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VALUE PROPOSITION

Taking Your Logistics Service 
Business to the Next Level

by
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FIRST

How many of you have a  clear
Value Proposition?
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UAE

άDǳƭŦ ǊŜƎƛƻƴΩǎ ǘƻǇ ƭƻƎƛǎǘƛŎǎ Ƙǳōέ

World Bank
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Market Landscape

üProvide commodity logistics service (3PL, 
warehouse, transport, forwarder)

üPrice dominates getting business

üMuch customer turnover

üMany competitors 

üAll offer similar service as you
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Market

üFight to retain customers from 
competitors offering cheaper price

üFight squeeze on profit margins

üFight to create a market / brand identity
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You and the Competition
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Your Profit Margin?
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Is This Your Sales / Marketing 
Strategy?

üSame approach as always

üORτά¢ƘŜ ŘŜŦƛƴƛǘƛƻƴ ƻŦ ƛƴǎŀƴƛǘȅ ƛǎ ŘƻƛƴƎ 
the same thing over and over and 
ŜȄǇŜŎǘƛƴƎ ŀ ŘƛŦŦŜǊŜƴǘ ǊŜǎǳƭǘΦέ  !ƭōŜǊǘ 
Einstein
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DISCUSSION

üWhy you want one

üWhat Value Proposition is

üHow you do it

üQuestions

üIssues



10

First

üValue proposition--not for everyone here

üNot a quick fix for your problems

üWay to separate yourself from your 
competition

üWay to change the dynamics of your 
business
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Why you want a Value Proposition

üMove past the price issue

üMore sales / better sales

üExpand market reach

üIncreased customer retention

üHigher profit margins
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Why

üSeparate yourself from the competition

üDefine who you are

üDefine why a customer should select you



13

Why

üIncrease your importance to customer

üMake it painful to remove you (switching 
pain)

üCreate de facto outsourcing 
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Value Proposition

üHow to frame your business

üAddress a customer need / problem

üWhy a customer should use you ςhas real 
value to customer

üHintτit is not about lowest price
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Value Proposition

üDifferentiate you in the marketplace

üWay to position and define your business

üTake more control of your business
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What It Is

üSales ANDoperations approach

üIn addition to core business

üAbout what customers need / customer 
centric
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It is

üSupply chain and/or company issue to 
customer

üDƻŜǎ ōŜȅƻƴŘ ǘƘŜ ǎǘŀƴŘŀǊŘ άǿƛƴ-ǿƛƴέ ƻŦ 
trading a low price for volume/business

üGoes beyond narrow logistics service and 
your 4 walls
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Is

üFor potential customers AND for present 
customers

üTaking your business to a new level

üWay to create new capability in addition 
to core service

üCreating competitive advantage (do not 
ǿƻǊǊȅ ŀōƻǳǘ άŎƻǇȅ Ŏŀǘǎέύ
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Is

üResults focusedτfor customers

üDefinable / measurable / quantifiableτ
even better
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It is not

üSomething that defines or is about the 
basic service you provide

üTag line / advertising slogan / mission 
statement / vision

üAbout freight

üAbout pallets
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Is Not

üά5ŀƛƭȅ ǎǇŜŎƛŀƭέ

üFlogging asset utilization

üValue-added service (aka, giving away 
something for nothing)
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Note

üSingle / same VP unlikely to appeal to all 
customers / prospects

üMatch to customers
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I am talking

Evolution

Not 

Revolution

In Addition

To Core 

Business
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ALSO

¢ƘŜǊŜ ƛǎ ƴƻǘ ά¢I9έ ƻƴŜ ±ΦtΦ

Wǳǎǘ ƭƛƪŜ ǘƘŜǊŜ ƛǎ ƴƻǘ ά¢I9έ 
supply  chain program
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Ask this

üCan you sustain your low price?

üCan you be the lowest price provider?

üIf NO, then why are you playing that 
game?

üIf NO, why do you not have a Value 
Proposition to better position yourself?
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V.P. Examples--Is

üIncrease inventory turns by 25%

üIncrease market share 2 points

üLean solution to remove 20% waste from 
your supply chain
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Examples

üImprove your global supply chain 
performance by 15%

üSigma 6 kitting and assembly will improve 
your quality by 10%
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Opportunity Potential

üMany rush orders / much expediting / much 
fire fighting!!!

üFreight can be a problem

üFreight can be a symptom of a problem!!!

üInventory can be a problem

üInventory can be a symptom of a problem!!!
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Example

üToo much working capital tied up in 
inventory!!!

üwŜŀƭ ƴŜŜŘ ƛǎ ƴƻǘ άǾƛǎƛōƛƭƛǘȅέ ǘƻ ǿƘŀǘ ȅƻǳ 
store or transport

üReal need is something bigger and how 
you fit into it
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Examples--Is Not

üLow freight rates

üMay not even involve costs

üNice looking pallets

üFor every customer
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How You Do It

üListenτto what customers say

üListenτto what customers do not say

üIdentify customer pain issues / underlying 
problems / what is really important

ü{ŜŜ ǘƘŜ άōƛƎ ǇƛŎǘǳǊŜέ ŀƴŘ ǿƘŜǊŜ ŀƴŘ Ƙƻǿ 
you can fit into it
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How

üStay focused on VP and the customer

üDo not let day-to-day chaos make you 
lose sight of VP

üPartner if neededτespecially if 
service/capability is beyond your scope
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How

üIntegrate with partner

üRealign responsibilities expressly for 
delivering VP results

üCollaborate and communicate well with 
customer

üAlign operations to VP

üIntegrate with customer
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How

üUnderstand the competition and what 
ǘƘŜȅ άƻŦŦŜǊέ ŀǎ ŀ ±ΦtΦ

üDo not be intimidated by competition 
(may be large firms) that do not have a 
V.P.
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Then

üWhat can you do to help the customers?

üNot the usual things you say and do now

üAddress real issue (again, it is not about 
you and your service; it is about the 
customer)
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Then

üDo proposals, not just price quotes

VEmphasize V.P. and state the benefits

üBe open to / propose new arrangements 
τsuch as JV
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KPIs

üAbout the customerτnot you

üTies directly to V.P.

üShould reflect the KPIs of the customer or 
its supply chain group

üNot micro-managed/task/work level

üNot metrics for metrics sake
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Questions

üMarket positioning--where?

üMarket sizeτhow big?

üCross multiple markets (reduces risk)?

üCompetition?
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Questions

üChange in strategic direction?

üSales and marketing strategies?

üOperations strategy?

üFunding?
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Issues with V.P.

1) Customer

2) Core Business

3) Delivering 

4) Sustainability



41

Customer

üSome focus only on price

üWould not understand or appreciate a 
value proposition

üWould change service providers for a 
lower price

üHINT: V.P. is not for those customers
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Core BusinessðStay the Course

üComfortable with what you do

üEven if it is a struggle

üάLŦ ǿŜ ƻƴƭȅΧΦΦέΣ ǘƘŜƴΧΧ
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Delivering V.P.

üDefine it well within company

üEnergize/motivate the company

üInternal organizationτpresent vs ??

üNeed for training

üNeed for operational integration
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Delivering

ü{ŜŜ άōƛƎƎŜǊ ǇƛŎǘǳǊŜέ

üAdd skills / partner with others

üChange is not easy
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Sustaining It

üGet employees committed to and 
involved with V.P.

üRecognize change managementτan 
extensive topic

üContinuously improve performance

üAvoid backsliding



46

Sustaining

üV.P. can give the company and employees 
an identity

üChange can be built on that identity
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Value Proposition

üDid not say it would be easy

ü5ƛŘ ƴƻǘ ǎŀȅ άȅƻǳ ƧǳǎǘΧΦέ

üDid say it can change the dynamics of 
your business

üDid say it will separate you from 
competition



48

So?  What will you do?

üContinue the same old / same old

ü--OR--

üHow many of you wantτ

VGreater customer retention

VMore sales

VHigher profit margin
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Final Value Proposition 
Comment

üIt is not static

üCustomers and markets and services 
changeτonly the rate of change is in 
question

üYour V.P. will and must change

üLook beyond your competition and your 
άŎƻƳŦƻǊǘ ȊƻƴŜέ ŦƻǊ ±ΦtΦ ƛŘŜŀǎ
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ASK AGAIN

How many of you have a clear
Value Proposition?
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It may not be like this, BUT
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OR your business like
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Related topics for V.P.
--For another discussion--

üBranding

üResponding to competitors

üGaining advantage over competitors

üSustainable competitive advantage

üMaking operational improvements last

üBusiness transformation
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TechnologyðIS NOT
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Technology--IS
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Technologyðfor V.P.

üaǳŎƘ ƳƻǊŜ ǘƘŀƴ άǘǊŀŎƪ ŀƴŘ ǘǊŀŎŜέ

üGlobal

üEnd-to-end visibility

üSupply chain management
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THE END

OR A NEW BEGINNING?


