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HEADLINES
Behind the Curve … or Riding the Crest?

S

TERRY R. HEAD
IAM President

ocial media. It is hard to go online, read any magazine, or even chat with business colleagues,
friends, and neighbors without the subject coming up in the conversation.
As an association executive I have spent a good part of the last ﬁve years monitoring the
development and expansion of social media and their applications. During that time, I’ve read
countless articles, blogs, and white papers on the subject. I have attended conferences and breakout
sessions and participated in numerous webinars weighing the pros, cons, beneﬁts, and pitfalls of
social media.
Admittedly, much of my focus has been on the potential legal ramiﬁcations stemming from
IAM’s embrace of and engagement in the use social media, and the impact of exposure in those
media not only on the Association but the membership as well. I shudder at the thought of an
impassioned member posting an ill-considered or unjustiﬁed complaint, or of one of our customers
lambasting an IAM member, the industry, or even the Association.
Social media are a 21st century capability with teeth that can do real injury when used inappropriately. One negative comment, whether justiﬁed or not, has the power to immediately skewer
a company’s or individual’s reputation, doing damage that could take months or even years to
overcome.
Am I justiﬁed in those concerns? You bet. At the same time, I admit that my slow uptake in
moving forward with IAM’s social media programs has placed the Association behind the curve,
particularly if you gauge us against other organizations of similar size and scope.
Whether one likes it, fears it, or just doesn’t understand its purpose or power, social media
have gained a foothold in the business arena and they are here to stay.
I believe social media, as most people view them today, are a collective work in progress.
Their evolution and widespread use in a large sense parallel the growth of the Internet itself. For
the ﬁrst 15 or so years in which the Web has become an indispensible tool in our personal and
professional lives, entities were developing and utilizing online capability simply to distribute or
make available information and educational material. Then WEB 2.0 came along a few years later
and companies began actively conducting commerce—that is, selling, buying, and tracking their
products and services—over the Internet.
Social Media 2.0 is just around the corner, if not here already. We’ve seen a virtual explosion
in the use of sites like Facebook, LinkedIn, MySpace, YouTube, and Twitter. In the United States
and overseas, eager and savvy users have embraced countless other social media programs—Orkut,
Fotolog, Renren (Xiaonei), Content & Motion, Delicious, Digg, Ping, and others.
With so many choices and social media outlets, it’s hard to know which of them are worth the
investment of time, money, and energy to develop and on which ones we can capitalize.
Aha! But this is where IAM might have an advantage. IAM has a secret weapon in our Young
Professionals (YP) group; and through their involvement in, knowledge of, and experience with
social media we actually might ﬁnd ourselves on the crest of the wave—a Social Media 2.0 wave
that I predict is about to hit the shores of every country and every member, whether we’re ready to
ride it or not.
It is for this reason we decided to turn The Portal spotlight to social media and our Young
Professionals (YP) group. Well over a decade ago the YP-35 group adopted the tag line, “Leadership Through Innovation.” Well, the time has come for us to tap into this talent pool. The younger
generation’s afﬁnity for social media and its facility with the rapid developments that deﬁne the
digital age have positioned IAM and the YP organization to ride high on this wave. Unless we
seize this momentum, IAM and your own company run the risk of being swept away.
I invite you to review this issue to gain a better perspective on social media and their potential
to play an important role in the future growth of your company, as well as lead to a higher level
of engagement and greater contributions from your younger employees. Our Young Professionals
have a lot to teach us all.
Meanwhile, if you don’t understand something you read, ask one of your younger staff—or
just Google it!

IAM 49TH ANNUAL MEETING
MEET THE CANDIDATES
Jeff Coleman is running for
chairman of IAM because he feels
strongly that his experience as a
former chairman and as a member of
the Executive Committee for over 10
years has prepared him to successfully lead the Association through all
of the great opportunities and the tremendous challenges that lie ahead.
Coleman is President and CEO
of the Coleman World Group, which
is a family-owned transportation and
relocation company that was established in 1914. Headquartered in southeast Alabama, the Coleman World Group is ranked one of the top 50 largest privately
owned companies in the State of Alabama. The company operates
two main divisions, Coleman American Moving Services, one
of the largest agents for Allied Van Lines, and Covan Worldwide
Moving, one of the largest independent moving and storage companies in the world.
Raised in Dothan, Alabama, Coleman graduated from Northview High School and was a member of the team that won the
1981 State of Alabama High School Football Championship. He
earned a B.S. degree in commerce and business administration
from the University of Alabama, where he was a Capstone Man,
a member of Jasons Men’s Honor Society—the highest honorary for leadership and academics—and a member of Omicron
Delta Kappa National Leadership Honor Society. He earned an
MBA degree from Troy University Dothan, where he received the
Dean’s Award, the highest award given to a graduate student in
recognition of scholastic achievement, leadership and service; he
was named the university’s Alumni of the Year in 2003.
In 2006, Coleman was appointed by Governor Bob Riley to
serve on the Alabama Commission on Higher Education; he is
currently vice chairman of that panel.
Jeff Coleman currently serves as vice chairman of the
Alabama Trucking Association and vice chairman of the International Association of Movers, and he is a member of the Board of
Directors for the American Moving and Storage Association.
He is committed to serving his community and he and his
company actively support several civic organizations, boards, and
committees.
Richard Corona is cofounder, president, and CEO of Enterprise
Database Corporation (EDC), the company that has developed
EasyDPS™, EDC-AgentLink™, EDC-MoveStar™, and GOgistiX™, the automated, worldwide move management network
for industry stakeholders. Corona has more than 25 years of
experience publishing software products and managing complex
technology implementations.
In 2001 he cofounded EDC after developing several application programming, deployment, and maintenance products for
secure access to high-performance applications, encryption and

Governing Members
Slate of Candidates
Chairman
Jeff Coleman ................................. Coleman World Group
Vice Chairman
Mike Richardson .......................... Senate Forwarding Inc.
Peg Wilken .................................. Stevens Forwarders Inc.
Four Governing Members-at-Large
Richard Corona ....Enterprise Database Corporation (EDC)
*Brandon Day ...................................................... Daycos
Stephan Geurts, Jr. ........................................ GovLog, NV
Tim Helenthal.....................National Forwarding Co., Inc.
*Jan Moore ....................................................... BINL, Inc.
*Mike Richardson ......................... Senate Forwarding Inc.
Steven Starck ...........................................Starck Van Lines
*Peg Wilken ................................ Stevens Forwarders Inc.
*Incumbents
The IAM By-Laws provide for nominations from the ﬂoor,
as long as those candidates meet all criteria for election
and service on the Executive Committee, as detailed in
the Association’s By-Laws under Articles VII, VIII, and IX,
which can be found at the back of your IAM Membership
Directory.

decryption services, and an interactive development environment architecture for developing enterpriselevel applications. The products have
been used by EDC to create end-user
applications for various markets
including moving and storage, law
enforcement, associations, construction, medical billing and collections,
and others. Corona’s belief that
software should be a customer-driven
tool is reﬂected in EDC’s customercentric solutions and development
methodologies.
Prior to cofounding EDC, Corona worked in senior management positions at several technology, public affairs, and lobbying
organizations, where he developed and oversaw the implementation of new technologies for grassroots and lobbying efforts that
are still in use today.
Corona has been an active member of the IAM Technology
& Communications Committee.

Brandon Day is the CEO of Daycos, a full-service billing and audit
ﬁrm in Norfolk, Nebraska. Daycos
provides billing and audit services to
700 different SCAC codes, processing over 360,000 invoices per year
totaling more than $1.1 billion.
Day began his career in the
household goods industry at the age
of 6 as one of the “Associates” in
post-audit ﬁrm John Day & Associates. After taking a brief hiatus to
get an education and grow up, in
1994 he rejoined the family business, now known as Daycos,
overseeing the data storage and information technology divisions.
He became CEO in 2002.
Day is completing his ﬁrst year on the IAM Executive Committee and as chair of the IAM Technology & Communications
Committee. He has been also involved in the implementation
and testing of CWA/PowerTrack, as well as the Defense Personal
Property System.
“I think I have been able to bring a unique perspective as
CEO of a company that works on behalf of 700 different TSPs,
from small to large, domestic and international,” Day says. “I
particularly enjoyed working with the Technology & Communications Committee, since our industry faces many technical
issues, particularly with the DPS computer system.”
Stephan Geurts, Jr. is director at
GovLog, NV, in Antwerp, Belgium.
A native of northern Belgium,
Geurts entered the moving industry
in 1996, training for three months
with a Gosselin World Wide Moving
NV customer in the southeastern
United States. During that time he
learned and developed his packing,
warehousing, and administrative
skills.
The following year, after receiving a degree in business administration at the European University, Antwerp, Geurts spent 18 months
in the United States learning the military household goods side of
the industry. He next trained with a Bremerhaven port agent, and
then headed to Gosselin’s headquarters to handle U.S. Department of Defense personal effects shipments and U.S. Department of State business through contracts and tenders. In 2007, he
helped establish GovLog, which provides services for DoD and
DoS throughout Europe.
From 2006 to 2010, Geurts served as chair of the IAM
Young Professionals organization and held a seat on the IAM
Executive Committee. “Serving on the Board allowed me to provide valuable insight as an international member and an overseas
agent handling US military shipments,” he says. “In my years on
the board I saw how IAM works for all of the membership, and I
would very much like to participate in the challenges to come.”

Tim Helenthal is the vice president
of agency services for National Forwarding Co., Inc., a wholly owned
subsidiary of National Van Lines,
Inc., that manages National’s participation in the U.S. Department of
Defense Personal Property Program
(DP3).
Helenthal develops in-company
programs to identify and select quality suppliers for household goods
movements, monitors trends within
DP3, and interprets and executes
ever-changing DTR guidelines. He oversaw the development of
National’s “PREVENT” quality control program, which includes the Military Procedures Manual, a DOD-speciﬁc training
resource for all moving agents and drivers.
His career in the moving industry began in 1994 as a manager of the Total Quality Assurance Program for National. In
2000 Helenthal was named vice president of agency services, the
position he holds today. He also serves as a member of IAM’s
Accessorial Services Committee and the Executive Committee
for the Government Trafﬁc Committee for the American Moving
& Storage Association, and as vice chair of the NDTA Household
Goods Subcommittee.
Helenthal holds an MA degree in economics.
Jan Moore is the president of
BINL, Incorporated in Long Beach,
California. She launched her career
in the transportation business in
1970 as a ﬁle clerk for Bekins Wide
World, working her way into the
mailroom, and eventually overseeing
the communications department.
In 1977 Moore moved to
the military division, supervising
domestic trafﬁc; she eventually
branched out to handle international
trafﬁc. “I had the good fortune of
learning from such industry greats as Joe Drinco and Doug
Madsen, who were willing to share their many years of military
experience with me,” she recalls.
Over the years Moore has been active on several IAM committees, feeling “grateful for the opportunity to represent the
only industry I have ever worked for.” In 2003 she was elected
to the Executive Committee, and currently serves as a Member at
Large. Since joining the Board, she has been chair of the Claims
Committee for six years and chair of the Accessorial Committee
for the last two years.
“Serving on the board, working with people who give so
much of their time to IAM to ensure that our Association is
strong and well-respected, has been very exciting and fulﬁlling,
and I hope to continue to serve both the Governing and Core
membership.”

Mike Richardson’s 20-year industry
career began at the corporate ofﬁce
of a major van line. He progressed
through marketing, customer service,
and quality management positions
before relocating to branch ofﬁces in
the eastern United States, working
in local operations. Experience “in
the trenches” helped in his transition
10 years ago to Senate Forwarding, where he is now vice president
and general manager. Upon joining
Senate, Richardson managed the
company’s participation in pilot programs that predated DoD’s
Defense Personal Property Program (DP3). He currently manages
customer service, operations, rate ﬁling, and claims management
for DoD international and domestic programs.
Richardson joined the IAM board as a Member at Large in
2003, chairing the Accessorial Services Committee and now the
Carrier Relations Committee. He is a past chair of the International Shippers Association (ISA) and currently ISA’s vice chair.
“I have gained valuable experience during eight years on the
IAM and ISA Boards in chairing committees, making positive
gains in both areas that have beneﬁted both military TSPs and
commercial-based membership,” Richardson says. “I am ready to
further my involvement in IAM by running for Executive Committee vice chair. With the full rollout of DP3 and the program’s
potential outsourcing, this is a critical time for our industry.
As vice chair, I will look forward to these challenges and the
involvement this position demands in the Association’s efforts on
Capitol Hill.”
Steve Starck is president of Starck
Van Lines, an independent van line
operating since 1922. He worked
as director of military trafﬁc for the
family-owned business before becoming president in 2009. Based in
Pittsburgh, Pennsylvania, Starck has
served since 2006 on the Board of
Directors of both the Tristate Tariff
Bureau and the Pennsylvania Moving and Storage Associates (PMSA);
he was recently appointed chair of
PMSA’s Military Affairs Committee.
Starck ﬁrst became involved with IAM in 2006, when asked
to join IAM’s efforts on Capitol Hill, as the Association sought to
inﬂuence legislation for the good of its membership. When he accompanied IAM staff to the ofﬁce of U.S. Senator Arlen Specter
of Pennsylvania, he realized IAM was more than an international
organization: IAM worked on behalf of domestic companies as
well.

He sees a great opportunity for IAM to increase its membership through the addition of domestic companies, especially
small to mid-sized Independents that feel unrepresented by other
organizations. He believes that his industry connections on the
domestic side can help facilitate this growth to beneﬁt both
domestic and international markets, and that his ability to work
directly with SDDC senior leadership will be an asset to the Executive Committee as IAM moves forward.
Margaret (Peg) Wilken has been
an employee of Saginaw, Michiganbased Stevens Forwarders since
July 1981, serving as vice president
of government trafﬁc and a member of the executive team. She is
responsible for all government trafﬁc
management for the company and
also oversees the management of the
commercial and U.S. Department of
Defense (DoD) claims departments.
Wilken manages Stevens’ relationships with DoD, General Services
Administration, and other federal agencies. She is also responsible for the recruitment of Stevens’ DoD agents, rate ﬁling, training, and compliance with regulations.
Wilken has served since 2009 as Member at Large on IAM’s
Executive Committee and as chair of the Claims Committee.
Actively involved in the industry, she currently is on the Government Trafﬁc Committee of the American Moving & Storage
Association and previously served on the board of the Independent Movers Conference. Wilken has been involved in various
military/industry task force working groups on the reengineering
of the DoD Personal Property Program. She has been one of the
industry representatives who worked with SDDC, JPMO HHGS,
and the program developer for the new DP3 program. She has
been recognized within the industry as an expert and spokesperson in the area of DoD regulations and claims practice.

Internet Café

T

his year, the IAM cyber café, now renamed IAM Connect,
will be located in the Centennial Ballroom Foyer, next to the
IAM Registration Desk. Sponsored by Writer Relocations, IAM
Connect will feature computer terminals with internet access,
printers, and a cell phone charging station. IAM Connect will be
open 24 hours a day starting on Monday, September 12, at 8:30
a.m. and will close at 12 noon on Thursday, September 15.

Mike Cazalet, who currently serves
as treasurer for the International
Shippers Association, has been involved with the shipping industry for
almost 40 years.
He began his professional career
in 1968 at Sinclair International
Oil Company/Atlantic Richﬁeld,
in Houston, Texas, where he was
International Trafﬁc Manager. In
1973, the year he graduated from
the University of Houston, he joined
Sealand Services, Inc., when they
inaugurated the Gulf Europe service. He spent ﬁve years with
Sealand in various capacities opening new operations in Port Everglades, Florida, before being asked to join Crowley Maritime in
1979. During his tenure at Crowley, Cazalet was general manager
of both the Hawaiian Marine Lines and Alaska Hydrotrain operations and held positions in San Francisco and Anchorage.
From 1983 until 1991 Cazalet held management positions
at both United States Lines and Mayﬂower International. A joint
venture between Mayﬂower and Global International in 1991 that
involved the opening of a household goods forwarding operation
in Kuwait following its liberation after the ﬁrst Gulf War presented Cazalet with his ﬁrst expatriate assignment. After completing that contract, he held positions in Bangkok, Manila, Kuala
Lumpur, and Singapore before returning to the United States to
become the director of global transportation for Prudential Financial, a position he held for nine years.
Since 2005, Cazalet has been the vice president and managing director for New World International in Chicago. In December 2009, New World acquired Island Forwarding, Inc., from the
Woody DeWitt Trust. Cazalet has taken on the additional responsibilities of vice president for the international military program
in conjunction with the regular commercial and U.S. Department
of State business of New World International.
A part-time inventor, Cazalet currently holds patents for two
chemical process applications related to the agriculture industry.
Han Helders began his career in
the moving industry in Baltimore,
Maryland, in 1963, working for
a large international mover, Dean
International. Within two years, the
company had 100,000 square feet
of warehouse space and 100 ﬂatbed
trucks running from coast to coast.
In 1967, Helders moved with the
company to San Antonio, Texas,
and opened a new division. When
the owner passed away, he returned
to Baltimore and spent the next

INTERNATIONAL SHIPPERS ASSOCIATION
Slate of Candidates
The Annual Meeting of the ISA membership will be held
on Wednesday, September 14, from 11:00am until 12:00
noon in Capitol Ballroom 1–4 at the Hyatt Regency Hotel
in Denver, Colorado.
During the ISA membership meeting formal elections
will be held for the positions of
• Chair
• Vice Chair
• Secretary
Note: The ISA By-Laws provide for the ability to present
nominations from the ﬂoor; however, candidates must be
qualiﬁed for the positions to which they are nominated.
Each member of the ISA Board of Directors must be a
member of the International Association of Movers (IAM)
and the Board must consist of a balance of no fewer than
two IAM Governing members and two IAM Core members. The position of chair shall rotate every two years
between a Governing and a Core member.
Based on recommendations provided by the ISA Nominating Committee, the ofﬁcial slate of candidates has been
identiﬁed as follows:
Chair
Mike Cazalet .................................Island Forwarding, Inc.
Vice Chair
Han Helders ........................................ Crystal Forwarding
Secretary
Patrick Marble ........................Interstate International, Inc.
Adam Hall .....................................Coleman World Group

20 years with Four Winds. He traveled to the Far East, Europe,
and the Middle East, and spent time living in Germany and San
Diego. In 1980, he married his life/business partner Ella, and
together, they have four children and four grandchildren. Helders
has dedicated many years to HHGFAA/IAM, serving on his ﬁrst
Association committee in 1972. He also served on the Executive
Committee in the 1990s, with three years as vice chair.

Adam G. Hall is vice president of
the international division at Coleman
World Group. A graduate of Auburn
University with a degree in transportation and physical distribution, Hall
spent 20 years in the LTL (less than
truckload) industry before joining
Coleman World Group. In his current role as vice president, Hall has
managed the Relo Vault Container
division and the Capstone Logistics
division.
Patrick Marble joined Interstate
Worldwide Relocation Services in
Springﬁeld, Virginia, in 2011 as vice
president/general manager of forwarding and logistics. Previously he
was vice president of international
for Daryl Flood, Inc., in Dallas,
Texas. He held roles of increasing
responsibility for SIRVA, where he
was director, international pricing
and international procurement.
Marble has worked in the international moving services industry
since 2000. His prior background was in the ﬁnance and insurance sectors. He holds a degree in business administration/economics and an MBA in global management.
Additionally, he recently founded a 501(c)3 charitable organization for disadvantaged children called Willing To Give, Inc.

2011 Casino Night Sponsors

I

AM is indebted to the following companies, which have
generously sponsored tables at the Rustlers & Hustlers
Saloon on September 12, beneﬁtting the Alan F. Wohlstetter
Scholarship Fund..
AARE Logistics, LLC
ABBA International Inc.
Arrowpak International Inc.
Atlas World Group International
Australian Van Lines
BINL, Inc.
Coleman World Group
Crown Worldwide
Daycos
Deseret Forwarding International, Inc.
Dewitt Transportation of Guam
Executive Relocation International
Gateways International, Inc.
Government Logistics (GovLog)
Jet Forwarding Inc
National Forwarding Co Inc
Puget Sound International
Royal Hawaiian Movers
Stevens Forwarders, Inc.
The Pasha Group
Tri-Star Freight Systems
True North Relocations, LLC

Coming Up Next Time in

the portal
In Review: IAM’s 49th Annual Meeting
September 12–15, Denver, Colorado

T

he November/December issue of The Portal always provides
a colorful recap of the Annual Meeting, with photos and
commentary on the major events of the meeting. You’ll read
about the business sessions, membership meetings, panel
discussions, and Knowledge Lab learning sessions, and the
much-anticipated “State of IAM” address by President Terry
Head. In photos, you’ll see attendees as they connect in
meetings and socially, both as individuals and in groups.
Pictures will tell the story, and so will comments from the
members. Look for results of a post-annual meeting survey that
will help IAM plan an even more valuable event in 2012 for our
members to connect, collaborate, and elevate their businesses,
their networks, and their membership with IAM.

Please e-mail your comments about the
Annual Meeting to joycedexter47@comcast.net
and Janet.Seely@IAMovers.org

Deadline for submissions:
November 5, 2011

Rocky Mountain High:
Tips to Handle the Altitude

D

on’t let anything you hear about the mile-high altitude scare
you. The air is just thinner and dryer. In fact, many people
with respiratory problems, including the Mayor, move to Denver
for the beneﬁts of the dry air. Just follow these simple tips and
you will very likely not even notice the difference.
• Drink water both before your trip to Denver, and while you
are here. Drinking plenty of water is the number one way
to help your body adjust easily to our higher altitude. The
low humidity in Colorado keeps the air dry, like the desert,
so you need about twice as much water here as you would
drink at home. It is also recommended that you go easy on
the alcohol in the mountains and in Denver, as its effects will
feel stronger here. The effects of exercise are more intense
here as well. If you normally run 10 miles a day at home,
you might try 6 miles in Denver.
• Eat foods high in potassium, such as broccoli, bananas,
avocado, cantaloupe, celery, greens, bran, chocolate, granola,
dates, dried fruit, potatoes, and tomatoes.
• What to bring: Denver receives over 300 days of sunshine
each year (more than San Diego or Miami). Bring sunglasses, sunscreen, lip balm… even in winter. There is 25 percent
less protection from the sun’s rays at Denver’s 5,280 feet
elevation.
• Weather: Two days before your trip to Denver, visit www.
weather.com to ﬁnd the latest on weather and temperature.
Please use this information to pack appropriately. Because
Denver is closer to the sun, it can feel much warmer than the
actual temperature during the daytime, but then become very
chilly after sundown, particularly in the spring and fall. It is a
good idea to layer your clothing.

IAM 49TH ANNUAL MEETING SCHEDULE
Monday
September 12

Tuesday
September 13

Wednesday
September 14

Thursday
September 15

8:30am–6:00pm
Registration Open
Centennial Ballroom Foyer

7:30am–5:00pm
Registration Open
Centennial Ballroom Foyer

7:30am–5:00pm
Registration Open
Centennial Ballroom Foyer

7:30am–12:00 noon
Registration Open
Centennial Ballroom Foyer

2:30pm–5:00pm
Network Central and
Exhibits Open
Centennial Ballroom

9:00am–5:00pm
Network Central and
Exhibits Open
Centennial Ballroom

9:00am–5:00pm
Network Central and
Exhibits Open
Centennial Ballroom

8:00am–10:30am
Network Central and
Exhibits Open
Centennial Ballroom

8:30am–10:30am
CMMB/YPMB/EXCOM
Breakfast Meeting
Agate

7:30am–9:30am
Buffet Breakfast
Mineral Hall & Agate

7:30am–8:30am
AFW Scholarship
Board Breakfast
Sandstone

8:00am–10:00am
Breakfast with Exhibitors
Centennial Ballroom

12:00pm–2:00pm
IAM Membership Luncheon
Terry Head: State of IAM Address
Hall of Honor Inductions
AFW Scholarship
Fund Recognitions
LOCATED AT THE COLORADO
CONVENTION CENTER
2:30pm–4:30pm
Executive Committee Meeting
Limestone
3:00pm–4:00pm
Knowledge Lab
First Time Attendees:
Tips to Maximize Your
Conference Experience
Centennial Ballroom Foyer
3:00pm–4:00pm
YP–35 Board Meeting
Marble
4:00pm–5:00pm
Knowledge Lab
Can You Spot Fakes
& Counterfeits?
Centennial Ballroom Foyer
5:00pm–6:30pm
Young Professionals
Welcome Reception
Agate
5:30pm–6:30pm
New Members, First Time
Attendees & Special Guests
Reception
Mineral Hall A

8:00am–9:00am
YP–35 Membership
Brainstorming Buffet Breakfast
Capitol Ballroom 5-7
9:30am–10:30am
Hall of Honor Selection
Committee Business Session
Sandstone
10:30am–11:30am
Knowledge Lab
U.S. Bank Freight Payment:
Automating Non-Temporary
Storage Payment Processes
Centennial Ballroom Foyer
11:30am–1:00pm
ISA Board Meeting
and Luncheon
Sandstone
11:30am–12:30pm
Exhibitors’ Cocktail
Reception
Centennial Ballroom
1:30pm–3:00pm
Core Membership Meeting
(previously Associate Members)
Capitol Ballroom 1-4
3:15pm–4:30pm
Knowledge Lab
Jump Start Your Business
with CHAMP
Centennial Ballroom Foyer
3:15pm–4:30pm
YP-35 Membership Meeting
Capitol Ballroom 5-7

6:30pm–8:45pm
Opening Reception
Capitol Ballroom

7:30am–9:30am
Buffet Breakfast
Mineral Hall & Agate

9:00am–12:00 noon
Governing Membership Meeting
(previously Active Members)
Capitol Ballroom 1-4

8:30am–10:30am
Claims Panel
Capitol Ballroom 1-4

10:30am–12:00 noon
Exhibit Teardown
Centennial Ballroom

9:30am–10:30am
Knowledge Lab
Building Trust through
Cultural Awareness
Centennial Ballroom Foyer

Special Session
1:30pm–4:30pm
Capitol Ballroom 1-4

11:00am–12:00 noon
ISA Membership Meeting
Capitol Ballroom 1-4
12:00 noon–12:30pm
ISA Board Meeting
Sandstone
12:00 noon–1:00pm
Buffet Lunch in Exhibit Hall
Centennial Ballroom
1:30pm–2:30pm
Knowledge Lab
Update on IAM Member
Programs & Services
Centennial Ballroom Foyer
1:30pm–3:30pm

Military & Government Affairs Panel

Capitol Ballroom 1-4

3:45pm-5:00pm
Industry/Government Panel
A PPSO/TSP View of DPS
Moderator:
Fran Vollaro, The Pasha Group
Capitol Ballroom 1-4
4:00pm–5:00pm
Knowledge Lab
Have You Heard About
Move for Hunger?
Centennial Ballroom Foyer

9:00pm–12:00 midnight
AFW Scholarship—
Rustlers & Hustlers Saloon
Additional Ticket Required
Mineral Hall

9:30pm–12:00 midnight
YP–35 Social Mixer
YP-35 Members Only
Lucky Strike
Free evening
There will be no scheduled IAM
events this evening

Free Evening
There will be no scheduled IAM
events this evening

Remarks by
Federal Maritime Commissioner
Michael Khouri
FMC Final Report on Fact-Finding
Investigation #27
Remarks by
Ms. Lisa Roberts
Ofﬁce of the Secretary of Defense
Business Case Analysis (BCA) &
Regionalization
____________________________
Peak Season: Guilty or Innocent?
The Verdict is In…
“Here Comes the Judge”
Panel Discussion
Chuck White—Moderator
Industry Panelists:
Peg Wilken, Stevens Forwarders
Jim Gaw, Atlas International
Craig Crawford, Silver Ridge
Forwarding
DOD Panelists:
John Johnson, SDDC,
Kevin Kennedy, PPA HQ
Laura Bernardo, JPMO HHGS
6:30pm–7:30pm
Closing Reception
Centennial Ballroom Foyer
7:30pm–9:30pm
Closing Dinner & Entertainment
Centennial Ballroom
9:30pm–11:30pm
Post Dinner
Entertainment & Dancing
Centennial Ballroom Foyer

2011 Knowledge Lab Schedule

W

here can you learn what you need to know and go… in
just 60 minutes? Accessed via Aisle 100 in the Exhibit
Hall, the 2011 Knowledge Lab covers topics guaranteed to boost
your business. Learn how to spot fakes and counterfeits before
you see the claims; obtain certiﬁcation to move U.S. federal employees domestically and internationally; elevate your customer
service—and your bottom line—through cultural awareness; and
serve your community while you service your customers, all in
the Knowledge Lab.
Whether this is your ﬁrst annual meeting (Tips for FirstTime Attendees) or your thirtieth (Automating Non-Temporary
Storage Payment Processes), the Knowledge Lab serves up what
you need to know and go…in just 60 minutes.
MONDAY, SEPTEMBER 12
3:00pm–4:00pm
Never Eat Alone: 10 Tips for Maximizing Your Conference Time
Presenter: Georgia Angell, Deseret Forwarding International,
Inc.
Former IAM Chair Georgia Angell calls on her 30 years of
annual meeting experience—and four years as Chair of IAM’s
Executive Committee— to provide expert tips on networking for
success, must-attend business sessions, and reception-hopping
with your new IAM colleagues. Tip #1: Never eat alone…your
tablemate could be your next business partner!
Recommended for ﬁrst-time attendees.
4:00pm–5:00pm
Claims Conundrum: Can You Spot Fakes and Counterfeits?
Presenters: Debbie Morales, Metro Claims and Relocation
Tommy Morales, TRS Furniture Repair
From golf clubs to designer handbags, Cuban cigars to priceless porcelain ﬁgurines, learn how to tell the fabulous from the
fakes—and how to protect your business against false claims. In
this hands-on Knowledge Lab, Debbie Morales shares the telltale details that all household goods professionals need to know
to spot counterfeits.
TUESDAY, SEPTEMBER 13
10:30pm–11:30pm
U.S. Bank Freight Payment: Automating Non-Temporary Storage
Payment Processes
Presenter: Cheryl Garcia, U.S. Bank
Cheryl Garcia returns to the Knowledge Lab to discuss U.S.
Bank Freight Payment’s recent agreement with the U.S. Department of Defense to automate the process by which providers of
non-temporary storage for military household goods are paid.
If you provide non-temporary storage, don’t miss this opportunity to hear details of the agreement and have your questions
answered.

3:15pm–4:30pm
Jump Start Your Business with CHAMP
Presenter: Brian Kellhofer, U.S. General Services
Administration (GSA)
GSA’s Centralized Household Goods Trafﬁc Management Program (CHAMP) assists relocating federal government employees
in transporting household goods from one ofﬁcial duty station
to another, both domestically and internationally. Transportation Service Providers (TSPs) who apply to participate in GSA’s
CHAMP program must successfully complete an approval application package and evaluation to participate in the program.
Program expert Brian Kellhofer gives instruction and advice on
how to get approved to ﬁle rates in CHAMP.
WEDNESDAY, SEPTEMBER 14
9:30am–10:30am
Building Trust through Cultural Awareness
Presenter: Sirin Köprücü
The world has become too globalized to expect people to try to
adapt to different cultures that they encounter quickly in business
travel or meetings with those from another country. In this session, international business consultant Sirin Köprücü explains
how to become effective in multicultural communication and
relationship building by ﬁrst establishing and maintaining trust.
It’s about “give and take” to collaborate, and collaboration leads
to success in an international industry.
1:30pm–2:30pm
Update on IAM Member Programs and Services
Presenter: Brian Limperopulos, Programs Manager, IAM
Hear about the latest enhancements to IAM programs, including
the newest Receivable Protection Program (RPP) beneﬁt—the
Invoice Dispute Resolution Process—and distribution of the List
of Alleged Debtors. Programs Manager Brian Limperopulos
also discusses enforcement of the IAM Code of Ethics, the development of Standardized Electronic Inventory, and the Alan F.
Wohlstetter Scholarship Fund.
4:00am–5:00am
Have You Heard About Move For Hunger?
Presenter: Adam Lowy, Move For Hunger
Find out how the moving industry is helping to feed the hungry
through nonproﬁt hunger relief organization Move For Hunger.
Become a socially conscious leader in your community just by
boxing food that customers leave behind and delivering it to local
food banks. Bonus: Learn the role social media play in getting the
word out about your community engagement.

Questions about the Knowledge Lab?
Contact Janet Seely, Director, Communications & Member Engagement, Janet.Seely@IAMovers.org

2011 Knowledge Lab Presenters

Georgia Angell

Cheryl Garcia

Brian Kellhofer

Sirin Köprücü

Adam Lowy

Brian Limperopulos

Debbie Morales

Janet Seely

Georgia Angell has 30 years of industry experience in key management positions with some of the industry’s leading household
goods moving and forwarding companies, including Deseret
Forwarding, Dell Forwarding, Shoreline International, United
Van Lines, and American Ensign. She has managed all facets of
the moving business and is experienced in local agency and port
management.
A member of IAM’s Executive Committee for several years,
Ms. Angell served as Chair from 2003 to 2007—the ﬁrst woman
to hold that position in the organization’s 48-year history. She
has also chaired the Accessorial Services Committee and the
Claims Committee, and was a member of the Alan F. Wohlstetter
Scholarship Fund Committee; and assisted in the development of
the IAM Technology Partnership involving customs regulations,
The Shippers Guides, the Code of Ethics, and the Hall of Honor.
Angell will call on her many years of attendance at IAM Annual
Meetings to give ﬁrst-time attendees in Denver valuable tips on
how to get the most out of their time at the conference.
Cheryl Garcia is Regional Vice President of Government
Services for U.S. Bank Freight Payment (formerly known as
PowerTrack). She joined U.S. Bank in 2003 as lead consultant for the implementation of the U.S. Department of Defense
(DoD) Personal Property Program (DP3). She now heads a
team responsible for sales and relationship management for U.S.
Bank Freight Payment for all U.S. Bank public sector customers, including the Department of Defense, Department of State,
Department of Agriculture, Department of Homeland Security,
Department of Health & Human Services, and the U.S. Department of Veterans Affairs.

Garcia’s experience includes founding three moving and
storage agencies in San Antonio and Austin, Texas. After achieving her MBA and becoming a Certiﬁed Public Accountant, she
was a management consultant working with Fortune 500 and
government organizations to improve efﬁciencies in operations,
project management and ﬁnancial supply chain. Last year in the
Knowledge Lab, Garcia discussed the change from PowerTrack
to U.S. Bank Freight Payment; this year she will cover U.S. Bank
Freight Payment’s recent agreement with the DoD to automate
the process by which providers of non-temporary storage for
military household goods are paid.
Brian Kellhofer spent four years in the U.S. Air Force as a
Financial Management Specialist. He joined the U.S. General
Services Administration (GSA) in 1990 as a Financial Specialist
and in July 1995 began working with the Program Management
Ofﬁce of GSA’s Centralized Household Goods Trafﬁc Management Program (CHAMP). This program assists relocating federal
government employees in transporting household goods from one
ofﬁcial duty station to another, both domestically and internationally. Kellhofer has worked all aspects of CHAMP, including the
Web-based Transportation Management Services Solution, Transportation Service Providers approval, annual Request for Offers,
and maintenance of the Household Goods Tender of Service.
Sirin Köprücü is an international business consultant who specializes in effective global business conduct. The founder of StrategicStraits Inc., which helps international organizations develop
their global identity and competency, Sirin believes that global

organizations thrive when they develop consistent strategies for
relating to different value and belief systems, and can convey
trustworthiness across cultures. She helps companies build and
maintain that cultural trust and integrate the “culture factor” into
their customer service.
Köprücü holds an MBA in marketing from Eastern Michigan
University and a degree in business from Istanbul University. She
received her training in intercultural communications at the Interchange Institute in Boston, Massachusetts, and at the Intercultural
Management Institute of American University in Washington,
DC, where she currently lives and works. Prior to coming to the
United States, she lived and worked in the United States, Turkey,
United Kingdom, Switzerland, and Germany and she speaks
Turkish, English, and German.
Adam Lowy is founder and Executive Director of New Jerseybased Move For Hunger, a nonproﬁt organization that works
with movers to pick up unwanted, non-perishable food items
from those who are relocating and deliver the items to local food
banks. A New Jersey native, Springsteen fan, and Arizona State
University Sun Devil for life, Lowy started Move For Hunger in
the summer of 2009. His family has owned a moving company
in New Jersey for more than 90 years, and after years of seeing
so much food wasted when people move, Lowy decided to take
action. Since 2009, Move For Hunger has grown to work with
over 150 moving companies—including IAM members—in 34
states. To date, they have collected more than 325,000 pounds of
food for food banks across the nation. Move For Hunger is proud
to partner with IAM in hunger relief efforts.
Brian Limperopulos joined IAM in 2009 as Programs Manager.
His responsibilities include analyzing and distributing information on U.S. Customs and Governmental regulations; researching
and releasing updated Shippers Guides; administering the Receivable Protection Program, the IAM Young Professionals group,
and the Hall of Honor; and providing support to the International

Shippers Association and the Alan F. Wohlstetter Scholarship
Fund. Previously an international relocation manager at Security
International, Limperopulos coordinated annual shipments from
origin to destination for the World Bank Account.
Debbie Morales is a 20-year veteran of claims and furniture
restoration in the moving industry. Her company, Metro Claims,
is a full service repair ﬁrm. She has a broad and diversiﬁed background in claims, restoration, and operations that she has been
able to use to service the major carriers and insurance companies in the United States and Mexico. Sharing her experience to
educate others, Morales leads workshops and writes articles on
subjects such as customer relations, packing techniques, international relocations, furniture restorations, and counterfeits for the
Claims Prevention Procedure Council (CPPC). Her articles can
be found at www.claimsnet.org.
A long-time member and current board member of the
CPPC, Morales lives in Charlotte, North Carolina, and travels to
Mexico and the Caribbean for the moving industry.
Janet Cave Seely is IAM’s Director of Communications and
Member Engagement, and manages the Knowledge Lab; she
joined the Association staff in 2009. A communications professional with expertise in corporate and nonproﬁt arenas, she
has worked for Time Warner Inc. and America Online, and has
developed award-winning print and online materials; managed
the launch of newsletters, websites, and e-giving campaigns; and
worked as a freelance writer and editor until she needed a steady
paycheck. Currently, Seely oversees membership services, and is
responsible for IAM’s membership directory, The Portal magazine, e-newsletters, and websites.
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The Rustlers & Hustlers Saloon
presents Casino Night!
A Friend & Fund Raiser benefitting the AFW Scholarship Fund

IAM Annual Meeting – Denver, Colorado
September 12, 9:00 PM–Midnight
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Sign up for the
Casino Night!

IAM is “Raising the Stakes” on Annual Meeting
networking, fun, and fundraising!

Craps • Roulette
Blackjack • Pai Gow
and a
Texas Hold ’Em Tournament

Pre-pay online when
you register for the
Annual Meeting,
or pay onsite at the
registration desk.
If you’ve already
registered for the
conference, just call our
registration department
at +1.202.624.1740
sign up for
Casino Night!
Your donated entry fee of $75
($95 onsite) per ticket includes:
• A complimentary beverage
• $200 in chips for the gaming tables
(no cash value), and...
• The chance to win valuable prizes!

(Additional buy in. Due to last year’s sellout,
more tables have been added!)

Don’t know how to play
these games of chance?
We have expert dealers
to assist you.

“Hit the Jackpot” on Casino Night!
Join us for this fun and memorable
gala evening for a great cause…

Everyone Wins!
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2011 Hall of Honor Inductees

Richard DeWitt

Dolf Gosselin

F

our individuals with a long history of service or contribution
to the forwarding and moving industry will be recognized
during the IAM 49th Annual Meeting as inductees into IAM’s
prestigious Hall of Honor.
“With each new class of inductees, the IAM membership has
the opportunity to pay tribute to those who dedicated so much of
their time and effort to further the interests of both the Association as well as the industry as a whole,” said IAM President Terry
Head. “This year is no exception, as the Hall of Honor Selection
Committee chose four highly accomplished individuals who live
up to the high standards set by previous inductees.”
The Hall of Honor was founded by IAM in 2008. Its purpose
is to commemorate industry leaders whose careers have reﬂected
exceptional and distinguished service to either their companies or
the Association, or who have worked to elevate the inﬂuence and
the image of the industry.
The 2011 inductees are Richard DeWitt, Dolf Gosselin,
George W. Pasha III, and Colin Quarrington.
RICHARD DEWITT
Richard DeWitt was born and raised in Southern California, and
has been working in the transportation industry in one capacity
or another for more than 55 years. He launched his career in the
household goods industry as a young man working for his father,
Woody DeWitt, and gained ﬁrsthand knowledge of all aspects of
the transportation business, from driving and packing to running
terminals and forwarding operations.
During his half century in the business, Richard founded
Royal Hawaiian Movers, DeWitt Moving and Storage of Guam,
Approved Forwarders, Royal Alaskan Movers, and DeWitt
Companies. Today, those companies employ more than 500
people. For four decades, Mr. DeWitt has been a member of IAM
(previously HHGFAA), as well as an avid supporter of the Alan
F. Wohlstetter Scholarship Fund since its inception in 2002.
Today Mr. DeWitt is enjoying retirement in Newport Beach,
California, with his wife, Annalee. Four of his six children are
actively involved in the industry.
Three years ago Richard’s father, Woody DeWitt, was inducted into the Hall of Honor during IAM’s 46th Annual Meeting in Hawaii, and Richard is proud to share in this prestigious
recognition.

George W. Pasha III

Colin Quarrington

DOLF GOSSELIN
Like many other prominent founders of moving companies, Dolf
Gosselin was a self-made man who grew up among crates and
trucks in the center of a labor-intensive business and climbed his
way to the top.
Mr. Gosselin was born in 1932, in Kruibeke, a village near
Antwerp, Belgium. Orphaned at age four, he went to live with
foster parents who in 1930 had established a moving company
named Vivet-Gosselin. At that time the company had only one
moving truck, which was eventually seized during World War II.
In 1945 the family bought a second-hand truck; Dolf Gosselin learned how to repair it, and he eventually left school to work
in the family business.
The business grew little by little until 1966, when SHAPE
(the central command of NATO military forces, which included
a U.S. Army contingent) began planning a move from France to
Belgium, and Dolf Gosselin was called in to assist. That day, Mr.
Gosselin left for France with a mobile home and ﬁve movers. The
SHAPE move took nearly eight months, and one mobile home
became three, and the ﬁve movers became 20.
With the U.S. Army in Belgium, Vivet-Gosselin’s business
picked up speed. Needing assistance, Gosselin persuaded one
carrier to work for the company as the local agent in Belgium.
Thanks to Dolf’s knowledge, and the support of his staff and
packing crews, his customer base grew and Vivet-Gosselin became a strong competitor among the local agents in Belgium.
In 1972 Gosselin moved its operations into a bigger warehouse and added trucks. He was one of the ﬁrst movers in
Belgium at that time to invest in the swap body system, which
created operational ﬂexibility for moving families throughout
Europe. The business took an even bigger leap forward in 1984,
when Gosselin World Wide Moving was formed. In addition to
offering local agency services, he was able to bring on TSPs to
perform port operations and load containers so that household
goods shipments could be handled through the port of Antwerp
instead of Rotterdam, The Netherlands, or Bremerhaven, Germany. A decade later, Gosselin acquired a German ﬁrm with
eight local agencies in Germany. In the years that followed, more
companies were founded, and today the Gosselin Group has an
international network of 48 ofﬁces in 32 countries.
As the company grew, Mr. Gosselin continued to surround
himself with good, loyal people whom he could keep highly mo-

tivated. This fueled the company’s success in becoming a brand
name in the movement of household goods for the U.S. Armed
Forces in Europe. Even today, Gosselin is one of few movers in
the world that operate their own inland container terminal.
Dolf Gosselin was the president of the Belgian Chamber of
Removal Companies BKV-CBD and in 2002 was named Honorary President for life. Mr. Gosselin, who passed away in 2007,
strongly advocated improvements and the future of the industry,
and actively participated in organizations where his years of experience and industry expertise could beneﬁt others. The Gosselin
companies have always been and still are very much committed
to IAM.
GEORGE W. PASHA III
George W. Pasha III, who has more than 50 years of experience
in the ﬁeld of transportation services, is Chairman of The Pasha
Group, a leading relocation and logistics company founded in
1947 and based in Corte Madera, California.
In the 1950s, Mr. Pasha began working for his father in the
family business—then a service station that had begun receiving and storing automobiles for military members. He delivered
service parts, performed oil changes, and, with the help of his
friends, shuttled cars for military members from Fort Mason in
San Francisco to Travis Air Force Base.
From those early days in the company, George III played an
integral part in growing the business into the diversiﬁed transportation and logistics company that it is today, with ﬁve main
operating units: Automotive, Maritime, Relocation, Transportation Services, and Logistics.
In 1980, to complement the company’s corporate relocations
services, Mr. Pasha spearheaded the acquisition of AFI Worldwide Forwarders, a well-established freight forwarder with global
operations that provided The Pasha Group extended capabilities
in the household goods moving market. This division handles the
movement of military household goods and baggage, in cooperation with a global network of over 400 agents.
All ﬁve members of the third generation of the Pasha family
are actively involved in the transportation industry, with George
III’s oldest son, George W. Pasha, IV, currently serving as President and Chief Executive Ofﬁcer of The Pasha Group.

COLIN QUARRINGTON
Public relations consultant Colin Quarrington came to the moving and storage industry via an indirect route. When two years
of studying property law proved unfulﬁlling, he changed course
and joined a local newspaper. From there he pursued a career in
public relations, joining a London agency and working for clients
such as Volvo, Carlsberg, and Bacofoil. When he joined another
agency he was asked to handle public relations for White &
Company, an IAM member who introduced Mr. Quarrington to
the world of moving.
Although he enjoyed the moving industry, when he set up his
own public relations company in 1972 he specialized in construction industry clients, and recalls that the world of dredging,
construction, machinery plants, and steel framed buildings was
more lucrative.
However, through his work with White & Company, he was
hired by The British Association of Removers, which remained a
client for the next 27 years. During that time he also worked with
the CETI van line and launched publications in the estate agency
and freight forwarding industries.
“These were decidedly less happy times,” Mr. Quarrington
said recently, “as neither industry had any of the unique appeal of
the international moving industry.” However, the commercial art
studio that he ran in association with his agency continued to be
active in the marine, defense, construction, and building services
ﬁelds, producing a wide variety of design work from brochures to
hotel furniture.
Nearly 30 years ago, he was hired by The FIDI Global
Alliance to relaunch its magazine, FIDI Focus, and to handle
general public relations work, which also led him to modernize
its conferences. This was, he reports, the happiest, most challenging, and most productive stage of his career. Since that time, Mr.
Quarrington has earned the respect of his colleagues and he has
fostered a culture of cooperation and mutual respect rather than
rivalry among the publications of industry associations. His quick
wit and wry humor have been a ﬁxture at numerous gatherings,
including IAM Annual Meetings, for many years.
Mr. Quarrington ofﬁcially retired and closed his business in
2001, but the pull of the moving industry was too great and he
continues to work for FIDI as editor of its magazine. His role in
advancing the industry’s evolution has been unique, and he has
been called the “chronicler of the moving industry” as well as its
institutional memory.

2011 ANNUAL MEETING
SPONSORS

M

any thanks to the following IAM
members who have generously
supported the 49th Annual Meeting
through sponsorships.
GOLD SPONSORS
Denali Group Inc.
EuroUSA Shipping Inc.
FlatRate International
UniGroup Worldwide UTS

IAM 49TH ANNUAL MEETING
EXHIBITORS
Air Animal Pet Movers • Appliances & Video Overseas, Inc. • Argenvans Transportes
Internacionales SA • Asian Relocation Association • Atlas International Service, S.A. •
Baker & Co. • Cahayapack • Cartwright International Van Lines Inc. • Coleman World
Group • Container Systems Inc. • Continental Movers & Storage Sdn. Bhd. • Contour
Logistics, Inc. • Corstjens Worldwide Movers Group • Custom Movers Services •
DAS Global Services • Daycos • Denali Group Inc. • DeWitt Moving & Storage •
DPS Joint Program Mangement Ofﬁce–Household Goods • E-Movers • Enterprise
Database Corporation • EuroUSA Shipping Inc. • Executive Insurance Services Inc.
• Executive Moving Systems Inc. • Felix Relocations (M) Sdn Bhd • Five Continent
Line, LLC • FlatRate International • Gallagher Transport International, Inc. • Globalink
Logistics Group • Globe Moving & Storage Co. Pvt. Ltd. • Gosselin Group NV •

SILVER SPONSORS
DAS Global Services
Enterprise Database Corporation
Globalink Logistics Group
Graebel Movers International, Inc.
Gridiron Forwarding Co., Inc.
iMoveGREEN, LLC
International Wood Industries Inc.
Isaac’s Moving and Storage
MoversPOE
National Van Lines Inc.
S.E.A. Corp.
The Pasha Group
Zuhal Pack International

Graebel Movers International, Inc. • Gridiron Forwarding Co., Inc • GTS Group •
IAM Young Professionals • iMoveGREEN, LLC • International Wood Industries Inc.
• Isaac’s Moving and Storage • ITO Moebeltransport GmbH • Jordanian Coast Cargo
Services • L.A.C.M.A. • LAC Relocations • La Rosa del Monte Express New York
• Leader Freight Forwarders • Matson Navigation Company • Mesa Systems, Inc. •
Milburn Printing • MoveAssist International Ltd. • Move for Hunger • MoversPOE •
Moveware Pty. Ltd. • movingEDU.com • Moving Home Company, Ltd. • Mudanjang
Bailida Overseas Trading Limited • Myanmar Express International Moving Services
Co. • National Van Lines Inc. • New Haven Moving Equipment Corp. • Ocean Star
International, Inc. OSI • Orbit International Moving Logistics Ltd • Orient Express
Forwarding Pte. Ltd. • Orient International Relocations • Orphee Beinoglou International
Forwarders SA • Pack N Move LLC • Pan American International Movers Association
(PAIMA) • P.M. Relocations Pvt Ltd. • Prime Transport • Rainier Overseas Movers
Inc. • RE Transportation Inc. • Reason Global Insurance, Inc. • REB Storage Systems
International • Reindeer Auto Relocation • Republic Moving & Storage Company • R.W.

BRONZE SPONSORS
Air Animal Pet Movers
Baker & Co.
Daycos
DeWitt Moving & Storage
Executive Insurance Services Inc.
Executive Moving Systems Inc.
Five Continent Line, LLC
Jacksonville Box & Woodwork Co.
MoveAssist International Ltd.
Moveware Pty. Ltd.
Reason Global Insurance, Inc.
Republic Moving & Storage Company
Schumacher Cargo Logistics Inc.
Sea and Air International Inc.
Transworld International
Victory Packaging
Whybirds International
YRC Worldwide Inc.

Smith & Co., Inc. • Schumacher Cargo Logistics Inc. • Sea and Air International Inc.
• Shipco Transport • Speedy Moving SRL • SSH Movers, Inc. • Subalipack (M) SDN
BHD • TechMate International • The Pasha Group • Total Int’l Shipping & Moving Co.
Ltd. • Totem Ocean Trailer Express, Inc. • Transpo Services • Transport Management
International Ltd. • Transworld International • Transworld Mudancas LTDA • UniGroup
Worldwide UTS • Unity Van Lines, Inc. • U.S. Bank • Vanpac Group Asia Pte. Ltd. •
Victory Packaging • Voerman International BV Moving & Relocation Services • Voxme
Software Inc. • Wentworth International Movers Ltd. • Whybirds International • YRC
Worldwide Inc. • Zuhal Pack International •

Out and About in Denver:
Things to See and Do

LoDo (Lower Downtown)

Larimer Square
1400 block of Larimer Street

LoDo is the affectionate name that Denverites call the Lower
Downtown Historic District and mixed-use neighborhood. LoDo,
the city’s birthplace, is the most exciting, fun, and hip part of
the city of Denver! Filled with breweries, restaurants, and Coors
Baseball Field, this is the place to go!

See where Denver began! Once the main street in all of Denver,
this revitalized area is home to shops, restaurants, clubs, and
special events throughout the year. Visit their website for current
information. Larimer Square is either a short walk or very short
cab ride from either the Hyatt Regency or Grand Hyatt.

For more ideas of things to see and do in Denver, visit www.
denver.org/what-to-do/itinerary

16th Street Mall

Denver Botanic Gardens
1005 York Street
720-865-3500
Website: www.botanicgardens.org

Built in 1982, the Mall is a tree-lined, pedestrian promenade of
red-and-gray granite that runs through the center of Downtown
and is lined with outdoor cafes, renovated historic ofﬁce buildings, sparkling glass-walled skyscrapers, shops, restaurants, and
retail stores. Numerous fountains and plazas offer a variety of
daily special events and entertainers. Free shuttle buses cruise
the mile-long Mall seven days a week. VISIT DENVER’s Visitor
Information Center is located at 16th & California on the 16th
Street Mall.
16th Street Mall is only one block away from either the
Hyatt Regency or Grand Hyatt Denver.

Explore 23 acres of diverse gardens from around the world. Sample a cherry tomato in the Kitchen Garden, wander the elegant
paths of the Romantic Garden, watch children play and learn in
the Secret Children’s Path or get some ideas for your own home
with the Water-Smart Garden.
Hours: 9 a.m. to 9 p.m. daily

Getting Around the City

Day Trips from Denver

O

f all the great things Denver has to offer, the greatest may
be its ability to serve as a base camp for incredible one-day
excursions. Denver offers quick, easy access to the state’s biggest attraction, the Rocky Mountains, where a wealth of national
and state parks, national forests, and scenic areas ﬁll your senses.
Gold rush mountain towns and ski resorts are great places to
spend a day shopping, exploring and taking in the amazing scenery. From Denver, your next great adventure is just around the
bend or right over the next ridge. And remember, when you’re
out in the city, stop in at one of the city’s conveniently located
Visitor Information Centers for more day trip tips.

Free Downtown Shuttle
Denver’s Regional Transportation District offers a great way
to get you where you want to go—and the price is deﬁnitely
right. The FREE MallRide travels over a mile from one end of
Denver’s bustling 16th Street Mall to the other. It’s the fastest and
easiest way to get through downtown without worrying about the
expense of parking and the hassle of trafﬁc.
Catch the FREE MallRide whether you’re going a few
blocks down the mall or to visit the numerous restaurants,
museums, art galleries, theaters, parks, nightclubs, shops, and
entertainment and sports venues all within walking distance of
the 16th Street Mall.
Catching the FREE MallRide is easy. Stops are located at
every intersection on the 16th Street Mall between the Civic
Center Station and Union Station. Use any of the four doors on
the FREE MallRide to board or exit. The doors will open when
the bus stops. The FREE MallRide is wheelchair accessible and
operates every day starting at 5:00 a.m. on weekdays, 5:30 a.m.
on Saturdays, and 7:00 a.m. on Sundays and holidays. Service
continues throughout the day with the last complete roundtrip
every night at 1:35 a.m.

Central City and Black Hawk
Once called the “Richest Square Mile on Earth,” Central City and
Black Hawk are two historic mining towns from the 1870’s that
have come alive. Located 34 miles (55km) west of Denver, the
two towns offer more than 30 casinos with over 10,000 slot machines, blackjack tables and poker games. In 2009, the stakes in
Black Hawk were raised—betting limits are now $100, craps and
roulette tables have been added and casinos will be open around
the clock. In other words, a fun mountain town just got a lot
more fun. The two cities are also known for having some of the
best-preserved Victorian architecture in the West. Other attractions include the Teller House Hotel where President Grant once
stayed and the Central City Opera House, which still features an
outstanding summer season of opera. There are mine tours, mining museums and several places offering instruction in the ﬁne
art of gold panning in streams where a half billion dollars of the
coveted, shiny metal was found.

Explore Denver with B-Cycle

H

ere’s a novel way to stay in shape and save money
on taxis. Join the two-wheel revolution with Denver
B-cycle. 500 red bikes at 50 locations let you hop on at one
station, drop off at another. $6 daily fee, but all rides of 30
minutes or less are no charge.
Website: http://denver.bcycle.com/

A historic building in Central City

Road, the highest continuous highway in
the world crossing the Continental Divide
at more than two miles above sea level.
The park has two information centers,
hundreds of miles of hiking trails, tranquil
lakes, waterfalls, wildlife and horseback
riding. Estes Park is a resort town on the
edge of the park with restaurants and
shops.
Georgetown
Located just 42 miles (68 km) west of
Denver, Georgetown is a delightful Victorian village set in a spectacular mountain
valley with 200 restored buildings from
the 1870’s. The main street has shops and
restaurants and many of the old homes
have been turned into antique stores. The
Georgetown Loop Railroad operates in the
summer months with narrow gauge steam
locomotives curling down a mountain
ledge, at one point crossing over a 90-foot
(27 m) high trestle.

Mount Evans
Mount Evans has the highest paved auto
road in North America snaking its way to
the 14,260-foot (4,346 m) summit. The
road ($10 for a three-day pass) frequently
has snow on it, even in August. (The road
closes at Summit Lake after Labor Day,
preventing you from reaching the top).
The view from the top takes in the entire
Front Range. The summit is 60 miles (97
km) from downtown Denver. On your
way up the mountain, be sure to stop at
M. Walter Pesman Trail (maintained by
Denver Botanic Gardens) for a wildﬂower
hike; you won’t see anything like the rare
ﬂowers and 1,500-year-old bristlecone
pine trees anywhere else in the world. The
trail winds through subalpine and alpine
areas where wildﬂowers and animals of
the fragile tundra live. Volunteer guides
give interpreted hikes that follow the trail
throughout the summer (call 720-8653539 for information).

Pikes Peak Country
Pikes Peak Country is located 60 miles
(97 km) south of Denver and features
more than 40 attractions centered around
14,000-foot (4,267 m) high Pikes Peak.
Things to see include the Air Force Academy; the famous Broadmoor Resort with
its lake and three golf courses; the Pro
Rodeo Hall of Fame; and Garden of the
Gods, which has gigantic red sandstone
rock monuments at the base of Pikes Peak.

Rocky Mountain National Park
Located 71 miles (114 km) northwest of
Denver, Rocky Mountain National Park
features 400 square miles (1,036 sq km)
of scenic beauty, including Trail Ridge

Denver’s Beer Triangle
You’re not going to disappear in the Denver Beer Triangle, but it is easy to get lost
in the ﬁne, handcrafted beers, ales, stouts
and porters found along the way. Located
at the base of the Colorado Rocky Mountains, the area between Denver, Boulder
and Fort Collins is often called the “Napa
Valley of Beer.” Here you’ll ﬁnd Coors
Brewery, the largest single brewery in the
world, as well as some six-dozen other
award-winning brewpubs and microbreweries. Check out the full tour!

A Day in the Highlands

S

pend a day in the Highlands, one of
Denver’s great neighborhoods, just
a few minutes northwest of Downtown.
This community, which has recently been
featured in Travel + Leisure Magazine
and National Geographic Traveler, has
experienced amazing growth and changes
over the past few years, and is overﬂowing with hip restaurants, bars and shops.
It’s a hidden gem that’s not so hidden
anymore!

Sloan’s Lake Park
Next, soak up the sun over at Sloan’s Lake
Park, located at 25th Ave. and Sheridan St.
This 177-acre park is an urban oasis, with
the enormous Sloan’s Lake taking center
stage. Framed by a stunning view of the
Denver skyline, water skiers can be seen
in the summer zooming across the lake.
Bring some food to grill and spread out a
picnic blanket or two—there’s plenty of
room at this sprawling city park.

Royal Gorge Bridge
and Park

T

Shopping in Highlands Square
Highlands Square at 32nd and Lowell
is a charming neighborhood of quaint
boutiques and restaurants, situated among
bungalow-style houses. It’s got an undeniably small town feel to it, even though it’s
just minutes from downtown. Here, you’ll
ﬁnd shops offering anything from books
and gifts to ﬁne lingerie and contemporary
fashions. Grab a cup of coffee at the popular hangout Common Grounds and start
browsing. Check out www.highlandssquare.com for the inside scoop.
Galleries in Tennyson Street Cultural
District
Next, discover the burgeoning creative
scene of the Tennyson Street Cultural
District. This jewel of a neighborhood
is packed with a variety of art galleries,
creative retail shops, and boutiques that
offer a wide selection of artwork and gifts.
Tennyson prides itself on its “buy local”
attitude. In other words, you won’t ﬁnd
chain stores selling mass manufactured
merchandise. Instead, you’ll be treated
to small, privately owned businesses that
proudly offer their unique products.

A bridge connects downtown Denver to the
Lower Highlands (LoHi).

Classic Architecture
Take a little time in the afternoon to stroll
the Highlands’ relaxed residential streets.
You’ll ﬁnd splendid examples of restored
1930s bungalows, ornate Queen Annestyle homes and quaint Victorian cottages.
Don’t be surprised if you end up wanting
to move here!
Cocktails/Dinner in LoHi
As the sun begins to set, head to the Lower
Highlands—LoHi to locals—where you’ll
ﬁnd a number of hip bars and bistros, including: Lola, featuring delectable coastal
Mexican cuisine; Duo, with an inspired
eclectic American menu; and Vita, boasting a lovely rooftop and Mediterranean-inspired fare. Linger over a glass of wine or
a cocktail and think back on all of Highlands’ high points.

he Royal Gorge Bridge & Park is unlike any other destination you’ll ever
experience. A journey of epic proportions
with more than 360 acres and 21 rides,
shows and attractions to explore. Where
families and friends alike will marvel at
the awe-inspiring panoramic views from
one of the world’s highest suspension
bridges—hanging 956 feet high and spanning a quarter mile across the canyon.
The Gorge was created some 3 million years ago when a trickle of water ﬁrst
began to slowly carve a canyon out of the
solid granite bedrock. Today that trickle
is the raging Arkansas, one of America’s
longest rivers. And the masterpiece that
it continues to carve at a rate of one foot
every 2,500 years is the Royal Gorge in
Cañon City, Colorado.
The Royal Gorge is considered a
world wonder, and is often referred to as
the Grand Canyon of the Arkansas River.
Yet it’s unlike any other canyon. The
width at the canyon bottom is no more
than 40 to 50 feet, while the top measures
only a few hundred feet wide.

FOCUS: SOCIAL MEDIA

L

All Atwitter Over Social Sites

et’s face it: For better or for worse, the Facebook generation
has revolutionized the way we communicate with each other,
stay abreast of news, and market our goods and services. Those
of us who were slow to understand what all the hoopla was about
are now compelled to accept that younger workers and customers
spend their lives hard-wired to technological devices and applications. E-mails and texting come much more easily to many
of them than face-to-face or telephone conversations with other
human beings.
This afﬁnity for gadgets and instant (albeit less-personal)
communications has been a mixed blessing for traditionalists
who still may be somewhat bewildered by their immense appeal;
nevertheless, slowly but surely the world’s dependence on them
has traversed generational lines. These days, there are few of us
who haven’t experimented with, for example, Facebook, whether
to test its value as a new marketing tool or simply to share photos
of the grandchildren.
It may be a stretch to welcome overtures from someone we
have never even met to be our “friend,” or to feel much enthusiasm about networking with strangers via LinkedIn. Nevertheless,
these and other social media are here to stay, and more are being
added to the mix as the concepts mature and evolve.

As some contributors to this issue of The Portal observe,
it’s too soon to know whether cultivating all those Facebook
friends, LinkedIn colleagues, or Twitter followers will add up
to a healthier bottom line in the long run, but until that becomes
clear, these tools at least offer a quick and inexpensive way to
maintain your personal and company proﬁle. Few of us are ready
to completely forsake print, radio, or television marketing efforts
in favor of saturation coverage via social media sites, but perhaps
there’s something to be said for social media as part of a broader,
more comprehensive approach that reaches a larger segment of
your intended audience—namely, potential clients and customers, many of whom belong to a generation who have eagerly
embraced social media as sources of information and connection
with the rest of the world.
No one ever promised that reconciling our individual preferences with respect to communication styles would be simple, but
our industry, like the rest of the world, will rise to the challenge
and adapt to the times. There are reasons for all the buzz and
excitement being generated by social media, and companies who
accept that and recognize them for the powerful tools they are
will soar above the competition and thrive.

NY International Shipping Loves Social Media!
By Einat Mazaﬁ, Co-owner and Vice President Marketing & Sales, NY International Shipping

I

n an era of constant connectivity, NY
International Shipping has tapped into
the most popular social media networks
and found a way to bridge the gap between
customers and businesses everywhere!
Recognizing the many beneﬁts to participating in popular social media sites, NY
International Shipping is actively present on Facebook, Twitter, YouTube, and
LinkedIn. This seasoned international
moving company doesn’t settle for visibility—it strives for reciprocal activity
between itself and its many followers. And
because interacting with social network
frequenters is a priority, overseeing these
channels starts at the top when it comes to
NY International Shipping. Currently, the
CEO and vice president of sales and marketing are two of the major driving forces
behind the company’s Facebook, Twitter,
YouTube, and LinkedIn accounts. Social
networking efforts spread down throughout the rest of the company with participation from other branches as well. It is safe
to say that NY International Shipping is
extremely “plugged in.”
Expanding your audience
With a ﬁrm understanding of how to
make the most of its social media network
proﬁles, NY International Shipping works
tirelessly to attract new interest and further
build its groups of followers. The company looks at each new follower as a potential customer and possible portal through
which word can be spread with ease. NY
International Shipping entices individuals to join its network of followers by
offering access to exclusive information
on promotions, services, and more through
these popular social media sites. To further
draw attention, we make our presence on
these sites clearly visible through branded
buttons on the company site and within
our e-mails to customers. Site viewers and
e-mail recipients can easily connect with
NY International Shipping with the click
of a mouse—simple, fast, and effective.
Maintaining interest
One of the biggest challenges to building
your group of followers on social media
sites can be maintaining followers’ interests. Most social network frequenters are

YouTube videos show NY International Shipping crews hard at work.

quick to un-follow individuals or companies that post infrequently. Why follow
a company if it isn’t active? At the same
time, you can easily become an unfavorable connection on these sites if you tend

to bombard your followers with a constant
battery of posts that ﬂood their timelines.
NY International Shipping recognizes that
posting relevant, helpful, and interesting
information at frequent, yet reasonable

intervals is key to successfully maintaining a group of followers.
To make the best use of its social network proﬁles, NY International Shipping
analyzes and utilizes the most advantageous features of each social network. We
use YouTube to provide followers with an
exclusive look at the company in action.
Users can watch real customers’ overseas
moving experiences on YouTube videos
that feature actual NY International Shipping crews hard at work. One can easily
judge the professional demeanor and expert packing tactics used by the crews as
they work to make every overseas moving
experience a positive one.
Twitter throws the doors of communication wide open between NY International Shipping and its followers. Twitter
followers are regularly updated with the
latest news on promotions, services, and
destinations. For customers looking for a
discount on their moves overseas, following NY International Shipping on Twitter
is a must. Twitter followers also have the
opportunity to read some of NY International Shipping’s best tips and tricks for
international moving as well as request
information regarding current or potential
moves overseas.
Facebook provides NY International
Shipping’s followers with a unique opportunity to share details about their experiences with NY International Shipping directly with other followers. Our Facebook
page enables followers to post their overseas moving stories and pictures instantly.
We also frequently post pictures of recent
overseas moving jobs, our international
moving crews at work, and more. Facebook allows us to have fun with our fans,
too. The company recently challenged
fans to take pictures of the company’s sign
all over the world, resulting in some pretty
amazing photos. NY International Shipping takes further advantage of this direct
connection to our followers by providing
international moving tips and answers to
questions posted on our Facebook page.

Other practical uses of social media
NY International Shipping views social media as an opportunity not only
to engage with followers, but to better
understand what families and individuals
faced with international moves need and
want from their overseas moving company. Continually evolving to exceed the
expectations of those moving overseas, we
actively observe how potential customers and past customers respond to our
services and promotions on social sites
such as Twitter, Facebook, and YouTube.
Rather than guessing or learning about our
target customers from a third party, we get
information right from the source. What
better way to adjust to the ever-changing
needs of clients than to hear it directly
from those consumers?
We also use social media networks
such as LinkedIn to build an exclusive
network of stellar international relocation
agents. LinkedIn allows NY International
Shipping to communicate with agents on

upcoming overseas shipments, conventions, international shipping rates, etc.
LinkedIn makes collaborating with toprated agents around the world simple and
effective, allowing us to provide the best
service possible to our clients.
NY International Shipping has developed unique ways to use social networks
such as Facebook, Twitter, YouTube, and
Linked- In to engage customers in fun
and informative connections. As a result,
the familiarity customers build with us
develops into a trust that is hard to achieve
through less-personal marketing channels. These popular social sites also assist
our company in its goal to perpetually
anticipate and meet the evolving needs of
our customers around the globe. Clearly,
social media networks accommodate more
than technology-dependent adolescents.
Twitter, Facebook, YouTube, LinkedIn,
and other social media sites are the key
to changing the way businesses grow and
develop relationships with customers.

Bishop’s Move: We Are Social
By Truus Heremans, Digital Marketing Consultant, SiteVisibility

B

ishop’s Move has taken a step further to engage with its
existing and potential customers. As the largest familyowned removals company in the United Kingdom, we care about
our customers, providing them with a friendly and helpful home
removal service from both a domestic and commercial point of
view. To further enhance our customer service skills, we are now
also fully engaged on social media platforms such as Facebook,
Twitter, and LinkedIn.
As a direct way of “talking” with our customers and keeping
them updated on our services and offers, we monitor our Facebook and Twitter page via HootSuite on a daily basis. To manage
these accounts Bishops has a strong business relationship with
digital marketing specialists at SiteVisibility, an acknowledged
leader in search engine marketing and optimization.
Via our Facebook page we strive to share information about
our company, while also providing our fans with professional
advice on topics related to household moving offered by Bishop’s
Move but also by other specialists in our ﬁeld. Our goal is to create an interactive forum for our audience by giving them a chance
to participate in the content that we send out.
In the next couple of months we will be launching a photo
competition that will be hosted on Flickr. We will encourage
our customers to send in their own photos depicting what home
means to them to win a couple of amazing prizes. The theme will
be “Home is Where the Heart is.” By engaging our customers
in sharing their own ideas and images we can discover what is
important to them in their home.
On Twitter we are highly engaged in creating interesting content for our followers. We listen to their conversations
and provide useful and immediate responses to their queries to
address any issues that may arise. This enables us to create a devoted, enthusiastic community around our company. We choose
our content carefully in consultation with SiteVisibility and try to
tailor it to seasonal trends and upcoming events.

Bishop’s Move’s Facebook page

We also use LinkedIn as a business tool and our corporate
team ﬁnds it provides a great additional channel to ﬁnd and contact other businesses and potential clients. We have recently been
testing LinkedIn paid ads and feel they could be a really successful way of advertising to a speciﬁc market segment by drilling
right down to the job titles of those we wish to reach.
This is a new marketing channel for Bishop’s Move, but we
are ﬁnding social media to be an interesting way of reaching our
customers and having a two-way dialogue with them as well as
injecting a bit of fun into our traditional family brand. As far as
ROI goes, we’ll have to wait and see, but the potential for making connections with other businesses and building a long-term
relationship with our customers is there.

At Move One, Innovative In-House Web Technologies Pay Off
By Duncan Lawson, PR Coordinator, Move One Logistics

T

he Move One group has long been committed to using the
latest technology in order to enhance the capabilities of our
staff and deliver excellent service to our partners, clients, and
their assignees. While online technologies are frequently employed to assist with the tracking of complex transactions and
document exchange, they were not being fully utilized to make
the direct, physical experience of relocation more convenient
for the client. Move One realized the value of social media a
long time ahead of its competitors, and by the time “the big
three” were being widely adopted by the logistics industry, we
had already evolved to the point of creating our own electronic
portals and community sites in tandem with “traditional” social
networks. By maintaining a professional dedicated team, Move
One sees a great amount of business coming in through these
platforms, generating both conversion and conversation that will
keep our name strong within the online communities.
Move One’s presence on Facebook, LinkedIn, Twitter, and
other industry-related social media sites is already robust, with
large and active communities tended and moderated by dedicated
staff in our communications and marketing department. What
differentiates us is how we have created integrated communities
using cutting-edge design and the latest network technologies,
offering an inclusive and immersive experience for members.
Virtual online tools, such as the Expat Eye, our award winning
online city guide series, and our Digital Orientation Tours lead
and complement our presence on more general social media outlets, like our extensive YouTube channel and Facebook pages.
Move One’s latest social media venture is Expat Echo Dubai,
the already exceptionally popular premier online destination for
expats in the United Arab Emirates. The site is the culmination
of a great deal of expertise, investment, and our own proprietary
technologies. It is the successor to the similarly well-liked Expat
Echo Budapest community site and has, at its core, a wealth
of indispensable information for the relocating expatriate. The
digital resources, provided by Move One staff, upgrade through
interactivity and networking, enabling the creation of communities, the sharing of information, advice and links. The community
now leads the way in using social media to convey information
and branding identity to a geographically diffuse client base.
Among the most recent innovations that Expat Echo Dubai has
introduced is the widespread addition of QR Codes to physical
and hardcopy advertising, creating a bridge between the digital
and tangible world.
Another of the pillars of Move One’s social media and online
community branding is our own blog and news portal, InMotion. The blog, with more than 50,000 monthly unique visitors,

is updated daily with extensive news and features created by us;
subscribers include logisticians, expats, industry insiders and the
just plain curious from around the world. The portal also pulls
together pertinent news stories, opinion pieces and editorials
from hundreds of worldwide media outlets, aggregating them
into comprehensible and instantly accessible articles. The latest
weekly stories from this source are sent out in concise digests to a
subscriber list of well over 30,000 people and organizations.
Another of our standout innovations using the potential of
social media has also been in the development of the aforementioned Digital Orientation Tours. Creating and giving a hardcopy
itinerary to our assignee clients for their initial location tours was
both time-consuming and inefﬁcient. A unique itinerary had to
be put together every time, marking items on a large foldout map
that was inconvenient to view during a tour and just about useless
to share with friends and family members.
Developed using our own in-house Web technologies, an
online tool set has been created, allowing our consultants to
build an itinerary by simply checking relevant boxes next to each
location they plan to visit. The system generates a list of selected
tour stop locations, and the consultant drags and drops each of the
tour stops into the correct order for the planned tour. A page-sized
Google map showing each tour location by number is generated
in a single PDF ﬁle that can be e-mailed to the assignee. The
whole process takes about ﬁve minutes to complete, and creates
an online document that the client can easily share with community friends and family, update, and download from any connected location. In addition, being able to create an itinerary so easily
means that our staff saves time and improves efﬁciency, thereby
helping us keep our costs (and therefore our fees) in check.
The last of the many social media innovations that Move
One has incorporated is a comprehensive intranet communication
portal. An accessible, easy-to-use intranet was designed that is social, employee-oriented, resourceful, user-friendly, and uniquely
interactive. The system is a virtual world enabling employees
to establish and enhance internal communication channels, a
simultaneously internal and external blogosphere that blurs the
line between a corporate identity and a living community engaging around the world. Employees become virtually interactive,
accessing forums, downloads, training materials, resources, and
videos, all of which allow them to work together effectively.
Move One prides itself on being an innovator in the use of
social media in the industry. We realized the power of social media before our competition and strive to maintain that pace to stay
ahead as well.

Knock, Knock
By Kelly Evans, Director of Social Media and
Internet Marketing, The Suddath Companies

T

hree years ago social media began to lightly knock on our
marketing doors. Today, the door is left dangling, hanging
from its hinges.
LinkedIn, Facebook, Twitter, Google+, and [insert next great
thing here] have inﬂuenced marketing faster than any other media
since the invention of the Internet. Social networking has been
adopted at a lightning pace by consumers, ﬁrst taking hold of college students and then swiftly making its way across the world.
Today, it is said that if Facebook were a country, it would be the
world’s third largest.
In 10 years of practicing marketing in the transportation
industry, I have never seen a change as vast and swift as the effect
social media have had in the way we communicate with consumers. It is my opinion that marketers who have embraced all of
these new channels will prove to be the “last man standing” when
it comes to reaching potential customers.
The majority of the world’s leading brands were quick to recognize this new channel as a faster, more effective, and signiﬁcantly less expensive way of interacting with buyers. In today’s
competitive market, always seeking to attract the ever-skeptical
consumer, brand engagement and loyalty are the keys to staying
on top.
But wait a minute—we’re not a Nike, Johnson & Johnson, or
Red Bull. We’re Suddath, a brand well known in the transportation and relocation industry, but not to the mass market.
Exactly.
Social media have leveled the playing ﬁeld. Big brands that
have paid millions of dollars for TV commercials are now ﬁnding
them to be increasingly obsolete because those whom they want
to reach skip over commercials, thanks to their DVR. Facebook,
Twitter, and LinkedIn opened the door to some of the most highly
targeted marketing available without having to spend millions.
These sites allow us to reach consumers who are truly interested
in transportation or moving services, often at the time they are
ready to buy.
At Suddath, we established our Facebook page two years ago
and have slowly grown our base to more than 900 fans. Although
that is a good number for our industry, I believe the important
factors are the interactions you have with fans, and those are what
we are focusing on now.
While our time in a customer’s life is brief, Facebook opens
a communication with them during a highly stressful time in their
lives, one we hope that will create an engagement that will lead to
referrals and repeat customers as we keep brand awareness alive
for fans via posts, contests, and more.

No one can deny the impact Facebook and other similar services have had on our world. Last month, my husband’s 91-yearold grandmother sent me a Facebook friend request. So let’s face
it—social networking sites are here to stay.
While we can’t deny social media’s reach, as marketers we
need to measure and quantify its impact, and determining that
ROI seems to be our biggest challenge. Tools are being developed
every day, and these have given us ways to glean insight and test
to see whether our efforts are working. However, I believe there
is still a long way to go.
As quickly as these sites have changed the way we interact,
it’s no small wonder we as marketers are struggling to ﬁnd our
place and measure our success.
Only time will tell how much social media will ﬁt into
our future marketing plans and budgets, but as the dependence
on these sites grows, they are creating decision makers who
wouldn’t think twice of polling their closest 550 friends on Facebook for advice on the best mover to choose.
For the transportation industry, our challenge will be the
same as in every other business—not only to keep open the door
to connect with our business via social sites, but also to be there
waiting with open arms as a brand that they “like.”

Leveraging Social Media at
Gridiron Forwarding
By Brian Gordon, Vice President, Gridiron Forwarding

G

ridiron Forwarding Co., Inc., a privately owned domestic and international freight forwarder of all commodities,
headquartered in East Brunswick, New Jersey, saw a unique opportunity to leverage social media to grow its business and brand
awareness online.
A competitor in international markets, we at Gridiron recognized the potential of social media to reach a global audience and
committed ourselves to developing a robust social presence on
Facebook and LinkedIn.
Gridiron teamed with interactive agency BlackOut Design,
Inc., of Scranton, Pennsylvania, to develop our “We Tackle It
All” campaign, which highlighted Gridiron’s experience and
expertise in origin, forwarding, and destination services, both
internationally and within the United States. The campaign was
carried seamlessly across multiple channels to reach a diverse
audience with a compelling, integrated brand statement.
Gridiron took advantage of LinkedIn’s “Company” tools to
actively manage our presence on the social network, to allow us
to regularly publish industry and company news to our followers. Facebook has proved an invaluable resource for soliciting
customer feedback and testimonials, and has opened a dialogue
with our current and potential customers.

Bournes—Raising the Company Proﬁle with Social Media
By Kirsty Parsons, Marketing & Business Developer, UniGroup Worldwide UTS Bournes

I

’m no social media expert, and I have had no formal education
on digital media, but having grown up during the digital media
revolution I’ve been eager to explore ways social media can give
us an advantage in our marketing efforts. It has become one of
my favorite subjects to discuss with my younger colleagues (and
my not-so-young colleagues too!) in the moving industry because
it presents unique challenges. We don’t have exciting products
to create a cult-like following and we don’t provide a frequently
purchased service, and actually, no one really loves moving house
so much that they want to think about more than they have to, let
alone be a fan of it! So ﬁguring out how to make it work for us is
a fairly sizeable mountain to climb.
The three main platforms we focus on at Bournes, apart
from our own blog on our website and discussion forums, are
Facebook, Twitter, and—to a lesser extent—LinkedIn. I ﬁnd all
three draw different audiences and I see different potential in
each.
• Facebook: So far we’ve found that a signiﬁcant number
of Bournes Facebook fans are in the moving industry. This
helps us to maintain our relationships and keep in touch,
especially with overseas colleagues we rarely get to see face
to face and with whom we more often than not communicate
only by e-mail, exchanging rates and customer instructions.
We also have a number of clients—past, present and potential—who are fans, but our next step is to build this section
of our audience using campaigns to attract fans from our customer base by giving them some real beneﬁts of “liking” us.
Currently we use Facebook to post news (either our own or
somehow related to the industry or company) and to interact
with our fans on an informal level. We have deﬁnitely seen
an increase in visits to our website as a result.
• Twitter: The limit on Twitter characters means I tend to use
it to give brief bites of information or to direct the reader
elsewhere (i.e., to our Facebook site or our own website,
where they can ﬁnd more information). We share news or
useful/relevant information we think may interest our followers and the general Twitter audience and take part in
conversations on the industry, the local communities of our
branches, or charities we are involved with, for example. We
deﬁnitely see peaks in new followers when we tweet something on a new subject as it opens up a new related area of
interest. We don’t currently use Twitter to quote rates; I think
it would be pretty impossible to give the level of tailored
service we aim to in 140 characters!
• LinkedIn: So far this has been limited to creating the
Bournes company proﬁle and some basic interaction with
professional groups, although we plan to use the “groups”
function of LinkedIn far more in future to interact with more
of our corporate audience. We are about to launch our ﬁrst
recruitment ads on LinkedIn, and I’m not sure how effective
they will be yet. LinkedIn deﬁnitely seems to have a more
professional, business-oriented audience, so we’ve decided
to target it toward recruitment for roles where some experience or a proven track record is required.

Why we use social media
Bournes got involved in social media about 12 months ago to add
an additional communications channel to our mix. It was attractive to us in that it is one of the rare channels that is two-way and
lets us both talk and listen; the big focus is on the ability to build
and manage relationships.
• Attracting new customers: In attracting new customers we
use social media to generate awareness of Bournes. It helps
in our search engine optimization efforts; moreover, any
interactions we are able to create with other users increases
our brand awareness and ideally when the time is right they
will create interest in our services.
• Establishing preference: To a certain extent we also use
social media to help establish preference for our services. It
helps us to demonstrate credibility. Removals services are
intangible; therefore, it is very hard for customers to know
what to expect. They can’t try out or evaluate our service
levels before they actually commit to buying and move with
us. Social media allow us to provide tangible evidence, such
as case studies or testimonials, so potential clients can evaluate our service through the experience of previous customers.
This is even better when we can encourage the customer to
post this on our social media sites themselves, since a good
report from another customer is far more valuable and credible than hearing it from the people trying to sell to you!
• Creating loyalty: We plan to use social media to create
loyalty to our brand. Not only do we want our customers to
move with us for every time they relocate, but we also want
them to encourage their friends to move with us too. Social
media have the potential to help us create some real brand
advocates. They make it simple for fans/followers/connections to share things they like and now not only to tell their
friends about us but also complete strangers they would
never otherwise encounter.

The bad bits
Like everything with this much potential, there are of course
downsides. Here are a few I have experienced:
• The negative reviews: While social media let people share
good things about Bournes, it also lets them share any negative experiences. The nature of the industry is such that the
atmosphere can be highly charged! While good service helps
to dispel stress, our customers are experiencing a stressful
time and can quickly turn volatile if something small goes
wrong. An insurance claim from a simple accident can snowball into lost customers if a bad review isn’t handled properly. Customer service recovery is key, and if you handle a
complaint properly in a public forum you can turn a negative
into a positive by demonstrating professionalism in handling
issues—something all of us encounter at some point.
• The time commitment: Another pitfall of social media is
that it is time consuming. You can’t take it on half-heartedly;
don’t just start a page, make a few posts, and then come back
to it next time you have ﬁve minutes. As with any other form
of communication, at Bournes we’ve found it’s important to
have a plan, to schedule what conversations we would like to
start or encourage to
engage our fans and followers at certain points and how this
links in with our other marketing activity. That being said,
this can change frequently. Social media are live and the
world is fast moving; new topics come up often so be ready
to join in the conversation. Pushing out content is not the
only thing that needs to be regular to keep people interested
and brand awareness up. Engaging in conversation is even
more important than that. An unanswered post from a customer quickly turns into a demonstration of poor customer
service if you forget to log in for a few days and it goes
unanswered. I make good use of the notiﬁcations features so
I can’t forget. I won’t pretend I’m an angel at keeping our
social media presence up to date, but I’m getting better!

•

The distraction: Social media are also a can of worms
and can be hugely distracting if you allow it. If others in a
marketing role are like me, then we enjoy reading, we’re
interested in what’s going on elsewhere, what our and related
industries are doing, what our customers are saying, what
other people’s customers are saying and even in what our
colleague in Australia is having for their dinner. What I’m
getting at is that you can easily run away with yourself on
social media and lose hours ﬂitting from one link to the next
without noticing the time. I personally set myself time limits
for social media (other than responding to questions)—otherwise, I’d never get anything else done!

Return on investment
It’s too early to demonstrate real return on our social media
investments to date. While use of social media is free, the time it
takes to participate effectively is not and tracking return is very
difﬁcult. I can see how many people click on links and we can
measure how many inquiries come from each site, but what we
can’t measure so easily is the relationships built—how many
trade inquiries come because someone feels a preference to us
based on Twitter? How many customers saw our advertisement
in the Yellow Pages but made the ﬁnal decision to book with us
because of customer testimonials on Facebook? Our future plan
is to set proper KPIs as a way of measuring this.
Personally I think with the big three platforms the moving
industry is currently only poised at the tip of the iceberg. I’m
excited to see and be a part of where it goes next and to see if
we can really crack it! Someone once told me that the dialogue
is going to happen online whether we are part of it or not, and at
Bournes we deﬁnitely prefer to be in the conversation than listening at the door!

Modern Tools that Build
Connections
By Rajeev Bhargava, President and CEO,
P.M. Relocations (Pvt) Ltd.

S

ocial media play a very important role in developing and
implementing a marketing strategy. You share your business
with friends, colleagues, make a community and advertise to
grow your business. Today social networking websites are very
popular among youngsters and thus these websites have emerged
like a very big platform of advertising. Many marketing companies offer opportunities to advertise one’s business on social
networking websites like Facebook, Twitter, and LinkedIn. This
is probably one of the cheapest and best ways to raise your business proﬁle across the globe, offering a virtually unlimited reach
and enhancing your visibility. In an industry that relies largely
on word of mouth, daily news via strategically placed updates
can help connect us to old customers and spread our message to
prospective clientele.
P.M. Relocations has a presence on Facebook with about
321 friends, and 81 people “liking” our page. We have generated
a few enquiries as well through Facebook, and that was exciting. We see few pitfalls that should be avoided with this tool, but
certainly it is critical to be active, regularly updating your page
and continuing to post your business successes and videos to attract visitors. Our company is currently seeking a professional to
handle our digital marketing and public relations initiatives.
Our website, www.pmrelocations.com, is updated almost
daily with new quotes and latest information as a running ticker.
We have supported the campaign to discourage unnecessary
sounding of horns, and we provide 11 scholarships every month
for different classes for our staff members. This will help them
provide their children with a better education.

Blurring the Digital Divide
By Brittany Ballenstedt

T

he dominance of Generation Y when it comes to technology
and social networking is continuing to diminish, particularly
as older generations increasingly engage in online activities, a
new report suggests.
The latest report by the Pew Internet and American Life
Project found that the number of people using social networking
websites has nearly doubled since 2008 and the population of
those on social networks has gotten older. For example, 79 percent of American adults said they use the Internet, and nearly half
(47 percent) of adults said they use at least one social networking website. The average age of adult social networking users
has shifted from 33 in 2008 to 38 in 2010, and more than half of
all adult social networking users are now over the age of 35, the
study found.
Facebook dominates adult social networking use, holding
92 percent of social networking users, followed by MySpace
(29 percent), LinkedIn (18 percent) and Twitter (13 percent).
The most popular activities on Facebook on an average day are:
“Like” another user’s content (26 percent), commenting on another’s post or status (22 percent), commenting on another user’s
photos (20 percent), and updating one’s own status (15 percent).
The study’s ﬁndings also contested claims that social networking isolates people and truncates their relationships. For
example, Internet users are more than twice as likely as others to
feel that people can be trusted, and those using Facebook were
even more likely to be trusting. Facebook users also average 9
percent more close ties with friends than other Internet users,
and reported higher levels of total support, emotional support,
and companionship than those who do not use social networking
websites.
SOURCE: Wired Workplace

Social Media Study Shows
Increased LinkedIn Popularity

I

ncreasing popularity for LinkedIn,
highly visible brand loyalty to groups
that are liked or followed on social networks, and increased reliance on social
media to receive product announcements,
PR responses, and company information
are among the key ﬁndings of a new study
from ROI Research.
The ROI Research study, sponsored
by Performics (a search engine marketing
company), involved surveys of 2,997 individuals who actively use social networks.
Titled S-Net, the study examines the impact of social media and how today’s users
interact with it.
LinkedIn: The star of the study
The major name that surfaced in the study
is LinkedIn. This business-oriented social
network was seen as the most important
network, according to 59 percent of those
surveyed.
Of the participants who have an active
LinkedIn account, half visit the site at least
once per week and one-ﬁfth visit at least
once per day. The active use of LinkedIn
spiked dramatically during the height of
the recession, when more than two-thirds
of active users visited at least once per
week, and the increasing popularity of
LinkedIn has been blamed on the slow job
market.
As Daina Middleton, Performics’s
CEO, observed, “Individuals have embraced social networking as a means to
actively manage their personal viability
in the global economy.” Middleton cites
recent additions to the site as well the increase in unemployment rate seen in May
as reasons for LinkedIn’s current appeal.
Other social media ﬁndings
Although LinkedIn is seen as a vital tool,
it may not be the most ﬁnancially valuable asset to brands. That’s thanks to the
increasing trust of brands and shared
content in social media. Here are some of
the social network brand ﬁndings from the
study:
• 50 percent of users actively seek
purchase advice and 50 percent of
users actively give advice on social
networks.
• 60 percent of users are “somewhat
likely” or more likely to take action

Bing Now in 6 More
Countries

B
on product, service, or brand recommended by a social contact.
• 59 percent of users who follow a
company or brand are more likely to
recommend that company or brand,
and 58 percent are more likely to buy
the products of that company themselves.
• 53 percent of users use social networks at least “frequently” to provide
feedback to a brand or retailer.
• 53 percent of users state that companies should communicate using social
networks at least once a week.
What you should take from this is
simple: If you haven’t already, you need to
get onto the social networks—especially
LinkedIn—and communicate with your
potential employees, partners, clients, and
customers. Loyalty on social networks has
become a substantial part of the decisionmaking process for many consumers.
SOURCE: Search Engine Watch

ing now powers Yahoo’s organic
search results in the United Kingdom,
France, Germany, Spain, Italy, and India.
The back-end change, part of the Search
Alliance transition, began August 3. Bing
now is serving the organic results for
Yahoo in 17 countries.
Yahoo advises to compare your
organic results on Yahoo and Bing for
important keywords that drive search
referrals and sales, and modify your paid
search campaigns to compensate for any
potential lost trafﬁc. Yahoo also advises
website owners to review Bing Webmaster
Tools and optimize for the Bing crawler
so it appears in both Yahoo and Bing’s
organic results.
Paid search results will be transitioned later, and Yahoo is advising PPC
managers to continue using Yahoo Search
Marketing as usual.
Neither Bing nor Yahoo is much
of a global force. For example, in the
UK, Google accounted for 92 percent of
searches in June, while Yahoo and Microsoft combined for just under 6 percent of
searches, according to Hitwise data.
On July 22, Yahoo announced the
transition from Yahoo to Bing in New
Zealand, Argentina, Chile, Colombia,
Peru, and Venezuela. Organic results
switched last August from Yahoo to Bing
in the U.S. and Canada, later expanding to
Australia, Brazil, and Mexico in January.
The 10-year Search Alliance deal was
struck in 2009.
SOURCE: Search Engine Watch

Facebook Shows Broad Lead in Social Advertising Preference

T

wo studies have shown that Facebook is the preferred choice in social advertising by a broad
margin. However, digital advertising on the whole is
growing, and Twitter, YouTube, LinkedIn, Google+, and
Foursquare should all be receiving extra love over the
next year.
Impressive growth in social advertising
According to eMarketer, 80 percent of companies with
over 100 employees conducted at least some social
media marketing in the last year, and that number is
growing. Meanwhile, professional marketers are continuing to draw interest.
A recently published eMarketer study showed that
two-thirds of marketers currently run social media ad
campaigns, and an additional 18 percent planned to do
so within the next year. A survey from Strata conﬁrms
that digital advertising is on the rise, with 24 percent
of advertisers using digital ads as their preferred mode
of advertising. Digital still falls short of television ads,
which had a 41 percent preference.
Within digital advertising, social advertising ranked
at third, below both display ads on non-social sites
(78 percent of those using digital advertising used this
method) and search ads (64 percent). But when picking
up a social network, where in the social world are these
people going?
Facebook’s use and satisfaction dominance
Why, to Facebook, of course! The eMarketer study
showed that 93 percent of marketers using social media
are currently using Facebook, and an additional 5 percent
plan to use Facebook in the coming year.
Compare this to Twitter, which is used by 79 percent
of marketers, and YouTube, which is used by only 66
percent. The remaining social networks fall even further
behind, with LinkedIn and Foursquare, the fourth and
ﬁfth place networks, being used by 44 percent and 16
percent of social marketers, respectively.
The Strata study shows a similar dominance for
Facebook. 81 percent of respondents in the Strata survey

who used social media in their campaigns used Facebook. Twitter again
earned second, but was incorporated by only 39 percent of qualiﬁed
respondents.
When discussing their plans for the future, both the Strata survey respondents and the marketers surveyed by eMarketer signaled their intent
to adopt a broader social strategy. YouTube, LinkedIn, and Foursquare
had the largest visible interest, with 20, 21, and 26 percent of marketers
intending to adopt a campaign on the respective platform in the next year.
That’s not going to hurt Facebook, though. In addition to the
predicted $2.19 billion in revenue this year, Facebook had the highest
satisfaction rating among social network advertisers. 69 percent of those
rating Facebook deemed it “good” or “excellent,” compared to 46 percent
for YouTube and 36 percent for Twitter.
SOURCE: Search Engine Watch

RIP, Old Twitter—Paid Tweets Hit Timelines, New iPad Version

T

witter has ofﬁcially shut down the old
version of Twitter. In the meantime,
the current version is receiving a new ad
format and launching an iPad app.
The old Twitter dies
(Old) Twitter is dead. Long live (new)
Twitter.
Twitter ofﬁcially closed down the
previous version of Twitter on August 3.
While the new version has been out since
last September, users still had permission
to use the old version if they chose to—until now.
Despite a very loud (and presumably
small) group whining about the upgrades,
the reason for the shutdown was obvious.
For one thing, the company is clearly making an effort for consistency in its design.
The site just announced a new iPad
version that’s built completely in HTML5,

which mirrors the new Twitter’s look and
functionality. Additionally, the new Twitter
has a variety of upgrades, and with Twitter
working on the implementation of an ad
system, making design choices around two
different interfaces just wasn’t logical.
Speaking of advertising....
Experimenting with new Promoted
Tweets
Twitter has been experimenting with ads
almost since it ﬁrst launched, but nothing has quite stuck yet. This new attempt
reﬂects the service’s devotion to user
experience while creating a better monetization system.
Known simply as “Promoted Tweets,”
this system brings promotional Tweets
from brands you follow to the top of your
feed and features a user-friendly format:
You can dismiss these tweets with one

click; they scroll down like every other
tweet, and they’re bumped to the top only
once. Whether that’s actually enough to
create a worthwhile ad presence has yet to
be seen, but it’s certainly an upgrade. If it
works out, it’s likely to become the center
of the self-serve ad system expected later
this year.
SOURCE: Search Engine Watch

Social Networks as Lifelines

G

ot a public-health emergency? Log into Facebook.
But don’t stop there. Three emergency-management experts
wrote in a recent commentary in the New England Journal of
Medicine that Twitter, foursquare, Loopt, smartphone apps, RSS
feeds, and other social networking sites and technologies can
quickly spread critical information to large groups in the chaotic
aftermath of crisis or disaster.
Social networking isn’t the disaster manager’s only tool, but
it’s an increasingly important one, say the authors, Dr. Raina M.
Merchant, an emergency medicine physician; Dr. Nicole Lurie,
assistant secretary for preparedness and response at the U.S.
Department of Health and Human Services; and Lurie’s special
assistant, Stacy Elmer.
“The effectiveness of our public health emergency system relies on routine attention to preparedness, agility in responding to
daily stresses and catastrophes, and the resilience that promotes
rapid recovery,” they write. “Social media can enhance each of
these component efforts.”
The commentary cites several examples of social media
playing a role in crises:
• “Speak-to-Tweet,” which sends brief Twitter messages
through a voice connection, was used during the Egyptian
uprising.
• The Ushahidi crowd-sourcing platform linked health-care
providers with suppliers after the Haiti earthquake.

•

Haitian earthquake victims trapped in rubble asked for help
on Facebook.
• The Alexandria, Virginia, health department tweeted and
texted information on where to go for H1N1 ﬂu vaccines.
• Residents texted photos of oil-soaked birds to the Louisiana
Bucket Brigade after the Deepwater Horizon oil spill, helping volunteers determine where to focus clean-up efforts.
The last example illustrates how social networking can help
citizens become part of response efforts, the authors note. At the
same time, they say, disaster victims can use social networking to
access key resources.
There are downsides, the commentary points out. The technology is less likely to reach at-risk populations, and false messages can cause panic or facilitate scams. Studies are needed to
evaluate the reliability and validity of public health information
transmitted through social media.
However, they say social media can bolster current communications systems, “substantially increasing our ability to prepare
for, respond to, and recover from events that threaten the public’s
health.”
SOURCE: NexGov.com

Boost Your Company’s Profile

With One
Smart Move
Upgrade your IAM
membership – and
your access – and pay
no initiation fee!

There’s no way to put a price on
your company’s reputation.
You’ve earned it, through
years of providing reliable
service, and by building
strong relationships, both
with your customers and
with your colleagues in the
industry.
Now, you can see to it that you and
your company are recognized as
leaders within our profession by
upgrading your IAM membership
to Governing status.
IAM Governing Membership is designed for those companies with the
experience and the desire to speak
for the industry as a whole. Your
guidance will help us as we focus
our strategy in the years ahead. And
in return, IAM offers you the recognition you’ve earned. Plus the access
to information and contacts that
you, as industry leaders, expect.

And that’s not all. Governing members are
entitled to an array of
beneﬁts available to
no other IAM members,
including:
��Two listings—alphabetical
and geographical—in IAM print
and online Membership Directories
���Three company contacts listed in
each directory
��Discounted Early Bird Annual
Meeting registration rate for all of
your company’s attendees regardless of when they register.

And, current Core Members
upgrade to Governing status
with no initiation fee. All
together, you’ll get beneﬁts
worth more than $2,400 by
upgrading your membership
now!
To Upgrade Your Membership
or to learn more, go to
www.IAMovers.org today!

���10% discount on regular Exhibitor
Fees at the Annual Meeting
���Three subscriptions to The Portal
magazine (six issues per year)
���25% initiation discount for Receivable Protection Program (RPP)
���Appointment of three qualiﬁed
representatives to participate in
the Young Professionals (YP-35)
group at no additional fee
��Voting rights on all matters with
an impact on Governing Members
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The Communications Evolution of a Modern Era
By Barbara Savelli, International Sales Manager, Italian Moving Network

W

e ﬁnd ourselves in a moment when perceptions, sensations,
and myriad forms of expression and exchange of messages
are being used. From a cultural, geographical, and historical point
of view, everything is confused and yet, in its way, better deﬁned.
Many of us are trying to open ourselves up to the new realities of modern communication. Even those who have resisted
the latest tools now are almost forced to do use them in order to
maintain a proﬁle in the business in a new “virtual space” where
every company wants to be searched, found, and understood.
The traditional ways of communicating are becoming obsolete. Today, Facebook, Twitter, and LinkedIn (to name three of
the most popular social networks) have signiﬁcantly changed the
way we maintain our visibility, share content and information,
and market our services.
Early marketing strategies involved communications that
were linked to devices (e.g., radio, television, and newspapers),
and entailed one-way communication with a strong and direct
message to the consumer and no possibility of “exchange” with
those generating the ﬂow of information.
The second phase identiﬁed with advertising and personal
communication, characterized by the use of telemarketing and
mailing lists that facilitated friendlier and more personal communication as a result of a new focus on customers’ needs and the
importance of customized messages in every business. This type
of communication seems to work ﬁne and bring good returns,
but it can backﬁre when privacy limits are ignored, and callers
are phoning at every hour of the day. It then becomes an aggressive form of marketing—the “hard sell”—that we generally try to
avoid.
And so we come ﬁnally to the last phase—social communication, which streamlines the exchange of information. Each
individual chooses his own “community” and social network:
People start to exchange details of their experiences by creating a
collective “conscience.”

Today, it is possible to “ask” before buying a product or
service. It is possible to count on a “Web structure” (community)
that can share information and identify incorrect behaviors in the
market.
On a parallel track are blogs, an increasingly popular means
by which social networks give “voice” to more and more people.
If we had to update Maslow Pyramid of Human Needs, it would
identify ﬁve human behaviors—hear, share, comment, produce,
and correct—but the unifying element of all our marketing strategies would still be reputation.
In Italy, the importance of social networks is apparent:
• 20 million accounts on Facebook, of whom 46 percent are
women
• 2 million users on Twitter
Of course, we are among those who have embraced social
media. In terms of our return on investment from social media
efforts, quantifying that is elusive. But what we do know is that
since when we turned our focus on social media, which attract
inbound links, and have come to rely more on Internet marketing
and less on print advertising, we have seen a boost in sales of approximately 20 percent.

BTW, FYI ...
Confused by Internet slang? Check out www.NoSlang.com.
There you can ﬁnd the meaning of common abbreviations
and acronyms used in message boards, blogs, and texting.
For example: roﬂ (“rolling on the ﬂoor laughing”); ffty
(“ﬁxed that for you”); ymmv (“your mileage may vary”).
Just enter the abbreviation and click “Translate Slang.” The
site also has information on common Twitter abbreviations,
instant messaging etiquette, and more.

ALAN F. WOHLSTETTER SCHOLARSHIP UPDATE

T

he 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)
*AARE Logistics, LLC
Gridiron Forwarding Company, Inc.
Manchester Grand Hyatt
*National Forwarding Co., Inc.
*Royal Hawaiian Movers
Gold ($2,500–$4,999)
*ABBA International
Daycos
*DeWitt Transportation Services of Guam
*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 Red Ball International, Inc.
American Shipping, Inc.
*Approved Forwarders, Inc.
*Arrowpack International
*BINL, Inc.
Blonde International, Inc.
*Cargo Express (Saipan) Inc.
Classic Forwarding, Inc.
*Crystal Forwarding, Inc.

*Deseret Forwarding International, Inc.
*Executive Relocation International, Inc.
Interstate International
Interstate Van Lines, Inc.
*Jet Forwarding, Inc.
*Puget Sound International, Inc.
*Stevens Forwarders, Inc.
Taurus Forwarding, Inc.
*Tri-Star Freight Systems
*True North Relocation, LLC
Bronze ($500–$999)
Baltic Forwarding, Inc.
Cartwright International Van Lines
Rick and Judy Curry
Pullen Moving Company
R. D. Simmons & Associates, Inc.
Twin Oaks Moving Co.
*Westpac International, Inc.
In Kind or Other
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.
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Alan F. Wohlstetter Scholarship Fund

5904 Richmond Highway, Suite 404 • Alexandria, VA 22303
Phone: (703) 317-9950 • Fax: (703) 317-9960
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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 information, 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.
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

“I feel very proud to have been
selected twice for the Alan F.
Wohlstetter Scholarship. With the
scholarship, I was able to cover my
yearly University fees and the cost
of my books, which can be very
expensive.”

“Through the Alan F. Wohlstetter
Scholarship Fund’s ﬁnancial support,
all current and potential students
in our industry are being given
the opportunity to achieve our
educational goals and the ability to
improve ourselves.”

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

T

he IAM Young Professionals organization will offer a much more comprehensive program this year at the IAM Annual
Meeting in Denver than in years past. Check the Schedule-at-a-Glance (page 19) for event dates and times and the Annual
Meeting program for a detailed listing of events. In addition to the highlights described below, the IAM-YP is planning several
other exciting events for the Annual Meeting. Look for more information in the YP-35 On the Move newsletter.

Let Loose at the Lucky Strike Lanes!

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 participants 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 Professionals in the IAM-YP Lounge to
mingle for a spell and then we’ll
all mosey over to the Rustler and
Hustlers Saloon to join the fun.
Remember, all proceeds from
this event will beneﬁt the Alan F.
Wohlstetter Scholarship Fund.

The IAM-YP will hold
its Social Mixer this year
at Lucky Strike Lanes in
Denver on Wednesday,
September 14. Conveniently located right across
the street from the Hyatt
Regency and along the
bar-packed 16th Street Pedestrian Mall, Lucky Strike is the
ideal location to stage this event. It is open to all IAM-YP
members, and guests of members can attend by buying a
ticket. Watch for more details in the IAM-YP On the Move
newsletter.

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 IAMYP 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)

YP Music Mix
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 IAM-YP Chair Amy
Nilson, at anilson@nilsonvan.com.

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.

Getting to Know ...

Q. What is your current position, and
what did you do before? Please give us a
little background about your work history.
A. I am a logistics coordinator, mostly
moving military HHG’s. Before I got into
the transportation industry I attended school
and worked at various different types of
jobs, mostly retail.
Q. What do you consider to be your
greatest strengths?
A. I am hard working, caring, and when
needed, get things accomplished that are
out of the norm.

Michelle Holloway
Puget Sound International
YP Board Member, North
America

Q. Do you travel a lot? What are your
favorite destinations?
A. Not much anymore but as a teenager
I did, my parents were in the military so
we got to travel quite a bit. I would say my
favorite place we went to was Paris.

Q. How did you wind up in the moving
business?
A. Well, to make a long story short, I
completely fell into it.

Q. What are your interests or hobbies
outside of work?
A. My kids take up a lot of time with
their sports. I love watching them play
and compete. I love football, soccer, and
volleyball. We are deﬁnitely a sports family.

Q. What do you like best about your job?
A. I love the people I work with and my
customers.

Q. Do you have other family members in
the moving business?
A. No.

Q. Tell us something that few people
know about you. What would they be
surprised to learn?
A. People are usually surprised to ﬁnd out
that I have two daughters, 17 and 15.
Q. What kind of music and movies do you
like? What’s playing on your iPod now?
A. Mostly country and pop.
Q. What experience have you had that
really stands out in your memory? (For
example: Perhaps you have met someone
very famous, or survived a plane crash,
etc.)
A. Going to East Berlin when the Wall was
still up and getting to talk to the people and
see how they lived, and going through the
museum and learning the history.
Q. What was the best advice you ever
received about working in your ﬁeld or
working with others?
A. The one constant is change. Be ﬂexible
and moldable!

CMMB OUTLOOK
Making Connections in Denver
By Jackie Agner, CMMB Representative

A

s I sit here contemplating the upcoming conference in Denver, I am impressed with the theme for this year’s gathering:
CONNECT–COLLABORATE–ELEVATE 2011. This is what we
do every year, this is what we look forward to, and these are our
goals on a personal level and a business level.
Over this past year the Core Members Management Board
has CONNECTed with two new members of the Core Members
Management Board. Lars Iversen of Santa Fe Relocation Services In Hong Kong will be joining Yogesh Thakker in Region 3
representing Eastern and Southeastern Asia, and Arthur Drewry
of Taylor International in Canada will work with Edward Wickman in Region 6 representing North America. I hope all of you
will take a moment to welcome them.
Your CMMB works together—or shall we say COLLABORATEs—on several membership beneﬁts throughout the year.
This year many people devoted considerable time and effort to
gather customs information for the website. This is a good opportunity to thank all of our members who contributed to this
valuable undertaking, as well as IAM Programs Manager Brian
Limperopulos, who is working tirelessly to get the website updated.

In 2011, several CMMB members have contributed to The
Portal and we all are trying to get more of the membership to understand the many beneﬁts of joining the Receivables Protection
Program (RPP).
Everyone who takes advantage of IAM services, products,
and programs surely appreciates that just being a member of the
International Association of Movers ELEVATEs our business,
not only through the many services provided but also through the
various opportunities and venues it offers that enable us to CONNECT and COLLABORATE with our customers and our friends.
The IAM Annual Meeting is widely recognized as the industry’s
premier gathering of leaders, thinkers, and decision makers—a
“must-attend” on every member’s fall calendar.
As IAM’s Core Members Representative I am grateful for
the opportunity to work with such an outstanding group of Core
board members who strive to develop membership beneﬁts for
the Association and maximize their potential. We will continue to
CONNECT, COLLABORATE, and ELEVATE our contributions
to the International Association of Movers as we move into 2012.
See you in Denver!

SECURITY
Piracy High on IUMI Conference Agenda

P

iracy and its impact on world trade and the ﬁnancial losses
inﬂicted on ship owners and insurers will be fully debated in
Paris next month when marine insurers from around the world
gather for their annual forum.
More than 500 marine underwriters and senior representatives from many international maritime organizations are
expected to attend the International Union of Marine Insurance
(IUMI) conference on September 18-21.
According to IUMI, although there has been a lull in Somali
pirate operations because of the monsoon, the past few weeks
have seen a worrying upsurge in attacks off West Africa, with
a number of vessels successfully hijacked. It has been reported
there are now 21 countries, in part or in whole, that are affected
by piracy.
But Somalia remains the critical threat. According to antipiracy naval forces in the area, more than 400 seafarers are
currently being held hostage on some 20 vessels. There have been
murders and ill treatment, with many stories of torture and seafarers deprived of adequate food, sleep, and health care.
Earlier this year, Ole Wikborg, the Norwegian president
of IUMI, called the hostages “the world’s forgotten mariners.”
He said the piracy problems in the Gulf of Aden and the Indian

Ocean were “an absolutely unacceptable disruption of global
trade to which marine insurers must respond.”
“The cargo as well as the hull and machinery insurance markets have made their contributions to mitigate the ﬁnancial losses
resulting from the hijacking or detainment of vessels. Insurers
have also helped in negotiations with the pirates and to provide
the funds demanded to release crews and return them safely to
their homes and families,” he said.
Wikborg noted that IUMI has made contributions to Best
Management Practice No. 3 and subsequent initiatives, which
formulate the precautions shipowners and operators should take
to minimize the probability of attacks.
And in line with the maritime transportation industry at
large, property underwriters have taken a more ambivalent stand
on the use of armed guards to reduce the risk of a vessel becoming the next victim.
The annual IUMI forum will cover the gamut of marine insurance under the general theme of The Evolution of Risk, Safety
and Security. IUMI’s executive committee and its seven technical
committees will meet on Sunday 18 September, and there will be
an opening reception hosted by the French market in the evening.
SOURCE: WorldCargo News
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MARITIME/OCEAN SHIPPING
Container Service Reliability on the Rise

T

he latest measure of container service reliability by Drewry’s
Schedule Reliability Insight shows a steady improvement,
with the percentage of ships arriving on time at selected ports
rising to 56 percent in the second quarter of 2011, up from 51
percent in the ﬁrst quarter.
The overall ﬁgure for 2Q11 also compares well with the ontime reliability score of 52 percent in the same period of 2010.
Drewry says that despite continued freight rate erosion,
shippers are getting better service on the East-West routes with
reliability rising most in the Asia/Europe/Med trades, which
increased by 13 percentage points against the previous period to
62 percent in 2Q11.
Maersk Line regained its customary position as the most
reliable of the Top 20 carriers (by vessel ﬂeet size) across all the
trades, closely followed by APL and CSAV.
For the ﬁrst time, Schedule Reliability Insight contains rankings of carriers within the three major East-West trades. Maersk
took the plaudits for the Asia/Europe/Med trade, while APL and
Hamburg Süd came out on top in the transpaciﬁc and transatlantic trades respectively.

“The improved reliability scores achieved by virtually all
of the major lines is welcome news,” said Simon Heaney, editor
of Schedule Reliability Insight. “Reliability is certainly a topical
issue following Maersk CEO Eivind Kolding’s call for a ‘revolution’ within the industry towards a more customer-focused
approach with quality service and ease of transaction to the fore.”
The report is available on the Drewry website at www.drewry.co.uk.
SOURCE: World Cargo Report

Can you afford not to join?

RPP
Protect your business from monetary losses for
a one-time $650 fee.
Download RPP Guidelines and Application at
www.iamovers.org/rpp.html

MILITARY/GOVERNMENT UPDATE
Don’t Miss the Military Program in Denver
By Charles L. White, Director of Military & Government Relations

I

AM has put together a U.S. military and government program
for the 2011 IAM Annual Meeting that will prove to be both
stimulating and informative. Most of the program takes place
during the last two days of the gathering.
The military and government program begins in earnest on
Wednesday morning, September 14, at 8:30 a.m. with the Claims
Panel. Moderated by Peg Wilken, chair of IAM’s Claims Committee, the panel will include government participants Steve
Kelly from the U.S. Army Claims Service and Brett Coakley
from the Air Force Claims Center. The panel will also include
two IAM Claims Committee members, Kevin Spealman of National Claims Service and Nord Yamauchi with The Pasha Group
Relocation Services. A wide variety of subjects will be covered,
and this will be a perfect opportunity for IAM members to engage
key DoD decision makers involved in the claims process.
Beginning at 1:30 p.m. that afternoon the Military and
Government Affairs Panel will be held. During this session the
membership will hear from a cross-section of the key entities and
individuals that play crucial roles in the U.S. government household goods moving programs. IAM Vice Chair Jeff Coleman will
moderate the panel, which will include:
• Brian Kellhofer, Government Services Administration (GSA)
• Roland Amos, Joint Program Management Ofﬁce for Household Goods Systems (JPMO HHGS)
• George Thomas, GSA Audits Division
• Kevin Kennedy, Air Force Personal Property Activity Headquarters (PPA HQ)
• John Johnson, Surface Deployment and Distribution Command (SDDC)
• Andrew Neilson, U.S. Department of State
The panel will provide updates on the current issues affecting each of their respective organizations and will ﬁeld questions
from the attendees.
Later that afternoon, beginning at 3:45 p.m., a group of industry professionals and DoD Personal Property Shipping Ofﬁce
(PPSO) personnel will present “Both Sides Now: A PPSO/TSP
View of DPS.” Attendees will gain insights on how the actions
taken in DPS, throughout the entire move process, affect the
stakeholders for both the industry and DOD.

Thursday’s Special Session may well be the highlight of the
military and government program. Beginning at 1:30 p.m. on
September 15, a three-hour session will be held covering a wide
variety of subjects affecting both the commercial and government
arenas.
Commissioner Michael Khouri from the Federal Maritime
Commission (FMC) will provide a follow-up to the presentation
he gave at the 2010 IAM Annual Meeting. He will present the
ﬁndings from two recent FMC investigations and offer perspectives on the future health of the U.S. maritime industry.
Lisa Roberts from the Ofﬁce of the Secretary of Defense
(OSD) will give a brieﬁng on the recently announced OSD initiative to conduct a Business Case Analysis (BCA) regarding the
possible outsourcing of the DoD personal property program. She
will also update attendees on a second OSD initiative concerning
the Joint Regionalization of all of the DoD PPSOs.
Finally, I will moderate a panel of DoD and industry contributors to determine the “guilt or innocence” of the industry
during the 2011 Peak Season. Industry and DoD will plead their
cases before the “Judge” and a determination will be made! This
promises to be an informative and entertaining session. Come see
the case argued by the following participants:
Panelists acting on behalf of the DOD include the following:
• John Johnson, SDDC
• Kevin Kennedy, Air Force PPA HQ
• Laura Bernardo, JPMO HHGS
Acting on behalf of the Industry:
• Peg Wilken, Stevens Forwarders, and Chair of the IAM
Claims Committee
• Jim Gaw, Atlas International
• Craig Crawford, Silver Ridge Forwarding
In addition to the panelists, a number of other government
attendees have registered for the conference and will be available
to interact and talk with the attendees. Representatives from the
Department of the Navy and the U.S. Transportation Command,
as well as other personnel from SDDC, PPA HQ, JPMO HHGS,
and the U.S. Air Force, will be on hand.
This year’s IAM Annual Meeting promises to be one of the
most informative, engaging, and well attended from the U.S.
government and military perspective.

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

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.

RPP
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

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

Do the U.S. Marines Need a Few
Good Tweeters? Pentagon Wants
Social Media Experts

T

he U.S. military sees social networking as a source of
information it can ﬁlter to gain insight into global potential
conﬂicts, political unrest, and much more. Now the Defense
Advanced Research Projects Agency
(DARPA) has a $42 million budget to
pursue developing this idea, The New
York Times reported.
“Social media will change the nature
of warfare just as surely as the telegraph,
the radio, and the telephone did, and the Pentagon is fearful of
being caught short,” the New York Times noted.
While social media have recently been associated with
events such as the Middle Eastern political upheaval, the start of
these protests needed a lot of obvious conditions that could have
been monitored ofﬂine prior to their involvement in the social
media arena. No doubt the platforms are being used by terrorists,
criminals, and other sordid types—making the restrictions for the
military using social network sites understandable—beyond just
the obvious alerting enemies who monitor them for “loose lips.”
The military recently started to use social media for recruitment. Maybe events of the past few months have made the services more aware of the information exchanged on social media
sites and its potential to incite actions.
Now it seems the military want to develop predictive models
with the ability to ﬁlter the noise. Is a revolt imminent or is there
a vocal handful mouthing off? Who are the online inﬂuencers of
social change in areas of interest? These are the types of analytics
the Pentagon is interested in developing, according to the document linked to by the Times.
SOURCE: Search Engine Watch

Facebook Faux Pas
By Katherine McIntire Peters

U

.S. government agencies need to do a better job of explaining to employees how to use social media sites without
compromising personal information or data associated with their
jobs, according to a new report from the U.S. Government
Accountability Ofﬁce (GAO).
While the report focused on how agencies are leveraging
Twitter, Facebook, and similar platforms to improve operations
and transparency as President Obama urged them to do in January
2009, it also offers some warnings for employees.
Social media have the potential to better include citizens in
the governing process and improve agency missions, but “use of
these services may also pose risks that government records and
sensitive information, including personally identiﬁable information, is not properly managed or protected,” GAO wrote.
Noting that government computers have been targeted by
“persistent, pervasive, and aggressive threats and that, as a result,
personal and agency information needs to be safeguarded from
security threats,” auditors said agencies should provide employees with guidance on how to use social media websites properly
and how to handle information in the context of social media.
“The rapid development of social media technologies makes
it challenging to keep up with the constantly evolving threats deployed against them and raises the risks associated with government participation in such technologies” GAO reported.
Auditors also are concerned about maintaining accurate
federal records as required by law. They referenced a 2010 report
by the National Archives and Records Administration that found
agency managers were not only overwhelmed by the speed at
which employees were adopting social media technologies, but
also by the fact that employees were ignoring or ignorant of
records management concerns.
“Until agencies ensure that records management processes
and policies and recordkeeping roles and responsibilities are
articulated within social media policies, ofﬁcials responsible
for creating and administering content on agency social media
sites may not be making appropriate determinations about social
media records,” GAO said.

EXECUTIVE SUITE
You Don’t Know Everything … and You Don’t Need To
By BJ Farish

M

y teenage son says two words on a regular basis that drive
me crazy. “I know” is an oft-repeated sentence in our
home. He thinks that he knows absolutely everything. I may start
making things up to see how he responds. I imagine this exchange taking place at some point:
Me: “Did you know that in addition to their retirement pay,
former U.S. Presidents also get to tour with the cast of Glee
and American Idol in their ﬁrst summer after leaving ofﬁce?”
My son’s response: “I know, I know.”
Many business owners have the same mentality. They think,
“I can do that better, cheaper, and faster than anyone.” In some
cases, an owner may be the absolute best in his company at selling a move, driving the truck, moving the furniture, and billing
for services at the completion of the job, but should he or she do
everything? Should they broaden their reach to include sewing
uniforms for their crew, manufacturing trucks, or constructing
their own buildings? Those examples seem a little ridiculous.
A moving company owner will most likely say, “I don’t know
how to sew and it’s a lot less expensive to go through a uniform
company. I’m a mover, not a clothing manufacturer.” But would
that same owner say, “I’m a mover, not an Internet marketing
specialist”?
How many small business owners work in their area of expertise all day, then come home at night and spend another three
or four hours to get less than stellar results from their website
and online marketing campaigns? Cody Hill of moveupweb.
com shared the following experience from the owner of a local
moving company with one location (names have been changed to
protect the guilty):
Bill was managing his search engine optimization and payper-click campaigns on his own. He made some changes to his
website, keywords, and marketing campaign one night and suddenly started getting a ton of calls . . . from all across the country.
He also saw his online advertising expense continue to rise. It
turns out that he had not targeted his online ad campaign to his
speciﬁc geographic service area. Calls from potential customers
in Tennessee and Kentucky were not doing any good to a local
mover based on the west coast. In addition, on his pay-per-click
campaign, Bill was actually bidding against himself for prime

keywords, so he was driving up his per click expense. Finally,
faced with soaring online marketing expenses and the very real
possibility of having to shut down his business, Bill reached out
to Cody and his team. In three weeks, Bill’s website was on page
one of search engine results, had a 500 percent increase in click
through rates, and enjoyed a massive increase in new business for
half the cost of doing it himself.

Here’s a cautionary tale about
a mover who thought he knew everything...
Bill was spending tens of thousands of dollars and countless
hours working in an area where he was not an expert. His business suffered almost to the point of collapse because he thought
that he had all of the answers.
During his career, Henry Ford was called an “ignorant
paciﬁst” in a Chicago newspaper’s editorial section. A series of
events led to Ford suing the paper. During court proceedings,
lawyers peppered him with questions having nothing to do with
the automobile business (his area of expertise). Exasperated, Ford
responded to one query with a very pointed question: “Now, will
you kindly tell me why I should clutter up my mind with general
knowledge, for the purpose of being able to answer questions,
when I have men around me who can supply any knowledge I
require?”
As a business owner or manager, you do not need to know all
of the answers. You need to have a team of people (employees,
advisors, or other companies) whom you can call on to get the information that you need. Use the knowledge of others so that you
can focus your own areas of expertise and take your organization
to ever increasing levels of success.
What tasks or projects can you assign to experts (inside or
outside of your organization) so that you can focus your efforts
on areas where your specialized knowledge can have the biggest
impact? If you have trouble ﬁnding an expert in a particular area,
feel free to call my son. He knows everything. . .
BJ Farish is the president of Proﬁt Builders Consulting. www.
proﬁtbuildersusa.com. E-mail: bjfarish@proﬁtbuildersusa.com.

BUSINESS AND ECONOMIC NEWS
Japan’s Economy Shrinks for Third Consecutive Quarter

T

he Japanese economy shrank 0.3
percent in the second quarter of this
year from the preceding quarter, or at an
annualized pace of 1.3 percent, in real
terms, the government said in a preliminary report recently. But the rate of
GDP decline in the world’s third-largest
economy in the April-June quarter was
lower than many analysts had forecast.
It was the third consecutive quarterly
decline in GDP. The Japanese economy
contracted 0.6 percent in the October-December quarter from the preceding quarter,
or at an annualized pace of 2.5 percent,
and 0.9 percent in the January-March
quarter from the preceding quarter, or at
an annualized pace of 3.6 percent.
The Cabinet Ofﬁce blamed the decline primarily on slumping exports in the
wake of the devastating March 11 earthquake and tsunami that hit the northeastern
part of the country.
The twin natural disasters directly
affected many auto, electronics, and other
parts makers’ plants, causing disruptions
to supply chains. They also triggered the
nuclear crisis at the Fukushima No.1 plant

and resulted in the shutdown of many
other nuclear power plants across the
country. As a result, many factories in a
wide range of industries have been forced
to stop or curtail operations due to parts
and electricity shortages.
According to the Cabinet Ofﬁce’s
preliminary report, consumer spending,
which accounts for nearly 60 percent of
Japan’s GDP, fell 0.1 percent in the AprilJune quarter on a quarter-on-quarter basis,
or at an annualized pace of 0.3 percent.
But corporate capital investment edged up
0.2 percent on a quarter-on-quarter basis,
or at an annualized rate of 0.9 percent.
In nominal terms, or before adjustment for price change, the Japanese
economy shrank 1.4 percent in the AprilJune period on a quarter-on-quarter basis,
or at an annualized pace of 5.7 percent.
Many analysts now expect GDP
growth to return to the positive territory
in the July-September quarter as industrial
production is recovering more rapidly than
earlier projections had forecast.
Economic and Fiscal Policy Minister Kaoru Yosano also told reporters he

expects “relatively high” GDP growth
later this year thanks to demand related
to reconstruction from the March 11 twin
natural disasters.
SOURCE: Journal of Commerce

Update Your Website!

A

re 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. Download the IAM logo online at
www.iamovers.org/logo.cfm.

Russia to Beat Canada
in Arctic Shipping:
France

R

ussian Arctic shipping routes would
attract more trafﬁc than Canada’s
Northwest Passage—both made increasingly accessible by melting polar ice, a
French envoy predicted recently.
“I have the impression that Canada
has given up on the competition to attract a large part of the trafﬁc in 25 or 30
years,” said Michel Rocard, France’s roving ambassador for polar regions.
The former French prime minister
made the comments in Montreal after a
tour of the Arctic aboard the Canadian
icebreaker Amundsen.
“The road eastward along the Siberian
coast is less winding [than the Northwest
Passage in Canada’s north], ... there are
fewer islands [to navigate around], and ﬁnally, it has fewer risks and is more direct,
even if it’s a bit longer,” he said.
Russia currently requires that any vessel or convoy traveling along its northern
frontier be accompanied by two icebreakers, Rocard said. But U.S. researchers
have said global warming could leave the
region ice-free by 2030.
Canada is “too small to ﬁnance itself
the infrastructure” needed to spur commercial shipping through in its Arctic—a
shorter route between European and Asian
markets than the Suez and Panama canals.
Russia is an “Arctic force” with
several icebreakers, including four new
nuclear-powered ones, Rocard said. And
while Resolute Bay in Canada’s far north
has a mere 280 inhabitants, Russia’s
northernmost port cities of Murmansk and
Arkhangelsk are home to 300,000 and
350,000 people, respectively.
SOURCE: AFP Montreal & Energy Daily

TECHNOTES
Voxme Launches Packing List Application for
Android Smartphones and Tablets

V

oxme Software Inc. recently announced the release
and general availability of its popular packing list application, Voxme Inventory, for Android smartphones and
tablets. The application offers inventory entry in virtually
any language, taking item photos, on-screen customer
signature, in-residence printing onto mobile printer over
Bluetooth and Wi-Fi in any language, e-mailing of the
inventory printout back to the ofﬁce, and seamless data
exchange with move management systems.
The company offers two versions of the application:
one for Android 2.2 smartphones and tablets and another
for Android Honeycomb tablets to take full advantage of
the different form factors and capabilities of these versions of Android operating system. Says Max Kreynin of
Voxme Software: “Android smartphones and tablets have
become the most affordable platform for packing list solution implementations in any company or group. Ease of
system installation and implementation have allowed us
to make the system attractive to everybody.”

Screenshot of piano tablet landscape

Why Is It So Difﬁcult?
Adapting Computer Technology for the Moving Industry
By Robin Leslie, Vice President Sales, MoversPOE

A

ll movers understand that using computer technology is no
longer a “nice to have” feature—it is a must. It is not an
exaggeration to say that a moving company that continues to use
20th century work habits will not survive in the competitive 21st
century market. So, why it is so difﬁcult?
Well, the current generation in the moving industry is open to
new technology and it is not a problem for them to quickly adapt
to products like smartphone-based survey applications or e-tracking systems. But this is not the case with employees with little or
no computer experience. Many of them have a “computer phobia” with respect to using new computer technologies. They may
know how to use e-mail or Google, but when they need to handle
less familiar and more computerized tools, they are reluctant to
use them.
Thus, on one hand, these inexperienced computer users, most
of whom present a big advantage to their company, are also placing their company at a big disadvantage. On the other hand, their
ability to adapt to the latest technologies may be crucial for the
future success of their company.
Believe it or not, part of the problem is the software developers! Most of these developers are usually young and do not un-

derstand the difﬁculties of those who are inexperienced computer
users—that is, the people who have little or no experience in
operating computer applications.
MoversPOE, a supplier of innovative solutions to the
moving industry, took a different approach when designing its
software products. MoversPOE’s rule of thumb is, “If you cannot
reach a solution in two minutes, it is not easy enough for everyone to use.” With MoversPOE’s products, the user is guided
through their tasks in a step-by-step approach that eliminates the
need for experienced computer users.
Locating agents and sending rate requests on the MoversPOE’s website will take less than two minutes, even for computer-illiterate employees; managing the e-tracking system is a task
that can be performed by everyone who has the technology level
required to send an e-mail.
To quote a customer who just experienced the MoversPOE’s
HHGSurvey application,”It is a marvelous tool! I understood the
logic of your program in 20 seconds.”
It doesn’t need to be difﬁcult anymore.

Social Media as Crime-Fighting Tools?

F

acebook apparently helped capture an alleged robber in Fort
Worth, Texas. As the case went, Jazzmyne Dunlap, 21, accused of robbing a bank with a “threatening” note, abandoned
the clothes she wore during the heist in nearby bushes. When
the clothing matched Dunlap’s DNA, a Facebook search for the
woman showed her in a proﬁle picture wearing that outﬁt. She
was arrested and then indicted June 15 on bank robbery. Perhaps
the robber should have heeded the caution—that once you put
something online, it’s there forever. In this case, that turned out
to be a good thing—for the good guys, anyway.
SOURCE: USAe-mail

MoversPOE and Technology

M

oversPOE is a company dedicated to innovative software
solutions for the moving industry.
Our MoversPOE International Movers website revolutionized the way rate requests are received and sent by agents worldwide by computerizing the process. In 2010, the MoversPOE
website received approximately 6,624,000 hits! All the information an international mover needs can be found on the MoversPOE website.
MoversPOE then went even further by computerizing the
“tracking” and email process involved in the international moving process with the development of its E-Tracking System. To
acknowledge the international aspect of the moving industry, the
E-Tracking System can send emails to your customers in nine
different languages!
The latest product to be introduced by MoversPOE is the
HHGSurvey Application for the iPhone/iPad, version 2. The
HHGSurvey application is an easy and convenient survey application that is activated on your iPhone or iPad. It helps you to
present your company as a technologically advanced and professional company while minimizing the survey tour time. The
survey data is then uploaded to a dedicated website for further
processing.
After the successful launch of the HHGSurvey application
for the Blackberry and iPhone, version 2 of the HHGSurvey application is now being released with these new features:
• Support of pictures
• Link to the iPhone calendar
• Customization of the List of Items
• Sending meeting conﬁrmations to the customer
With the HHGSurvey application, a survey meeting has
never been so easy, accurate, and impressive!
MoversPOE will present all its products at Booth #507, at
the IAM 49th Annual Meeting in Denver.
—Robin Leslie, MoversPOE

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

John Rason

Melissa A. Dwieputri

Interdean has appointed John Rason as
part of its client services team. Rason is an
international human resources professional
who will be working with corporate clients
to help develop their mobility and relocation programs, drawing on his experience
of working within international HR and
mobility functions.
As a Fellow of the Chartered Institute of Personnel Development (FCIPD),
Rason is a thought leader and speaker on
strategic international HR, talent management, and global mobility. Prior to joining
Interdean, he held senior HR positions in
some of the world’s largest companies,
including Cable & Wireless, Canon, Convergys, and GEAC Software.
Asian Tiger Mobility Indonesia has
named Melissa A. Dwieputri as its new
marketing director. She succeeds Gamboa (G) Higgins, who recently left the
company to move with her husband to
Zimbabwe.
Dwieputri is originally from Jakarta,
but for the past four years she lived in
Bali, where she worked in marketing and
communications for a well-known fashion
brand .

Terry Groff

Hermes Jordan

Vanguard Logistics Services, headquartered in Warsaw, Poland, has appointed
Terry Groff to the position of vice president and general counsel, legal administration. In her new role, Groff will have
worldwide responsibilities overseeing all
legal matters, ensuring compliance with
statutory, regulatory, legal and contractual
requirements. She will act as Vanguard’s
liaison with all its attorney relationships
and oversee all legal obligations, contracts, or other agreements made by or
with the Group.
Groff brings more than 20 years of
experience as an attorney in the freight
forwarding industry. She began her career
as a maritime attorney specializing in
non-vessel operating common carrier
(NVOCC) matters. She has legal and
industry expertise in all modes of freight
forwarding (truck, air, rail, ocean) in the
United States and throughout the world
and has worked with industry clients on an
array of legal matters, including litigation,
risk management, insurance, licensing
and regulatory matters, regularly resolving issues with the FMC, DOT, Customs,
FAA, OSHA, and many other government
agencies outside of the United States.

Florence Kananze

In her previous position as vice president,
general counsel, and corporate secretary
for a global logistics company, Groff
was in charge of the legal and real estate
departments, as well as all legal affairs of
the company and its subsidiary companies.
In that capacity, she became an expert
in managing all legal matters normally
faced by an organization in the freight
forwarding industry. These responsibilities
included negotiation of carrier, vendor,
agent and customer contracts, international
litigation and claim management, regulatory compliance, labor and employment
issues, ﬁnance transactions, real estate
dealings, mergers and acquisitions, incorporating new companies and managing
intellectual property.
Also at Vanguard Logistics Services,
the company named Maritime Transport &
Agencies Sp. z o.o. (MTA) as the exclusive Vanguard agent in Poland.
The move followed internal decisions
to adopt an aligned, uniform structure
further strengthening service to Vanguard
customers in the Baltic region, according
to CEO Charles Brennan. He noted that
MTA Scandinavia has been the exclusive
Vanguard partner in Scandinavia and Baltic countries since 2006.

Benoît Angevin, recently named operations desk manager,
previously worked for nine years at ABC Ricard in Poland, Hungary (Eastern Europe manager) and France (operations manager).
After completing her six-month training program, Dorothée
Zbären has been hired as executive assistant to Lenny Madussi
and Reto Ackermann.

Andy Donatelli

Benoît Angevin

Carepak Moving & Storage, Inc. has promoted Olivia S.
Alarcon to sales manager for its household goods division. She
will work to further develop strategic partnerships, help guide
Carepak’s continued growth, and increase revenue. She has more
than 14 years experience in the moving industry working in sales
in the Philippines and abroad.

EXPANSIONS/MERGERS

Dorothée Zbären

Olivia Alarcon

All of Vanguard’s current activities, staff, ofﬁce, and phone
lines have been transferred to the legal entity of MTA and will
allow for a seamless transition. An ofﬁce in Gdynia also joined
the Poland structure with this arrangement. The management
structure remains unchanged, with Jacek Bilewski heading up
the new Vanguard/MTA structure in Poland. Peter Andersen is
managing director–Northern Europe.
MS Move Management recently announced several appointments.
Hermes Jordan has joined MS Move Management as
EMEA (Europe–Middle East) desk supervisor. Jordan previously
spent six years at ICM Gerson in London, and now is assigned to
help his new company open the new EMEA desk in Poland.
Florence Kananze joined the MSMM team in Switzerland
as a move consultant. She previously spent 12 years at AGS,
working in the air export department as coordinator for African
countries, and then for European countries and agents.
Andy Donatelli, MSMM’s new agent network manager, has
30 years of experience in the industry, starting as a packer, and
then dealing with Intra-Europe moves door to door. He then
became operations manager, sales and team manager of the
international department at Gondrand S.p.A., controlling the
international business in 23 branches in Italy. He had worked for
Bolliger as sales manager since 2000, before joining MSMM.

Writer Relocations, headquarterd in India, has acquired a
majority stake in Hong Kong-based Relocasia, and the company
will now be known as Writer Relocasia. Ofﬁcials called the
move “a strategic decision to leverage Relocasia’s operational
strengths, experience, and spread in the Asian markets and Writer
Relocations’ global network, ﬁnancial strength, strong technology and processes, and industry experience in creating a strong
growth-oriented, customer-focused organization.”
The new Asian entity will be headed by CEO Matt Burden,
supported by Ben Tyrrell and Lars Kuepper as country managers for Hong Kong and Singapore, respectively. Writer Relocations will continue to provide leadership and direction through
the board. Burden is tasked with ensuring quality services for all
clients, investing in training, and introducing the Writer governance standards across all Asian ofﬁces, while spearheading its
reach into other South East Asian markets.
MS Move Management has opened its new APAC (Asia-Paciﬁc) desk in Manila, The Philippines, on July 1.
UniGroup, Inc., the parent company of some of the industry’s
leading transportation companies including United Van Lines,
Mayﬂower Transit, and UniGroup Worldwide UTS, has
introduced a new global company called UniGroup Worldwide
Logistics.
UniGroup Worldwide Logistics specializes in tailored supply chain solutions with a variety of global services including
truckload, less-than-truckload, ﬂatbed and specialty transportation; freight forwarding; distribution services; project management, IT relocations, and third-party logistics. The company is
uniquely qualiﬁed to provide these logistics services with more
than 1,300 service centers in 146 countries around the world.

Boonma Thailand Presents at ESCAP

I

n July the Second Asia-Paciﬁc Trade and Investment Week was
held in Bangkok, Thailand, at the United Nations Conference
Centre (UNCC). The event was organized by the United Nations Economic and Social Commission for Asia and the Paciﬁc
(ESCAP).
Boonma Thailand was the only company invited to present its global mobility and moving solutions to the participants
throughout the conference and exhibition. As the exhibition
spaces were limited to only 30 booths and high levels of security
were maintained, the UN ESCAP decided to award the space in
accordance with the requirements set forth in its strict rules and
regulations, and only one vendor of each kind of products and
services was permitted to exhibit.
This event essentially intended to maximize information
sharing on national trade and investment opportunities, policies,
and projects, as well as to facilitate networking of national trade
and investment promotion agencies with their stakeholders in
the region. It also served as a platform for industry networking,
information exchange, and commercial matching opportunities
to the business sectors. The theme of the event was thus “Facing
Challenges, Capturing Opportunities.”
The more than 400 visitors at the fair included senior
government ofﬁcials, investment and trade experts, consultants,
industrial and business leaders, representatives from development
ﬁnancing institutions, bankers, and non-governmental organi-

Lee Yoong Yoong of ESCAP, center, with Tiddy S. Teerawit (left)
and Aris of Boonma at a United Nations-sponsored program in
Bangkok

zations (NGOs), as well as other agencies providing technical
assistance and capacity-building support for trade and investment
facilitation in the Asia-Paciﬁc economies.

Boonma Thailand Conducts Second Training for TISTR

I

n cooperation with the Thai Packaging Center of the Thailand
Institute of Scientiﬁc and Technological Research (TISTR),
Boonma conducted a one-day training and seminar on July 28
in Bangkok. The topic of the day was “Safe Packing—Efﬁcient
Transport.” In attendance were approximately 70 participants
from several companies, universities, and government ofﬁces
(e.g., Royal Chitralada Projects, Colgate-Palmolive, Mead Johnson Nutrition, Pﬁzer, SCG Plastics, and others).

Tiddy S. Teerawit, executive director of Boonma (second from
right) was among the team of featured speakers at a training seminar in July.

Tiddy S. Teerawit (standing in photo at left) delivered a presentation at the “Safe Packing—Efﬁcient Transport” seminar.

HONORS AND
AWARDS

Generators
are shipped
to Cyprus
following
a ﬁre that
interrupted
power in
Limassol.

Sonigo (Israel) International
Transports 9 Generators to Cyprus

S

onigo Shipping, specialists in international shipping of personal effects and customs
brokerage, recently transported nine generators to Cyprus’s electric company.
As published in the press, a ﬁre in a Cypriot naval base caused the explosion of ammunition and arms conﬁscated in 2009 from a vessel en route from Iran to Syria. Twelve
people were killed and over 60 injured from the explosions. The blasts also destroyed
Limassol’s largest power station, effectively blacking out Cyprus second largest city.
David Sonigo, general manager of Sonigo, headquartered in Israel, arranged the entire logistical operation of trucking, loading, and lashing with eight hours’ notice. In an
emergency situation like this, Sonigo said, this shipment received top priority to ensure
it was loaded on the next vessel to Limassol.
There may be additional shipments of generators to help the Cypriot power company replace the capacity destroyed by the explosion at the naval base. If so, Sonigo said
he will be ready to assist again, if necessary.

Joe Moholland Moving, Woodbridge,
Virginia, was recognized as Mayﬂower
Transit’s Agent of the Month for May
2011. The agency was selected from
among more than 440 Mayﬂower agencies
eligible for the distinction.
Crown Relocations has received Statement on Auditing Standard No. 70
certiﬁcation (SAS 70), a widely recognized auditing standard developed by the
American Institute of Certiﬁed Public Accountants (AICPA). Philip Poon, Crown’s
group information security and risk
manager, directed Crown’s internal efforts
during the certiﬁcation process.
Also at Crown Relocations, two employees have earned 2011 Meritorious Service
Awards for their contributions to Worldwide ERC®. Deborah A. Dull, director of
global mobility, and Pamela S. Dunleavy,
vice president of business development,
were recognized for their efforts toward
“the betterment of the industry.”

IAM Offers Volume Discount
Pricing for Metal Seals

I

AM 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:
Under 1000
Over 10,000

IAM Members
.08 each + shipping
.07 each + shipping

Nonmembers
.12 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.

Members Only | IAM Store
Price List for Selected IAM Publications,
Miscellaneous Items
CONUS
MEMBERS

OVERSEAS
MEMBERS

85.00

100.00

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

2011–2012 IAM
Membership Directory
Additional 1-year subscriptions
to The Portal

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

WELCOME NEW MEMBERS
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RKG Associates
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Core Members
AGS Froesch Russia
Proyektiruymey Proezd No. 4062
Building 6, Nagatinskaya Poyma
109432 Moscow, Russia
Tel: 7-495-916-9961
Fax: 7-495-916-9962
detlef.kahlenbour@agsfroesch.com
P.O.C. Detlef Kahlenborn
P.O.C. Olaf Blhesig
Algeria Moving and Shipping
Lot Beau Se jour Villa N 07
Les Sources Bir Mourad Rais
16000 Algiers, Algeria
Tel: 00 213 21 56 48 53
Fax: 00 213 21 56 48-53
algeria.mvg.shpg@hotmail.com
P.O.C. Ahlam Menar
P.O.C. Yazid Hachim
Sponsors: Paxton International, Virginia
Senate Forwarding Inc., Florida
BCC Logistics
Second Floor, Asia Travel Building
Airport Road
P.O. Box 14043
14043 Doha, Qatar
Tel: 974 44443436/7/8
Fax: 974 44443430
joe.aoun@bcclogistics.com
P.O.C. Joe Aoun
P.O.C. Issam Merchak
Sponors: CML Jordan
Nazha & Darwish Ltd., Syria
Duropack
5 DDA Community Centre
Gitanjali Enclave
New Delhi, 110017 India
Tel: 91-11-26692623
Fax: 91-11-26691913
madhubala@duropack.org.in
P.O.C. Madhu Bala
P.O.C. Sweety Tandon
Sponsors: Panther, Singapore
A&P Moving and Storage, Flordia

Earth Relocation
P.O. Box 3892
Jersey City, NJ 07303-3892 USA
Tel: 551-208-6807
info@earthrelocation.com
P.O.C. Falguni Patel
Sponsors: end2end Logistics, India
Multi Moving Systems, India
Felix Relocation Pte Ltd.
10, Anson Rd #05-17
International Plaza
079903 Singapore
Tel: 658-133-7545
Fax: 65-6705-8388
Singapore@felixrelo.com
P.O.C. Lela Devi Manikesavan
Sponsors: Global Int'l Relocation, Portugal
Panther Int'l Moving Pte. Ltd,, Singapore
Golden Global Logistics L.L.C.
P.O. Box 3405, P.C. 111 CPO Sultanate Oman
3rd FLR. Flat 3A Al Saffa House Building
CBD Area Ruwi
111 Muscat, Oman
Tel: 968-24707313 • Fax: 968-24707176
niroshana@gggloman.com
P.O.C. Niroshana Hettiarachchi
P.O.C. Pumyang Shipping Co., LTD, Korea
United Relocations Co., LTD, Thailand
Icon Moving Services
Icon House, Fern Bank Centre
High Street, Crowborough
East Sussex, TN6 2QY, United Kingdom
Tel: 44 1892 600505 • Fax: 44 1892 600520
james.padﬁeld@icon-moving.com
P.O.C. James Padﬁeld
Sponsors: Champion Intl Moving,
Ltd., Pennsylvania
Asian Tigers K.C. Dat (S) PTE LTD, Singapore
Movage International
135 Lincoln Ave
Bronx, NY 10454-4432 USA
Tel: 718-292-7000 • Fax: 718-292-7002
bajo@movage-moving.com
P.O.C. Bajo Vujovic
P.O.C. John Devico
Sponsors: Arrow Moving and Storage,
Washington
Rose Containerline Inc. New York
Nilson International LLC
2017 Pittsburgh Ave Ste C
Charleston, SC 29405-9307 USA
Tel: 888-764-1482
info@nilsonintl.com
P.O.C. David Nilson
P.O.C. Gernot Brinkmann
Sponsors: Ballie Moving Systems, Ltd., Illinois
Wentworth International Movers, England

Oceana Global Logistics, LLC
845 Spring St. NW Unit 506
Atlanta, GA 30308-1049 USA
Tel: 404-410-7994 • Fax: 404-585-4206
kim.creutzburg@santafe.com.uk
P.O.C. Renuka Deva
P.O.C. Sissil Dep
Sponsors: Multi Moving Systems, India
end2end Logistics, India
Santa Fe Relocation Services, LLC
Warsan Bldg. # 501
125478 Dubai, United Arab Emirates
Tel: 971-4454-2724 • Fax: 971-4454-2726
kim.creutzburg@santafe.com.uk
P.O.C. Kim Cruetzburg
P.O.C. Edwin Tan
Select Platinum Relocations
9856 East Freeway Blvd. D
Houston, TX 77029 USA
Tel: 281-830-8394 • Fax: 713-592-5589
sprelo@sbcglobal.net
P.O.C. Shawn Putnam
Sponsors: TIS Worldwide, Texas
Customs Clearance In'l Inc., California
Sterling
c/Francisco Giralte 2
28002 Madrid, Spain
Tel: 34 917824618 • Fax: 34 917824619
blanca.farina@sterlingtonrelocation.com
P.O.C. Blanca Farina
P.O.C. Mike Sarll
Sponsors: Asian Tigers, Singapore
Champion International Moving, Ltd.,
Pennsylvania
SwiftRelo Limited
12th Floor, Unit F1, Room D
Hang Fung, Industrial Building
Phase 1, No.2G Hok Yuen Street
Hung Hom • Hong Kong
Tel: 852-2363-4008 • Fax: 852-2363-4477
pinya.narang@swiftrelo.com
P.O.C. Piya Narang
P.O.C. Jon Boay
Sponsors: Panther, Singapore
Links Moving, Hong Kong

Governing Member
Interdean International Relocation Kiev
3 B Schnevogo Pastonnya Str.
Ofﬁce 197, 01010 Kiev, Ukraine
Tel: 38-066-228-73-70
Fax: 38-044-576-73-70
alexander.sikorsky@interdean.com
P.O.C. Alexander Sikorsky
P.O.C. Marine Kazachinskaya
Sponsors: Suddath International, Florida
Champion International Moving, Ltd.,
Pennsylvania

WASHINGTON UPDATE
By Jim Wise, PACE, LLP

Deﬁcit Reduction Legislation

A

fter months of tense negotiations that
put the United States within hours
of defaulting on its debt for the ﬁrst time,
Congressional leaders and the President
reached an agreement to increase the debt
ceiling and reduce the federal deﬁcit.
The House passed the Budget Control
Act of 2011 on August 1 by a vote of
269-161. The Senate followed on August 2
with a vote of 74-26. The President signed
the legislation later that day.
In the House, 95 Democrats and 66
Republicans voted against the measure; in
the Senate, 6 Democrats and 19 Republicans opposed it.
Debt ceiling increase
The law raises the $14.3 trillion debt
ceiling through the end of 2012 in installments. The ﬁrst increases the ceiling by
$400 billion immediately, with another
$500 billion available unless Congress
enacts a joint resolution of disapproval.
The second tranche of $1.2–$1.5 trillion
is available to the President later, subject
to his certiﬁcation of the need and failure
of Congress to enact a joint resolution of
disapproval.
Deﬁcit reduction
The package will reduce federal spending
by $917 billion over the next 10 years.
The bill assumes the enactment of budget
resolutions for FY 2012 and FY2013 that
would establish caps on all federal agencies’ budgets.
It reduces FY12 discretionary spending by $7 billion and FY13 discretionary
spending by $3 billion below the already
enacted FY11 levels. The Congressional
Budget Ofﬁce estimates that total FY12
savings will be $44 billion and FY13
savings $62 billion. Of the total reduction, national security spending will be cut
by about $350 billion over the 10 years.
“Security” spending includes spending by
the Departments of Defense, Homeland
Security, Veterans Affairs, intelligence

agencies, and other programs. It is important to point out to IAM members that
Department of Defense spending is clearly
on the table for funding reductions.
It is important to point out that the initial set of deﬁcit reductions do not include
tax or revenue increases or cuts in Medicare or Social Security beneﬁts. However,
there may be a temptation by some lawmakers to include revenue increases as a
means of protecting certain programs that
have strong support for continued funding
levels.
Committee on Deﬁcit Reduction
The bill establishes the Joint Select
Committee on Deﬁcit Reduction, which
is tasked with ﬁnding an additional $1.5
trillion in savings over 10 years. The committee will be comprised of 12 members
of Congress: six House members and
six Senate members, with three Republicans and three Democrats in each body’s
delegation. House and Senate leaders must
appoint their delegates to the Committee
within two weeks.
The committee is empowered to
consider both increasing revenues and
reducing entitlements in making its recommendations for further deﬁcit reduction.
It must present a plan by November 23,
2011, to reduce the deﬁcit by $1.2 trillion.
The House and Senate must act on the
plan by December 23, 2011.
If the committee does not produce a
sufﬁcient savings plan, automatic acrossthe-board spending cuts are triggered,
called “sequestration.” Those cuts would
start on January 2, 2013, and be evenly
split between defense and non-defense
spending. If sequestration is triggered,
about $100 billion in cuts is estimated for
the ﬁrst year, with defense bearing half of
those cuts. Social Security, Medicaid, unemployment insurance, programs for lowincome families, and civilian and military
retirement are exempt from sequestration.
Any cuts to Medicare would be capped
and limited to the provider side.

The Ofﬁce of Management and Budget (OMB) would use a uniform percentage to calculate sequestration cuts to nonexempt programs. The Administration estimates that non-exempt programs would be
cut by about 6.7 percent; security spending
would be cut 8.4 percent; and Medicare by
about 2 percent. The Medicare cuts would
only be to providers (e.g., hospitals and
doctors), not to beneﬁciaries.
Balanced budget amendment
The law also requires the House and Senate to vote before December 31, 2011, on
a constitutional amendment requiring a
balance budget. Most observers don’t believe that the balanced budget amendment
could pass the Senate.
Student ﬁnancial aid
An additional $17 billion in funding for
Pell grants is provided over the next two
years—$10 billion in FY2012 and $7
billion in FY2013. But to pay for this
increase, the law eliminates the in-school
interest subsidy on federal student loans
for graduate and professional students,
except for students in ﬁve-year teaching
programs. It also eliminates the discount
student borrowers receive on the cost of
their loans if they make their ﬁrst 12 payments on time.
The total savings expected from these
changes is $21.6 billion. The overage after
the $17 billion offset for the increased Pell
funding would go to deﬁcit reduction.
Next steps
The Congressional Appropriations Committees are expected to begin work on an
FY2012 omnibus funding bill, incorporating the mandates of the deﬁcit reduction
legislation when they return from the
August recess. The Joint Committee on
Deﬁcit Reduction, once up and running,
will work on a parallel track to ﬁnd the
additional savings.
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he Portal accepts only computer-generated ﬁles, graphics, and ads. (If you plan to submit
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1/2 page horizontal
1/2 page vertical
1/2 page vertical bleed
(add 1/8” at top and bottom)

7-1/2”
3-3/4”
3-3/4”

5”
10”
11”

US$1,687.50
US$1,687.50

1/3 page horizontal
1/3 page vertical
1/3 page box

7-1/2”
3-3/4”
3-3/4”

3-1/8”
5”
5”

US$1,187.50
US$1,187.50
US$1,187.50

1/4 page horizontal
1/4 page vertical

4-3/4”
3-3/4”

4”
5”

US$875.00
US$875.00

1/6 page horizontal
1/6 page vertical

3-1/2”
2-1/4”

3”
4-3/4”

US$531.25
US$531.25

1/8 page

3-1/2”

2-1/2

US$437.50
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November/December Issue ...................... November 5, 2011
January/February 2012 Issue ........................January 15, 2012
March/April Issue ........................................... March 7, 2012
May/June Issue ...................................................May 2, 2012
July/August Issue ................................................. July 1, 2012
September/October Issue ........................... August 27, 2012
(ANNUAL MEETING ISSUE)

For further information about Portal display advertising,
contact Belvian Carrington at IAM:
5904 Richmond Highway, Suite 404 • Alexandria, VA 22303
Phone: (703) 317-9950 • Fax: (703) 317-9960 • E-mail: bel.carrington@IAMovers.org
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IGL Relocation .................................................51

Active Moving & Storage ................................48
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International Shippers Association ..................61
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Corporate Logistics ..........................................79

NY International Shipping ...............................36

Coleman World Group .....................................92
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Pac Global ........................................................10
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Rosebrock ........................................................47
Royal Hawaiian Movers ...................................9
Saleemsons.......................................................12
Schumacher Cargo ...........................................82
Sea & Air..........................................................65
SIR Move Services ..........................................59
SIT Transportes ...............................................86

Fukuoka Soko ..................................................81

Suddath/Relocation Assurance Corp................42

Gateways International ....................................91

TG International ...............................................58

Geometra ..........................................................49

TIS Worldwide .................................................27

GEP ..................................................................46

TM Eurodean ...................................................29

Global International Relocation .......................41

Trans World Movers (Pte) Ltd .........................18

Global Packing .................................................17

Transpo Box/Transpo Services ........................26

Gosselin Moving ...............................................3

United Relocations ...........................................71

Graebel .............................................................62

Victory Packaging ...........................................16

Gridiron Forwarding ........................................43

Voxme ..............................................................73

Guyana Overseas Traders ................................70
Harsch ................................................................2
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Homepack Freight International ......................72
IAM/Carbonfund.org .......................................35
IAM Membership Upgrade ..............................52

Watson Services Ltd. .......................................75
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Industry Calendar
September 10–11, 2011
PAIMA 27th Annual Convention
Denver, Colorado
September 12–15, 2011
IAM 49th Annual Meeting
Denver, Colorado
October 12–14, 2011
ERC—Global Workforce
Symposium
Denver, Colorado
October 19–20, 2011
Pennsylvania Moving & Storage
Associates (PMSA)
Conference & Expo
Grantville, Pennsylvania
October 20–23, 2011
North Carolina Movers Assn.
(NCMA) Conference
Wrightsville Beach, North
Carolina
November 13–15, 2011
Canadian Association of Movers
Annual Conference
Toronto, Ontario, Canada
March 11–15, 2012
LACMA Convention
Curaçao
October 10–13, 2012
IAM 50th Anniversary Meeting
National Harbor, Maryland
(Washington, DC)
October 7–10, 2013
IAM 51st Annual Meeting
Vancouver, BC, Canada

Portal
Editorial Calendar
November/December
Annual Meeting Wrap-up
and Photos
Deadline: November 5, 2011
2012 Members’ Choice:
What topics would you like to see
in The Portal during 2012? Send
your suggestions to
janet.seely@iamovers.org and
joycedexter47@comcast.net

