Transplace

WHY THEY WON:
Readers say the Plano,
Texas-based 3PL goes
“above and beyond for
all of our needs,” and that
“customer service remains one of their strengths.”

Transplace President and CEO Thomas K. Sanderson enceur
ages this people-oriented outlook: “Our people are a major
competitive differentiator, and as a culture we go the distance to-lis
ten to our customers, anticipate their needs, and work closely with
them to provide savings that will not only boost the bottom line, but
also increase shareholder value.”

CLIENT ROSTER:

O Colgate-Palmolive O Anna’s Linens O Walmart
O The Home Depot O Barbeques Galore O DirecTV
O Sunny Delight O RockTenn O Pace Industries

CASE STUDChicken of the Sea

In 2008, Transplace assumed responsibility for all domestic
transportation management activities for Chicken of the Sea
International, a leader in shelf-stable seafood products. The
partnership effort is focused on improving shipment level visibility,
yielding enhanced on-time service performance levels for its cus
tomers while aggressively managing all related costs.

Through a unique combination of proprietary technology, lean
Six Sigma-bred processes, applied human capital, along with its
vast carrier network, Transplace works collaboratively with Chicken
of the Sea to develop and implement innovative strategies for
improving supply chain operations.

“Having Transplace manage our North American transportation
network ensures on-time service to our customers,” says Kevin
McClain, vice president of supply chain for Chicken of the Sea.

DB Schenker

WHY THEY WOBB Schenker CEO Heiner
Murmann says the California-based 3PL focuses
on “ awless execution.”

TIE

“We use experienced engineers and operational
leaders to analyze and build great, innovative solutions
and proposals tailored to each customer’s need,” Murmann says.

Readers celebrate DB Schenker’s “cul
ture of great service and reasonable cost,”
“continuous improvement,” and “reliability
and customer service.”

DB Schenker is actively planning to
keep growing. “Over the past year, we
reorganized our overhead costs and
resources, and, focusing on existing
businesses, we were able to accomplish
our major targets in these areas in 2008,”
says Murmann. “Our customers now provide us with strong refer
ences that are so vital to winning new business.”

CLIENT ROSTER:

O Volkswagen O Ford 0 BMW

CASE sTuDWnilever
Unilever Canada required
a partner to help it improve
quality, lower costs, and boost
customer service levels. In
particular, Unilever’s various
stocking locations presented
inventory challenges that were
affecting customer service.
The company was not effec
tively using its considerable
resources to reduce costs.

DB Schenker leveraged
the scale of Unilever’s operations and applied its own warehousing
expertise to deliver superior performance through a customized
Value Based Warehousing (VBW) solution combining automation
with Schenker’s SoliNetvarehouse management system, as well as
appropriate materials handling equipment.

Through VBW, DB Schenker created one of the most ef cient,
exible, and advanced distribution centers in North America,
delivering considerable bene ts for Unilever, including 99-percent
shipping accuracy, 98-percent inventory accuracy, and 99-percent
on-time shipping.
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Landstar
WHY THEY WON:
When it comes
to dependability,
Landstar is at the top
of readers’ lists. “Any
time we are trying to develop a solution
with our supply chain, Landstar is one
provider we can rely on—be it operational flexibility, state-of-the-art
technology, customer service excellence, or providing solutions to
our supply chain flow,” says Ann Deming, transportation manager
at Englewood Cliffs, N.J.-based Unilever USA.

Henry H. Gerkens, Landstar’s president and CEO, notes that
the Jacksonville, Fla.-based 3PL strives for innovation. “We are
continuously working with our agents and customers to identify
new and inventive ways to meet the full transportation logistics
needs of customers,” he says.

CASE STUDY: Grupo Antolin

Global automotive supplier Grupo Antolin contacted Landstar to
review the inbound supply chain for the GAIL facility, which sup-
plies Chrysler Belvidere Sub-assembled Door Modules. Landstar
looked first at the cyclic flow of parts and production schedules
that made the static process of optimizing routes and consolida-
tions difficult as client demands changed due to market conditions.
Landstar used the technology of A3 Integration to review the
process and found that the current provider’s configuration could
be optimized significantly.

Landstar then installed the Interactive Capacity Gateway solu-
tion, allowing the material planners to enter/edit transportation
orders so both carriers and suppliers could confirm the needs
of the GAIL plant with real-time visibility. Landstar also opened
a warehouse in Rockford—consolidating five other facilities—to
maintain a FIFO safety inventory in the event of any interruption in
the supply chain flow—especially long lead time suppliers. The re-
engineered supply chain yielded more than 20 percent of hard-line
cost savings and more than $1 million in inventory savings.

TLC

WHY THEY WON: “TLC’s success comes from

our team knowing our clients’ business,” says
TLC President Pete Westermann. “We strive

to be supply chain solutions experts, and we
are dedicated to our clients’ vision and business
goals. We execute with passion to serve
our clients’ needs, and are committed
to seeking innovative ways to continually
improve their supply chain.”

According to /L readers, the Holland,

Mich.-based 3PL's efforts are paying

off. “TLC is not only responsive, but also
proactive in presenting suggestions,” says
one reader. Another remarks, “They truly
work for the good of our company as if it were their own. They iden-
tify opportunities even if they are not
for the best of their own company.”

CLIENT ROSTER:

O Sara Lee O Dean Foods

O ConAgra Foods O General Mills

O Kraft Foods O PepsiCo

O General Mills O Bay Valley

O Kellogg Foods
Company O Maple Leaf

@ Georgia Pacific Bakery

CASE STUDY: Maple Leaf Bakery
Maple Leaf Bakery is a leading

North American producer and distribu-

tor of frozen baked goods for retail and food service customers. In

2005, Maple Leaf asked TLC to streamline operations and more

efficiently service their U.S. customers.

TLC worked closely with Maple Leaf to integrate operations and
develop a full-service transportation management relationship
utilizing TLC’s TMOne solution. The TMOne solution offered a more
stable carrier base, as well as automated tendering and special-
ized track and trace with full system visibility. Over the past several
years, TLC has achieved ongoing cost savings and significant
improvement in service levels to one of Maple Leaf Bakery's key
U.S. clients.

“TLC has taken the lead in developing meaningful metrics,
managing our costs, and building a first-class service network for
our customers,” says Brett Marchand, Maple Leaf Bakery’s vice
president, supply chain North America. “TLC is an integral part of
our team and a major partner in our continued success.”
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