
FEATURE

AiR CARgo 
TEChnologiEs
Creating  
OppOrtunities 
With innOvatiOn 
and Creative 
thinking

W
W

W
.a

ir
Fr

e
ig

h
t-

LO
g

is
ti

C
s

.C
O

M

airFreight neWs FOr thaiLand’s LOgistiCs industrY JuLY 2011 › issue 79

Crane 
WorldWide 

aiMs tO Make  
LOgistiCs  

Fresh again



Crane WorldWide  
Aims to mAke Logistics  
Fresh AgAin
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The phrase ‘Indochina’ is not used as often as it once 
was, when it was coined to describe the Asian territories 
under French control in the 19th century. However, the 
name still conjures up a specific geographical area for 
most people (Thailand, Cambodia, Laos, Vietnam,  
Myanmar, and Peninsular Malaysia) and has emerged  
as a region with an incredible amount of potential for 
manufacturing, export, import and transport. As Asia’s 
influence continues to expand, Crane Worldwide  
is positioning itself as the best option for air, ocean, 
trucking, customs brokerage, and logistics throughout 
Indochina and the world.

rane’s history is one 

rich with tradition: Jim 

Crane, founder of Eagle 

Global Logistics (EGL), 

and 9 of his industry 

peers wanted to do 

someth ing new. As 

industry veterans with 

many years of experience in various facets of 

the industry, the group knew that they were 

going into an extremely competitive field. “We 

decided to stay out of the industry for one year 

before we started,” says Chad Taylor, Crane’s 

Regional VP of Asia Pacific, who served as 

EGL’s MD in China and has 20 years of 

experience in the logistics industry. “This was 

to both to satisfy various non-competitive 

agreements at our old jobs and to plan on how 

to reenter the industry in the best way possible. 

It proved to be a very valuable time as we were 

able to step away from the grind and really look 

at what the customers were asking for and 

what they would do if they had a blank sheet 

of paper. It’s rare to have people who actually 

create great services instead of just manage 

processes given to them.” 

What they found was that there were plenty of 

global giants that offered inflexible services, 

and thousands of sub-regional service providers 

who couldn’t make the transition to a global 

provider. It became clear that there was a giant 

void of global service providers who were small 

enough to be fast, flexible, and listen to their 

clients while working in a global capacity. “This 

soon became our target and we’ve been very 

focused on it since Crane Worldwide officially 

launched in 2008,” says Mr. Taylor.

Before they started, the company decided on 

a five-point value proposition that has guided 

its success ever since: People – People make 

the difference both to customers and col-

leagues, and Crane fosters a fast-paced work 

environment that promotes career opportunities, 

personal development, and strong community 

ties. Service execution – Tailoring service to 

specific needs that address the challenges of 

today’s global supply chains, Crane works with 

local, regional, national and multi-national 

customers to provide effective and scalable 

solutions. Results are measured by ‘raw on-

time numbers – no hiding behind what many 

call non-controllable delays. Information 

technology – Crane’s industry leading C-Suite 

IT services – C-Goals, C-Link, and C-View – 

offer customers access to the same information 

it uses, allowing total visibility from the beginning 

of a shipment until it is in the customer’s hands. 

Compliance & Quality – Rules and regulations 

change daily, but Crane provides experience 

and expertise while dealing with the complexities 

of global bodies, ensuring compliance while 

providing timely releases, client-specific 

reporting and statistical data capabilities. 

Account management – Crane’s standardized 

It became clear that there was 
a giant void of global service providers who were small 

enough to be fast, flexible, and listen to their clients  
while working in a global capacity.

— Chad Taylor, Crane’s Regional VP of Asia Pacific
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processes focuses on development, solution 

design, implementation strategy, execution, 

and continuous improvement to design a 

customer centric solution that will meet and 

exceed all requirements and expectations.

“Our studies showed that many of the service 

providers spend too much time on adjusted 

service measurements but in order to really 

change the speed of the supply chain you need 

to look at what is really happening. This is why 

we measure our performance with raw data 

without excuses,” says Mr. Taylor. 

a ServiCe  
for every need

Being able to meet the need for a flexible 

logistics service provider who could also draw 

on a network with global reach has served the 

company well. Since it was launched, it has 

grown aggressively to over a quarter of a billion 

dollars in revenue – USD $252 million in 2010. 

Their ambition doesn’t stop there though, as 

Crane Worldwide is aiming for USD $600 million 

quickly moving from third-world to developing 

status. In socio-economic terms, these are 

known as Newly Industrialized Countries (NIC), 

a position that is reached when several factors 

– civil rights, progressive politics,free trade, 

capital investment, urbanization,and low 

unemployment, amongst others – begin to have 

a net positive effect on a country’s development. 

As of 2010, NIC’s in the Indochina region were: 

China, India, Malaysia, the Philippines, and 

Thailand. Although Cambodia, Laos and 

Vietnam are notably absent, leading economic 

think tanks are optimistic about their continued 

growth, going so far as to name Vietnam as 

one of the ‘Next Eleven’ – countries which are 

expected to be among the world’s largest 

economies in the 21st century. 

“As these countries move from sourcing, 

manufacturing, and assembly-centric countries 

to consumption-centric countries in the next 

several decades, customers will need providers 

that can offer the flexibility and service that they 

demand. This falls right into our model and is 

a perfect sell for us,” says Mr. Tan.

Crane Worldwide continues to expand, opening 

its 62nd office in Dubai in December 2010 which 

brings its total to 22 countries around the world. 

Plans are well underway to open about a dozen 

new offices in 2011, including ones in South 

Africa, Canada, and Belgium as Crane continues 

to pursue its goal of being the best global, mid-

size player in the logistics industry.

a TeCh-CenTriC  
viSion of The fuTure

As technology continues to give logistics 

companies new power and greater control over 

their networks, Crane Worldwide is embracing 

new systems and methods to maximize their 

service. 

Customers will need providers that can offer the 
flexibility and service that they demand. This falls right 
into our model and is a perfect sell for us.— Roy Tan, Crane’s Managing Director for Indochina

by the end of 2012, and a big part of that will 

derive from the Indochina region.

“Asia today is over 45% of our business by 

revenue and will likely stay above 40% of the 

business for years to come,” says Roy Tan, 

Crane’s Managing Director for Indochina. 

“The region is extremely important in all aspects 

of supply chain operations, largely due to the 

vast manufacturing potential, be it for raw 

materials or finished goods.” Mr. Tan would 

know – as former MD of EGL, he played a major 

role in the company’s rise to IATA’s #1 ranking 

in only two years.

The potential that Indochina holds is due  

largely to its makeup of countries that are 

“Different commodities have different life cycles 

– some require air transport, while others can 

do fine with more cost effective sea transport. 

In both cases, the customer demands 

instantaneous information which is often difficult 

because of the multiple IT platforms used. 

Crane works on a single platform which gives 

us great flexibility to customize milestones and 

solutions, allowing us to push information to 

our customers in much the same way social 

networks have done to revolutionize the way 

the world communicates,” says Mr. Tan.

These features will help Crane blaze new  

trails and position itself as a logistics leader as 

trade in Indochina continues to grow. The 

market is competitive, but the company is 

positive that results will come fast. “Our growth 

to date has stuck pretty closely to the 

projections we made when we started, so we’re 

optimistic. Our five-point value proposition was 

created after a lot of careful study. Customer 

response has been great so far, and we’re sure 

that it will continue to guide us as we continue 

to grow.”  
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