


It helps us work harder for 
our customers. It’s what keeps 
each of us on the same page. In 
170 offices in 50 countries, we 

speak the same language. 

We all speak Expeditors.



I make my customers’ expectations my own.

Good customer service is rare enough. Great 

customer service is what we work to provide. 

We define great service as routinely doing those 

things that the customer might not even expect. 

By working to understand customer expecta-

tions, and then striving to surpass those expec-

tations, Expeditors delivers a level of service 

that makes a tangible difference. And great cus-

tomer service is our goal for every contact and 

every transaction. From the way we answer the 

phone to the way we explore every option, our ef-

forts are fully engaged. We share the events that 

make best practices universal for our company. 

We cultivate the staff and the ideas that ensure 

our customers know we put them first, each and 

every time. Raising our expectations is the best 

way to fulfill our commitment to customers and 

strengthen our relationship with them.

     

|    Peter Orrico  Regional Sales Director, South Pacific 



When something is needed, it’s needed now.

How do you create a system that routinely 

reacts with the fastest response time? That 

makes it possible to reduce any process to its 

most efficient level without any compromise in 

integrity or accuracy? That even learns to antic-

ipate what’s next? We do it by empowering our 

people to make decisions and act upon them. 

It’s a much more direct line and it’s supported 

by intensive, ongoing training and feedback, 

giving everyone at Expeditors the tools to have 

the confidence and experience to consistently 

make the right call for every customer in any 

situation. It’s a different way of doing business, 

one that means we don’t just go out and sell 

new customers as much as we work to enroll 

them in a way of moving their goods. That goes 

beyond logistics to benefit them strategically as 

well as financially.                    

|    Elie Khabbaz  Director, Air Services, Beirut, Lebanon



By being a professional. That’s how I represent Expeditors. 

We look at what works and we measure our 

performance. We also look just as hard at what 

doesn’t work, and implement ways to improve. 

Even before we begin work for a customer, we 

map out the total scope of what they’ll need  

and document the results in our DLSOP (Desk 

Level Standard Operating Procedure) — a living 

database that allows every employee to see all 

the facts that pertain to that customer’s specific 

requirements, as well as access to the metrics 

we use to measure our own performance against 

those requirements. Expeditors makes this a 

living process, shaped by continual input, of-

fice-wide participation and monthly evaluations. 

Those evaluations include Quality Measurement 

Reviews with our customers to ensure, again 

and again, that the views of our customers take 

precedence and guide everything we do.                    

|     Kees Wagenaar  District Manager, Amsterdam, The Netherlands



Success is in the details.

It’s never enough to simply talk about service. 

Because it’s intangible, the way in which we 

provide service demands our constant vigi-

lance. At Expeditors, we train and train again. 

We communicate between ourselves and with 

our customers. And we develop tools to quantify 

the quality of the service we provide. In 2005 

we developed and rolled out a comprehensive 

customer retention tool. Designed to ensure 

that we schedule retention meetings with cus-

tomers, hold quality management reviews and 

then develop and assign action items to each 

account — individually. Our people have re-

sponded by making customer retention an ac-

tive, top of mind aspect of their work, every day. 

And we know it’s making a difference, not just 

because we believe it does, but because our 

customers take the time to tell us that it does.  

|     Maged Al-Rajji  District Manager, Dubai, UAE



We can do it. Period.

Our long term emphasis on customer service 

shows itself in every aspect of the way we do 

business. It builds our capabilities and our 

character. Just one example is the way the word 

“impossible” has become little more than a joke 

around here. It has no meaning for us. In nearly 

every situation there’s an element or some pa-

rameter that our competitors might look at and 

say, ‘it can’t be done’ — their response is little 

more than business as usual. But after years of 

developing our people, our practices, our rela-

tionships with carriers and our attitude towards 

our work and our customers, we know we’ll find 

a way to make it happen. When customers call 

us with another urgent shipment, they know we 

understand the meaning of urgent. They know 

the difference is our ability as individuals and 

as a company to innovate on demand.                           

|    Tung-Heng Chiu   Managing Director, Central & Northern China



No one is afraid of accepting responsibility.

Nothing is less productive than finger pointing 

and spending time trying to avoid the inevitable. 

The cure is in empowering employees through 

awareness and communication, reinforced by 

training and supported by effective tools. From 

senior management to the desk of every em-

ployee, we are connected by a network that em-

bodies the values and benefits of empowerment. 

Empowerment has created an environment in 

which our employees seek and accept responsi-

bility rather than shirk it. In a complex business, 

operating on a global scale and acting as a con-

duit between commerce and governments, there 

is always a chance for something to go wrong. 

What separates failure from success is the indi-

vidual responsibility we all willingly assume. The 

result is teamwork, on time performance, accu-

racy and a profound connection to our work.

     

|     Kurt Meister   Regional Vice President, Southern Europe



I never stop learning. I never stop teaching.

I work out of our Perth, Australia branch. And 

while Perth may be one of the most isolated 

cities in the world, we’re still connected to 

Expeditors and the cultural elements that make 

our organization so unique. We’re the living ex-

ample of the way in which a large scale, global 

organization with far-reaching and intercon-

nected capabilities can maintain the personal 

scale and one-to-one commitment of a small 

business. We’ve learned that it’s always best to 

look to ourselves, our sense of teamwork and 

our training to get the job done in the best pos-

sible way. Then to share and evaluate the re-

sults, and apply what we’ve learned to whatever 

comes next. From the formal induction of new 

staff members, to the moment that individual 

shares an insight that helps all of us do our jobs 

a little better; learning is nonstop.    

|    Sonia Milanovic  District Manager, Perth, Australia



Connected. Top to bottom.

It’s all connected. Recognizing and acting on 

the expectations of our customers goes hand-

in-hand with recognizing the efforts of the peo-

ple who work to meet and exceed those expec-

tations. And while doing a job well is a reward 

in itself, being recognized for doing so helps 

everyone improve the way they do their work, 

and the way they feel about their work. It’s no 

secret that the most important asset for any and 

every service business is the people that make 

it all work, improve, succeed and raise the bar. 

When people are that involved in their work, 

and know they’re recognized for it, good things 

happen. For Expeditors, in addition to consis-

tently strong growth it means our company has 

the lowest turnover rate in the industry. Which 

goes a long way to explaining why in so many 

other measures, we’re the highest.                 

|     Jonathan J. Song  Director – Sales & Marketing, Asia 



It took an hour last week. This week, 30 minutes.

Efficiency is normally thought of as an inhouse 

goal, one that helps a company increase its 

profitability by raising productivity and lowering 

cost. But it’s also a way to provide a higher de-

gree of customer service. Because, as a global 

service provider dealing in time-sensitive in-

formation and goods, we tend to see efficiency 

first and foremost as a customer service issue. 

Working to be more efficient is a daily chance to 

demonstrate excellence in our operational per-

formance. Whether it’s up-to-date information 

for customs clearance, insurance, supply chain, 

distribution, warehousing or the real-time status 

of the shipment itself, we know time is money, 

and we also know that it’s our customers’ time 

and our customers’ money. By making customer 

service the lens through which we see, measure 

and operate, we make Expeditors better.                   

|    Tennyson Yip  Director, Training & Personnel Development, Asia   



Ask yourself how you can do better. Everyday.

In our company it’s never been just the sales 

force that makes the sale. We believe that every 

individual, in everything they do, makes their 

own unique contribution to a successful sale, 

to maintaining and deepening the relationships 

we share with our customers. It might be as 

simple as directing a call in a prompt, help-

ful way, or showing respect to our company and 

the companies of our customers by dressing in 

business attire, every business day. It might be 

as complex as brainstorming the answer to a 

new set of opportunities during a vendor con-

ference. And as important as always being hon-

est and direct, even when the news might not 

be what everyone is hoping to hear. But nothing 

is as vital as walking that extra mile in your 

customer’s shoes. And then asking yourself, 

how can I make things better?   

|     Paolo Domante  Regional Director, Italy & Switzerland 






































































































































