize the safer procedure, namely proper medical 
circumcision.

  About three years ago, a 60-year-old man and senior politi-
cian from one of the main political parties in Uganda was forcibly 
carried out of the party offices in the middle of the city and cir-
cumcised in broad daylight. The press, his family, and everyone 
else who cared witnessed the “occasion.” 
 This gentleman had migrated to the central region many 
years before and even tried to change his identity—all in the in-
terests of “dodging the knife”—but this did not stop his kinsmen 
from ensuring that he was finally brought to book! 

  I could go on and on about cultural practices in Uganda but 
this article would be incomplete without the general characteris-
tics of Ugandans.
• Ugandans are generally happy people and will offer a smile 

at any slight opportunity. They are also very helpful to the 
extent of even changing their itinerary or program on a nor-
mal working day, just to help a stranded stranger.

• A Ugandan will warmly greet you in the morning and follow 
the greeting with a “well done” even though he’s fully aware 
that you’ve just woken up.

• If you’re running a private business in Uganda, do not expect 
your local staff to report on time on a rainy day. Ugandans do 
not leave the house when it rains.

• A friend in need is a friend indeed. No one lives up to this 
saying better than a Ugandan! 

• A typical Ugandan needs no invitation to a funeral or social 
function. They will dress up and attend regardless of whether 
they were invited or not. After all, it is considered bad man-
ners to stay away from such functions.

• If a neighbor loses a family member, a Ugandan will take 
three to five days off work to commiserate with the bereaved 
family. 

• Before I forget, if you have an appointment with a Ugandan, 
make sure you arrive at the venue at least one hour late. Oth-
erwise, you will most likely burn out your wallet ordering 
more drinks as you wait for the Ugandan friend to arrive.

• And just when I thought I had exhausted my brain, a local 
newspaper brings an article about two policemen on guard at 
a recent state function who abandoned their duties to help act 
as “bodyguards” for a local comedian on stage mimicking 
the president. 

  Welcome to Uganda….



Thai Tips

By Tiddy S. Teerawit, Executive Director, Boonma Mobility & Moving Thailand

The “wai” is a gesture of both greet-
ing and respect. Thais usually wai one 
another rather than shake hands. To wai, 
hold your hands together, as if praying, 
in front of the face. When waiing people 
of equal or superior status, the fingertips 
should be closer to the forehead. When 
waiing children or those of lower status, 
the fingertips should be closer to the 
chin.

Thailand is a fascinating country, rich in culture and welcom-
ing of visitors and expats from other countries. Recognizing 

that newcomers typically are eager to learn more about Thailand, 
our company, Boonma Mobility & Moving Thailand, provides 
orientation on how they can make the most of their mobility 
experience. Here are some nuances of our culture of which you 
may not be aware.
• When greeting a Thai, use the word Khun 

(pronounced coon) in place of “Mr.” or 
“Mrs.” and the person’s first name, which 
is listed first on his or her business card. 
For example, a Westerner with the name 
“Peter Moore” would be called “Khun 
Peter.” Among Thais, family names are 
not usually used. Most Thais refer to each 
other by their first names only. Never refer 
to yourself with the word Khun; simply 
say your first name. Thais will probably 
address you by using “Mr.” or “Mrs.” and your first name.

• Introductions: foreign companies may write directly to Thai 
companies, although introductions will always facilitate a 
firm’s credibility and acceptance.

• Although many Thais have been educated in the United 
States, Britain, Canada or Australia and speak English well, 
speaking and understanding a conversation on a telephone is 
often the most difficult part of mastering a foreign language. 
Because English telephone conversation may be difficult to 
understand for the Thai, it is best to write. This also gives the 
Thai company more time to think about a response and may 
be a better means of communication considering time differ-
ences between Thailand and other countries.

• If there is any question about the comprehension of English 
by the people you are meeting, always use your own trans-
lator or interpreter. Do not rely on the other organization’s 
translator or interpreter. They work for the other side and 
are more likely to protect their business interest and to focus 
on their interests not yours. Also, meet with your interpreter 
prior to the meeting and make sure they understand you and 
your company.

• Most Thais greet someone by bowing slightly forward while 
bringing their hands to a praying position in front of them 
between the chest and forehead. The exact location of the 
hand depends on the level of respect being offered—the 
height and depth of a person’s bow indicates social status. 
This gesture, known as a “wai,” can be used when greeting 
someone on arrival and departure, and also when saying, “I 
am sorry” or “Thank you.” Do not wai secretaries and clerks.

  Thais enjoy combining business and pleasure. Business 
lunches and dinners are very common. As a general rule, whoever 
extends the invitation pays for the meal and the entertainment. 
If it is unclear who has extended the invitation, then the oldest 
member of the group usually accepts the “honor” of paying.

• As a result of the leisurely way of life in Thailand, sponta-
neity and often informality is acceptable and appreciated. 
Sometimes it is all right to schedule impromptu meetings. 
However, this is not advisable on your first visit to Thailand.

• Foreign businesses would be wise to hire a representative 
or agent with local connections, especially if they intend to 
buy from or sell to Thailand. Assess any local representa-
tive or partner’s political relationship, as the government is 
very much involved in the private sector. Networking with 
government officials and other appropriate authorities can be 
the key to doing business successfully, especially if your firm 
intends to do a major project. Although a local representative 
is often the best choice, monitor your representative closely 
and require measurable performance.

• Keep in mind that in most of Asia dates are shown in day/
month/year format (for example, 5/12/11 means December 5, 
2011). To avoid confusion, you may want to spell out the full 
date in correspondence.

• Bring a large supply of business cards and advertising mate-
rial. You may meet many more people than expected. Asians 
view the exchange of business cards as a very necessary 
opening ritual.

• If a Thai person gives you a compliment, be polite and deny 
it. Modesty is considered a blessing in Asia.

• Respect local culture but don’t expect that you have to know 
everything. Most Thais will make allowances for foreigners.

• Try to learn a few words of the local language. This dem-
onstrates your interest in the country and its culture and is 
considered another demonstration of your cultural sensitivity 
and good breeding.

Business meetings
• Avoid business visits during the New Year Festivals (both the 

Chinese and Thai).
• Foreigners are expected to be punctual, but do not expect 

Thais to be on time.
• Heavy traffic is the most common excuse for tardiness. 

Whenever possible, avoid scheduling meetings after 3:30 pm 
because locals often leave their office early to get a head start 
on evening rush-hour traffic.



• First meetings should be held in offices, restaurants, or hotel 
lobbies. Men may be invited to “member clubs.” Thais are 
often impressed if you stay at an expensive hotel; luxury 
suggests that you represent a very successful company.

• Business cards are always exchanged at the first meeting. It 
is important to carry a sufficient quantity; failure to offer a 
business card may make Thais suspicious of your position 
and authority. Be sure your card indicates your position and 
responsibility, as Thais are impressed by titles.

• Begin initial meetings with casual conversation on such 
topics as your travels, the beauties of Thailand, and your 
counterpart’s overseas experiences.

• Avoid topics relating to politics, the royal family, and 
religion. Be generous in praising the country and the Thai 
people and avoid boasting about your country and yourself.

• Gifts are not required for early meetings. If you wish, you 
can present sample products from your company.

• Never touch or point with your feet. It is consider rude to 
cross your legs and point your feet to someone. Thais place a 
great importance on appearance and politeness. Be conscious 
of this and respond accordingly.

Monarchy
Thais are proud of their monarchy. It is an essential part of Thai 
life, deeply admired throughout the country. Visitors are well 
advised to respect the reverence in which Thais hold their royal 
family if they wish to avoid causing offense or worse.

Religion
Buddhism is another essential part of Thai life. Monks, temples 
and Buddha images are everywhere and most Thais treat them 
with great respect. Appropriate clothing should be worn in 
temples, and shoes removed when entering certain areas.
  Thai monks are not allowed to have any physical contact 
with women. On a bus, for example, women will go to great 
lengths to avoid touching a monk as in doing so they commit a 
sin. Worse still, they commit a double sin because they cause the 
monk to sin as well!

Interacting with Thais
• In general, it is a mark of respect to try to keep the head at a 

lower level than that of seniors or older persons when talking 
to or passing them.

•  On entering a house, it is usual to remove your shoes. Thus, 
if you are likely frequently to enter private homes, it may be 
more practical to wear slip-on rather than lace-up shoes.

•  The polite form of address when talking to or about Thais of 
similar or older age is to use the title Khun and the person’s 
first name. This applies equally to men and women. For 
example, for Mr. Ananchai Visut use “Khun Ananchai” and 
for Mrs. or Miss Panita Promlert use “Khun Panita.”

Polite conduct
In Thailand, the head is regarded as the highest part of the body, 
both physically and spiritually. Conversely, the foot is the lowest 
part of the body. The height of bad manners is to touch or pat a 
Thai on the head, to use one’s foot to point at something, to sit 
with one’s feet extended or to place one’s feet on a table or desk. 
Many Thais will be too polite to comment on such behavior, but 
you should be aware that it can and does cause offense.

Polite language
The Thai words khrap (said by men) and kha (said by women) 
are a very common way of expressing politeness in Thai. They 
have no exact equivalent in English. These words are frequently 
placed at the end of both statements and questions in Thai. If you 
wish to display respect and politeness when speaking in Thai, 
they should be sprinkled liberally in normal conversation.

Appearance
Looks and appearances are important to Thai people. When meet-
ing Thais, dressing smartly, or at least appropriately, reflects the 
degree of respect you hold for them.

Harmony
For Thais, maintaining calm and harmony is crucial. Loss of 
temper, arguing, or direct criticism are best avoided. In any case, 
most Thai people will simply walk away from such behavior.



Expat Women: Confessions—
50 Answers to Your Real-Life Questions about Living Abroad

By Eric Anders, RELO Roundtable

When Andrea Martins approached me with a copy of her 
new motivational book, Expat Women: Confessions—50 

Answers to Your Real-Life Questions about Living Abroad, I was 
a little surprised.
  Martins is an Australian-born expat who is also the direc-
tor and co-founder of ExpatWomen.com, a popular multicultural 
niche venue that attracts around 30,000 unique users per month 
and has more than 11,000 members worldwide (175+ nationali-
ties, based in 200+ countries). She operates from her base in 
Kuala Lumpur, Malaysia. 
  ExpatWomen.com is a 
virtual watering hole of expat 
resources for women (and their 
spouses, partners or families) 
who are temporarily or perma-
nently working, residing or trav-
eling in a country and culture 
other than that of their original 
homestead, upbringing or legal 
residence. It is packed with over 
1,400 pages of personal and 
professional interviews, tips, 
newsletters, heartfelt stories, and 
helpful links to more than 1,700 
blogs of expat women from 
around the globe. It includes a compendium of pertinent personal 
topics like expat schools, doctors, dentists; classifieds, job posts, 
country-specific forums; and real estate or property information. 
The site is a popular online destination for many who are think-
ing about or actually living abroad. It has also become a valuable 
online resource for some conscientious HR and move-manage-
ment professionals whose job it is to hire, negotiate, or manage 
an international transfer or overseas relocation for an employee, 
company or global enterprise.
  The book was co-written with Victoria Hepworth, a coun-
seling psychologist based in the United Arab Emirates. Like 
Martins, Hepworth is an experienced human resources profes-
sional and global career consultant who specializes in expatriate/

cross-cultural issues and expatriate support. Originally from New 
Zealand, she and her family have lived in Japan, China, Russia, 
Sweden, India, and the UAE. Expat Women: Confessions is an 
easy read. It’s quite evident both ladies have walked the talk! 
They’re able to express their ideas in a clear, concise, meaningful 
manner.
  Although the primary focus of 50 Answers to Your Real-Life 
Questions about Living Abroad is geared toward women, most of 
the advice really applies to anyone living the expat life or relocat-
ing anywhere. That includes men, school kids, young adults, 
and fun-loving seniors. The information in the 274-page book is 
categorized into six easy-to-read chapters: Settling In, Career and 
Money, Raising Children, Relationships, Mixed Emotions, and 
Repatriation.
  It’s a pleasant distraction to enjoy over a morning cup of cof-
fee or après-dinner glass of wine. It’s like having a conversation 
with a very close friend about personal concerns and adjustment 
problems you never knew they had.
  One of the biggest hurdles that new ventures or expanding 
worldwide enterprises have in today’s mobile, global market-
place is managing the long-term success of their company’s 
international mobility service and overseas move management 
programs. The ongoing recession and unstable economy world-
wide has forced many new or inexperienced hiring managers and 
human resources professionals to try to do a whole lot more with 
a whole lot less. Hence, the popularity of scaled-back relocation 
benefit packages and growth of expanded “do-it-yourself” lump 
sum distribution arrangements.
  The book addresses a growing thread of concerns of both 
employers and relocating transferees with failed overseas assign-
ments woven throughout the articles. Most often the problems be-
ing reported with a transfer isn’t with the job. It’s the adjustment 
to a new—and often frightening—way of life in a totally different 
or unfamiliar foreign culture. Like many of those living the expat 
life, the authors recognized the problem. That’s why they wrote 
this book.
  For more information, e-mail sales@expatwomen.com.

SOURCE: RELO Roundtable



Mexico—Where Patience Is a (Necessary) Virtue

By Lorne Dixon, QA Director, Mexpack

The initial on-road experiences of first-timers to Mexico are 
often plagued with flashing lights, constant honking and 

indecent hand gestures, but after surviving this trip (whether you 
are driving or are in an airport taxi) one realizes the importance 
of patience and, more important, the different types of patience 
after spending some time abroad. The driver of the white bus 
following you the entire way home, flashing his high beams, 
honking his horn, and refusing to pass you, after all, only did so 
to get the attention of the potential passengers every ten meters 
along the route. Patience. And when you stop at an intersection 
and wave a pedestrian to cross, she does so without smiling and 
shows you the back of her hand. Patience. A real estate agent 
interested in showing you a property where you can build a new 
warehouse shows up 45 minutes late, smiles, offers his hand to 
you and mentions nothing about business as he instructs you in a 
roundabout way how to arrive to the property. Patience.
  Arrive at the office the next morning and the first thing you 
are told to do is to get a national license. You drive with the 
company messenger to the motor vehicles office and follow him 
inside, once the line of people reaches the door. Your Spanish 
earned you honors in university, so you understand when the 
messenger tells you to stay quiet. First stop is the information 
booth. “Which line is for getting a driver´s license?” he asks. 
The attendant smiles and points to the booth labeled License 
Plates. You whisper to the messenger that there is another line 
on the other side of lobby actually labeled “Driver´s Licenses.” 
He smiles at you but refuses to leave the license plate queue. The 
man on the other side of the counter asks you if you have all the 
documents. “Tengo mi pasaporte,” you say before the official 
lists 10 other necessary documents. “Pero no los tengo,” you say. 
“We could discuss the matter over a drink,” he responds. “Drinks 
can be expensive,” responds the messenger. “I think that they´re 
worth it,” he answers. “How long until you can have a drink?” 

asks the messenger. “Forty-five minutes at the most.” Forty-five 
minutes and 200 pesos later (less than US$20) you have your 
license without taking a test and without providing anything more 
than your passport. Patience.
  After a few months, you company pays for you to return to 
your native country for a week (only the airfare, of course). In the 
airport, when the steward at the desk claims that they are current-
ly only boarding the first class passengers and you spot an older 
man with a cage of chickens enter with the suits, you begin to 
realize the difference between patience y paciencia. Step forward 
slowly and pass your ticket to the attendant. “Only first class, sir.” 
  “He´s my uncle and needs my help,” you whisper in a shaky 
voice. 
  “Adelante, señor,” she says with a smile. Patience.
  The plane touches down and your family waits for you out-
side the terminal. In order to cross, you have to wait, but finally a 
cab stops to let you cross the road. To thank him, you show him 
the back of your hand. Judging by the revving of his engine and 
the driver´s gesticulation, he refuses to accept your gratitude.
  Patience, you say to yourself. Why does no one have  
patience?



CMMB OUTLOOK

Navigating Across Cultures in the Global Community

By Jackie Agner, Core Members Representative

When I found out that this issue of The Portal was going to 
focus on “avoiding bloopers that can happen when we’re 

not familiar with other countries,” I recalled reading some hu-
morous cross-cultural bloopers that I would like to share:
• When Kentucky Fried Chicken entered the Chinese market, 

to their horror they discovered that their slogan, “Finger-
Lickin’ Good,” translated as “eat your fingers off.”

• General Motors had a perplexing problem after introducing 
the Chevy Nova in South America. Despite their best efforts, 
they weren’t selling many cars. They finally realized that in 
Spanish, “nova” means “it won’t go.” Sales improved dra-
matically after the car was renamed the “Caribe.”

• Things weren’t any better for Ford when they introduced the 
Pinto in Brazil. After watching sales go nowhere, the com-
pany learned that “Pinto” is Brazilian slang for “tiny male 
genitals.” Ford pried the nameplates off all of the cars and 
substituted them with “Corcel,” which means horse.

• Chinese translation also proved difficult for Coke, which 
took two tries to get it right. They first tried Ke-Kou-Ke-La 
because when pronounced it sounded roughly like Coca-
Cola. It wasn’t until after thousands of signs had been printed 
that they discovered that the phrase means “bite the wax tad-
pole” or “female horse stuffed with wax,” depending on the 
dialect. Second time around things worked out much better. 
After researching 40,000 Chinese characters, Coke came up 
with “Ko-Kou-Ko-Le” which translates roughly to the much 
more appropriate “happiness in the mouth.”

  While I think these are funny it terrifies me as Core Member-
ship Representative that I might insult someone because of my 
lack of knowledge about cultural differences. Even the simple 
gesture of a smile can take on a completely different meaning. A 
smile can be considered insulting or it can signal embarrassment 
by someone from another country. So to educate myself I found 
the following quiz. Take it—you might be surprised. 

1. In the Middle East, which of these should you avoid when 
eating?

 ❑ Drinking anything
 ❑ Eating with a full mouth
 ❑ Using your left hand
2. Who pays for a meal in France?
 ❑ Everyone shares the cost    ❑ Host    ❑ Guest
3. In Belarus, what is the most popular drink at a business 

gathering?
 ❑ Wine    ❑ Vodka    ❑ Beer
4. In Belgium how many times should you raise your glass 

when toasting?
 ❑ Once    ❑ Twice    ❑ Thee times
5. In India one should never offer someone food from their 

plate.
 ❑ True    ❑ False
6. Dropping your chopsticks in China is considered bad luck.
 ❑ True    ❑ False
7. In Bolivia bananas should be eaten with a knife and fork.
 ❑ True    ❑ False
8. In South Korea it is considered polite to:
 ❑ Finish all the food on your plate
 ❑ Refuse offers of more food at least three times
 ❑ Pay for the meal even if you are the guest
9. Which of these is most important on business cards in  

Germany?
 ❑  Age     

❑ Qualifications    
 ❑ Years at current company

10. Which of these should you not do to a South Korean’s 
business card?

 ❑ Write on it     
❑ Comment on it     
❑ Look at it

11. You should accept cards in Japan with….
 ❑ Both hands    ❑ Left hand    ❑ Right hand
12. In the Philippines, who should give the business card first?
 ❑ The visitor    ❑ The host
13. When meeting a group of people in Venezuela you should 

give your business card to…
 ❑ Only the most senior person    
 ❑ Everyone
 ❑ No one

So how do you think you did? Check your answers on page 17. 
Obviously I still have a lot to learn, but what I do know is that 
we are one family whatever national, ethnic, economic, and 
ideological differences we have in an interdependent world.

SOURCES: www.takingontobacco.org,  
www.kwintessential.co.uk



Quiz Answers (from page 16)

1. Using your left hand
2. Host
3. Vodka
4. Twice
5. True
6. True
7. True
8. Refuse offers of more food  
 at least three times
9. Opposite the host
10. Qualifications
11. Both hands
12. The visitor
13. Everyone

Doing Business in Belgium
 

By Marc Smet, CMMB Representative, Region 4 (Europe)
 

For the business traveler, working 
in foreign countries can bring with 

it cross-cultural communication chal-
lenges. Understanding and appreciating a 
country’s business culture, protocol, and 
etiquette is important in nurturing good 
business relationships.
  Following are some basic pointers on 
how to do business more effectively by 
molding your own habits to accommodate 
the target culture. They are not intended to 
summarize all “doing business” tips, nor 
are they meant to stereotype.
 
Meeting and greeting
• Belgians shake hands when meeting, 

although among friends the “air kiss” 
is traded on alternate cheeks. Wait for 
your Belgian counterpart to initiate 
the move to this level of intimacy.

•  There are three languages used in Bel-
gium: German, French, and Flemish. 
With German and Flemish speak-
ers use the English terms Mr., Mrs., 
or Miss. With French speakers, use 
Monsieur, Madame, or Mademoiselle. 
First names are only usually used 
between friends.

 
Business meetings
• Doing business abroad inevitably 

involves meetings or negotiations. 
To book an appointment in Belgium, 
phone or write at least a week in 
advance. You will probably be given 

a time and date rather than having to 
suggest one.

•  Punctuality is vital in Belgium. Unless 
there is a very good reason, lateness is 
considered bad form. First meetings 
are usually used for “getting to know 
you” purposes. However, some may 
get down to business right away, so be 
prepared for both possibilities. A little 
small talk can establish some sort of 
relationship and build trust.

•  Agendas are always a good idea, as 
Belgians like a meeting to be well-
structured and focused. Ensure that 
the meeting is not interrupted by 
phones ringing, trips to the lavatory, 
or frequent coffee breaks; your coun-
terparts will most likely want to get 
business done as soon as possible.

•  During negotiations one should not 
rely solely on facts, statistics, and 
other empirical evidence. Indeed, 
appealing to personal feelings and 
sentiments can be just as effective.

 
Dining etiquette
• Dining is a good way to build rela-

tionships. Belgians usually eat dinner 
between 7 and 8 p.m. Use dinners to 
engage in talk on a personal level. 
Business can be discussed but wait 
for your counterpart to initiate the 
conversation.

•  Don’tt start drinking until the toast is 
made. Glasses are raised twice during 
a toast, once during the verbal toast, 
and then after exchanging glances.

 
Belgian society and culture
Belgium is not a homogeneous country 
with one national identity. It is therefore 
difficult to give a general overview that 
applies to all Belgians. Each area will 

have its own particularities. The three pre-
dominant cultural influences are Flemish, 
primarily Dutch, in the north; Walloon, 
primarily French, in the south; and primar-
ily German-influenced in the northeast. 
The following applies to all areas.
 
Appearances matter
• Appearances are important. Belgians 

can often be seen washing the pave-
ment or steps in front of their house or 
even sweeping the street. Cleanliness 
is a matter of national pride.  

• Belgians also take pride in their 
personal appearance. They dress well 
and are concerned with the impression 
they make on others.

 
Egalitarianism in Belgian society
• Women are not expected to change 

their name when they marry. 
• There are laws governing paternity/

maternity leaves and laws forbidding 
sexual harassment in the workplace.

 
Meeting etiquette
• Greetings entail a degree of formal-

ity. A brief handshake is the common 
greeting for people who don’t know 
each other. 

• Once a relationship is developed, 
three kisses on the cheek may replace 
the handshake. This is more “air kiss-
ing” near the person’s cheek. Start 
with the left cheek and alternate.

• Men never kiss other men; they al-
ways shake hands.

 
Gift-giving etiquette
• If you are invited to a Belgian’s home, 

bring flowers or good quality choco-
lates for the hostess. Older Belgians 
may expect flowers to be unwrapped. 
But don’t bring white chrysanthe-
mums—they signify death. Flowers 
should be given in an odd number, but 
not 13.

• Liquor or wine should be given only 
to close friends.

• Gifts are opened when received.
 
Dining etiquette
• Belgians socialize in their homes 

and restaurants, although the home is 
reserved for family or close friends.



• If you receive a written invitation, the response must be writ-
ten as well.

• Wait for your host or hostess to introduce you to the other 
guests.

• Dress conservatively.  
• Arrive on time. Punctuality demonstrates respect. 
• Wait for your host to tell you where to sit. Women take their 

seats before men. 
• Table manners are Continental—the fork is held in the left 

hand and the knife in the right while eating; keep your wrists 
above the table. 

• Wait to see whether your host offers a toast before sipping 
your drink. The guest of honor may also give a toast. Women 
may offer a toast. 

• It is polite to stand for a toast. The Flemish raise their glasses 
twice during a toast, during and then at the end of the toast.

• Never leave food on your plate. It is rude and wasteful. 
• Indicate you have finished eating by laying your knife and 

fork parallel on your plate, tines facing upward, with the 
handles facing to the right. 

• Praising a meal is a sincere compliment.
 
Relationships and communication
• Although third-party introductions are not necessary, they 

often smooth the way. Regardless of how you are introduced, 
you must always be polite and well mannered.

• Belgians are careful and prudent and it takes time before they 
trust others, whether individuals or representatives of compa-
nies. Their business dealings tend to be bureaucratic. There 
are many procedures and a great deal of paperwork. 

• Excellent linguists, many Belgians are sufficiently fluent to 
conduct meetings in English.

• Belgians prefer subtlety to directness, believing that subtlety 
is a reflection of intelligence. Although they are more direct 
in their communication than many cultures, if a response is 
too direct it may be seen as simplistic.

• They prefer communication to be logical and based on rea-
son.

• Belgians often engage in long, critical discussions before 
reaching a decision so that they can be certain that they have 
considered all the alternatives. They believe it is rude to be 
confrontational.

 
Business meeting etiquette
• Appointments are necessary. The person you are meeting 

will typically set the time for the meeting, usually mid morn-
ing or mid afternoon.

• Avoid scheduling meetings during July and August, which 
are prime vacation times; the week before Easter; and the 
week between Christmas and New Year.

• Everyone is expected to arrive on time. Arriving late may 
brand you as unreliable.

• Meetings are formal. First appointments are more socially 
than business oriented, as Belgians prefer to do business with 
those they know. 

• Do not remove your jacket during a meeting.
 
Dress etiquette
• Men should wear dark-colored, conservative business suits 

with white shirts and silk ties.
• Women should wear business suits or conservative dresses.
• Men should only wear laced shoes, never loafers or other 

slip-ons, which are too casual.
•  Polished shoes are an integral part of a professional image.
 
Business cards
• Business cards are exchanged upon meeting without formal 

ritual. 
• Have one side of your business card translated into French or 

Dutch. This shows respect and understanding of the linguis-
tic heritage of your colleagues.

• If you have meetings in both areas, have two sets of business 
cards printed, and be careful to use the proper ones.

• Present your business card so recipients can read the side 
with their national language.
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Young Movers Conference 2011

Young Movers Conference attendees in front of the beautiful St. John’s Cathedral in the Maltese capital of Valletta.

The Young Movers of the Federation of European Mover 
Associations (FEDEMAC) held their annual conference in 

Malta May 26-29. As FEDEMAC’s partner in the global moving 
community, IAM was proud to participate and sponsor part of the 
conference for the second straight year.  
  This year, the Young Movers focused on a variety of is-
sues ranging from the future of the moving industry to how 
FEDEMAC serves and represents their members. The first 
presenter, Kathleen Vella, a Malta native and specialist in neuro-
linguistic programming, discussed the power of positivity in 
both personal and professional relations. Through her interactive 
presentation, attendees watched a video on how a flash mob in 
London was able to positively influence people through their 
energetic performance. To further illustrate her main point, she 
turned the stage over to a Zumba instructor who was able to 
quickly lift the spirits of the participants in the audience with his 
energy and upbeat nature. 
  After a short break, Gerard Geijtenbeek from Roldo Rent 
addressed the Young Movers about the ways global demographic 
trends are transforming the very nature of how work is done 
and how those changes are affecting the moving industry. Using 
examples from Europe and his native Holland, Mr. Geijtenbeek 
discussed, among other things, how the high rate of office build-
ing vacancies there demonstrates that fewer and fewer companies 

require employees to report to work at an office. Rather, increas-
ing numbers of employees are now working in places like coffee 
shops, their own homes, and “hubs.” Essentially, hubs are places 
where unaffiliated people can work remotely in a common area. 
These transformations will negate the need for people to com-
mute to work. As a result, he concluded, it will yield less traffic, 
less e-mail, and more productivity. 
  To relate this wider view on society to the moving industry, 
Mr. Geijtenbeek noted that the technological shifts and demo-
graphic trends we are experiencing will further create more com-
petition for international movers. With greater capacity to work 
effectively from home, there would be less need for companies to 
maintain offices and to send employees overseas. Consequently, 
moving companies must recognize that there will be fewer office 
moves and corporate relocations to foreign countries. Mr. Geijten-
beek also emphasized that more non-moving companies like maid 
services and handymen are beginning to compete with moving 
companies on potential business, which suppresses prices further.
  The last presentation on the first day was provided by Ellen 
Troska from FEDEMAC. Through its membership structure, the 
organization represents the interests of approximately 4,000 pro-
fessional moving companies in 24 European countries. With this 
massive constituency, FEDEMAC effectively lobbies on behalf of 
the moving industry in the European Union. As Ms. Troska noted, 



Photos: YP-35 Chair Amy Nilson and IAM Program Manager Brian Limperopulos against 
the backdrop of the port of Valletta.

FEDEMAC’s efforts were critical to the 
formation of a special Harmonized System 
(HS) code in December 2010 for “personal 
property belonging to natural persons 
transferring their normal place of resi-
dence.” If this code had not been created, 
each individual commodity in a household 
goods shipment would have to be reported 
under new European law. 
  The next day, IAM Program Manager 
Brian Limperopulos was invited to address 
the attendees on how IAM is expanding 
services and creating opportunities for its 
international membership. Touching on a 
number of programs from the Receivable 
Protection Program (RPP) to the IAM 
Code of Ethics, Mr. Limperopulos em-
phasized how IAM is improving current 

membership protections and enacting new 
policies that are intended to create a more 
secure environment in which our members 
conduct business. 
  Accompanied by YP-35 Chair Amy 
Nilson from Nilson Van Lines, Mr. 
Limperopulos also discussed the recent 
successes of the YP-35, as well as how the 
current YP-35 leadership plans to take the 
group to new heights. These plans include 
opening up new leadership opportunities 
to Young Professionals, creating more 
chances to network and develop business 
contacts, and increasing education and 
professional development opportunities.
  As is becoming tradition, FEDEMAC 
former president and aspiring playwright 
Denis Caulfield produced a play address-

ing smuggling in international moving. 
Featuring several young movers, the play 
followed an Italian family moving to Mal-
ta who did not have enough money to take 
everything they wanted. The family’s en-
terprising children took it upon themselves 
to arrange the relocation through illegal 
actions, including the smuggling of drugs 
and weapons. Upon arriving in Malta, the 
family was caught red-handed by Maltese 
customs as they committed these crimes. 
The play illustrated how companies are 
working more cooperatively with customs 
and how customs organizations across 
the European Union are sharing informa-
tion in order to crack down on this type of 
activity.
  Attendees stayed at the Dolmen Bay 
Resort Hotel on the picturesque Maltese 
coast. This setting offered a relaxing atmo-
sphere to stage the three-day conference. 
In addition to these informative sessions, 
there was plenty of time for attendees to 
meet and network, develop valuable busi-
ness connections, and enjoy themselves! 
Finally, the Young Movers were able to 
explore the ancient Maltese capital of 
Mdina, stare over the breathtaking Dingli 
Cliffs, walk through the stunning capi-
tal of Valletta, and dine at a traditional 
Maltese restaurant—all made possible 
thanks to the diligent work of the Maltese 
organizing committee.
  Next year, the Young Movers will 
travel to Budapest, Hungary. Malta will 
be tough to follow, but the Hungarian 
organizing committee made a compelling 
case to attend at the final session by show-
ing attendees a video demonstrating the 
energetic urban atmosphere of Budapest. 



Traveling in Japan

By Brian Goldstein, Phoenix Transport (Japan), Ltd.

Japan as a country has a long and rich history with an extraor-
dinarily profound and complex culture. Proper manners have 

always been very important both in business and in everyday life.
  Times are changing to some extent and the younger genera-
tion is certainly more relaxed in many ways. However, in the 
business world there are still very firm expectations for how an 
individual should behave, and proper etiquette requires one to 
be extremely careful with language and mannerisms at all times. 
This gets even more challenging as the appropriate way to behave 
does vary depending on one’s position relative to those they are 
meeting.
  Fortunately for anyone looking to do business in Japan on a 
temporary basis, you would not be expected to understand these 
nuances. And in most cases common courtesy and a general 
awareness of your surroundings will be more than enough to 
avoid giving offense. That said, there are some relatively simple 
things you can do to make a better impression when working with 
Japanese business acquaintances.
• Greeting: In general, people in Japan bow when greeting as 

opposed to shaking hands. The proper way to do this would 
be to keep your hands at your sides and bend forward at the 
waist, making sure to lower your eyes.

• Business cards: When you meet someone for the first time 
there will be an exchange of name cards. This is a very im-
portant aspect of business in Japan and the name card is said 
to represent the face of the person you are meeting. There-
fore, a visitor should be sure to have enough cards to give 
one to everyone they will be meeting. 

  Although you would not be expected to know all the rules of 
proper etiquette, business cards should be handled with care. This 
includes using both hands when presenting your card or accepting 
one from your new acquaintance. When you receive a card it is 
good manners to look at it carefully and you will definitely want 
to be sure to study the name. General practice would be to keep 
the card in front of you during the meeting. It should be put into 
a card holder when its time to leave, as opposed to stuffing it in 
your pocket. 
  On the whole, Japan is a very accommodating society. Con-
scientious visitors are not likely to offend anyone by accident, but 
a little extra effort would certainly not go unnoticed. 



ALAN F. WOHLSTETTER SCHOLARSHIP UPDATE

The Alan F. Wohlstetter Scholarship Fund is the cornerstone of the IAM Scholastic Assistance Program, which is aimed at pro-
�

annual giving levels) to the Alan F. Wohlstetter Scholarship Fund received during the last 12 months are as follows:

Platinum ($5,000 or more)
DeWitt Transportation of Guam

Gridiron Forwarding Company, Inc.
Manchester Grand Hyatt

National Van Lines, Inc. and
   National Forwarding Co., Inc. 

   (in memory of F. L. McKee Sr.)
Royal Hawaiian Movers

Gold ($2,500–$4,999)
ABBA International

Daycos
*Gateways International, Inc.

The Pasha Group
James Thompson Jr. (Crown Worldwide) 

   (in memory of James Thompson Sr.)
Wagler Integrated Logistics, LLC

Silver ($1,000–$2,499)
Affiliated Transportation Systems, Inc.

   (in memory of Paul Arpin)
American Shipping, Inc.

Andrews Forwarders, Inc.
Approved Forwarders, Inc. (in memory of

   Woodrow W. DeWitt)
Blonde International, Inc.
Classic Forwarding, Inc.

*Deseret Forwarding International, Inc.
Executive Relocation International, Inc.

Gosselin Group
Interstate International

Interstate Van Lines, Inc. 

Jet Forwarding, Inc.
Logistics International
Nilson Van & Storage

Puget Sound International, Inc.
Sancho Ortega International S.A.

Taurus Forwarding, Inc.
Total Military Management
Tri Star Freight System, Inc.
True North Relocation, LLC

Bronze ($500–$999)
Baltic Forwarding, Inc.

Cartwright International Van Lines
Rick and Judy Curry

Pac Global Insurance Brokerage
Pullen Moving Company

R. D. Simmons & Associates, Inc.
Twin Oaks Moving Co.

Westpac International, Inc.

In Kind or Other
“B” Transfer, Inc.

Claims Adjustment Technology, LLC  
   (in memory of Mary Reeve)

Edgewater Grill
Harbor House Restaurant

International Association of Movers
M. Dyer & Sons, Inc.

Puget Sound International
S & E Transportation, LLC

San Diego Pier Café

*Denotes contributions made since the previous issue of The Portal was published.

Join this prestigious list of contributors by sending your contribution TODAY! For more information on how to donate, please go 
to www.afwscholarship.org. Make checks payable to Alan F. Wohlstetter Scholarship Fund.

Alan F. Wohlstetter Scholarship Fund
5904 Richmond Highway, Suite 404 • Alexandria, VA 22303

Phone: (703) 317-9950  • Fax: (703) 317-9960

The Board of Directors of the Alan F. Wohlstetter Scholarship Fund urges you to consider a contribution or donation to 
the Scholarship Fund as part of your year-end tax strategy or as you formulate your company budget. Please advise 
your employees that scholarships are available to qualified candidates of any IAM company worldwide. For further infor-
mation, visit

 www.afwscholarship.org
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Going to College? 
Apply to IAM for tuition assistance anywhere in the world!

 

Scholarship applications are now being accepted from qualified individuals  
enrolled at an accredited college or university worldwide.

Each year, the Alan F. Wohlstetter Scholarship Fund provides  
up to six scholarships of $5,000 each to assist the employees of  

IAM member companies and their dependents with college tuition.  
This benefit is also available to Student Members of IAM.

The deadline for submitting applications is July 1. 

Supporting documents are required, so start early.  
All application materials must be submitted together.

The AFWSF board selects recipients based on the merit of each applicant. 

For more information on eligibility, requirements,  
and application instructions, go to  

www.afwscholarship.org  
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Young Professionals at the IAM 49th Annual Meeting: 
It’s Not Just a Cocktail Party Anymore!

The Young Professionals organization will offer a much more comprehensive program this year at the IAM Annual Meeting 
in Denver than in years past. A detailed schedule of events will follow in the Annual Meeting edition of The Portal and the 

Annual Meeting program. In addition to the highlights described below, the IAM-YP is planning several other exciting events 
for the Annual Meeting. Stay tuned for more information! 

IAM-YP Exhibit Booth

Share your culture with IAM at the IAM-YP exhibit booth in 
Denver! Contact your regional representative to volunteer for 
this unique opportunity. The region that decorates the booth 
most creatively will receive prizes and recognition. The IAM-
YP Management Board Members are as follows:
• Africa: Tadios Tadesse (tadios1@hotmail.com)
• Europe: Angels Gallardo (angels@inters-moving.com)
• East & Southeast Asia: Brian Goldstein 
 (brian@phoenixtransport.com)
• Latin America & Caribbean: Camila Colmenares 
 (camila@portan.com)
• North America: Michelle Holloway 
 (mholloway@psi-intl.com)
• Oceania: Julia Paiva (julia@hawaiimovers.com)
• Middle East and Near Asia: Yatin Ganatra 
 (yatin@end2endglobal.com)

The IAM-YP Walk/Run Team

The IAM-YP will compete as a group in the Santa Fe 
Charity 5K Fun Run this year. Now an annual tradition, 
the Santa Fe event brings together IAM Annual Meeting par-
ticipants to raise money for breast cancer research. 
Young Professionals who want to participate on the IAM-YP 
team should contact IAM-YP Chair Amy Nilson, at
anilson@nilsonvan.com.

Feeling Lucky? Take Your Chances at the 
Alan F. Wohlstetter Scholarship Fund 

Rustlers and Hustlers Saloon!

Join your fellow Young Profes-
sionals in the IAM-YP Lounge to 
mingle for a spell and then we’ll 
all mosey over to the Rustlers and 
Hustlers Saloon to join the fun. 
Remember, all proceeds from 
this event will benefi t the Alan F. 
Wohlstetter Scholarship Fund.

IAM-YP Special Section at the 
Annual Meeting Closing Banquet

IAM-YP will have a special section for seating its 
members at the IAM Closing Banquet. If you would like 
to sit in this section, please contact the IAM-YP Chair 
Amy Nilson, at anilson@nilsonvan.com.

Mix It Up in Wild West Style!

The IAM -YP will hold a theme party 
for its social mixer this year. Plan to 
come in your best cowboy or cow-
girl outfi t. Want to be really bold? 
Dress up like an outlaw from the 
Wild West! The social mixer will be 
on Wednesday, September 14, and is 
open to all IAM-YP members. 
Guests of members can attend by buying a ticket. Watch for 
more details as the date of the Annual Meeting approaches.

YP Music Mix

Introduce your fellow IAM-YP members 
to your culture through music. The songs 
you recommend will be compiled into a 
playlist and played at the IAM-YP exhibit 
booth and throughout the Annual Meeting 
at YP events. 

Nominate your favorite song by sending it to Amy Nilson at 
anilson@nilsonvan.com.



Culturally Correct CVs and Resumes

By Mary Anne Thompson 

Interest among seasoned professionals in pursuing international 
careers has skyrocketed in recent years, and chronic personnel 

shortages in home markets is causing foreign companies to search 
beyond their borders for talent.
  These candidates aren’t passively waiting to be hired by just 
any employer. They’re targeting specific destinations first and 
then choosing employers who can take them there. 
  A recent survey of the chief executive officers of many of 
the world’s largest companies lists working abroad as the most 
important employment experience for professionals who will 
succeed them. The first impression you make on a prospective 
employer will be your resume or curriculum vitae (CV). It’s im-
portant that this document shows that you possess the necessary 
professional and cultural knowledge.

Putting your best foot forward
Resume and CV guidelines are constantly changing. There are no 
hard-and-fast rules that are 100 percent appropriate in every case. 
For example, letters that accompany a resume or CV, known as 
“cover letters” in the United States, are called “letters of interest” 
in some countries and “motivation letters” in others.
  The best advice is to do your homework—find out what’s ap-
propriate according to the corporate culture, the country culture, 
and the culture of the person making the hiring decision. The 
challenge will be to incorporate all of those into one document.
  The safest way to ensure that your document is culturally 
correct is to review as many examples as possible. Ask employers 
or recruiters for examples of resumes or CVs that they think are 
particularly good. Here’s some general advice on how to create a 
resume or CV that will help you land international job offers.
• Length. A CV typically is a longer version of a resume, 

complete with attachments. An average resume or CV is two 
pages, regardless of the country or position. Don’t try to get 
around this rule by shrinking your font size to an unread-
able level or printing your resume on both sides of a piece 
of paper. If you have limited work experience, one page is 
adequate. Never stretch your resume to two pages, and don’t 
sell yourself short by limiting yourself to one page.

• Format. Most countries have definite preferences about 
whether a resume or CV should be in a chronological or  
reverse-chronological format. Chronological order means 
that your first work experience is listed first; reverse-chrono-
logical order means that your current or most recent experi-
ence is listed first. If no specific guidelines are given, gener-
ally a reverse-chronological format is preferred. In many 
European countries, resumes come with photos attached, but 
this simply isn’t done in the United States. If one is attached, 
the employer is required to dispose of it. 

    In my lectures, I’m constantly confronted by job  
seekers who are insistent about attaching their photos to U.S. 
applications anyway. But why would you want to highlight 
to an employer that, although you’d like to work in that cul-
ture, you haven’t taken the time to learn what’s appropriate?

• Education. Education terms differ from country to country. 
In almost every case of cross-border job hunting, merely 
stating the title of your degree isn’t an adequate description. 

The reader still might not have a clear understanding of what 
topics you studied or for how many years. If you’re counting 
on your educational background to get a job, it’s important 
to provide the reader with details about your studies and any 
related projects and experience.

    However, for experienced professionals, educational 
background should rarely be more than a line item on your 
resume. Computer and language skills are always important, 
no matter the job or the country. Take care to describe your 
skill levels in detail.

•  Language. Most multinational companies will expect you to 
speak both the language of their country and English, which 
is widely accepted as the universal language of business. 
Have your resume or CV drafted in both languages and be 
prepared for your interview to be conducted in either lan-
guage. Most companies want to see and hear proof of your 
language skills early in the hiring process. If you’re submit-
ting your resume in English, find out whether the recipient 
uses British English or American English. If you use the 
wrong one, a reader who is unfamiliar with the variations 

may assume that your resume contains typos.
    Most European companies use British English, and most 

U.S. companies, regardless of where a particular hiring man-
ager is based, use American English. Almost every computer 
allows you to choose between the two.

• Accuracy. Use your word processing software’s spell-check 
feature, then have someone check your resume or CV for 
spelling errors and words that are spelled properly but used 
incorrectly. Human resources professionals frown on mis-
spelled words or typos, presuming that if you send a sloppy, 
careless resume, you’ll be a sloppy, careless employee.

    Take time to double-check the title, gender, and spell-
ing of the name of your resume’s recipient. If you can, have 
someone who’s a native speaker of the language in which 
your resume or CV is written review your document. CVs 
and resumes written by people who aren’t native speakers of 
a language tend to include terms that, though correct in the 
exact translation, are never used on an everyday basis.

    One goal of your resume or CV is to show your familiar-
ity with the culture by using culturally appropriate language. 
Anything else just highlights that you may not be a candidate 
who can hit the ground running.

• Delivery. Computer technology and Internet accessibility 
vary widely from country to country. But nowadays, if an 
employer asks you to email your CV or to use an application 
system, then do so.

    For unsolicited applications, send your resume as an 
e-mail attachment in a widely accepted format, such as 
Microsoft Word. Send a hard copy of your resume or CV by 
conventional mail to make sure that it’s received. Be aware 
that the standard paper size is different in different countries. 

When you’re looking for work in 
another country, it’s vital to have a CV 

that crosses borders.



The U.S. standard is 8-1/2 inches wide and 11 inches long while the European 
A-4 standard is 210 millimeters wide and 297 millimeters long.

    When you create your resume or CV for e-mail transmission, use the “page 
setup” feature to reformat your document to the recipient’s standard. Otherwise, 
when your document is printed on the other end, half of your material will be 
missing.

    Ideally, make your CV into a PDF file. You can download free software to 
do this using CutePDFwriter (www.cutepdf.com), which converts the docu-
ment to PDF when you “print”; instead of choosing your printer, you select 
CutePDF and it converts the document into a PDF you can save on your hard 
drive. 

    The same is true for sending a fax. If possible, use stationery with the same 
dimensions as the recipient’s.

Making the most of your experience
To be successful and enjoy your experience abroad, you must be flexible, open-
minded, and eager to learn new ways of doing things. To hold fast to your own 
cultural traditions even when they offend another or render you ineffective wastes 
everyone’s time. People everywhere appreciate individuals who are interested in 
learning about their ways of doing things.
  When committed by pleasant individuals who are making an honest attempt to 
fit in, enormous cultural faux pas are often forgiven. On the other hand, an arrogant 
know-it-all can sink a million-dollar deal with his attitude. Be patient and observant.
  Ask questions and show your interest in learning and broadening your horizons. 
Be aware that you represent your country to everyone you meet.
  You may be the first Australian that a German has ever met and each of you 
may walk away from the initial encounter assuming that the other epitomizes that 
culture. Representing an entire country is a major responsibility and one that you 
should be aware of in everything you say and do. 
  Work-permit and visa regulations are similar in most countries. Generally, most 
employers who want to hire a person from another country must certify to the gov-
ernment that they were unable to find locals with the required skills.
  The fastest way to be hired abroad is either to actively seek a country where 
there’s a shortage of people with your skills—an information-technology back-
ground is hot everywhere—or to be an intra-company transfer from another country. 
Be aware that securing a work permit can take several months. 
  These guidelines are just some of the tools that you’ll need to land an interna-
tional post. The rest is up to you.

Mary Anne Thompson, a global-employment specialist, is the author of The Global 
Resume and CV Guide (John Wiley & Sons, 2000), from which this article is 
adapted.

SOURCE: Expatica—United Kingdom



Roulette Tip!
WATCH BEFORE PLAYINGIf the last five numbers have been Red, 

consider betting Black, as the probability 
of the subsequent numbers being this color are higher.

Texas 

Hold ’Em Tip!

WATCH THE EYES

The eyes rarely lie. Many players can’t help 

but stare at big hole cards, so their length of time 

peeking is longer. Conversely, if a player is looking 

to steal the pot, he may look to his left to see 

if the remaining players, who haven’t yet 

acted, have quickly glanced at their cards 

and are likely to fold.
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IAM Annual Meetings: A Year-By-Year Comparison

 San Diego, CA (2010)   1,740
 Orlando, FL (2009) 1,729
 Honolulu, HI (2008) 1,540
 New York, NY (2007) 1,879
 San Francisco, CA (2006) 1,801
 Washington, DC (2005) 1,775
 San Diego, CA (2004) 1,704
 Honolulu, HI (2003) 1,473
 Orlando, FL (2002) 1,662
 Las Vegas, NV (2001) 1,561
 Anchorage, AK (2000) 1,429
 Washington, DC (1999) 1,679
 Miami Beach, FL (1998) 1,670
 Reno, NV (1997) 1,635
 Orlando, FL (1996) 1,560
 Honolulu, HI (1995) 1,255
 San Francisco, CA (1994) 1,461
 Nashville, TN (1993) 1,335
 New Orleans, LA (1992) 1,321
 Coronado, CA (1991) 1,078
 Dorado Beach, PR (1990) 921
 Colorado Springs, CO (1989) 971
 San Antonio, TX (1988) 972
 Orlando, FL (1987) 829
 Seattle, WA (1986) 706
 Nassau, Bahamas (1985) 652
 Maui, HI (1984) 644
 Coronado, CA (1983) 871
 New Orleans, LA (1982) 784
 Reno, NV (1981) 645
 Houston, TX (1980) 557
 Phoenix, AZ (1979) 438
 Orlando, FL (1978) 318
 San Francisco, CA (1977) 519
 Atlanta, GA (1976) 428
 Las Vegas, NV (1975) 546
 Washington, DC (1974) 335
 Seattle, WA (1973) 307
 New Orleans, LA (1972) 301
 San Juan, PR (1971) 194
 Palm Springs, CA (1970) 223
 Washington, DC (1969) 111
 Honolulu, HI (1968) 164
 Frankfurt, Germany (1967) 159
 Washington, DC (1966) 56
 Washington, DC (1965) 52
 Washington, DC (1964) 43
 Washington, DC (1963) 33
 Redondo Beach, CA (1962) 33 
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2011 Hall of Honor Inductees Selected
 

The International Association of Movers Hall of Honor Selection Committee has chosen four dis-
tinguished individuals to be enshrined into the IAM Hall of Honor at the Annual Meeting in Sep-

tember. Through their long history of service to IAM and impressive contributions to the forwarding 
and moving industry, Richard DeWitt, Dolf Gosselin, George Pasha III, and Colin Quarrington 
have been selected for induction at the IAM Membership Luncheon to be held at noon on Monday, 
September 12, at the Association’s 49th Annual Meeting in Denver, Colorado.
 
Richard DeWitt is the second member of his family to be inducted into the IAM Hall of Honor. Mr. 
DeWitt has followed in the footsteps of his father, Woody DeWitt, by continuing to develop and build 
the DeWitt family of companies. As a major player in the forwarding arena, DeWitt’s companies 
have always exemplified high-quality service and a commitment to excellence. Through his personal 
efforts and assistance, the Association has been successful in fighting various government initiatives 
that would have adversely affected our members and the industry as a whole. Like so many others 
chosen for this honor, Mr. DeWitt has encouraged his employees, who have made major contributions 
to the Association by volunteering and participating in multiple capacities.
 
As the founder of the Gosselin group of companies, the late Dolf Gosselin played a major role within 
the industry over the past 50 years. Now prominent throughout Europe and Central Asia, Gosselin’s 
companies have had a massive impact on both the commercial and military sides of the moving busi-
ness. His influence was also felt within IAM, as Mr. Gosselin encouraged his employees to assume 
a variety of leadership posts throughout the Association and contribute both time and energy to its 
success.
 
George Pasha III has been one of the principal forces behind the great success of The Pasha Group, 
which has been described as a juggernaut within our industry. Through his leadership, The Pasha 
Group has expanded rapidly over the last half century and is now one of the largest companies in our 
industry. Although Mr. Pasha has never held a formal leadership position in IAM, he facilitated his 
employees’ participation within the Association. They, in turn, have contributed a wealth of expertise 
and engagement to the Association’s great benefit.
 
Described as “the chronicler of the industry,” Colin Quarrington has provided high-quality com-
mentary on the state of industry for more than 40 years. As the editor or one-time editor of multiple 
industry association publications, Mr. Quarrington has reported on industry-related events and those 
who serve our profession with his characteristic accuracy and professionalism. In so doing, he has 
helped to further the reputation of the industry and served as its institutional memory throughout his 
distinguished career.
 
 



Coming Up Next Time in

the portal

IAM’s 49th Annual Meeting—Focus on Young Professionals and Social Media

Today’s Young Professionals have never been without the Internet and are among the leaders in introducing businesses to the vast on-
line audience of consumers...and they do it through social media. The Portal wants to know how active your company is with social 

media, and whether your YPs are taking the lead in this marketing arena.

• Is your company “friending” people on Facebook? 
• Are you “tweeting” your latest business success or quoting rates in 140 characters or less? 
• Does your hiring manager using LinkedIn to seek out job applicants or network with others in your business area? 

These three social media tools—Facebook, Twitter, and LinkedIn—are tip-of-the-tongue for most marketing professionals. But are they 
really the best ways to market moving industry professionals? If your answer is yes, tell us how you use the “big three” in social media – 

• What role do social media play in your marketing plan? How do you use it to your advantage?
• What successes have you had with social media? Any pitfalls your colleagues should avoid?
• And for the bottom line, what is your ROI with social media? How much time and money do you devote to online marketing, and 

what is the return on that investment?

If you don’t use social media in your business, or you use an online marketing tool other than the “big three,” we’re interested in that, 
too. Tell us what you use and about your experiences.

Please e-mail your stories and digital photos to joycedexter47@comcast.net and Janet.Seely@IAMovers.org 

Deadline for submissions: August 9, 2011
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Update: Distribution of Personally Identifiable Information to Third Party 
Vessel Manifest Companies: How to Request Confidentiality

During the past year and a half, IAM has publicized how 
Third Party Vessel Manifest companies are able to access 

and examine vessel manifests and summary statistical reports 
of U.S. inbound and outbound shipments. They are able to copy 
this information for publication and often distribute it via paid 
subscription online. An example of a third party vessel manifest 
company is Import Genius. Understandably, many household 
goods shippers are upset when they find their name and shipment 
information freely available on the Internet. 
  The regulation (19 CFR 103.31) that enables this data shar-
ing also details how a company may request confidential treat-
ment for their shipments. It has been confirmed by United States 
Customs and Border Patrol (CBP) that individual household 
goods shipments must be done on an individual basis. 
  Last year, CBP had confirmed that a shipper may also di-
rectly request confidentiality on their shipment by completing the 
form on the CBP website and IAM duly circulated this informa-
tion to the membership.
  Unfortunately, CBP has now confirmed that this website is 
no longer functional. Instead, companies and clients can request 

confidentiality by emailing privacy.cbp@dhs.gov. When request-
ing confidentiality, please provide the following:
 1. Requestor Name
 2. Address line 1
 3. Address line 2
 4. City
 5. State/province
 6. ZIP/postal code
 7. Phone
 8. E-mail address
 9. Variations of names to be protected
  CBP will then request a few more data elements to complete 
their file in order to designate that shipment as a confidential one. 
IAM is working with CBP to create a standard form that can be 
used by all members to transmit the necessary data elements to 
CBP. We will circulate this as soon as it has been finalized. 
  IAM will remain updated on this matter and notify mem-
bers should the regulation be altered. If you have any questions, 
please contact IAM’s Program Manager, Brian Limperopulos, at 
BrianL@IAMovers.org. 



Container Security: Filling in the Blanks

By Dr. Jim Giermanski
 

It is often impossible to know what 
containers entering the United States 

really contain. Even with bonded ship-
ments and the 24-hour manifest required 
by U.S. Customs and Border Protection’s 
Container Security Initiative, we merely 
take the shipper’s word as to a container’s 
contents, never knowing whether its secu-
rity has been compromised during transit.
  Using Container Security Devices 
(CSDs) provides a measure of safety. 
Shippers often balk at their use, how-
ever, claiming that these devices are too 
expensive. If shippers better understood 
the gains CSDs can deliver, they might 
appreciate their value.
  CSDs provide a wealth of infor-
mation. The devices allow shippers to 
monitor cargo from origin to destination, 
internationally and domestically. They can 
provide information such as:
• The container’s contents, and the 

names of the people who supervised 
loading the cargo and verified the 
contents at origin. 

• The time the container was sealed, 
delivered to the embarkation port, and 
loaded aboard the vessel. 

• The time the container left origin, its 
route and progress, and whether it 
deviated from its course. 

• The internal environment of the 
container during transit, including hu-
midity and temperature, and whether 
it was breached. 

• The time the container arrived at the 
destination port, and who opened it 
and verified the cargo.

Weighing the benefits
In addition to the information gained 
by using CSDs, shippers benefit in cost 
savings. Monitoring shipments reduces 
costs associated with cargo loss or delay; 
diversions; increased insurance premiums; 
increased labor to reship or replace the 
cargo; business downtime; and seasonal 
promotion loss.
  Why not put a number to the gains? 
According to a Stanford University study, 
the quantifiable benefits of using security 
controls and technology include:
• Improved product safety. Theft, loss, 

and pilferage is reduced by 38 per-
cent; tampering drops by 37 percent. 

• Better inventory management. Excess 
inventory is reduced by 14 percent, 
and on-time delivery increases by 12 
percent. 

• Enhanced supply chain visibility. Ac-
cess to supply chain data improves by 
50 percent. 

• More efficient customs clearance. 
Cargo delays are reduced by 49 per-
cent. 

• Speed improvements. Transit times 
are cut by 29 percent. 

• Higher customer satisfaction. Cus-
tomer attrition drops by 26 percent.

  Other sources offer different, but 
compelling, benefits to using CSDs. 
Respondents to a survey by global man-
agement consultant A.T. Kearney report 
that they need real-time data for accurate 
visibility into their supply chains.

Filling in the blanks
Because accurate data does not exist 
within the current logistics sector, CSDs 
can provide missing data deemed impor-
tant to shippers. The U.S. Department of 
Defense is now utilizing CSDs, and has 
reduced overall losses in military supplies 
to less than 8 percent, according to the 
A.T. Kearney report. 
  Using CSDs can have a favorable im-
pact on the bottom line. Control and speed 
through the supply chain, and especially 
through ports, pays off.

Dr. Jim Giermanski is chairman of Powers 
Global Holdings, Inc. 

SOURCE: Inbound Logistics

EU to Enforce 24-Hour Shipping Security Rule

Starting July 1, shippers must comply with new customs regulation or face fines and 
cargo delays. The European Union will strictly enforce new customs regulations 

aimed at tightening security on goods moving through ports. Noncompliant shippers 
will face fines and penalties, and cargoes could be stranded on the dock. 
  The advanced manifest rule, which required cargo information to be filed 24 hours 
before shipment, was enacted January 1, but the EU gave shippers time to get accus-
tomed to the new regulations and had not strictly enforced the new rule until now. 
  Under the regulation, carriers must submit an Entry Summary Declaration, or ENS, 
to the first port of call in the EU at least 24 hours before cargo is loaded on a ship sailing 
to the 27-nation bloc from a non-EU port. Compliance with the ENS, which mirrors 
the 24-hour rule in the United States, will help to ensure security risk assessments are 
performed before goods enter the EU.
  An ENS is also required for freight remaining on board a ship and destined for a 
non-EU port, transshipment cargo to and from non-EU ports, and all transit cargo for 
both EU and non-EU final destinations. For short-sea shipments, an ENS must be filed 
two hours before cargo arrives at an EU port.
  Carriers have been issuing last-minute warnings to customers of the EU’s get-tough 
stance on the advanced manifest rule.
  “We would like to emphasize to our customers the importance of submitting TDIs 
(Transport Document Instructions) in accordance with the EU customs requirements 
and also in accordance with the deadlines established by Maersk Line offices locally,” 
Maersk Line said.
  The carrier said shippers will be responsible for any delay or fines incurred because 
of commodity descriptions.

SOURCE: Journal of Commerce



Attacks Feared in Global Transport, Logistics Industry

Cyber, hacker, pirate, and terrorist attacks are expected to rise 
across the global supply chain over the next 20 years and 

firms should plan now to protect their assets, says a new Pricewa-
terhouseCoopers report.
  PwC’s Volume 4 of the Transport & Logistics’ 2030 series: 
Securing the Supply Chain, warns that cyber attacks are now so 
sophisticated that any business, or even country, could be at risk. 
The report, undertaken jointly with the Supply Chain Manage-
ment Institute (SMI) at EBS Business School in Germany, 
surveyed 80 executives across business, science and government. 
Participants were asked to assess the probability of a variety of 
hypotheses on a scale of 0-100 percent.
  On average those surveyed said there was a 56 percent prob-
ability of a rise in attacks in some form. It is not just cyber attacks 
that firms need to prepare for, the report says; they also need to be 
prepared to handle natural or manmade disasters. Overall, those 
surveyed said they were even more concerned with hacker at-
tacks affecting their supply chains than they were actual physical 
attacks. Recent research also shows that the German Internet, for 
example, is attacked every two seconds. 
  Klaus-Dieter Ruske, partner and Global Transportation and 
Logistics Industry Leader at PwC, said, “The supply relationships 
between producers, suppliers and consumers have become more 
complex and more accident-sensitive in the last few years. Today 
90 percent of the worldwide trading volume is concentrating on 
about 39 gateway regions. If only a single one of these hubs fails, 
the economic consequences could be enormous after just a short 
period of time, and affect most economies around the globe. 
  “As a consequence of the increasing threat, the transportation 
and logistics companies’ expenditures on security will broadly 
rise. Thus, capital investment on security, also on security of IT 
systems, will be one of the most important cost drivers of the 
logistics industry.” 
  Businesses are urged to devise and execute contingency 
plans now as the economic impact of such attacks could be dev-
astating, the report says. Assaults on certain, highly frequented 
“chokepoints”—geographic bottlenecks with only one narrow 
transport link across a valley or bridge—are predicted to be po-
tential targets. Some examples of chokepoints in global shipping 
include the Strait of Hormuz, the Suez Canal, and the Panama 
Canal.
  Egypt, for example, already loses more than $640 million 
each year because shipping companies are avoiding the passage 
through the piracy-threatened Gulf of Aden and the Suez Canal. 
In spite of the rising risk there will not be any renunciation of 
highly diversified international division of work, according to the 
report. 
  Survey respondents said there was a 70 percent probability of 
logistics companies having to perform obligatory security checks 

on their whole supply chain, and they said there was a 60 percent 
probability that modern technology would offer businesses better 
protection. 
  Freight screening as well as risk profiling of employees, and 
using trusted shipping operators, will also help businesses stay 
ahead of the hackers, the report notes. Ruske, partner and Global 
Transportation and Logistics Industry Leader at PwC, added, 
“Enterprises will have to analyze and counteract every possible 
scenario of danger to protect their supply chains. It is not just 
about prevention, but also about developing alternatives for the 
case of emergency. Thus every enterprise should be prepared to 
quickly compensate any drop out of a supplier.” 
  Attacks can be due to a natural disaster. Iceland’s volcanic 
eruption in 2010 caused a ripple effect across the world. The 
airline industry lost around $1.7 billion in revenues when over 
100,000 flights were cancelled in six days.
  The report is available at  
www.pwc.com/tl2030.

SOURCE: PricewaterhouseCoopers

Somalia Jails Six Over Pirate Ransom

Somalia recently jailed an American, three Britons, and two 
Kenyans for illegally bringing $3.6 million in cash into the 

country, allegedly to pay ransoms for two ships seized by pirates. 
The six men were sentenced to between 10 and 15 years in 
prison.
  The men were arrested May 24 shortly after they landed in 
a small plane at Mogadishu airport and were waiting to transfer 
the cash to another aircraft that was to fly it to another part of the 
war-torn African country. The two men charged with carrying the 
cash received 15-year sentences and were fined $15,000 each, 
and the other four, including the pilot, got 10 years and fines of 
$10,000. 
  Three of the defendants, including the pilot, were employees 
of a Nairobi, Kenya-based security firm. 
  The Somali government officially bans the payment of 
ransoms in a bid to stamp out piracy but the practice has become 
routine. This is the first time Westerners have been sentenced for 
breaking this law.
  The International Maritime Bureau said pirates took a record 
1,181 hostages and seized 53 ships in 2010, all but four by So-
mali pirates.
  The UN estimates shipowners paid more than $110 million 
to release hijacked ships last year.

SOURCE: JOC Online



MARITIME/OCEAN SHIPPING

Final Report on Federal Maritime Commission Fact Finding Investigation #27

By Brian Limperopulos, IAM Programs Manager

The Federal Maritime Commission (FMC) recently released its 
final report on Fact Finding Investigation number 27 (I-27), 

which examined potentially unlawful, unfair or deceptive ocean 
transportation practices related to the movement of household 
goods or personal property in U.S. –foreign ocean-borne trades. 
As the FMC noted, “The international shipment of household 
goods and personal property is a relatively modest part of the to-
tal goods carried in U.S.–foreign ocean container trades. Over the 
last several years, however, it has generated a substantial number 
of the complaints and problems addressed by the Commission.” It 
was on this basis that the I-27 was initiated in June 2010. 
  Throughout the past year, the Fact Finding Officer in charge 
of the inquiry, Federal Maritime Commissioner Michael A. 
Khouri, and his team have interviewed individual shippers, ocean 
transportation intermediaries (OTIs) and household goods mov-
ers, vessel-operating common carriers (VOCCs), other govern-
ment agencies, and industry trade associations, including IAM. 
After conducting these interviews, the Fact Finding Team identi-
fied two distinct and separate cargo trades that seem to generate 
the majority of complaints:
1. The international movement of household goods for reloca-

tion by individuals who use the Internet to find a moving 
service.

2. The “barrel trade,” whereby individuals—primarily from 
various local ethnic/immigrant communities—send small 
shipments of personal goods to friends and family in their 
home country.

  For the purposes of this article, we will focus only on the 
international movement of household goods. Based on their 
research and interviews, the Fact Finding Team concluded that 
there was no simple solution to addressing these issues. Be that 
as it may, they reasoned that there are “a number of measures 
the Commission can implement under current authority and with 
existing resources which, collectively, would provide positive 
progress towards addressing issues in this area by educating the 
consumer, enhancing the customer experience, and protecting the 
consumer.”
  Overall, the recommendations support increased education 
of international household goods shippers, better policing of 
OTIs (i.e., freight forwarders and NVOCCs) operating without 
a required license, improved imposition of legal sanctions for 
unlicensed operators, increased use of the FMC Alternative Dis-
pute Resolution (ADR) and FMC mediation of disputes in lieu 
of expensive litigation and, most important, collaboration with 
trade industry groups such as IAM. We feel that these measures 
will strengthen the FMC’s capacity to protect the shipping public 
without weakening its ability to promote the growth and develop-
ment of United States oceangoing trade.

Educating the consumer
The first set of measures the FMC plans on implementing revolve 
around the expansion of educational materials available to the 
consumer and improving the quality of existing education re-
sources. They intend to do this by enhancing web content focused 
on the consumer, leveraging social media to disseminate educa-
tional materials, enhancing local community outreach, increas-
ing the visibility of the FMC on the Internet, and boosting the 
number of OTIs who link to the FMC website from their own. 

Improving the consumer experience
The second set of recommendations focuses on ways to help 
customers and reducing the volume of complaints experienced in 
the shipment of household goods. The FMC intends to do this by 
identifying “best practices” and model forms used by top industry 
providers. To develop best practices and model forms, the Fact 
Finding Team has recommended that the FMC work closely with 
stakeholders, industry partners, and other government agencies. 
Building on this, the FMC will then develop “guidance docu-
ments” that can be circulated to consumers and moving com-
panies alike in order to disseminate these “best practices” and 
model forms. 

Protecting the consumer
The third set of recommendations centers on how best to protect 
consumers. 
1. First, the Fact Finding Team has recommended that the FMC 

strengthen partnerships with other government entities as 
well as private or nonprofit associations in order to create 
a multi-pronged approach to identifying and taking action 
against “rogue movers” or scam operators.

2. Second, the FMC should promote their Alternative Dispute 
Resolution services further in order to encourage quick and 
effective resolution to household goods issues. As the final 
report notes, “The Commission’s Alternative Dispute Reso-
lution Services (CADRS) is one of its most effective tools in 
its efforts to protect consumers.” 

3. Third, the Fact Finding Team recommends that the FMC 
develop a “Household Goods Program.” This program would 
set forth a series of requirements that licensed NVOCCs 
would voluntarily comply with in order to obtain an FMC 
“Household Goods Participant Program” designation on their 
NVOCC license. 

4. Fourth, the FMC should move to streamline their data collec-
tion and enforcement processes to act in a more expeditious 
manner. By acting in a more efficient manner, the Commis-
sion will be better able to protect consumers. 

5. Fifth, the Fact Finding Team recommended that the FMC 



APL Plans Chicago Intermodal Terminal

Container shipping line APL is building an intermodal container terminal in Joliet, 
Illinois, to strengthen its transcontinental network in the United States.

  APL purchased 43 acres within the CenterPoint Intermodal Center, an inland port 
developed by CenterPoint Properties on the former site of the Joliet Arsenal. The com-
pany expects to open the terminal in December.
  The carrier’s intermodal expansion reflects deeper shipping line involvement in the 
flow of containerized goods to inland ports and final destinations. Ocean carriers are of-
fering a menu of new services to U.S. inland destinations, shipping executives told The 
Journal of Commerce’s Inland Ports conference.
  The container yard will be close to Union Pacific Railroad and BNSF Railway in-
termodal terminals, as well as customer warehouses and distribution centers. The yard 
will function as APL’s Chicago Global Gateway, the company said, eventually replac-
ing the shipping line’s container terminal in Chicago.

SOURCE: The Journal of Commerce Online

seek to clarify its role and authority governing companies who advertise that they 
are licensed providers of international transportation of household goods by water.

6. Finally, the FMC should provide greater clarity and transparency to consumers by 
requiring further disclosure by service providers on all parties involved in a house-
hold goods shipment. 

Conclusion
IAM is encouraged by the Fact Finding Team’s report and recommendations to the 
FMC. We would especially like to highlight the team’s recommendation to “formal-
ize relationships with major and specialty associations representing those engaged in 
the international transportation of household goods…and set up an ongoing process 
to meet, share information, and develop industry ‘best practices’ and model forms to 
reduce problems and increase public consumer satisfaction.” Along with the other 
recommendations contained in this report, this passage demonstrates the value the 
Commission places on working with industry stakeholders. 
  In return, IAM has reaffirmed its support to the FMC with the Fact Finding I-27 
and has invited the Fact Finding Officer, Commissioner Khouri, to deliver a presenta-
tion about the final report at the Association’s Annual Meeting in Denver this Septem-
ber. We hope to confirm the Commissioner’s participation at the Annual Meeting soon. 

Expat Living: The World’s Costliest Cities
(numbers reflect worldwide ranking)

Overall:

Luanda, Angola (1st)
Tokyo, Japan (2nd)
N’Djamena, Chad (3rd)
Moscow, Russia (4th)
Geneva, Switzerland (5th)

In Europe:

Moscow, Russia (4th)
Geneva, Switzerland (5th)
Zurich, Switzerland (7th)
Oslo, Norway (15th)
Bern, Switzerland (16th)

SOURCE: Mercer’s 2011 Global Cost of Living Survey



MILITARY/GOVERNMENT UPDATE

DOD Outsourcing: A Reality Check
 

By Charles L. White, Director of Government & Military Relations
 

IAM President Terry R. Head and I participated in a meeting on 
June 27 in the office of Donald Stanton, Deputy Assistant Sec-

retary of Defense for Transportation Policy. The meeting, which 
included attendees from other industry trade associations, the 
Surface Deployment & Distribution Command (SDDC), and U.S. 
Transportation Command (USTC), the logistics arm of the Joint 
Chiefs of Staff, as well as the Secretary of Defense (OSD), was 
held to discuss the recently announced Business Case Analysis 
(BCA) to explore the possibility of outsourcing the Department 
of Defense’s (DOD) household goods (moving) program.
 Cost-cutting, reducing excess, and finding efficiencies are the 
current focus of the U.S. Department of Defense. The Secretary 
of Defense has mandated that his department find more than $175 
billion in cost cutting measures over the next 5 years and EVERY 
program is under review, including personal property.
 Secretary Stanton and Mike Williams, Deputy to the Com-
mander at SDDC, opened the meeting offering their view of 
what they hoped to accomplish during the meeting and a general 
overview of the steps that led to initiating and seeking funding for 
the BCA process. Both officials said they hoped to create a dialog 
with industry regarding the BCA, as well as what may come out 
of it, and promised that industry will be engaged throughout the 
BCA process. Secretary Stanton indicated, as we already knew, 
that this process has visibility at the highest levels of DOD.
  The movement of personally owned vehicles (POVs) has 
been previously outsourced to a sole-source entity.  And some 
aspects of the DOD freight (military cargo) program have been 
outsourced to a single entity under what is known as the Defense 
Transportation Coordination Initiative (DTCI). Both of these out-
sourced programs may serve as comparative models as the BCA 
process moves forward.
 It was stated a number of times that DOD recognizes the dif-
ference between freight movements and personal property move-
ments, and that the “emotional dynamic” of personal property 
would play a role in any decision or recommendations generated 
under the BCA.
 As one participant noted, “Freight doesn’t talk back to you 
like personal property does.” The impact on personnel and the 
“2nd & 3rd order effects” of any program changes would be 
taken into careful consideration. DOD is looking for “increased 
efficiencies” and “process improvements,” and officials said 
that cost savings will not be the overriding factor in determining 
whether changes should be implemented.
 As this issue of The Portal goes to press, a contractor for the 
BCA has not yet been determined. USTC will handle the BCA 

procurement process and is looking at possible contract vehicles 
right now. The funding that has been allocated for the BCA is 
FY2011 money, so it must be on contract before September 2011 
(the end of the federal government fiscal year). OSD, SDDC, and 
Transcom recognize that to go  through a full procurement pro-
cess for selecting a BCA contractor may not  be possible before 
the end of the fiscal year.  Therefore they are looking at various 
contractual relationships already in place to which they can attach 
or overlay the BCA.
        Some of the possible outcomes of the BCA could be:
• A recommendation to move toward a 3PL outsource (sole 

source procurement but using the current DOD system—
DPS).

•   A recommendation to move toward a 4PL outsource (sole 
source procurement but using a system designed by the sole 
source contractor or a hybrid of some elements of DPS and 
some elements of a contractor’s management system).

• A phased approach to a full outsourced program; possibly  
beginning with one segment of the program or one area of 
the country/world.

• A move toward a Federal Acquisition Requirement (FAR) 
environment and away from the Tender environment.

• No changes at all!

 The BCA is being done in conjunction with other initiatives 
involving personal property:
•    Joint Regionalization—DOD will move to 7 CONUS 

JPPSOs and a total of 17 worldwide booking offices. This 
process is in the works and scheduled to be completed by 
2015.

•    SDDC’s Program Management Review (PRM).
•    A new contract for DPS development.
•    A new contract for third-party payment system (US Bank’s 

contract).
•    Phase III of DP3 (i.e., local moves, non-temporary storage, 

etc.).
 All of these activities will continue to move forward but 
also must be addressed in the analysis being done in the BCA. If 
contracted for and begun before the end of September, the BCA’s 
final recommendations would be expected in early spring 2012.
 Overall we would characterize the meeting between industry 
and DOD as a positive first step in what will be a long process. 
IAM will push to ensure that industry is engaged in the process 
every step of the way.
 



RPP

Do you have unpaid invoices?
Is your business partner solvent?

For more information, contact Brian Limperopulos, RPP Program Manager
brian.limperopulos@iamovers.org

Why Join the Receivable 
Protection Program?

"Thanks to the RPP, we have been able to recover a 
significant amount of money owed to us by another 
IAM member this past year. There is no reason why 
you should not join us! You will only receive benefits. 
Please STOP what you are doing now and take a few 
minutes to apply for the program. It is surely the 
right thing to do!"

~ Mr. Vittorio Petrone,  
General Manager at Panda Transporti

Discover how IAM has already helped  
members recover thousands  

of dollars in unpaid funds  
stemming from unforeseen  

bankruptcy and insolvency on 
commercial shipments. 

For just $650 to join and a  
$100 annual renewal fee, you  

can’t afford not to be covered.

And new Governing members  
receive a 25% discount off the  

RPP initial fee — a $162 savings —  
upon approval of membership.

AIR CARGO/AIR TRAVEL



AIR CARGO/AIR TRAVEL

United-Continental Will Migrate to 
Mileage Plus

Continental and United Airlines have announced plans to 
merge their respective loyalty programs into Mileage Plus, 

United’s legacy program, as of the first quarter of 2012. Con-
tinental’s OnePass members will automatically be enrolled in 
Mileage Plus at that time. All reward miles, elite qualifying miles 
and elite qualifying segments will be maintained after the transi-
tion, the carriers noted in a message e-mailed to members. The 
news is the latest in a myriad of logistical decisions being made 
as the airlines’ merger process progresses. 
  More loyalty program specifics will be announced in the 
coming months at onepassmergerupdates.com. 

IATA Downgrades 2011  
Airline Profit Forecast

The International Air Transport Association further down-
graded its 2011 industry profit forecast last week, from the 

$8.6 billion forecast in March to $4 billion. “Natural disasters in 
Japan, unrest in the Middle East and North Africa, plus the sharp 
rise in oil prices have slashed industry profit expectations,” said 
IATA director general and CEO Giovanni Bisignani in a state-
ment. “That we are making any money at all in a year with this 
combination of unprecedented shocks is a result of a very fragile 
balance.” The revised profit forecast is 54 percent less than the 
previous one, and would be a 78 percent drop from the $18 bil-
lion net profit the industry posted in 2010. Fuel cost is the biggest 
factor in the revised forecast, according to the association, which 
cited an estimated 2011 average of $110 per barrel. 

SOURCE: Meetings and Convention Magazine

In Brief . . .
• China Southern Airlines has begun thrice-weekly, nonstop 

flights from Guangdong to Vancouver, a service that the 
Canadian Tourism Commission expects will generate $72 
million annually. 

• On June 16, Air Canada launched its first direct link between 
Chengdu and Tokyo. Flights between the two cities were 
previously routed through a connection.

• On November 1, KLM will re-start three weekly flights 
from Amsterdam to Rio de Janeiro using Boeing 777-200ER 
aircraft. KLM has flown this route before, but cut its Rio 
services 12 years ago. The city is now KLM’s ninth desti-
nation in Latin America. “Because Brazil is experiencing 
such strong economic growth we see Rio’s inclusion in the 
KLM network as beneficial to our business passengers,” 
Peter Hartman, the carrier’s president and CEO, said in a 
statement. “Foreign investment in the region is increasing 
strongly, fuelled by the growing oil and gas industry.”

• Qatar Airways recently completed its first A320 flight from 
Doha to Venice, launching what will become daily, non-stop 
service to the Italian city. Qatar is still in for a number of 
route expansions this year. The carrier will open up services 
to Kolkata, India; Medina, Saudi Arabia; and Montreal 
this summer. This fall, new routes to Sofia, Bulgaria; Oslo; 
Entebbe, Uganda; Baku, Azerbaijan; and Tbilisi, Georgia, are 
slated to begin.

• World Airways has agreed to fly one Boeing 747-400 
freighter for Saudi Airlines Cargo Company (SACC). Com-
mencing in June, World Airways will operate the 747-400 
on a full-time basis to address SACC’s growth in the Middle 
East, Africa and Europe.

SOURCE: AirCargo World Online



GOING GREEN

APL Begins Cold-Ironing in Oakland

By Peter T. Leach 

A government grant enables APL to use shore-side electrical power 
at the Port of Oakland.

The APL Singapore recently flipped a switch at the Port of 
Oakland that made it the first ship there to “cold-iron” and 

use shore-side electric power, extending a major maritime envi-
ronmental effort to the port. 
  The technology, in sporadic use in Los Angeles and Long 
Beach, is part of a growing move by ocean carriers that soon will 
become mandatory on California’s coast.
  “We have brought cold-ironing to the port,” said APL Ameri-
cas President Gene Seroka. “When others do as well, we can 
further reduce vessel emissions and reinforce that global trade 
growth is sustainable.”
  The Port of Oakland received a $5 million grant from the 
Bay Area Air Quality Management District earlier this year for a 
shore-side electric power project that will allow vessels at berth 
to operate on clean electrical power. The state of California has 
mandated cold-ironing for container ships by 2014. At that time, 
half of a carrier’s fleet must rely on shore power when berthed in 
California ports. 
  The 900-foot APL Singapore switched off its auxiliary diesel 
engines Friday morning after berthing at APL’s Global Gateway 
Central terminal. It was the official launch of an APL program to 
cold-iron five vessels this year on the trans-Pacific trade.
  Under cold-ironing, ships at berth connect via large cables 
to the landside power grid for electricity. The vessels shut down 
auxiliary engines that have historically been used to power ship-
board electrical systems. 
  With engines switched off, some 1,000 pounds of nitrogen 
oxide emissions, a leading component of smog, 165 pounds of 

sulfur oxides, and 30 pounds of particulate matter are eliminated 
during a 24-hour port call. APL expects cold-ironing to eradicate 
50,000 pounds of nitrogen oxide emissions from its ships annu-
ally in Oakland. Emissions of particulate matter should drop by 
1,500 pounds a year.
  APL spent $11 million to retrofit the five container vessels 
and rewire its terminal for cold-ironing. It was awarded $4.8 mil-
lion in California Air Resources Board grants by the Bay Area Air 
Quality Management District to complete the project.

SOURCE: The Journal of Commerce Online



Wider Clean Fuel Shipping Zone in 
California

California offi cials have voted to extend the state’s clean fuel 
zone beyond the Channel Islands, in response to vessels 

navigating around traditional shipping lanes to avoid pollution 
rules. More than half of commercial shipping traffi c serving the 
ports of Los Angeles and Long Beach has been moving outside of 
the familiar pathways to avoid the clean fuel zone, the California 
Air Resources Board was told.
  The board’s vote followed the urging of the U.S. Navy, 
which said the jump in commercial ship traffi c across the Point 
Mugu Sea Range was “seriously jeopardizing successful comple-
tion of vital Department of Defense testing and mission training.”
  California’s clean fuel zone, in effect since July 2009, is the 
strictest ship pollution rule in the world, requiring ships to use 
less polluting oil in place of typical bunker fuel.
  The zone was originally designed as a strip 24 nautical miles 
wide that included traditional shipping lanes between the Chan-
nel Islands and the shore. But shippers began to travel beyond the 
islands and into the 36,000-square-mile Navy testing area. Since 
the zone took effect, ship transits through Navy waters have 
climbed from an average of two a day to as many as 15 a day, ac-
cording to the Navy. That has delayed at least one major missile 
exercise, and delays can cost as much as $30 million a day.
  Los Angeles and Long Beach are hubs for more than 40 per-
cent of U.S. imports, and bunker fuel has been a major contribu-
tor to asthma, cancer, and other illnesses around the ports.

SOURCE: Margot Roosevelt, writing in the Los Angeles Times

Maersk Line Introduces 
Green Container Policy

Maersk Line, extending its environmental initiatives to 
equipment, will phase out the purchase of containers with 

fl oors made of uncertifi ed tropical hardwood this year in a bid 
to reduce demand for illegally logged wood. The world’s largest 
container ship operator said all the containers it has purchased 
since January have fl oors made of timber from suppliers using 
responsible forestry practices, or alternatives such as bamboo and 
recycled plastic.
  Maersk will accept tropical hardwood verifi ed as legally 
compliant by the Forest Stewardship Council through 2011 while 
production of other fl oor types is scaled up. Maersk has already 
purchased 64,000 containers that comply with its new procure-
ment policy and plans to buy an additional 3 million boxes in the 
next fi ve years, more than doubling its current container fl eet.
  Certifi ed fl oors will be in all Maersk Line containers within 
18 years, the typical life span of a container. “Illegal logging 
is widely recognized as a serious threat to forests, people and 
wildlife,” said Jacob Sterling, head of climate and environment 
at the carrier. “We feel obligated to use our purchasing power to 
push for higher standards and ensure that the timber we use for 
container fl oors comes from responsible forestry.” The container 
industry currently uses some 1.2 million to 1.5 million cubic 
meters of hardwood annually to meet demand for new boxes, ac-
cording to Maersk.

SOURCE: JOC.com

Offset Your Carbon Footprint through 
IAM’s CarbonFund.org Partnership

At the 48th Annual Meeting, it is estimated that we emitted 
2,658.6 metric tons of carbon dioxide. This equates to 
consuming and burning 5.8 million gallons of gasoline.

 IAM has made a commitment to help offset the Association’s 
emissions through a joint partnership with Carbonfund.org 

and we are asking you to join us.

 Consider offsetting your carbon footprint with a donation 
to Carbonfund.org and help fund projects that promote energy 

efficiency, assist in reforestation, and help save our planet.

 If you attended the Annual Meeting this year, make sure 
your trip was a green one; if you couldn’t attend the Annual Meeting 

you can still show your commitment to fighting climate change. Go to 
www.iammeetings.com and click on GOING GREEN.

 IAM is Going Green…
and You Can Too!



BUSINESS AND ECONOMIC NEWS

SEO for Small Businesses: Get Into Action

By Rob Chant

The key to tackling your to-do pile is 
to keep things manageable. (Photo: 
Robert Dudley)

Web marketing can seem overwhelm-
ing sometimes, even for profession-

als, let alone for small business owners 
just starting out with promoting a new 
site. There are so many areas and there is 
so much to learn—and the goal posts are 
always moving. Google is constantly de-
veloping their algorithm, and there seems 
to be something new in the world of social 
media every day.
  However, the single most important 
thing when it comes to marketing your 
small business, whether online or offline, 
is simply getting into action. No amount of 
expert knowledge will help you if you’re 
not using it, and even a little knowledge 
will get you a long way if you’re out there 
putting it into practice.
  Learning everything you can before 
you start is great if you can do it, but all 
too often it turns into a mental block. We 
get overwhelmed and instead do nothing. 
  Anyone who has worked with a per-
sonal coach in any area of business or life 
will have heard this mantra over and over 
again: Get into action with what you can 
manage now (however small), build your 
confidence and knowledge over time, and 
work toward larger tasks; don’t get bogged 
down by being too ambitious or by trying 
to do everything at once. Long to-do lists 
are the enemy!

Applying habit forming to SEO and 
Web marketing
The biggest problem you will face as a 
small businessperson is that most tasks 
associated with search engine optimization 
(SEO) fall into the category of important 
but not urgent (as are most tasks associ-
ated with working on, rather than in, the 
business). We get caught up with all the 
super-urgent day-to-day stuff (deadlines to 
meet, bills to pay), so the long-term devel-
opment of our business suffers.
  Now, if you’re incredibly disciplined 
or have a boss breathing down your neck, 
this doesn’t pose so much of a problem. 
But if you’re like most of us mere mortals 
or are working for yourself (or if you are 
the boss!), then we need to do some work. 
The answer is to develop a system or 

structure, combined with small, short-term 
targets, to get you into the habit of regular 
action.
  I use the word “habit” very deliberate-
ly here. It too often goes along with “bad,” 
but habits don’t have to be negative things 
at all. We all have plenty of habits, good 
and bad, that together make up our daily 
routine. What we’re talking about here is 
making those non-urgent but very impor-
tant SEO tasks a part of that daily routine.
  Using a system is important, as it en-
sures regular action and the measurement 
of that action (and associated results), 
regardless of your level of mood, energy 
or inspiration (let’s not kid ourselves: if 
you’re working by yourself, these can be 
huge factors, even if they’re not meant 
to be). It’s easy to get into action around 
something if you’re feeling inspired or 
bursting with energy, but what about when 
that initial enthusiasm runs out? The tasks 
still need to be done. 
  Just as with exercise or dieting, so 
many people start out with the best of in-
tentions and ambitious goals, but peter out 
quickly. However, the benefit only comes 
with the long term.
  How you will put this system together 
is up to you. It depends on where you 

place your focus (link building, content 
generation, social media?) and what works 
for you personally. However, any success-
ful habit-forming system will have the 
following components:
• Frequent action: At least once per 

week, if not more often.
• Regular action: Those actions need 

to be done at the same time of day or 
the same day of the week every time. 
Your brain doesn’t fix the habit other-
wise.

• Records: Make a note whenever you 
complete one of your regular actions, 
so you can go back and review your 
progress.

• Short-term targets: Manageable 
targets that you can see yourself pro-
gressing toward with every step.

• A stick and a carrot: Most people 
work best when there are both re-
wards and punishments in the offing. 
One or another by itself isn’t as effec-
tive. 

Setting targets
We’re trained from a young age to set 
big, ambitious and long-term targets...and 
always bigger and always more ambitious! 
These are fine in the right context, but are 
often misused. They can be very discon-
nected from everyday actions and become 
fictional very quickly, as soon as your 
original enthusiasm has died out. This is 
a great way to get conditioned to failure 
rather than success... so we set another 
big, ambitious goal and the cycle repeats.
  This is a especially true when it 
comes to SEO: The payoff can come a 
long way in the future, and it can be dis-
heartening to work away at building great 
content and links for no immediate return. 
This is why you need small, short-term 
goals to work toward. They make it clear 
to yourself that you are making progress.
  Again, these goals will depend on you 
and what you’re doing. However, they 
must always be challenging but something 
that you fundamentally know that you can 
do—not a pipe dream. They must also be 
something that you control fairly directly 
(rather than relying on external forces).



Benchmark Your Mobility Program  So, if you’re starting a new blog, 
instead of setting “A-list celebrity blog-
ger within a year” as your goal, try set-
ting “250 visitors in my first month” (or 
whatever seems realistic to you, depending 
on your niche). The target for your next 
month might be more ambitious, based 
on how you did in your first, or you may 
decide to concentrate on something else 
(“be mentioned 25 times by other bloggers 
in my niche this month”).
  By all means, keep your big goal in 
mind—but focus on the small steps. You’ll 
be much more likely to get where you 
want to be.
  By far the most important thing is 
just getting into action. Don’t worry about 
what you don’t know, or what other people 
say you should be doing—just do what 
you know you can do and build from there. 
Create a system that will let you form 
habits around doing those important, but 
not urgent, tasks.

Interdean International Relocation has 
released its survey of 1,037 respondents 

across 44 countries and a broad range of 
industry sectors, making it the largest and 
most robust mobility survey report within 
the industry to date. The types of ques-
tions that the 2011 Global Mobility Survey 
answers that enable you to compare your 
mobility program include the following:
• How does your company compare to 

1,037 multinational organizations? 
• Is cost management still the highest 

priority for 82% of mobility program 
managers this year and how effective 
are organizations at tracking these 
costs? 

• Has assignment activity within mul-
tinational organizations increased or 
dropped in the past 12 months?

• What are companies including in their 
assignment packages and how do they 
structure them?

• How many people make up a mobil-
ity department and what elements are 
outsourced?

• How many organizations use technol-
ogy systems to manage their mobility 
programs and what are the most com-
monly used systems?

 The regional benchmarking reports 
can be used to see how an individual 
organization compares and offers ideas on 
ways companies can improve their own 
mobility program. Reports are available 
for Belgium, France, Germany, Italy, 
The Netherlands, North America (United 
States), Portugal, Spain, Switzerland, and 
UK and Ireland.
  The report aims to support mobility 
management professionals by:
• Providing insights into key mobility 

trends and issues
• Identifying the prevalence of different 

mobility strategies
• Providing a definitive benchmark of 

mobility activity
  The survey was commissioned by 
Interdean and undertaken in conjunction 
with independent research partner Circle 
Research.
  View the report at http://bit.ly/
2011MobilityReport.



TSYS, U.S. Bank Agree on 
Card Services in Europe

U.S. Bank and TSYS have announced an agreement for TSYS 
to provide core processing services to Elavon Financial 

Services Limited, a subsidiary of U.S. Bank. It will begin issuing 
corporate cards in Europe this summer.
  U.S. Bank will utilize TSYS’ TS2® Commercial Card 
platform, which currently supports clients across a number of 
European countries with multiple languages and currencies. TS2 
is capable of serving a client’s portfolio across more than one 
continent—a critical advantage for institutions planning rapid, 
international growth.
  U.S. Bank announced in March 2011 that it would begin 
issuing corporate cards to European-based employees of its North 
American multinational customers through Elavon.
 The main focus for U.S. Bank initially will be to have 
Elavon issue cards to customers in the UK, Ireland, France, Ger-
many, Spain, and Italy. The bank plans to offer settlement options 
in euros and British pound sterling, and will support its customer 
language requirements in English, French, German, Italian, and 
Spanish. The cards will meet European technology standards, 
including full chip and PIN capability.
  U.S. Bank is one of TSYS’s longest-standing clients, with a 
relationship dating back to 1989.

Hiring Expectations Strongest in 
India, Brazil, Germany 

According to ManpowerGroup’s third quarter Manpower 
Employment Outlook Survey, year-over-year hiring outlooks 

improved modestly across major countries with German employ-
ers reporting their most optimistic hiring expectations since the 
downturn.
  Although overall hiring plans for countries such as Italy and 
the UK remain subdued, results for Canada and France are above 
the historical average and those in Japan and the United States, 
while below pre-recession levels, are cautiously optimistic.
  Employers in the emerging market countries of India and 
Brazil continue to report the strongest hiring plans globally, 
fueled in part by strong demand in these countries’ finance, insur-
ance, and real estate sectors.
  Jeffrey A. Joerres, chairman and CEO of ManpowerGroup, 
noted, “Each market is not without its own set of supply and de-
mand challenges. For example, many of our clients in developed 
markets are beginning to feel the talent crunch as aging workers 
retire; clients in emerging markets may have a surplus of candi-
dates who often don’t possess the level of education, skills and 
experience required for the job.
  “The growing skills shortage will affect virtually every 
industry and every economy in the Human Age; and businesses, 
educators and governments must collaborate to find innovative 
ways to align learning and skills development with business 
needs to ensure future economic growth.” 

SOURCE: Expatica.com
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Back to School at MovingEDU

By Joyce Dexter, Portal Editor

During the past several years, the moving and storage indus-
try has been increasingly receptive to newfangled tools to 

make them more customer-oriented and profitable. At recent IAM 
Annual Meetings, some of the busiest booths in the exhibit hall 
have been staffed by technology-oriented members. And at the 
association’s 2010 gathering in San Diego, California, another 
relatively new concept appeared to be gaining ground: online 
training geared specifically to movers.
 Bill Carlson, whose background includes managing house-
hold relocations for corporations, has understood for years that 
waste and inefficiency costs movers money. “Employees overuse 
materials and leave them behind,” he told The Portal, “so there’s 
a lot of loss and waste.” When he pointed this out to one owner 
not long ago, the man was dismissive until Carlson added up the 
amount of tape, cartons, and packing materials that were lost in 
just one move. 
 “He was shocked,” Carlson said.
 Preventing ineffective use of resources is one of Carlson’s 
missions as trainer for movingEDU, a product developed just for 
movers. His early career gave him firsthand knowledge of just 
how much the industry needs appropriate schooling in all aspects 
of the business, regardless of a company’s size.
 In 1965, Carlson joined the traffic management division of 
the Bendix Corporation, where he oversaw policies governing 
the handling of household goods for employees who were being 
transferred both domestically and internationally. A few years 
later, he began a four-year stint at an Allied agent in New Jersey, 
and subsequently moved to Bellevue, Washington, to work in 
international sales at Smythe International, which eventually 
bought out Greyhound Van Lines. Carlson was responsible for 
recruiting agents for Smythe-Greyhound and stayed with the 
company until it was sold.
 He next spent eight years with Interconex, where he handled 
corporate accounts and business development, before accepting a 
job from Doug Finke, then with Mayflower International. There, 
Carlson managed a broad portfolio, directing international sales 
and hiring. The company had a training facility in Indiana, where 
agents from around the country were brought for week-long 
instruction in packing, loading, and other functions. “They had 

Bill Carlson (right) of MovingEDU with his partner, fellow trainer 
Craig Aaland, in thier exhibit booth at the 2010 gathering in San 
Diego, California.

set up a two-bedroom apartment, and we taught the agents how to 
pack furniture, dishes, and other goods,” Carlson recalled.
 Soon Nelson-Westerberg came calling, and Carlson ac-
cepted a job as general manager for the company’s New Jersey 
branch. There, too, he had a wide range of responsibilities until, 
four years later, he decided to launch his own business, Door-to-
Door Services. “We provided origin and destination services for 
the freight forwarding industry,” said Carlson. “My group could 
export a piece of furniture but that was all.” When that enterprise 
proved short-lived, he moved to Dallas, where he found his true 
calling: providing training services for moving and storage com-
panies.
 “I began doing training for North American Van Lines,” 
Carlson explained. “I went around the country, visiting key 
agents and conducting training for them. I had to create training 
modules that are industry-specific, using methods that workers 



could learn by watching. But many com-
panies can’t afford to have onsite trainers 
come to their facility.” And thus the idea 
for movingEDU was born.
 Carlson continues to offer onsite, on-
the-job training for clients, but now there 
are other options, namely online programs 
including webinars, seminars, even games, 
and DVDs covering a range of mov-
ing-related skills such as domestic and 
international training in packing, wrap-
ping, loading, and sales, in both English 
and Spanish. After each course, there is a 
quiz, and managers are kept apprised of 
learners’ progress to measure their skills 
and grasp of the material.
 Carlson has attended most IAM an-
nual meetings since 1973, and notes that 
movingEDU has enjoyed a warm recep-
tion from the association’s members. “Our 
goal is to reach the industry leaders and 
propose new and proven methods of train-
ing. Additionally, we will look at other 
certification groups like FIDI [Federation 
of International Furniture Removers] and 
BAR [the British Association of Remov-
ers] about partnering with them to reach 
movers globally. Also, here at the IAM 
meeting, PAIMA [Pan American Inter-
national Movers Association] just signed 
up 115 agents for training. The interested 

parties are very diversified in terms of na-
tionalities and cultures—everyone wants 
to know what can be done to improve 
services and reduce claims.”
 Carlson’s partner, fellow trainer Craig 
Aaland, was an early contact he made 
through HHGFAA/IAM meetings. His 
third-party company, Move Management 
Group, provides sales and survey support 
to agents around the country. Aaland has 
developed a sales force of more than 600 
people who work on their own and pro-
vide the services to those companies. He 
has a strong background in the domestic 
market, while Carlson has solid connec-
tions with overseas colleagues. Carlson’s 
son, Bill Jr., rounds out the team with his 
technology expertise. “He’s my IT guy,” 
Carlson said. “Years ago, he started going 
on training jobs with me, and that’s how 

he learned the business.”
 New training DVDs are still being 
developed at movingEDU. Some compa-
nies are interested in providing employees 
with training on specific topics, such as 
packing and wrapping, while others want 
the entire library, Carlson said. His goal is 
to pursue development of a module lead-
ing to certification. “That will reduce costs 
and claims and increase retention among 
employees. Whether it’s online, onsite, or 
on the job, we make continuing education 
affordable to small, medium, and large 
companies, and we can customize our pro-
grams to suit the needs of our customers.
 “Most professions require continuing 
education,” Carlson pointed out. “Training 
will help you retain more of your people. 
Give them a reason to grow and they will 
stay. It all comes through training.”

CULTURAL CUES: THE NETHERLANDS

Respect is shown through speaking one’s mind and being direct. Little respect 
is given to those who appear devious or underhanded in what they are say-

ing. This directness of approach can sometimes be misconstrued as aggression 
or even rudeness, but is, rather, a useful tool for enabling the meeting to reach 
an agreed solution.



EXECUTIVE SUITE

The Ins and Outs of Workplace Etiquette

By Lisa G. Phillips

The long-awaited candidate for your open position, with the 
perfect resume and portfolio, has arrived. The young woman 

sits on the couch in the reception area. She wears a sheer blouse, 
faded khakis, and bright yellow flip-flops adorned with pink 
plastic flowers. She carries a worn denim bag, her lime-green 
nail polish is chipped, and her hair is carelessly combed. Before 
acknowledging you, she takes several moments to finish her 
cell phone call. Her parting comment to her caller is, “I’m at the 
company now, and I’ve basically got the job.” Would you hire 
this candidate?
  I imagine you right now are vehemently saying, “No, of 
course I wouldn’t.” Perhaps you’re questioning whether this sce-
nario is even possible. As a former director of human resources 
and current HR consulting-firm owner, I can tell you it is. In fact, 
I’ve frequently observed violations of workplace etiquette.
 One violation I’ve observed during the interview process 
included a direct email, with attachments, telling me to follow a 
link to the candidate’s website to find his resume and instructing 
me to contact him if I think it’s “worth it” for him to apply for the 
job. In addition, there have been interviews where I’ve encoun-
tered foul language, inappropriate attire, eating, drinking, and 
chewing gum. I’ve even seen candidates take cell phone calls or 
send text messages during interviews with senior staff.
  This poor behavior is not limited to the interview process 
either. Some employee etiquette faux pas I’ve observed and been 
called on to address include constantly sending or receiving 
emails on a smartphone during meetings or seminars; repeatedly 
leaving a mess in the common sink, refrigerator, or coffee area; 
stealing other employees’ lunches from the communal refrig-

erator; failing to return phone calls or to respond to important 
emails; interrupting conversations when a senior manager is 
speaking; and the inability to tactfully introduce a newcomer to a 
group of fellow employees or senior management.
  Managers are sometimes responsible for violations of work-
place etiquette. I’ve seen managers berate employees in public, 
unethically use power, treat employees unfairly, send scathing 

Organizations and Workplace Etiquette

Organizations can take the following steps to proactively address workplace-etiquette issues:

• Develop appropriate policies and procedures.
• Train managers to respond appropriately to violations of workplace etiquette.
• Include training on etiquette during orientation.
• Develop a culture of mutual respect, with management defining the norm for the organization.
• Deal swiftly with managers who violate etiquette guidelines.
• Establish multiple avenues for conflict resolution.
• Provide training on etiquette that incorporates role playing (e.g., listening, conflict resolution, negotiation, dealing 

with difficult people, stress management, and so forth), so employees have concrete examples of what’s expected 
of them.

• Develop an awards program for employees who exhibit excellence, leadership, and civility.
• Tailor interventions to the specific workplace.
• Bring in a consultant or specialist if the issue is too difficult to handle internally.

e-mails to their employees, and take credit for the work of others.
  In order to curtail these violations, organizations and manag-
ers must be proactive in addressing and handling workplace 
etiquette issues. After all, your organization’s success depends on 
employees who understand how to conduct themselves as assets, 
not liabilities, to your organization. They need to know how to 
work in teams, handle errors, navigate interpersonal relation-
ships, and conduct themselves with members, managers, and 
coworkers. In addition, managers must have a basic understand-
ing of how the organization works and know how to use power 
ethically, not abusively.
  If employees fail to conduct themselves properly, managers 
must intervene promptly and appropriately. There must be con-
sequences for inappropriate behavior, those consequences should 

Your organization’s success depends on employees 
who understand how to conduct themselves as assets, 

not liabilities, to your organization.



be made public, and everyone on staff 
should know what they are. Managers 
are remiss when handling problems with 
workplace etiquette if they either ignore 
or overreact to violations. In fact, how 
managers address employees is just as im-
portant as addressing a violation. Manager 
intervention must be a parallel process: 
Managers must address the correction of 
the violation with the same respect and 
behavior required of the employee. 
  Employees won’t conform if their 
managers do not, and managers won’t 
conform if senior management ignores 
inappropriate manager behavior. Remem-
ber that bad behavior at any level of an 
organization will affect all other levels. 
For example, manager bullying and other 
violations of organizational ethical stan-
dards will not inspire appropriate behavior 
in employees. Without appropriate policies 
and procedures in place, organizations will 
likely suffer.

Lisa G. Phillips, SPHR, is president of 
Three Paths HR Consulting, LLC, in Rock-
ville, Maryland. E-mail: lisa@3pathshr.
com

SOURCE: Associations Now

Managers and Workplace Etiquette

Managers can do the following to effectively handle workplace eti-
quette issues throughout the employee lifecycle:

• Interview and select candidates who exhibit civility and respect.
• Talk about the importance of civility during the interview process and 

give examples of what happens to offenders.
• Share the etiquette policies and procedures with employees.
• Conduct thorough reference checks and ask if the candidate has ap-

propriate, civil interactions with managers, members, and coworkers.
• Meet privately and in a timely manner with etiquette-challenged em-

ployees.
• When speaking with employees about an etiquette issue, use objec-

tive statements to describe the behavior and the reaction it caused and 
explain expected behavior.

CULTURAL CUES: MEETINGS IN NIGERIA

1Do not expect meetings to start on time. It’s best to arrive on time yourself 
but be prepared to wait. 

2If going to Nigeria for meetings there are a few practical issues you really 
need to take into consideration. Make sure that you will be met at the 

airport by someone you know or a representative of the company you are 
visiting. Personal safety is a real issue in Nigeria so don’t be tempted to go off 
on your own, no matter how seasoned a traveler you might be.

3Meetings can be difficult to arrange by phone while in Nigeria due to the 
unreliability of the inherent infrastructure. Local appointments are best 

made by appearing in person or through the use of hand-delivered notes. (For 
this reason, take a supply of company stationery with you on all visits.)

4In Nigeria, relationships are all-important and so meetings will often start 
and finish with a great deal of social interaction. Do not try to rush these 

conversations as they are vital parts of the getting-to-know-you process.



TECHNOTES

iPad with checklist

iPad and Android Tablets—The Ideal Survey Platform

By Max Kreynin, Managing Director, Voxme Software

The idea of using a tablet as a survey device isn’t new at all. 
Windows-based tablet PCs have been around for a while, but 

they have never really fit the bill for a number of reasons—too 
bulky and cumbersome to carry, no touch screen, poor battery 
life, limited connectivity options and high maintenance costs.
  The iPad and the latest slew of its Android-based clones rep-
resent the new breed of tablets that cater to seemingly everybody 
by offering light, easy to connect, intuitive to use and support 
devices with touch screens and built-in app stores that offer apps 
for all professional and social needs. The amazing success of 
the iPad and the media hype around the tablet market attracted 
mobile professionals in all industries, including removals. It 
shouldn’t come as a surprise because it covers all practical needs 
of the mobile staff:
• minimum weight
• a large screen for convenient data capture
• a wide variety of professional apps that are required on the 

road
• the ability to present on the device or connect it to an HD TV 

or projector
• easy connectivity with the office.
  Low weight is crucial for holding and carrying the device 
with one hand during the surveys. A large screen is essential 
for quick inventorying of furniture and boxes, especially if the 
cubesheet is organized by room. Having a large on-screen key-
board allows for convenient typing. The built-in camera allows 
for the taking of photos of items and residence access. Pre-move 
questionnaires and checklists can be shown to transferees and 
filled out quickly. The survey summary can be presented to the 
client on the screen for review and verification prior to getting 
his/her on-screen signature. 

  Since most surveyors and salesmen show company presen-
tations to their clients, they have the choice of doing it right on 
the tablet, which is fairly adequate with the iPad or the 10-inch 
Android tablets, or by connecting the tablet to a TV or a projec-
tor. And when the survey is completed, the result can be e-mailed 
back to the office or even to the client right away, if one has a 
SIM card in the device. Otherwise the results are sent when one 
can connect to WiFi.
  The industry has been looking for a perfect survey device for 
years. It seems as though finally there is more than one to choose 
from. All you need to do is get the right tablet and the pre-move 
survey app that works for you. Happy days!

UniGroup Introduces 
Proprietary Quoting Technology

UniGroup, the parent company of United Van Lines and Mayflower Transit, has announced the introduction of a propri-
etary moving quote tool called Quotes-To-Go. Quotes-To-Go is a one-of-a-kind, Web-based tool that allows United and 

Mayflower sales representatives to offer the moving public added convenience during the moving process. On a PC tablet or 
iPad, sales representatives offer customers real-time pricing, side-by-side moving quote comparisons and eAcceptance to start 
the move process at the customer’s convenience without printed paperwork.
  “Quotes-To-Go provides a never before realized ease of doing business for our customers and our sales representatives,” 
said Executive Vice President of Sales Casey Ellis. “Our goal is always to provide the best customer service, accurate and fair 
pricing and a quality move for our customers. Quotes-To-Go helps us accomplish those goals, and we’re proud to be the only 
company in the industry to offer this service.” United and Mayflower are currently implementing Quotes-To-Go at its agency 
locations and expect to have full adoption of the tool by the end of the year.



Crash Course: Top Tips on Selected Business Cultures

SINGAPORE

1Singapore is probably the most 
heavily Western-influenced of all 

the major Asian economies and, as 
such, presents a sometimes confusing 
mix of solidly traditional Asian values 
and ultra modern business techniques.

2Singapore is an eclectic mix of eth-
nic Chinese, Malays, Indians, and 

global expatriates. What is true of the 
ethnic Chinese approach may be very 
different in an Indian-oriented company 
or the regional headquarters of a major 
multinational corporation.

3Business structures tend toward the 
hierarchical, with decisions made at 

the top by senior management before 
being cascaded down the chain.

4It is unusual for people to display 
open disagreement with a decision. 

Any debate would be held in private.

5Ensure that people of a similar status 
deal with senior people. Don’t show 

disrespect by expecting them to deal 
with younger, more junior colleagues.

6Age is respected and managers tend 
to be older. As with all Asian coun-

tries, age brings automatic respect and 
it is more difficult for younger people to 
interface as equals at the senior man-
agement level.

7Managers expect and receive re-
spect. In return for that respect they 

take a holistic interest in the all-round 
well being of subordinates.

8Performance determines promo-
tion within an organisation—except 

within family firms where family bonds 
are strongly felt.

9Harmony is sought in meeting situa-
tions and everything should be done 

to promote and maintain that harmony.

10Remember the importance of 
safeguarding “face.” Relation-

ships become difficult if people have 
lost face.

EGYPT

1It is important to research any 
company before approaching it to 

determine whether it is state-owned or 
private and secular or Islamic.

2When doing business with an 
Islamic-oriented organisation, don’t 

overlook the potential impact of reli-
gion on any decision-making process.

3Business is driven by relationships 
and therefore a great deal of re-

sources and time should be allocated to 
the development of key contacts.

4Who you are and whom you know 
are important issues in Egypt; 

therefore it can be difficult to break into 
business without access to the right 
initial contacts.

5In order to help develop the all-
important initial contacts it is often 

necessary to appoint a go-between 
who can arrange meetings and act as a 
bridge into the culture.

6It may be necessary to appoint a 
number of different go-betweens 

who know the locality (i.e. one for 
Cairo and one for Alexandria).

7Egyptian companies tend to be 
hierarchical and power usually 

rests in the hands of a small number of 
key senior managers who make all the 
major decisions.

8Managers tend to give direct in-
structions and subordinates are not 

expected to show initiative. If some-
thing is not specifically requested, it 
may not get done.

9Meetings can involve sitting in 
rooms with unknown people who 

are simultaneously meeting your con-
tact. In effect, several meetings may 
take place at the same time.

10Initial meetings can be very 
time-consuming and appear to 

deliver very little in terms of tangible 
returns.

CANADA
                        

1Although there are similarities in 
approach to business between the 

USA and Canada, there are also enor-
mous differences. Be aware of sensitivi-
ties in this area.

2Canada is officially a bilingual 
country and efforts should be made, 

wherever possible, to recognise the 
linguistic heritage of the French- 
speaking minority.

3Canada has encouraged a multi-
ethnic approach to its immigration 

policies. Cultural diversity is recognized 
and respected. It is very likely that you 
will encounter people from a wide 
range of cultural backgrounds.

4Business structures vary enormously 
- do your homework on the contact 

organization before visiting.

5Business meetings in Canada tend 
to be more formal than in the US 

with a more restrained approach.

6People expect the right to be heard 
and listened to in meeting situations 

regardless of rank or status.

7Detailed preparation prior to meet-
ings is expected and respected— 

decisions are not usually made until all 
the facts are available.

8Communication styles are reserved 
and understated and there is a sus-

picion of hyperbole.

9Canadians are direct in their com-
munication style and can usually be 

taken on face value without the need to 
try to decipher coded messages.

10Women visitors should have few 
if any problems operating within 

the Canadian business environment.

SOURCE: www.worldbusinessculture.com



INDUSTRY NEWS
A look at people and events shaping IAM member companies

Boris Populoh Robert Fletcher Mark Rising Julia Day Barrie Gilmour

Willis Relocation Risk Group (WRRG) 
reported recently that Boris Populoh, for-
mer managing director of FIDI, joined the 
WRRG team in Fairfax, Virginia, on June 
1. As senior vice president, Populoh will 
be responsible for assisting in the manage-
ment of all facets of the business, includ-
ing strategy and growth through both 
existing product lines and the development 
of new opportunities in the risk manage-
ment and global mobility market.
  Prior to his tenure at FIDI, Populoh 
was director of programs and education at 
IAM.

Interdean International Relocation 
recently announced several appointments. 
Robert Fletcher was named managing 
director of group relocation, based at 
Interdean Group’s London office. In his 
new role, Fletcher will be responsible for 
the relocation strategy across the Interdean 
Group. He will oversee relocation opera-
tions across Interdean’s 48 offices and 
work with local Interdean relocation heads 
to develop their local relocation services.
  Fletcher has more than 20 years’ 
experience in the relocation industry, hav-
ing served in a wide range of operational 
and client-focused posts. He has worked 
with a number of multinational companies 
over the past few years, developing and 
overseeing the implementation of reloca-
tion programs, working as an extension of 
the companies’ in-house human resources 
departments. 
  Mark Rising, who previously was 
responsible for business development at 
Interdean, is now sales director of group 
relocation, also based at Interdean Group’s 
London office. Rising has spent 30 years 
in the relocation industry and brings a 
wealth of knowledge of the corporate 

market to this role, gained from working 
alongside HR and relocation specialists 
from top multinational corporations. He 
brings to his clients his expertise in de-
signing relocation strategy and in imple-
menting relocation programs. 
  Also at Interdean, Julia Day has 
joined the company as account manager. 
Having carved a successful career in the 
relocation industry spanning 26 years, Day 
brings to her position a wealth of experi-
ence, having previously worked with 
Crown, Pickfords, Robinsons Interna-
tional, and AGS. In her new position, Day 
will manage a number of client accounts 
of varying sizes, tailoring solutions to 
corporate clients’ needs. Having lived 
as an expatriate in Asia, Africa, and the 
United States, she understands the chal-
lenges faced by individuals on assignment 
and thus brings an empathetic approach to 
account management.
  Day also is an advocate for women in 
business, through her work with a high-
profile voluntary organization that recruits 
women mentors from senior management 
to support young women facing the chal-
lenges of working in a predominantly male 
environment. 
  Barrie Gilmour is Interdean’s new 
UK sales director. In his new role he will 

streamline Interdean’s sales strategy, 
ensuring continued growth and further 
promoting innovative solutions for 
Interdean’s clients. Gilmour, who lived in 
Germany for four years, previously held 
senior sales management positions with 
both Crown Relocations and Cartus. 

La Rosa Del Monte has hired Nina 
Abraham, who was tasked with establish-
ing the company’s first West Coast office 
in Oceanside, California. Abraham has 15 
years of experience and expertise in the 
military and commercial sectors of the 
international household goods industry. 
The domestic and international moving, 
storage, and freight forwarding company 
has offices in New York, Florida, Illinois, 
Pennsylvania, Connecticut, Massachusetts, 
the Dominican Republic, and Puerto Rico.

Baron Worldwide Inc., headquartered 
in Centennial, Colorado, recently an-
nounced that Michael B. Richardson has 
returned to work at Baron after his brief 
hiatus in freight, commodity, and package 
courier sales. He will work in an inter-
national sales and marketing role. With 
its sister agency, Johnson International, 
Baron Worldwide has warehouses and 
crew in Colorado, Louisiana, California, 

Nina Abraham Michael Richardson
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New Mexico, and Wyoming and partners 
with internationally specialized agents 
across the United States to clear customs 
shipments at any U.S. port or airport for 
household goods, commercial, national 
account, and government clients.

Hartmann International announced 
that Thorsten Ziebarth has joined its 
relocations department as the key account 
manager for company relocations. 

New World International employees at its 
new offices in Rotterdam, The Netherlands. 
Mark Van Dijk, Judith Van Den Bosch, 
Elwin Bacas, and Peter Contant. 

NWEU and ELSO members at the ELSO offices in Antwerp. From left to right: Bram Valki-
ers of ELSO, Mark Van Dijk of NWEU, Patrick Van den Brande of ELSO, Geert Van Leaken, 
Operations Mgr of ELSO, Judith Van Den Bosch of NWEU, Diane Van Mierlo of ELSO, El-
win Bacas of NWEU, Tim Farrell, Director of ELSO Europe, and Peter Contant of NWEU.

Thorsten Ziebarth

New World International Europe 
(NWEU) recently concluded a success-
ful visit introducing NWEU to the U.S. 
Department of State (DOS) team in 
Antwerp, Belgium. The company handled 
approximately 850 international shipments 
for DOS in 2010 and hopes to continue to 
expand its relationship with the agency.

CULTURAL CUES: ITALY

Meetings can often seem to 
be for the formal ratification 

of a decision that has been made 
elsewhere, and this is indeed often 
the case. Decisions will frequently 
be made in smaller pre-meeting 
lobbying sessions that occur prior 
to the larger meeting and in which 
much of the debate and dissension 
takes place. Therefore, in order to 
have influence in the final deci-
sion it is often necessary to ensure 
participation in the pre-meeting 
sessions. Flying to Italy to debate 
a decision that has already been 
made is pointless.



HONORS AND AWARDS

Rolf Hartmann recently received the Cross of Merit of the 
Federal Republic of Germany. Manfred Müller, District 

Administrator of Paderborn, presented the prestigious award on 
behalf of the Federal President to honor Hartmann’s business, 
honorary and social activities.
  Hartmann, 81, took over the transportation company F.A. 
Hartmann from his father, Carl, when he was 25. He soon 
transformed the company into Paderborn’s provider of choice for 
relocations and new furniture transportation. He built up the busi-
ness of regional freight distribution. By the early 1960s he had 
established daily linehauls to Lower Saxony, Hesse, and the Ruhr 
region. 
  As the company grew he relocated to Kolberger Straße.
Rolf Hartmann displayed foresight when, early in the 1970s, he 
traveled to the United States with his wife, Christa, to explore 
Hartmann’s potential in the global transportation market. He 
built up contacts with American partners and concluded the first 
partnership alliances for international relocations.
  By 1990 Hartmann bought 60,000 square meters in the Mön-
keloh commercial zone in Paderborn and relocated the company, 
which now employs 300 people.
  In 1994, Hartmann and his son, Andreas, in collaboration 
with the chair of production sciences of the University of Pad-
erborn, developed the concept of a freight cooperative network. 
The hub and spoke system bundled together like-minded  
freight companies via distribution centers, enabling cost-opti-
mal freight distribution throughout Germany and Europe. Rolf 
Hartmann brought together the medium-sized companies, who 
previously were not used to cooperating. Hartmann’s matrix for 
the concept is still successful today. The Online Systemlogistik 
(Online Systems Logistics) unites 75 partners throughout Europe 
and offers competitive services, such as overnight express. It is 
an environmentally friendly concept: By avoiding empty trips the 

Rolf Hartmann 
(right) wears the 
Cross of Merit of 
the Federal Republic 
of Germany. 

partners have saved many thousands of kilometers of driving. 
  Hartmann always invested profits into back the business, 
thus creating secure jobs for many people. In addition, he has 
brought the company into the the sixth generation. He managed 
to make his children, Sabine, Andreas, and Susanne, enthusiastic 
about the freight business. In 2001 he handed over the business to 
Andreas. Sabine is responsible for relocations, while Susanne, the 
younger daughter, now devotes her time to her family. 
  Rolf Hartmann also was especially influential as a board 
member of the Furniture Transportation Federation from 1972 to 
1995. He advocated changes that included the removal of quota 
limitations, the subsequent disappearance of concessions, and the 
replacement of obligatory tariffs by liberal price regulations. As a 
member of the Committee for International Questions and Rela-
tions of the Federal Association of Furniture and Logistics, he 
took over the responsibility for building contacts with colleagues 
and friendly industrial associations inside and outside Europe.



As part of a partnership between Thailand’s Department 
of Transport and Isuzu, the Excellent Truck Driving 

Contest was organized to enhance the skills of professional 
truck drivers at Laem Chabang in Thailand’s Chonburi prov-
ince on June 12. As one of only 50 entries, Boonma driver 
Bumroong Taengsopha was selected to participate in the 
competition due to his qualifications and driving performance 
record. 
  “Boonma is committed to focus on developing skills to 
control the vehicle safely and reducing accidents on the road. 
It also helps reduce fuel consumption. In addition, the tech-
nique can be used by a truck driver using in everyday life. 
This why Boonma’s senior truck driver stood apart from the 
competition,” said Tiddy S. Teerawit, Boonma’s executive 
director.

MOVERS DOING GOOD

When In Rome …
IAM Member Takes on 
a Culture of Graffiti

Rome is a magnificent city spanning 2,800 years of existence 
where the past, present, and future notably intertwine. A city 

lavishly adorned by the world’s most awe-inspiring architecture, 
landmarks, fountains, and artworks spanning three millennia, it is 
a “must see” on every traveler’s agenda. 
  But just outside Rome’s historic center, modern-day Rome 
has sadly become covered by graffiti, tags, slogans, declarations 
of love, and outbursts against authority. The graffiti problem, say 
the locals, reflects an absence of personal responsibility and loss 
of sense of community in recent years. 
  Today, Rome’s neighborhoods are havens for adolescent 
taggers. Politicians have been unwilling to tackle the issue with 
a realistic plan and business owners and apartment owners have 
looked the other way. Rome’s residents seem to feel defeated.
  It was this situation that finally sparked the grassroots move-
ment RETAKE ROMA into do-it-yourself action—an initiative 
started by one expat when her own condominium stood covered 
in graffiti for decades. With a few cans of oven cleaner, rub-
ber gloves, wire brushes, face masks, and the approval of her 
condominium association, she and her teenage son spent two 
afternoons restoring dignity to the building at an expense of a 
mere €64 plus elbow grease. Soon, many more expat residents 
(and tourists!) came forward to add their energy to her campaign. 
Joining forces, they formed a volunteer movement called RE-
TAKE ROMA, and from there everything went viral. 
  “The basic idea,” according to Lori Hickey, RETAKE 
ROMA’s cofounder and international manager for N.T.R. New 
Technical Removal in Rome, “was that if everybody just 
cleaned up their own building the city’s image could be restored 
in a week. We never expected our energies to attract so much at-
tention from the community or the local businesses.”
  “When Lori approached N.T.R. to be the sponsor for RE-
TAKE ROMA,” says Silvano Bellardini, managing owner of 

“The Graffiti Killers,” a grassroots, nonprofit, apolitical, non-sec-
tarian movement born of civic responsibility by citizens and resi-
dents of Rome, is sponsored by IAM member N.T.R. New Techni-
cal Removal Worldwide Movers, and operating under the auspices 
of the Fondazione Giuseppe Garibaldi ONLUS. 

The British Association of Removers (BAR) recently 
won two prestigious Trade Association Forum (TAF) Best 

Practice Awards. BAR Director General Stephen Vickers and 
Commercial Manager Paul Swindon accepted the awards at a 
July 7 ceremony. The competition promotes excellence and best 
practices among professional trade associations in the UK. This 
marks a significant achievement for BAR and benchmarks the 
association against other UK trade associations.
  BAR won the Website of the Year award by impressing the 
judges with “an easily navigable website with defined sections for 
both members and consumers being equally well focused.” They 
added that “the look and feel of the site is very good and it is 
clearly effective in promoting the removal industry” and cited the 
online estimating system as a major consideration: “The provi-
sion of real time quotes to consumers from members results in 
excellent added value by way of new business for BAR members. 
The innovative approach ... was particularly noteworthy.”
  BAR won the Membership Pack of the Year award for a 
membership pack given to new members to successfully inte-
grate them into membership. The judges looked for a pack that 
is innovative and creative as well as effectively explaining key 
association activities and benefits. One judge noted that the BAR 
pack “encapsulated everything that is positive about being part of 
a trade association” and that the style of communication “helps 
the member to clearly see what the benefits of membership entail, 
as well as expressing how much the new member means to the 
business.”



Lori Hickey and her daughter, Katarina, 
attack graffiti with elbow grease.

N.T.R. New Technical Removal, “I was a 
bit skeptical. I knw very well that people 
can move mountains if they want to, but 
we were curious if such a volunteer initia-
tive could work and we were game to help 
them. We also appreciated the opportunity 
they gave us to help repay them for all the 
patience we ask of them while navigat-
ing our transport trucks through Rome’s 
narrow, ancient roads originally built for 
horses.”
  RETAKE organizers promoted neigh-
borhood cleanups to Rome’s international 
community using Facebook and Twitter, 
proposing fun afternoons of language 
exchange and camaraderie while working 
toward a common goal. The volunteers’ 
efforts quickly caught the attention of 
news organizations like Time magazine, 
the Wall Street Journal, BBC, CNN, and 
many others. Soon their dedication struck 
a chord with the Romans as well, and 
RETAKE ROMA drew hundreds of Italian 
volunteers. But it came as no surprise to 
the Italians that it took a group of expats to 
get the ball rolling.
  “There’s no history of collaboration 
between Italian society and the public 
administration,” says Francesco Garib-
aldi-Hibbert, the great-great-grandson of 
the 19th century revolutionary Giuseppe 
Garibaldi. The result, says Gianfranco 
Pasquino, professor of political science at 
the University of Bologna, is a disconnect 
between the country’s public spaces and 
those who use them. (The city’s anti-graf-
fiti squad has all it can do to keep the 
monuments of the historic center clean.) 
  Rome’s current mayor, Gianni Ale-
manno, has been very responsive to the 
RETAKE ROMA organizers. He enthu-
siastically welcomes their proposals and 
provides support for the cleanups. On 

several occasions the mayor himself and 
all three U.S. ambassadors have personally 
spent their Saturday and Sunday after-
noons helping the group scrub graffiti off 
15th century footbridges over the Tiber 
River, and off facades of dozens of private 
residences and businesses. 
  Most RETAKE volunteers are young 
students. Working in the schools to in-
crease civic awareness, RETAKE ROMA 
has given kids an opportunity to take 
action and reclaim their city, and they are 
eager to help. 
  But this grass-roots movement first 
needed to change the local mindset and 
introduce the idea of volunteerism for a 
greater purpose. 
  Virginia Vitalone, a student volunteer, 
noted, “It’s not in our nature as Italians 
to do this type of work… We don’t have 
[volunteer projects] in Italy. The RETAKE 
founders introduced this concept to us. 

Images like 
this one help 
generate 
support for 
anti-graffiti 
campaigns.

… But eventually we learned the benefits 
of doing this type of work for a greater 
purpose.” 
  “In the end, Roma is ours,” says Fran-
cesca Baldaro, 16. “If nobody else will do 
it, we will have to set the example.” 
  Keeping Rome clean will not be easy. 
Italy has a long history of vandalism. 
There’s only so much a small group of 
committed volunteers can do, but overall 
the cleanups are enjoying great success. 
When the group cleaned up the historic 
Ponte Sisto, it was hit once again only four 
days later. “It was ruined by just one per-
son who sprayed their initials 40 times,” 
says Lori Hickey. “But we continue to 
defend our cleanups with neighborhood 
watch programs. If a tagger repeats his 
markings a second time, the best answer 
is to remove it within 48 hours and there 
is rarely a third repeat. If you want to keep 
a garden beautiful, you must be willing to 
occasionally remove some weeds.”
  The message RETAKE ROMA is 
trying to relay to Rome’s youths is not 
against grafitti, but against vandalism. It 
asks Rome’s young residents, “Is your 
heART in the right place?” RETAKE is 
also working with city officials to install 
authorized “Talking Walls” inside each 
of Rome’s 20 municipalities. Last March, 
200 student volunteers (including many 
children of Rome’s international diplo-
matic corps) spent an afternoon designing 
street murals on some “authorized” panels 
of a temporary metro construction site. 
Now, four months later, the murals are still 
pristine. RETAKE ROMA asked that the 
site become officially adopted as the first 
of Rome’s 20 permanent “Talking Walls,” 
and the proposal was approved. While 
RETAKERS continue to organize neigh-
borhood clean-a-thons, the group has also 
submitted a pilot civic education program 
(ROCK YOUR SCHOOL) to the city that 
has also been approved for integration into 
the scholastic curriculum in the coming 
year. RETAKErs’ hopes remain high for 
the future, and the movement is dedicated 
to expand its reach and encourage citizens 
to roll up their sleeves for a greater pur-
pose and civic pride.
  Visit www.retakeroma.it for details.



NVL Agent Atlantic Coast Moving 
Takes a Plunge

The annual Brigantine Polar Bear plunge went off with a bang 
with hundreds of people taking an icy plunge into the Atlantic 

Ocean following a gun salute. The Atlantic County event drew 
hundreds more spectators, with numerous participants taking part 
in an annual costume contest ahead of the midday dip, said or-
ganizer John Hand. The event raises money for the Fisher House 
Foundation, a private–public partnership that builds homes on the 
grounds of military and Veterans Affairs medical centers so that 
families of wounded soldiers can live near where their loved ones 
are hospitalized.
  Jack Kelly and his wife, Rose, owners of Atlantic Coast 
Moving in Egg Harbor Township, New Jersey, have been partici-
pating in the Plunge for the last 5 years. Jack admits that it really 
is Rose who jumps into the ocean—he’s just there for moral 
support. National Van Lines and Atlantic Coast raised more than 
$2,500, and in total, the Brigantine Polar Bear Club raised over 
$25,000 for Fisher House. 
 Annually, the Fisher House program serves more than 
11,000 families, and it has made available nearly 3 million days 
of lodging to family members since the program originated in 
1990. There is no charge for any family to stay at a Fisher House 
operated by the Department of Veterans Affairs; and Fisher House 
Foundation uses donations to reimburse the individual facilities 
operated by the Army, Navy, and Air Force.

O’Neil Software at 30: Offering 
Hope, Strength, and Joy to Kids

 

This year, as O’Neil Software marks its 30th anniversary, the 
company is going to bring hope, strength and joy to children 

with life-threatening medical conditions by supporting the Make-
A-Wish Foundation® at its 2011 Strategic Partner (SP) Confer-
ence in Huntington Beach, California, September 14–16.
  O’Neil’s SP Conferences continue to transform a business 
and social group function into an unforgettable charity experi-
ence, whose positive effects linger long after the venue is over. 
The organizations they’ve selected to sponsor this year are the 
Make-A-Wish Foundation of America and Make-A-Wish Founda-
tion International. Their mission is to grant the wishes of children 
with life-threatening medical conditions to enrich the human 
experience with hope, strength and joy.
  “Every 18 months, a top priority for us is hosting an event 
that not only will help our customers succeed in records manage-
ment, but will also demonstrate a strong commitment to society 
and help those less fortunate,” said Ian Thomas, vice president of 
business development at O’Neil. “Charitable donations and spon-
sorships are a direct reflection of an organization’s values and 
perspectives. Over the last few years and despite tough economic 
times, O’Neil Conference attendees have always come through 
with heartfelt and noteworthy donations for children’s-based 
charities. There’s no doubt in my mind that this year, our attend-
ees will go on record again, displaying true generosity.” 



Is Your Contact Information Current? 

Update your Membership 
Directory listing at any time by sending an 

e-mail to Membership@IAMovers.org.

 

Update Your Website!

Are you still displaying the 
HHGFAA logo on your 

website, advertising, or business 
cards? It’s time to update  
to IAM!
  Show your partners and 
clients that you are a proud 
member of the moving and 
forwarding industry’s largest 
global trade association. Down-
load the IAM logo online at 
www.iamovers.org/logo.cfm.

Members of the National Council of Moving Associations who attended the group’s 43rd 
Annual Meeting. (Some members were traveling at the time the photo was taken.)

NCMA Holds 2011 Gathering

The 43rd annual meeting of the National Council of Moving Associations is now 
history. It was, as always, a valuable and well-represented group of industry profes-

sionals.
  Attending the meeting, which was held in St. Charles, Missouri, were representa-
tives from 16 moving associations, including California, Illinois, Maryland, Michigan, 
New Jersey, New York, North Carolina, Ohio, Pennsylvania, Texas, Virginia, AMSA, 
Canada, CPPC, IAM, PAIMA, and Jim McMahon, counsel for the group. Milburn 
Printing, AE Worldwide, Gateways International, and Vanliner Insurance were repre-
sented. Their financial support helps keep the meeting costs as low as possible. 
  Adam Lowy from Move for Hunger gave an overview of the MFH program and 
invited all the state associations to participate in this nationwide not-for-profit effort. 
Terry R. Head, IAM president, and Charles L. White, director of military and govern-
ment relations, were both in attendance and arranged participation by Lt. Col. Derek 
Oliver, deputy chief of staff for personal property, and John Johnson, chief, personal 
property branch, from the Military Surface Deployment & Distribution Command 
(SDDC). The SDDC officials participated in a frank and very positive discussion about 
moving military members and ways the system can be improved, particularly from the 
agents’ perspective. 
  NCMA reelected its incumbent officers: Chair—Pat McLaughlin (Illinois); Vice 
Chair—Pam Stanley (North Carolina); Director—Steve Weitekamp (California). 

MILESTONES

Nick D’Achille of Contour Logistics, 
Inc., is celebrating his 65th birthday 
this year. He began his career in 1968; 
the company reports that he managed a 
contract with the U.S. military to handle 
all their shipments to New Zealand 
and pioneered groupage services in the 
United States in the early 1990s. In 2002, 
D’Achille merged his company, Seagate 
Services, with a new enterprise that be-
came known as Contour Logistics, which 
was profiled in the May/June issue of The 
Portal.
  “Aside from Nick’s boundless exper-
tise, his warm and genuine nature makes 
us very fortunate to work with him,” said 
a colleague. “He’s funny and easy to talk 
to. We are looking forward to celebrat-
ing many more of Nick’s future birthdays 
together.”
 
Jack Kagan, president of Great Ameri-
can Forwarders, long-time IAM member, 
Hall of Honor inductee, and respected 
industry veteran, celebrated his 90th birth-
day with friends, family, and colleagues on 
June 25. Guests reminisced about Jack’s 
early days in the Industry, and celebrated 
his personal and professional achieve-
ments with a video tribute —“Breaking the 
Mold.”    
 
Sancalsa International Services, head-
quartered in Mexico City, Mexico, an-
nounced that it received its ISO 9001:2008 
Quality Certification on March 15.



Interdean Rugby Match to Benefit Marie Curie Cancer Care Group

Interdean’s 2011 rugby tournament will benefit 
Marie Curie Cancer Care.

A fire engine, a bouncy castle, and tastyfood will be 
among many attractions to keep children of all ages 
entertained.

On Saturday, August 6, Interdean 
International Relocations will host 

a pre-season rugby tournament to benefit 
the Marie Curie Cancer Care organization. 
This family-oriented event, to be held at 
the London Wasps Training Ground in Ac-
ton, will offer rugby fans a chance to meet 
the London Wasps players, sample food 
from local stalls, and enjoy live music.
 Industry teams will compete for an 
Interdean Rugby 7s trophy, plate, corpo-
rate trophy, and bowl.
  Advance or onside admission is £5; 
children under 16 will be admitted free. 
Plenty of activities are planned to keep 
them entertained, as well as a fire engine 
and a “bouncy castle.” In addition, there 
will be a raffle for prizes such as cases of 
Champagne, designer clothing, plasma 
TVs, trips, and much more.
 For information visit www.interdean.
com.

The Interdean team



Kevin Brown, a partner at Shore Porters, with the vehicle used in the 2002 James Bond 
flick, “Die Another Day.”

Shore Porters Delivers Car from 007 Movie—Neither Shaken Nor Stirred

 

Aberdeen-based removals and stor-
age company The Shore Porters’ 

Society enjoyed a brush with Hollywood 
recently.
   The company was injected with a 
touch of glamor when it was tasked with 
delivering a truly unique item—the Jaguar 
XKR from the 2002 James Bond film, 
“Die Another Day.”
   In the movie, which starred Pierce 
Brosnan and Halle Berry, the car was used 
by villain Zao in a spectacular ice chase 
sequence.
   Shore Porters collected the car from 
Jaguar Cars Coventry before transporting 
the vehicle to the Northeast for the Gram-
pian Transport Museum, where it will be 
used throughout the summer.
  Kevin Brown, a partner at Shore Por-
ters, said, “During Shore Porters’ long his-
tory, our vehicles have transported many 
weird and wonderful objects, but I have to 
say, I think Zao’s Jaguar XKR may just be 
the most spectacular.

CULTURAL CUES: UNITED ARAB EMIRATES

• Do not assume that any expatriate you deal with who 
works for a local company will be the final decision-
maker. It is highly likely that the expatriate (whatever 
their job title) will need to report to a local senior 
official for final authority on any issue.

• Do not be surprised if local companies are very fam-
ily–oriented and influenced. Nepotism is a way of life 
and is actively encouraged. You could find several 
family members in the same meeting.

  “Cars used in James Bond films are 
incredibly iconic and so it was fantastic to 
be involved in the moving of this vehicle, 

with the project once again highlighting 
the trust clients have in us for expertly 
transporting their prized possessions safe 
and sound.”



WELCOME NEW MEMBERS

Randall Groger
RKG Associates
IAM Chairman

GOVERNING MEMBERS

Kings Global Forwarding Ltd.
G 7803 35 St. SE
Calgary, AB T2C11/3, Canada
Tel: 403-730-5592 • Fax: 403-266-5593
www.kingstransfer.ca
brenda@kingsgf.ca
P.O.C. Brenda Mitchell
P.O.C. Dennis O’Neill
Sponsors: Paxton Van Lines, Virginia
Kings Transfer International, Canada

CORE MEMBERS

9 Ekim Group
Sisli, Maslak, Ayataga Mah.
Dereboyn Sok, Sun Plaza, Ket 13, d.25
Istanbul 34396, Turkey 
Tel: 90-212-366-0245 • Fax: 90-212-854-2705
www.9ekim.com
andrey@gekim.com
P.O.C. Tahir Erbil
P.O.C. Andrey Artamonov
Sponsors: Toma Moving LTD, Switzerland
Corstjens Worldwide Movers Group, 
   The Netherlands

Chess Moving Perth
20 Valentine Street Kewdale
Perth, Western Australia 6105
Australia
Tel: 61 89 3524333
www.chessmoving.com.au
rohanc@chessmoving.com.au
P.O.C. Rohan Coutinho
P.O.C. Natalie Moiler
Sponsors: Chess Moving Melbourne, Australia
T. Bourne and Son Ltd T/A UTS-Bournes, UK 

Global Moving & Storage Limited
No. 55/52 Street (Ground Floor)
Botahtaung Township
Yangon 951, Myanmar
Tel: 951-901-0117 • Fax: 951-296-716
info@globalmovingstorage.com
P.O.C Raju Aung Naing
Sponsors: Moving Systems, Peru
Trans World Movers (Pte) Ltd., Sri Lanka

Harrington Moving & Storage, Inc.
304 Park Avenue South
New York, NY 10010
Tel: 877-941-6683
Fax: 973-313-2248
www.harringtonmovers.com
jeff@harringtonmovers.com
P.O.C. Jeff Harrington
Sponsors: AE Worldwide, New Jersey
Hillside Paper Products Corporation, 
  New Jersey

Kamino International Transport
23651 Overland Drive
Sterling, VA 20166
Tel: 703-661-4230
Fax: 703-661-4241
www.kamino.com
michael.mcglaughlin@kamino.com
P.O.C. Michael McGlaughlin
P.O.C. TK Hayes
Sponsors: Victory Van Corporation, Virginia
Gateways International, Washington

Kiy Avia Cargo Ltd.
2 Peremohy Ave.
Kiev, Ukraine
Tel: 380-44-490-4912
Fax: 380-44-499-6228
www.cargo-ukraine.com
info.cargo@kiyavia.com
P.O.C. Marina Onopriyenko
P.O.C. Konstantin Grinko
Sponsors: Teamnet Ltd., Israel
Rilvan Moving and Relocations, Romania

Orient Shipping Co., Ltd
16th FL, Sungji Blog, 538
Dohwa-Dong, Mapo-Gu
Seoul 121-040, Korea
Tel: 82-2-716-6600
Fax: 82-2-716-6588
www.orientship.co.kr
klnam@orientship.co.kr
P.O.C. Sunny Kwon
Sponsors: Pumex International Movers, Korea
Tom & Logistics Korea Co., Ltd, Korea

PT. M+R Forwarding Indonesia
Bri Building, 3rd Floor
JL. Raya Pasar Minggu No. 5
Jakarta 12760, Indonesia
Tel: 62-21-7919-0640
Fax: 62-21-7919-0642/43
www.mrspedag.com
arnold.vanderveen@id.mrspedag.com
P.OC. Arnold van der Veen
P.O.C. Lidya Aritonang
Sponsors: EZY Relo, Indonesia
Retrans Moving & Storage, Indonesia 

SDV Transami Kenya Ltd.
Airport North Road, Embakasi
P.O. Box 46586
Nairobi 00100, Kenya
Tel: 254-20-6421000
Fax: 254-20-823195
www.bollore.africa-logistics.com
sue.west@bollore.com
P.OC. Sue West
P.O.C. Auni Bhaiji
Sponsors: Allied International, Illinois
Arpin International Group, Road Island

The Swiss Moving Company SA
9, route Suisse
1163 Etoy VD Switzerland
Tel: 021-807-2686
Fax: 021-807-2685
s.leriche@thesmc.com
www.thesmc.com
P.O.C. Stephane Leriche
P.O.C. Jimmy Bruzzese
Sponsors: Seegmuller, Paris
Bailly, Paris

Transquavis Transportes Especiais Ltda
Sia Quadra 5-C Area Especial 06
Sala 204
Brasilia 71.205-050, Brazil
Tel: 55-61-3234-7078
Fax: 55-61-3363-2824
inter.transquavis@gmail.com
P.OC. Rafael Valenca
Sponsors: AAC Transportes e Mudancas, 
   Brazil
Quavis Transportes Modernos Ltda, Brazil

Trevor A. Philip Agencies Limited
Gardenia Avenue
Sans Soucis, P.O. Box 1436 
Castries, St. Lucia
Tel: 758-452-7474
Fax: 758-453-1437
Trevor-tpagency@candw.lc
P.O.C. Trevor A. Philip
P.O.C. Duane I. Philip
Sponsors: Toma Moving Ltd., Switzerland
Michael Greaves Associates Inc., Barbados



SUPPLIER MEMBERS

MovePoint 
7455 Alta View
Columbus, OH 43085
Tel: 614-410-1564
Fax: 614-885-6877
www.movepoint.com
craig@movepoint.com
P.O.C. Craig Crotinger
P.O.C. Nick Fama
Sponsors: National Van Lines Inc., Illinois
Executive Moving Systems, Inc., Virginia 

Nancy Wigglesworth Training & Consultancy 
Lagerstr. 107
Puchheim 82178, Germany
Tel: 49-89-8952-1929
Fax: 49-89-8952-1928
www.wigglesworth.de
nancy@wigglesworth.de
P.O.C. Nancy Wigglesworth
Sponsors: Corporate Logistics, 
DT Moving, United Kingdom
National Van Lines Inc., Illinois

Members Only | IAM Store

Price List for Selected IAM Publications, 
Miscellaneous Items

 CONUS OVERSEAS
 MEMBERS MEMBERS

2010–2011 IAM 
   Membership Directory    85.00 100.00

Additional 1-year subscriptions  
   to The Portal 100.00 125.00

Governing Members 
   Mailing Labels 20.00 25.00

U.S. Core Members 
   Mailing Labels  25.00 30.00

Overseas Core Members 
   Mailing Labels  45.00 55.00

Additional IAM Membership 
   Certificates  50.00 60.00

To receive an order form and payment information, please 
email info@iamovers.org 

IAM Offers Volume Discount 
Pricing for Metal Seals

IAM continues to offer special member pricing on metal 
security seals for liftvans. Seals must be ordered in sets  

of 400.  The rates are as follows:

       IAM Members Nonmembers
Under 1000 .08 each + shipping      .12 each + shipping
Over 10,000 .07 each + shipping      .10 each + shipping

 Send all orders to Bel Carrington by fax (703) 317-9960 
or via e-mail to Bel.Carrington@IAMovers.org.



WASHINGTON UPDATE
By Jim Wise, PACE, LLP

The Debt Ceiling Limit Discussions

As this issue of The Portal goes to press, one of the most 
controversial issues facing the Congress is the country’s 

debt ceiling limit. The limit, currently set at $14.3 trillion, is 
scheduled to be reached at the revised date of August 2. The U.S. 
Treasury Department has been using accounting maneuvers since 
the original debt ceiling was reached on May 16 to avoid the 
country defaulting on its debts and obligations. House Speaker 
John Boehner (R-OH) has called the August 2 deadline artificial 
in nature, and Senate Minority Leader Mitch McConnell (R-KY) 
has predicted that if a deal is not reached by then, it will likely be 
pushed back to later in the month.
  Much of the debt ceiling debate has focused on increas-
ing the nation’s debt limit by $2 trillion, which is anticipated to 
be sufficient to meet the country’s obligations through the end 
of the 2012 election cycle. It is also expected that the offset in 
deficit reduction and reduced spending would be roughly the 
same amount, spread over a 10- to 12-year timeframe. At issue 
between the parties is how to pay for the $2 trillion reduction. 
  Two members of the Republican leadership team, Rep. Eric 
Cantor (R-VA) and Sen. Jonn Kyl (R-AZ) have left the debt ceil-
ing limit discussions during the past two weeks. They both cite 
the Obama Administration’s insistence that an increase in taxes 
accompany the debt ceiling limit compromise as a reason for 
their withdrawal from the discussions. The Administration claims 
the tax increases are simply the closure of several tax loopholes 
that would add revenue to the Treasury. The Administration had 
hoped to reach a framework for a deal by early July, so leader-
ship in both parties could promote the plan and specific details to 
their respective membership for a vote prior to the August recess. 
In response to the President’s challenge to work on this issue 
immediately, the Senate cancelled its Fourth of July recess to 
remain in session.
  In addition to defaulting on the U.S. debt to creditors (that is, 
other nations’ holding of U.S. debt), any stoppage could poten-
tially shut down some portions of the government, as well as 
place a hold on Social Security payments to eligible recipients. 

The International Monetary Fund has said that failure to raise the 
debt limit, even for a brief amount of time, could send a “severe 
shock” through the global markets, and could further stall the 
world’s slow-moving economies. 
  Any default, particularly one that continues for a longer 
period, may also affect companies and organizations that con-
tract with the government. Specifically, if the agreement is 
not reached, the Treasury Department would be unable to pay 
roughly 40–45 percent of the nearly 80 million monthly checks it 
issues to contractors and for other obligations.
  During the course of this debate, Democrats have raised the 
question as to whether the Constitution allows the United States 
to NOT pay its debts and a broader definition of what legally 
constitutes a debt. To this end, members of the Senate Demo-
cratic Caucus are weighing the merits of determining whether the 
federal debt limit would be unconstitutional. Some Constitution 
scholars point to the 14th Amendment which reads, in part, “The 
validity of the public debt of the United States, authorized by law, 
including debts incurred for payment of pensions and bounties 
for services in suppressing insurrection or rebellion, shall not be 
questioned.” Simply saying the debt ceiling is unconstitutional 
would provide Treasury with sufficient funds to cover about 44 
percent of its obligations—roughly that would include Social 
Security, Medicare, Medicaid, unemployment benefits, payments 
to defense contractors and interest payments on Treasury bonds. 
However, there would not be enough money to pay for military 
troops, veterans, food stamps, federal salaries, and benefits and 
welfare payments.
  The danger with this entire debate would then create a pos-
sible constitutional crisis to complicate the political crisis. If this 
line of reasoning is pursued, most observers believe that Wall 
Street will not have any confidence in our political process. Mar-
ket confidence in the government handling this crisis would dis-
sipate quickly and afford no assurance to investors that economic 
recovery is even close at hand.
  The fact that this line of reasoning is even being considered 
is an indication of how challenging this debate and negotiations 
process is. At this writing, there is much that separates the two 
sides and little time to breach the gap.



IRS Increases Mileage Rate to 55.5 Cents Per Mile
 

The U.S. Internal Revenue Service has announced an increase in the optional stan-
dard mileage rates for the final six months of 2011. Taxpayers may use the optional 

standard rates to calculate the deductible costs of operating an automobile for business 
and other purposes (including moving).
  The rate will increase to 55.5 cents a mile for all business miles driven from July 1, 
2011, through December 31, 2011. This is an increase of 4.5 cents from the 51-cent rate 
in effect for the first six months of 2011, as set forth in Revenue Procedure 2010-51. In 
recognition of recent gasoline price increases, the IRS made this special adjustment for 
the final months of 2011. The IRS normally updates the mileage rates once a year in the 
fall for the next calendar year.
  “This year’s increased gas prices are having a major impact on individual Ameri-
cans. The IRS is adjusting the standard mileage rates to better reflect the recent increase 
in gas prices,” said IRS Commissioner Doug Shulman. “We are taking this step so the 
reimbursement rate will be fair to taxpayers.”
  While gasoline cost is a significant factor in the mileage figure, other items enter 
into the calculation of mileage rates, such as depreciation and insurance and other fixed 
and variable costs. The optional business standard mileage rate is used to compute the 
deductible costs of operating an automobile for business use in lieu of tracking actual 
costs. This rate is also used as a benchmark by the federal government and many busi-
nesses to reimburse their employees for mileage.
  The new six-month rate for computing deductible medical or moving expenses will 
also increase to 23.5 cents a mile, up from 19 cents for the first six months of 2011. The 
rate for providing services for charitable organizations is set by statute, not the IRS, and 
remains at 14 cents a mile. The new rates are contained in Announcement 2011-40 on 
the optional standard mileage rates. Taxpayers always have the option of calculating the 
actual costs of using their vehicle rather than using the standard mileage rates.

Mileage Rate Changes 

Purpose Rates 1/1–6/30/11 Rates 7/1–12/31/11

Business 51 55.5
Medical/moving 19 23.5
Charitable 14 14
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