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10. Sales & Marketing

FOREWORD

Sales and Marketing play a pivotal role in the transport and logistics sector an industry
defined by global networks, competitive markets, and customer demands that evolve at
unprecedented speed. While logistics operations ensure the physical movement of
goods, it is the commercial and marketing functions that connect these services to
businesses and industries around the world. They transform capabilities into value
propositions, build relationships, shape customer experiences, and guide strategic
growth in an increasingly complex landscape.

Behind every transport contract, tender submission, supply chain solution, and customer
partnership stands a diverse and highly skilled team. Sales executives, key account
managers, business development specialists, marketing strategists, digital campaign
managers, pricing analysts, and customer success professionals work together to
position logistics services effectively on the global stage. Their efforts not only drive
revenue, but also influence product development, operational planning, and market
direction across the entire organization.

This book aims to illuminate the roles and responsibilities within this critical domain. In
an environment where logistics operations vary by mode - air, sea, road, warehousing, rail,
and multimodal solutions - commercial teams must navigate a landscape shaped by
fluctuating markets, volatile capacity, regulatory complexity, and rising customer
expectations for transparency, speed, and sustainability. Understanding the job profiles
behind these functions is essential for companies striving to maintain competitive
advantage and for individuals seeking to build a meaningful career in the industry.

Sales and marketing in transport and logistics are undergoing tremendous
transformation. Digital platforms, data-driven pricing, e-commerce acceleration,
marketing automation, CRM systems, predictive analytics, sustainability branding, and
customer-centric service models are redefining how logistics companies position
themselves. Commercial professionals must combine deep operational knowledge with
analytical capabilities, communication skills, and the ability to anticipate global trends.
The modern logistics salesperson or marketer is no longer just a seller - they are a
consultant, a strategist, and a bridge between customer needs and operational
possibilities.

This book contributes to a clearer understanding of these evolving roles. It provides
structured descriptions of key positions, outlines the competencies required, and
explains how sales and marketing teams integrate with operational, financial, and quality
functions across the supply chain. Above all, it recognizes the individuals who help
transport and logistics companies grow, innovate, and remain resilient in a highly
competitive marketplace.
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May this work serve as a valuable guide for students exploring the commercial side of
logistics, professionals developing their careers, and leaders building strong,
future-ready commercial organizations. Behind every new customer relationship, every
successful market entry, and every sustained growth strategy stands a team of dedicated
experts - whose roles deserve to be described, understood, and appreciated.

Daniel Kohl

Director of the Cluster for Logistics Asbl, Luxembourg

Disclaimer

This publication is provided for informational and educational purposes only. The job
descriptions, competency frameworks, and role definitions contained in this book are
intended as general guidance to support organizational design, capability development,
and professional understanding within procurement, supply chain management,
logistics, and corporate governance functions.

The content does not constitute legal advice, regulatory interpretation, or professional
consultancy. While every effort has been made to ensure accuracy and relevance, laws,
regulations, industry standards, and organizational requirements vary across
jurisdictions and may change over time. Readers and organizations are responsible for
verifying compliance with applicable legislation, collective agreements, internal policies,
and sector-specific obligations before implementing any role descriptions or frameworks
presented in this book.

The author and publisher disclaim all liability for any direct or indirect loss, damage, or
consequences arising from the use, misuse, or interpretation of the information provided.
Organizations should adapt the material to their specific context, risk environment, and
governance structures, and seek professional advice where appropriate.

All examples, scenarios, and descriptions are illustrative and should not be interpreted
as exhaustive or prescriptive. The inclusion of any role or competence does not imply
legal necessity, regulatory requirement, or organizational obligation.

By using this publication, the reader acknowledges that responsibility for decisions,
implementations, and outcomes rests solely with the organization or individual applying
the content.
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1. Core Sales Roles

10.1. Sales Representative (Logistics)
Role Purpose

Drive profitable revenue growth across freight, transport, and contract logistics
solutions by acquiring new customers and expanding share-of-wallet within assigned
accounts. You will prospect and qualify leads, craft solution proposals (FTL/LTL,
groupage, parcel/CEP, air & ocean, warehousing, value-added services), negotiate
terms within approved guardrails, and ensure smooth handover to operations and
customer success. The role combines consultative selling, market development, and
tight collaboration with operations, pricing, and marketing.

Key Responsibilities
1) New Business Development (50%)

¢ ldentify, qualify, and close new B2B customers across target verticals (e.g.,
retail/e-commerce, industrials, FMCG, healthcare, high-tech, automotive).

o Develop territory plans, ICPs, and target lists; run structured outreach
(calls/email/LinkedIn/events) and conduct discovery meetings.

e Coordinate solution design with pricing & operations (lane analysis, routing
options, Incoterms, CMR, service levels, transit times, value-added services,
sustainability/CO, reporting).

e Build winning proposals (RFQ/RFI/RFP responses, presentations, bid
clarifications) and manage the full sales cycle to signature.

2) Account Management & Growth (225%)

e Own a portfolio of SMB/mid-market accounts; execute quarterly account plans,
drive cross-sell (e.g., adding warehousing to road freight), and upsell (premium
services, additional lanes).

o Leadregular business reviews (QBRs), monitor performance (OTIF, damage ratio,
claims, DSO), and coordinate remediation plans with operations.

¢ Protect margin through mix management, price increases (indexation/fuel), and
disciplined rebate/waiver controls.

3) Commercial Excellence & Forecasting (*15%)

¢ Maintain accurate pipeline and stages in CRM (e.g., Dynamics 365/Salesforce);
deliver weekly forecasts and variance commentary.
e Use pricing tools and margin analytics to ensure deals meet minimum
contribution thresholds (CM1/CM2) and working capital constraints.
¢ Track and communicate competitor activity, market rates, capacity shifts, and
seasonal patterns.
4) Marketing & Lead Generation (*10%)

o Partner with Marketing to execute campaigns (email, webinars,
events/tradeshows), create case studies, and localize messaging.

e Provide feedback on content and lead quality; follow up on MQLs quickly to
improve conversion.
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e Representthe company at industry events and associations (e.g., logistics
clusters, chambers, transport federations).
Required Qualifications & Experience

e 3-7 years of B2B sales experience in transport & logistics (road freight
FTL/LTL/groupage, parcel/CEP, air & ocean, or contract logistics).

¢ Demonstrated success meeting/exceeding new business and revenue targets
with mid-market customers.

e« Strong understanding of EU logistics fundamentals: Incoterms (latest version),
CMR Convention, ADR basics, capacity & seasonality, transit time trade-offs,
network/linehaul, palletization, cross-border VAT basics, customs (for non-EU
trade), CO, reporting approaches.

e Proficiency with CRM (Dynamics 365/Salesforce), MS Excel (pricing models,
scenarios), and presentation tools (PowerPoint).

o Languages: Business-level English plus French and/or German;
Luxembourgish is a plus depending on territory.

o Valid driver’s license; willingness to travel regionally (up to 40-60% depending on
territory).

Nice-to-Have

e Vertical expertise (e.g., e-commerce, pharma, high-tech, automotive).
o Experience responding to complex RFQs and tenders.
e Familiarity with sustainability requirements (GHG Protocol scopes, EN 16258
methodologies, customer ESG reporting).
¢ Knowledge of warehouse operations (WMS basics, slotting, value-added
services) and EDI/API integrations for TMS/WMS/ERP.
Core Competencies

o Consultative Selling: Discovery, pain quantification, ROI/TCO justification,
solution mapping.

e Commercial Acumen: Pricing discipline, margin management, contract terms,
indexation, surcharges (fuel/peaks).

o Negotiation & Closing: Structured deal planning, stakeholder management,
handling objections, closing techniques.

o Data-Driven: Build Lane analyses, interpret KPIs (OTIF, claims, CM1/CM2),
maintain accurate pipeline metrics.

e Collaboration: Work seamlessly with operations, pricing, legal, and customer
service.

¢ Communication: Clear, compelling narrative in presentations and proposals;
confident with exec and procurement audiences.

¢ Resilience & Ownership: Proactive, organized, and persistent; manages
territory with an owner’s mindset.

Key Performance Indicators (KPls)

e New Business Revenue (monthly/quarterly) and Gross Margin (CM1/CM2).

o Pipeline Health: Coverage ratio (=3x), stage progression velocity, win rate,
average sales cycle.

e Account Growth: Cross-sell/upsell revenue, retention rate, churn prevention
actions.
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e Pricing Discipline: Deals within guardrails, limited ad-hoc discounts, adherence
to indexation.

e Activity & Hygiene: Meetings per week, proposal turnaround time, CRM
accuracy.

e Service Quality Influence: OTIF %, claims ratio, DIFOT improvements for owned
accounts.

e DSO/Collections Support: Timely documentation, dispute resolution
collaboration.

Tools & Systems

e CRM: Microsoft Dynamics 365 (preferred) or Salesforce

¢ TMS/WMS: Familiarity with customer EDI/API flows beneficial

o Analytics: Excel/Power Bl; rate calculators; lane & margin analysis

o Collaboration: Microsoft 365 (Teams, SharePoint), Outlook
Education

e Bachelor’s degree in business, Supply Chain/Logistics, Engineering, or related
field; or equivalent experience.
o Sales certifications (e.g., SPIN, Challenger, MEDDICC) are an advantage.
Compliance & Governance

e Adhere to GDPR for prospect and customer data handling.
e Observe EU competition law in all interactions (no anti-competitive behaviour).
o Follow internal Delegation of Authority (DoA), pricing guardrails, and contract
approval workflows.
e Promote health & safety standards during customer site visits and events.
Compensation & Benefits (example placeholders—adjust to your policy)

e Competitive base salary + commission/bonus plan tied to revenue and margin.
o Company car or car allowance; mobile/laptop; travel expenses reimbursed.
¢ Pension plan; health insurance; meal vouchers.
o Training & development budget (sales methodology, logistics certifications).
e Hybrid work flexibility.
Work Environment & Travel

¢ Hybrid office/field role; 40-60% travel within assigned territory (customer visits,
events).
e Occasional early/late calls to align with transport schedules and customer
operations.
Equal Opportunity Statement

We are an equal opportunity employer. We celebrate diversity and are committed to
creating an inclusive environment for all employees.

Sample Interview Questions (Optional Add-On)

o Walk me through a deal you won in the last 12 months: discovery, stakeholders,
pricing, risks, and how you closed.
¢ How do you qualify which lanes/customers to prioritize? What metrics do you
use?
e Describe atime you pushed back on discounting and still won the business.
10



¢ How do you manage indexation/fuel clauses and set expectations with
customers?
e Give an example of cross-selling from transport into warehousing (or vice versa).
e How doyou keep your pipeline healthy and forecasts accurate?
30/60/90-Day Success Plan (Optional Add-On)

e 30days: Onboard to services, pricing guardrails, CRM; shadow calls; build
territory and ICP plan.

e 60 days: Own initial pipeline; run first proposals; complete 10-15 discovery
meetings; first closed-won.

e 90 days: Established cadence of QBRs; 23x pipeline coverage; repeatable
proposal and pricing workflow; measurable new revenue and margin.

11



&

10.2. Inside Sales Executive (Logistics)

Role Purpose

The Inside Sales Executive is responsible for generating new business opportunities,
nurturing leads, managing smaller customer accounts, and supporting field sales with
high-quality commercial follow-up. This role drives customer acquisition through
phone, email, digital channels, and CRM tasks, and contributes to profitable growth in
road freight (FTL/LTL), groupage, parcel/CEP, warehousing, and international logistics
services.

Key Responsibilities

1) Lead Generation & Prospecting (40%)

Conduct structured outreach via phone, email, LinkedIn, and CRM to identify and

qualify potential customers.

Build and manage a robust pipeline of SMB and mid-market prospects.
Perform first-level needs assessment (shipment volume, lanes, service levels,
Incoterms, frequency, pricing triggers).

Schedule discovery meetings or handovers for field sales when necessary.

2) Inside Sales & Closing (30%)

Prepare quotes, pricing requests, and service proposals for standard lanes and
SMB opportunities.

Negotiate commercial terms within defined pricing guardrails and DoA.
Convert marketing-qualified leads (MQLs) into sales opportunities and closed-
won deals.

Execute follow-up tasks on all inbound inquiries (website leads, phone calls,
campaign responses).

3) Customer Account Management (20%)

Own a portfolio of small to medium-sized customers, ensuring regular contact
and proactive development.

Track performance and customer satisfaction (OTIF, claims, delays) in
collaboration with operations.

Promote cross-sell opportunities (additional lanes, warehousing, express
solutions, premium services).

Coordinate contract renewals, spot rates, and price adjustments (fuel
indexation, surcharges).

4) CRM, Reporting & Commercial Support (10%)

Maintain accurate opportunity stages, notes, and forecasts in the CRM
(Dynamics 365 / Salesforce).

Support marketing campaigns by following up on leads and participating in
webinars or virtual events.

Prepare presentations, rate sheets, and customer documentation as required.
Monitor competitor activity and market trends to provide feedback to
commercial leadership.

Required Qualifications & Experience

12



¢ 1-4years of inside sales, telesales, customer service, or sales support
experience in logistics, transport, or freight forwarding.

¢ Good understanding of road freight services (FTL, LTL, groupage), parcel/CEP,
and basic international logistics.

e Strong communication skills (phone, written, virtual meetings) with a customer-
centric approach.

o Ability to understand and explain logistics solutions, pricing structures,
Incoterms, service levels, and transit times.

e Experience with CRM systems (Dynamics 365 / Salesforce), Microsoft 365, Excel,
PowerPoint.

e Languages: Business-level English plus French and/or German; additional
languages are a strong plus.

Nice-to-Have

o Experience handling tenders or RFQs for SMB accounts.
* Knowledge of CO, reporting, sustainability requirements, and basic customs
processes.
¢ Previous experience working in a transport company (road freight, parcel, 3PL,
forwarding).
Core Competencies

o Sales Drive: High activity level, persistence, and confidence in outreach.

¢ Communication: Clear, structured, and persuasive communication style.

e Customer Focus: Ability to build trust via remote channels.

e Organization: Strong time management and CRM discipline.

e Analytical Thinking: Understand customer shipment data, volumes, and pricing
implications.

e Collaboration: Work smoothly with field sales, operations, pricing, and
marketing.

Key Performance Indicators (KPls)

e New business revenue and gross margin (CM1/CM2).
¢ Number of qualified leads generated and conversion rate.
¢ Volume of outbound calls/emails and meeting bookings.
¢ Pipeline health (coverage ratio, movement, win rate).
o CRM data quality and adherence to process.
¢ Retention and growth of assigned SMB customer portfolio.
¢ On-time quote and proposal turnaround.
Education

e Degree in Business, Sales, Marketing, Supply Chain, or equivalent experience.
Work Environment & Travel

o Office-based or hybrid role (minimal travel).
¢ Occasional customer visits when required.
Equal Opportunity Statement

We are an equal opportunity employer and value diversity across our teams.

13
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10.3. Field Sales Executive (Logistics)

Role Purpose

The Field Sales Executive is responsible for generating new B2B business, developing

long-term customer relationships, and expanding the company’s presence within an

assigned territory. This role focuses on face-to-face customer acquisition, solution

selling, and account development for transport and logistics services such as FTL/LTL,

groupage, parcel/CEP, express, warehousing, and cross-border operations.

Key Responsibilities

1) New Business Acquisition (50%)

Identify, target, and acquire new customers through structured field visits and
prospecting activities.

Conductin-person discovery meetings to understand logistics needs: shipment
profiles, lanes, volumes, service levels, Incoterms, and operational constraints.
Coordinate pricing and solutions with internal teams (operations, supply chain,
finance) to build competitive offers.

Present proposals, manage tender processes, and negotiate commercial
contracts within approved guardrails.

Convert qualified leads from Inside Sales and Marketing campaigns into closed
business.

2) Territory & Pipeline Management (20%)

Build a strategic territory plan, mapping key industries, customer segments, and
revenue potential.

Maintain a healthy and accurate pipeline in CRM (Dynamics 365 / Salesforce),
with disciplined stage progression.

Deliver weekly and monthly forecasts based on committed opportunities.
Monitor competitor activity and local market trends to identify growth
opportunities.

3) Account Development & Relationship Management (20%)

Manage a portfolio of active customers, ensuring regular visits and proactive
engagement.

Conduct quarterly business reviews (QBRs) to monitor performance (OTIF,
transit times, claims) and align improvement actions.

Identify cross-sell and upsell opportunities (additional routes, warehousing,
express services, value-added solutions).

Support contract renewals and price adjustments (indexation, fuel surcharges).

4) Cross-Functional Collaboration (10%)

14
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Work closely with operations and customer service to ensure high service quality
during onboarding and execution.

Provide practical market feedback to pricing and product teams.

Support local marketing efforts through participation in events, trade fairs, and
customer visits.

Required Qualifications & Experience

2-5 years of B2B field sales experience, ideally in logistics, transport, freight
forwarding, or supply chain services.

Strong understanding of road transport (FTL, LTL, groupage), parcel/CEP, and
basic international logistics.

Proven track record of achieving revenue targets in territory-based sales.
Excellent negotiation, presentation, and communication skills.

Confident with data-driven selling (shipment analysis, margin evaluation, rate
structures).

Proficiency with CRM tools (Dynamics 365 / Salesforce), Microsoft Excel,
PowerPoint, Teams/Outlook.

Languages: Business-level English + relevant regional languages (e.g., French,
German).

Nice-to-Have

Experience with tenders, RFX processes, or procurement-driven sales cycles.
Knowledge of sustainability topics (CO, reporting, green transport solutions).
Understanding of warehousing, 3PL, or air & ocean freight services.

Existing network in retail, e-commerce, FMCG, manufacturing, or industrial
sectors.

Core Competencies

Consultative Selling: Ability to identify customer pain points and build tailored
logistics solutions.

Territory Ownership: Strong discipline in planning visits, mapping markets, and
prioritizing accounts.

Negotiation & Closing: Skilled in handling objections, managing procurement,
and finalizing contracts.

Relationship Building: Ability to build trust with operational and management-
level stakeholders.

Self-Motivation & Resilience: Comfortable with autonomous work and high
activity levels.

Analytical Thinking: Understanding of margin drivers, lane profitability, and
KPls.

Collaboration: Ability to work effectively with operations and customer service
teams.

Key Performance Indicators (KPls)

15
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New business revenue and contribution margin (CM1/CM2).
Number of customer visits per week/month.

Pipeline coverage (=3x quota) and win rate.

Customer retention and share-of-wallet growth.

On-time proposal turnaround and CRM data accuracy.

Contract renewals and price adjustment success rate.

Reduction of errors, claims, or service issues for assigned accounts.

Education

Bachelor’s degree in business, Logistics, Supply Chain, or equivalent experience.

Work Environment & Travel

Primarily field-based; frequent travel within assigned territory (40-70%).
Hybrid office/remote for planning and reporting.

Equal Opportunity Statement

We are an equal opportunity employer and value an inclusive, diverse workforce.

16
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10.4. Business Development Representative (Logistics)

Role Purpose

The Business Development Representative (BDR) is responsible for generating new
revenue opportunities by identifying, qualifying, and developing potential customers in
the logistics and transportation sector. This role focuses on proactive outreach, early-
stage opportunity creation, and supporting the sales pipeline for road transport, freight
forwarding, warehousing, and value-added logistics solutions.

Key Responsibilities
1) Lead Generation & Prospecting (40%)

e Identify and research potential customers through market mapping, networking,
online tools, and industry events.

e Conduct targeted outreach via phone, email, Linkedln, and digital channels.

¢ Qualify leads based on shipment profile, logistics needs, industry, and revenue
potential.

o Create discovery appointments and hand overqualified leads to Field Sales or
Business Development Managers.

2) Opportunity Development (30%)

¢ Conductinitial needs analyses to understand customer pain points (service
levels, transit times, costs, lanes, shipment frequency).
¢ Prepare basic quotations or gather relevant information for pricing teams.
e Supportthe preparation of tailored pitches, presentations, and tender
documentation.
¢ Manage early-stage pipeline and nurture prospects until they are sales-ready.
3) Market Intelligence & Territory Support (15%)

e Monitor market trends, competitor offerings, and pricing benchmarks.
e Build and maintain updated lists of target industries and companies.
¢ Provide insights to marketing and sales teams to refine campaigns, messaging,
and growth strategies.
e Support local/regional business development plans.
4) CRM & Reporting (15%)

e Maintain accurate and timely records of activities, conversations, and
opportunity stages in CRM systems (Dynamics 365 / Salesforce).
o Track KPIs such as leads created, conversion rates, and pipeline quality.
o Prepare weekly and monthly activity reports for sales management.
¢ Ensure compliance with GDPR and internal data-handling policies.
Required Qualifications & Experience

17



1-3 years of experience in sales development, inside sales, customer &
acquisition, or logistics customer service.

Knowledge of logistics services (FTL, LTL, groupage, CEP, warehousing, freight
forwarding).

Strong research, communication, and outreach skills.

Comfortable with cold calling, networking, and proactive engagement.
Experience using CRM platforms (Dynamics 365 or Salesforce).

Proficiency in Microsoft 365 (Excel, Teams, PowerPoint).

Languages: Business-level English + region-specific languages (e.g.,
French/German in Benelux/DACH).

Nice-to-Have

Experience generating leads in B2B logistics or supply chain environments.
Understanding of Incoterms, transit times, transport documentation, and basic
customs processes.

Knowledge of sustainability topics (CO, reporting, green logistics solutions).
Familiarity with marketing automation (HubSpot, Dynamics Marketing Cloud).

Core Competencies

Sales Mindset: Energetic, persistent, and target driven.

Communication: Clear, persuasive, and professional in both written and verbal
formats.

Commercial Awareness: Understanding of customer needs and logistics
service offerings.

Analytical Thinking: Ability to analyse customer shipment data and identify
opportunities.

Time Management: Efficient handling of high-volume outreach and follow-ups.
Collaboration: Works well with Field Sales, Marketing, Pricing, and Operations
teams.

Resilience: Comfortable handling rejection and maintaining high activity levels.

Key Performance Indicators (KPls)

Number of qualified leads created (weekly/monthly).
Lead-to-opportunity conversion rate.

Number of meetings booked for Field Sales/BDM.
Pipeline volume and quality (coverage ratio).

CRM accuracy and activity levels.

Contribution to new business revenue.

Response time to inbound inquiries.

Education

Degree in Business, Sales, Marketing, Logistics, Supply Chain, or equivalent
experience.

18



Work Environment & Travel

e Office or hybrid role.
e Occasional customer visits, events, or trade fairs as needed.
Equal Opportunity Statement

We are an equal opportunity employer and value diversity within our teams.

19
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The Account Executive is responsible for managing and developing a portfolio of B2B
customers while driving new revenue across transport and logistics services. This role
focuses on strategic relationship management, solution selling, and profitable account
growth across road freight (FTL/LTL), groupage, parcel/CEP, warehousing, value-added
services, and international logistics.

10.5. Account Executive (Logistics)

Role Purpose

Key Responsibilities
1) Account Management & Growth (40%)

¢ Own and manage a portfolio of existing customers, ensuring high satisfaction
and service performance.

e Conductregular business reviews (QBRs) to analyse KPIs such as OTIF, claims,
transit times, cost-to-serve, and margin.

¢ Build account development plans per customer with clear growth and retention
strategies.

¢ Identify and execute upsell and cross-sell opportunities (new lanes, additional
countries, warehousing, express/premium services).

¢ Manage contract renewals, price reviews, and indexation/fuel surcharge
discussions.

2) New Business Development (30%)

o Identify and acquire new customers that match the company’s ideal customer
profile.

e Conduct on-site meetings to understand logistics needs, shipment profile, and
operational requirements.

e Coordinate solution design with pricing, operations, and supply chain
engineering.

e Prepare proposals, manage tender processes (RFQ/RFI/RFP), negotiate
commercial terms, and close deals.

3) Territory Strategy & Market Intelligence (15%)

o Develop and execute a territory plan with clear target segments and revenue
priorities.
¢ Monitor market trends, customer behaviour, competitor activity, and pricing
benchmarks.
¢ Proactively identify emerging business opportunities and translate them into
actionable sales strategies.
4) Collaboration & Internal Coordination (15%)

e Partner with operations and customer service to ensure smooth onboarding and
service delivery.

¢ Collaborate with marketing on campaigns, case studies, and local events.

¢ Provide product teams with feedback on customer requirements and service
improvements.

20
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Maintain accurate records in CRM (Dynamics 365 / Salesforce) and deliver
weekly sales forecasts.

Required Qualifications & Experience

3-6 years of experience in B2B sales or account management, ideally in
logistics, transport, freight forwarding, or supply chain.

Strong understanding of road freight operations (FTL, LTL, groupage), parcel/CEP,
warehousing, and international transport.

Proven success in managing accounts and delivering revenue and margin
growth.

Strong consultative selling, negotiation, and presentation skills.

Ability to analyse shipment data, assess profitability, and build customer-
specific solutions.

Proficiency with CRM systems (Dynamics 365/Salesforce) and Microsoft 365
tools.

Languages: Business-level English + region-specific languages (e.g.,
French/German in Benelux/DACH).

Nice-to-Have

Experience with complex RFX processes and procurement-driven sales cycles.
Knowledge of Incoterms, customs fundamentals, and cross-border logistics.
Understanding of sustainability requirements (CO, reporting, green transport
options).

Experience in contract logistics or multi-modal transport.

Core Competencies

Customer Relationship Management - builds trust with stakeholders at
multiple levels.

Commercial Acumen - understands pricing models, margin drivers, and cost-
to-serve.

Consultative Selling — diagnoses needs and designs tailored logistics solutions.
Negotiation & Closing — manages procurement, objections, and contract
discussions.

Strategic Thinking — develops long-term account plans and territory strategies.
Data-Driven Mindset — uses KPIs, analytics, and profitability metrics to guide
action.

Team Collaboration — works cross-functionally with operations and customer
service.

Key Performance Indicators (KPls)

Account revenue and gross margin (CM1/CM2).

Portfolio retention and renewal rate.

New business acquired within the territory.
Cross-sell/upsell penetration across service lines.
Profitability of managed accounts (mix, pricing, surcharges).
CRM accuracy, pipeline health, and forecasting reliability.
Customer satisfaction (NPS, OTIF, claims).

Education

21
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e Hybrid role with frequent customer visits (30-50% travel depending on territory).
o Office/home office for account planning, CRM, and internal meetings.
Equal Opportunity Statement

e Bachelor’s degree in business, Logistics, Supply Chain Management, or
equivalent experience.
Work Environment & Travel

We are an equal opportunity employer and value diversity across our teams.

22
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10.6. Senior Sales Executive (Logistics)

Role Purpose

The Senior Sales Executive leads high-value commercial acquisition and revenue
growth across strategic B2B customers in the logistics and transport sector. This role
focuses on developing major accounts, winning complex opportunities, and expanding
the company’s footprint in road freight, groupage, parcel/CEP, warehousing, 3PL, and
cross-border logistics.

The Senior Sales Executive acts as a trusted advisor, leveraging deep industry
knowledge, advanced solution selling, and strong negotiation skills to deliver
sustainable margin growth and long-term customer partnerships.

Key Responsibilities

1) Strategic New Business Acquisition (40%)

Identify, target, and win mid-market and enterprise-level customers with
multi-lane or multi-country logistics needs.

Lead customer engagements with procurement, logistics directors, and supply
chain decision-makers.

Oversee complex sales cycles including RFQs, RFPs, tender presentations, and
contract negotiations.

Coordinate with pricing, engineering, operations, and legal to design
competitive, value-driven solutions.

Drive strategic account penetration across additional product lines (FTL, LTL,
CEP, warehousing, forwarding).

2) Major Account Development & Growth (30%)

Manage and grow a portfolio of high-value accounts; build multi-year account
strategies and roadmaps.

Conduct executive-level quarterly business reviews (QBRs) to highlight
performance, margin, KPIs, and opportunities.

Lead cross-sell and upsellinitiatives into warehousing, express/premium
services, or international solutions.

Defend and renew contracts through performance storytelling, data analysis,
and strengthened relationships.

3) Territory & Market Leadership (20%)

Build and execute a strategic territory or vertical plan with clear revenue, margin,
and customer acquisition targets.

Monitor market developments, competitor moves, rate fluctuations, and
capacity trends to stay ahead of the market.

Represent the company at logistics industry events, customer meetings,
conferences, and trade fairs.

Serve as an ambassador for brand reputation, quality, and commercial
excellence.

4) Commercial Excellence, Forecasting & CRM Discipline (10%)
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Maintain a highly accurate pipeline and forecasting rhythm (weekly/monthly).
Track deal profitability (CM1/CM2), cost-to-serve, contract compliance, and
margin protection levers.

Ensure CRM (Dynamics 365/ Salesforce) is updated with activities, notes, and
opportunity stages.

Mentor junior sales team members when needed, supporting development and
knowledge sharing.

Required Qualifications & Experience

5-10 years of experience in B2B logistics sales, account management, or
business development.

Strong background in road freight (FTL/LTL/groupage), express/parcel/CEP, and
ideally 3PL/warehousing.

Proven track record of closing high-value, complex logistics deals.

Excellent negotiation skills working with procurement and senior operations
leaders.

Strong financial/commercial understanding: pricing structures, cost-to-serve,
margin analysis, indexation, surcharges.

Comfortable with data-driven selling and presenting KPls to senior stakeholders.
Proficiency with CRM (Dynamics 365/Salesforce) and Microsoft 365 (Excel,
PowerPoint, Teams).

Languages: Business-level English + relevant regional languages (e.g.,
French/German for Benelux/DACH).

Nice-to-Have

Experience with multi-modal logistics (air/ocean), e-commerce solutions, or
supply chain engineering.

Familiarity with sustainability and CO, emission reporting obligations.
Knowledge of customs processes, bonded operations, or cross-border
compliance.

Existing network of mid-market and enterprise logistics decision-makers.

Core Competencies

Executive Selling: Comfortable influencing C-level, procurement, and senior
logistics stakeholders.

Consultative Solution Design: Ability to blend operational knowledge with
commercial strategy.

Strategic Thinking: Builds account strategies and multi-year growth plans.
Negotiation Mastery: Capable of handling complex, multi-round procurement
processes.

Collaboration: Works closely with operations, solutions design, pricing, and
leadership.

Analytical Mindset: Interprets KPls, margin reports, and lane profitability.
Resilience & Ownership: Thrives in competitive markets and manages long
sales cycles.

Key Performance Indicators (KPls)

Strategic new business revenue and margin (CM1/CM2).
Growth rate of assigned major accounts.
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e Pipeline value and accuracy (coverage = 3x target).
¢ Win rate for mid-market and enterprise tender opportunities.
e Customer satisfaction and retention metrics.
e Quality and consistency of CRM input and forecasting.
e Cross-sell penetration across service lines.
Education

e Bachelor’s or master’s degree in business, Logistics, Supply Chain, or related
field.
e Additional certifications in sales methodology (e.g., SPIN, Challenger, MEDDICC)
are beneficial.
Work Environment & Travel

¢ Field-based position with frequent customer visits (40-70%).
e Hybrid work model for planning, CRM, and internal collaboration.
e Occasional attendance at regional or international logistics events and trade
fairs.
Equal Opportunity Statement

We are an equal opportunity employer and are committed to building a diverse and
inclusive workforce.
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10.7. Sales Manager (Air/Sea/Road/Warehouse)

Role Purpose

Lead and scale a high-performing sales organization across Air, Ocean, Road, and
Warehousing/3PL. The Sales Manager owns revenue growth, margin protection,
pipeline discipline, and commercial excellence. The role combines leadership,
coaching, enterprise deal strategy, and cross-functional coordination with Operations,
Pricing, Solutions Design, and Customer Success to win and expand profitable
business.

Primary Responsibilities

1) Leadership & Team Performance (30%)

Build, coach, and manage a team of Field Sales, Inside Sales/BDRs, and Account
Executives across modalities.

Set clear targets (revenue, CM1/CM2, pipeline coverage, win rate), run weekly
pipeline reviews, and drive forecast accuracy.

Elevate sales methodology (e.g., MEDDICC, SPIN, Challenger); conduct joint
visits, deal coaching, and QBRs.

Recruit, onboard, and develop talent; implement performance improvement
plans where needed.

Foster collaboration with Pricing, Operations, and Customer Service to ensure
seamless handovers and service quality.

2) Revenue Growth & Key Deals (25%)

Own delivery of the sales plan across Air, Sea, Road, and Warehouse lines;
balance mix and cost-to-serve.

Personally lead or sponsor strategic pursuits (enterprise RFQs/RFPs, multi-
country or multi-modal bids).

Challenge and validate pricing and solution assumptions to protect contribution
margin and working capital.

Expand share-of-wallet in strategic accounts via cross-sell (e.g., warehousing +
road shuttle, air + customs brokerage).

3) Commercial Operations & Governance (20%)

Run a tight CRM operating rhythm (Dynamics 365 / Salesforce): stages, hygiene,
coverage (23x), velocity.

Oversee tender processes and guardrail approvals; enforce Delegation of
Authority (discounts, rebates, waivers).

Standardize proposal quality: value propositions, case studies, SLAs, and
post-bid clarifications.

Align with Finance on profitability (CM1/CM2), DSO impact, indexation, and
surcharge strategies (fuel/peak).

Track competitive intel, market rates, capacity and seasonality trends; translate
into price and portfolio actions.

4) Cross-Functional Collaboration (15%)
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Partner with Operations on service design, start-ups, and performance recovery
plans (OTIF, claims, DIFOT).

Work with Solutions Design on warehouse layouts, shuttle concepts, and
value-added services (VAS).

Coordinate with Marketing on campaigns, events, and local content; follow up
on MQLs with speed.

Provide Product feedback on lane opportunities, consolidation potential, and
service gaps.

5) Compliance, Quality & Risk (10%)

Ensure sales practices comply with Incoterms (latest), CMR, ADR, IMDG, IATA
DGR basics, and local/EU competition law.

Uphold GDPR in lead handling and account data; align with customer
contractual requirements (SLAs, KPls).

Promote ESG and CO, reporting capabilities; position “green lanes”/sustainable
options when viable.

For relevant verticals (e.g., pharma), ensure alignment with GDP/quality
expectations and audit readiness.

Required Qualifications & Experience

7-12 years in B2B logistics sales with 3-5+ years managing sales teams
(multimodal strongly preferred).

Proven track record delivering revenue and margin growth across Air, Sea, Road,
and/or Warehousing portfolios.

Expertin tenders and procurement-led cycles; confident handling complex
contracts and multi-round negotiations.

Strong commercial acumen: pricing structures, surcharges, indexation,
lane/warehouse profitability, cost-to-serve.

Skilled with CRM (Dynamics 365/Salesforce), Microsoft 365
(Excel/PowerPoint/Teams), and margin analytics.

Languages: Business-level English plus French and/or German
(Luxembourg/Benelux context); other languages are a plus.

Valid driver’s license; willingness to travel regionally 40-60%.

Nice-to-Have

Experience with customs & brokerage, bonded warehouses, and cross-border
VAT basics.

Exposure to air & ocean carrier procurement, NVOCC/FMC basics, and
sailing/flight schedule dynamics.

Understanding of WMS/TMS integrations (EDI/API) and customer onboarding
workflows.

Familiarity with ESG frameworks (GHG Protocol, EN 16258) and customer
sustainability RFP sections.

Vertical expertise: e-commerce, retail, pharma, high-tech, industrials, or
automotive.

Core Competencies

People Leadership & Coaching: Builds culture of accountability and continuous
improvement.
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o Strategic Selling: Orchestrates complex pursuits; maps stakeholders and
decision processes.

¢ Commercial Rigor: Protects margin, enforces guardrails, and uses data to make
trade-offs.

e Customer Centricity: Translates operational realities into credible value
propositions.

e Analytical Mindset: Pipeline diagnostics, win-loss, pricing/margin analysis, and
forecast accuracy.

e Cross-Functional Influence: Alighs Operations, Pricing, Solutions, and
Marketing around clear outcomes.

¢ Resilience & Ownership: Operates with urgency, handles ambiguity, and
delivers results.

Key Performance Indicators (KPls)

¢ Revenue & Margin: New business, renewal revenue, CM1/CM2, mix and
profitability improvement.

o Pipeline & Forecasting: Coverage = 3x, stage velocity, win rate, forecast
accuracy (£10%).

o Team Productivity: Activity quality, proposal turnaround, CRM hygiene, time-to-
first deal for new hires.

e Customer Outcomes: OTIF/DIFOT, claims ratio, NPS/CSAT for managed
portfolio transitions.

e Pricing Discipline: Guardrail adherence, discount governance, indexation
implementation.

e Cross-Sell Penetration: # of customers using 22-3 service lines (e.g., Road +
Warehouse + Ocean).

Education

e Bachelor’s or master’s in business, Logistics/Supply Chain, Engineering, or
related; equivalent experience considered.
o Sales methodology certifications (MEDDICC, SPIN, Challenger) desirable.
Work Environment & Travel

e Hybrid field/office role; 40-60% travel for client visits, bids, and events.
e Occasional early/late calls to align with air/sea schedules and warehouse
operations.
Compensation & Benefits (example placeholders—adapt to your policy)

¢ Competitive base salary + commission/bonus tied to revenue and margin.
¢ Company car or allowance, mobile, laptop; travel expenses reimbursed.
¢ Healthinsurance, pension plan, meal vouchers.
e Training budget (sales methodology, compliance, product certifications).
e Flexible/hybrid work.
Equal Opportunity Statement

We are an equal opportunity employer and are committed to diversity and inclusion
across all teams.

Optional Add-Ons
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A) 30/60/90-Day Success Plan

30 Days: Team assessments, territory and portfolio review, active deal inventory,
CRM audit, pricing guardrails briefing; join top 10 customer meetings.

60 Days: Implement pipeline review cadence; co-lead 3-5 strategic pursuits;
align with Ops on onboarding playbook; refine compensation/targets if needed.
90 Days: =3x pipeline coverage; measurable win-rate uplift; price/indexation
plan executed; cross-sell program launched (e.g., road accounts > warehouse).

B) Sample Interview Questions

Describe a complex multimodal deal you led end-to-end. What was the value
narrative and how did you protect margin?

How do you coach reps through procurement-driven tenders to maintain price
integrity?

Walk me through your forecasting process. How do you manage risk and
upside?

Give an example of turning around a service performance issue while defending
arenewal.

How do you design a cross-sell motion between Road and Warehouse for SMB
vs. enterprise accounts?
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10.8. Regional Sales Manager (Logistics)

Role Purpose

The Regional Sales Manager leads commercial activities within a defined geographic
region, driving revenue, profitability, and market share across multiple logistics
products, including Road Freight (FTL/LTL/Groupage), Air & Ocean, and
Warehousing/3PL.

This role combines strategic leadership, team management, and hands-on customer
engagement to ensure the region meets its growth, margin, and customer satisfaction
targets.

Key Responsibilities

1) Regional Sales Leadership (30%)

Lead, mentor, and develop a high-performing regional sales team.

Set regional targets (revenue, margin, pipeline, win rate) and hold the team
accountable.

Conduct weekly pipeline reviews, monthly business reviews (MBRs), and annual
planning cycles.

Drive adoption of sales methodologies (SPIN, Challenger, MEDDICC) and ensure
consistent execution.

Recruit, onboard, and upskill talent to ensure bench strength.

2) Market Development & Growth Execution (25%)

Build and execute a regional go-to-market plan aligned with national and
business-line strategy.

Identify new opportunities across verticals (e-commerce, industrial, automotive,
FMCG, pharma).

Expand regional share-of-wallet via structured cross-sell between Road, Air, Sea,
and Warehouse solutions.

Build regional partnerships with key accounts, clusters, and local authorities
where relevant.

3) Strategic Deal Support & Key Account Engagement (20%)

Support team members in winning complex or enterprise-level multimodal
deals.

Participate in strategic customer meetings, tender presentations, and executive-
level negotiations.

Validate pricing and solution design to ensure compliance with margin guardrails
and cost-to-serve models.

Act as senior escalation contact for service, performance, or commercial issues.

4) Commercial Excellence & Governance (15%)

Ensure CRM accuracy and enforce a strong operating rhythm (pipeline,
forecasting, activity tracking).

Drive pricing discipline, contract quality, surcharge/indexation implementation,
and renewal governance.

Coordinate tender management resources and ensure high-quality submissions.
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e Monitorregional P\&L indicators (CM1/CM2, mix, product profitability, DSO
support).
5) Cross-Functional Alighment (10%)

e Collaborate closely with Operations, Customer Service, Solutions Design,
Finance, and Marketing.
¢ Champion regional needs in national strategy discussions (product gaps,
capacity needs, pricing strategy).
e Support operational start-ups, customer onboarding, and service-recovery plans
when needed.
Required Qualifications & Experience

e 7-12years in logistics/commercialroles including 3-5 years in people
management.

e Proven success leading sales teams in Road Freight, Air & Ocean, Contract
Logistics, or multimodal solutions.

e Strong understanding of transport operations, network flows, KPIs (OTIF, claims,
cost-to-serve), and logistics economics.

¢ Demonstrated ability to win and defend high-value contracts through structured
solution selling.

¢ Excellent negotiation and stakeholder management skills with senior-level
customers.

¢ Competent with CRM (Dynamics 365/Salesforce) and Microsoft 365 tools.

¢ Languages: Business-level English + regional languages (e.g., French/German
for Benelux/DACH).

Nice-to-Have

e Experience in cross-border EU logistics and customs processes.
e Exposure to sustainability topics (CO, reporting, green transport products).
o Familiarity with WMS/TMS systems and digital integrations (EDI/API).
o \Vertical expertise in sectors with complex logistics needs.
Core Competencies

o Leadership & Coaching — develops talent and leads teams through change and
growth.

o Strategic Thinking — translates business priorities into regional execution plans.

¢ Commercial Acumen - strong command of pricing, margins, contract terms,
surcharges, and KPlIs.

¢ Consultative Selling — ability to structure high-value, multimodal solutions.

¢ Analytical Mindset - assesses trends, pipeline data, profitability, and
performance.

¢ Influencing Across Teams - strong internal alignment and cross-functional
coordination.

e Customer Focus - builds trust-based, long-term partnerships.

Key Performance Indicators (KPls)

e Regionalrevenue and CM1/CM2 margin achievement.
e Pipeline coverage (=3x), velocity, and forecast accuracy.
e Team productivity, including customer visits and proposal SLAs.
e Customer retention, renewal rate, and share-of-wallet growth.
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e Cross-sell penetration across Air/Sea/Road/Warehouse.

¢ CRM compliance and sales governance adherence.

e Regional service quality (OTIF, claims) in partnership with Operations.
Education

e Bachelor’s / master’s degree in business, Logistics, Supply Chain, or relevant
field.
e Certifications in sales leadership or methodology (Challenger, MEDDICC, SPIN)
are an asset.
Work Environment & Travel

o Region-based role with extensive field activity (40-60% travel).

¢ Hybrid office/home environment for planning and internal collaboration.

e Occasional cross-border travel for cluster or group-level meetings.
Equal Opportunity Statement

We value diversity and do not discriminate based on gender, age, origin, culture, or
background. All qualified applicants are encouraged to apply.
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10.9. Global Sales Manager (Logistics)

Role Purpose

The Global Sales Manager is responsible for driving international commercial growth
across all logistics service lines, including Air Freight, Ocean Freight, Road Transport,
and Warehousing/3PL. This role leads global account strategy, orchestrates high-value
enterprise opportunities, and ensures strong alignment between regional sales teams,
operations, pricing, and product management.

The Global Sales Manager acts as a strategic leader and trusted advisor to multinational
customers, ensuring consistent delivery of scalable, profitable, and sustainable
logistics solutions across global markets.

Key Responsibilities

1) Global Sales Strategy & Leadership (30%)

Develop and execute the global sales strategy, aligned with corporate objectives
and regional market dynamics.

Lead global sales planning: revenue targets, vertical strategies, product mix, and
geographic growth.

Build and manage a global sales organization—Regional Sales Managers, Global
KAMs, and BDMs.

Implement global sales methodologies (SPIN, Challenger, MEDDICC) and ensure
consistent use across regions.

Drive commercial excellence through standardized processes, pricing
frameworks, and best practices.

2) Global Key Account Management (25%)

Lead strategic relationships with top multinational customers.

Build multi-year global account plans with defined revenue, margin, and
cross-sell goals.

Coordinate across regions to ensure consistent service levels, communication,
and commercial governance.

Facilitate global QBRs with C-level customers, presenting performance,
innovation, and strategic roadmaps.

Drive expansion opportunities across new regions, modes, and verticals.

3) Enterprise Deal Leadership (20%)

Oversee global RFQs/RFPs, tender processes, and contract negotiations.

Work closely with pricing, solutions design, operations, finance, and legal on
multimodal proposals.

Validate margin models (CM1/CM2), network feasibility, and long-term cost-to-
serve considerations.

Serve as senior escalation point for complex negotiations or service performance
issues.

4) Cross-Regional Coordination & Governance (15%)
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Ensure alignment between global and regional sales teams regarding strategy,
pipeline, prioritization, and forecasting.

Implement global governance for pipeline hygiene, CRM standards, tender
approvals, and pricing guardrails.

Support regions in resolving operational gaps and improving service quality KPIs
(OTIF, claims ratio, DIFOT).

Partner with Product teams on global service development, capacity programs,
digital tools, and sustainability initiatives.

5) Market Intelligence & Global Expansion (10%)

Monitor macro logistics trends, trade lane shifts, regulatory changes, and
competitive dynamics.

Identify high-potential countries, lanes, and verticals for expansion.
Represent the company at international logistics events, conferences, and
industry associations.

Provide global insights to executive leadership for strategic planning.

Required Qualifications & Experience

10-15 years of logistics/commercial experience, with 5+ years in global or multi-
regional leadership.

Proven track record of winning and managing enterprise-level customers across
multiple geographies.

Deep expertise in Air, Ocean, Road, and Warehousing/3PL operations.

Strong financial acumen (pricing, margins, contract structuring, cost-to-serve,
global P\&L exposure).

Experience navigating complex procurement processes and managing multi-
round global tenders.

Strong cross-cultural communication skills and ability to manage teams across
multiple time zones.

Proficiency with CRM platforms (Dynamics 365 / Salesforce) and Microsoft 365
tools.

Languages: Fluent English required; knowledge of French, German, Spanish,
Mandarin, or other major languages is a plus.

Nice-to-Have

Experience working within multinational logistics providers or global freight
forwarders.

Knowledge of customs & trade compliance, bonded operations, and global
supply chain design.

Familiarity with global sustainability frameworks (CO, reporting, GHG Protocol,
EN 16258).

Digital logistics expertise (APls, EDI, TMS/WMS integration, visibility platforms).

Core Competencies

Strategic Leadership — sets global vision, inspires teams, and drives execution.
Commercial Excellence - strong command of global pricing, tender
governance, and profitability.

Consultative Selling — designs high-value, multimodal solutions for complex
supply chains.
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e Cross-Cultural Influence - leads teams and negotiates across diverse markets.

o Enterprise Negotiation — skilled in C-level negotiations and global contract
structuring.

¢ Analytical Mindset - uses data to drive forecasting, decision-making, and risk
management.

e Customer Centricity — builds long-term, trust-based global customer
partnerships.

Key Performance Indicators (KPls)

e Globalrevenue and CM1/CM2 margin achievement.

¢ Growth of strategic global accounts and new enterprise wins.

e Global pipeline quality, coverage (=3x), and forecast accuracy.

e Cross-sell across Air/Sea/Road/Warehouse within global accounts.

¢ Tenderwinrate and contract renewal rate.

o Global service performance (OTIF, claims, SLA compliance) in partnership with

Operations.
e CRM and sales governance compliance across all regions.
Education

e Bachelor’s or master’s degree in business, Logistics, Supply Chain, Engineering,
or related discipline.
o Advanced certifications (e.g., MBA, Sales Leadership, MEDDICC, SPIN) are
advantageous.
Work Environment & Travel

e Globalrole requiring travel 30-60% depending on customer footprint.
e Frequent cross-time-zone collaboration.
e Hybrid work model (home/office/international travel).

Equal Opportunity Statement

We value diversity and encourage applicants from all backgrounds to apply. We are
committed to equality, inclusion, and respectful workplaces globally.
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The Key Account Manager (KAM) is responsible for managing, developing, and retaining
a portfolio of high-value customers across transport and logistics service lines. The role
focuses on building strong strategic relationships, driving profitable growth, and
ensuring excellent service delivery for Road Freight, Air & Ocean, Warehousing/3PL, and
Value-Added Logistics solutions.

The KAM acts as the customer’s advocate internally, coordinating with Operations,
Pricing, Solutions Design, and Customer Service to deliver best-in-class performance.

10.10. Key Account Manager (Logistics)

Role Purpose

Key Responsibilities
1) Strategic Account Management (40%)

¢ Ownthe commercial and relationship strategy for a portfolio of key accounts.

e Build yearly account development plans with revenue, margin, capacity, and
cross-sell targets.

e Conductregular executive-level business reviews (QBRs) with customers and
internal stakeholders.

¢ Monitor operational performance (OTIF, claims, DIFOT, lead time adherence)
and ensure corrective actions where needed.

e Map customer decision-making units (DMUs) and maintain strong multi-level
relationships.

2) Growth & Revenue Development (30%)

o Identify cross-sell and upsell opportunities across Air/Sea/Road/Warehouse
product lines.

¢ Lead customer expansions into new lanes, new markets, or additional services
(express, VAS, customs, consolidation).

¢ Negotiate commercial terms for renewals, extensions, and new scopes of work.

e Manage tender responses (RFQ/RFI/RFP) in collaboration with Pricing, Solutions,
and Tender Desk teams.

e Protect profitability through disciplined pricing, indexation, surcharges, and cost-
to-serve management.

3) Customer Relationship & Retention (15%)

e Serve as the primary escalation point for commercial or service-related topics.
e Build long-term strategic partnerships through trust, transparency, and proactive
communication.
¢ Monitor customer satisfaction (NPS, CSAT) and implement improvement plans
where needed.
e Coordinate onboarding of new services or lanes and ensure successful ramp-up.
4) Internal Coordination & Governance (15%)

e Collaborate tightly with Operations, Customer Service, and Planning to ensure
service excellence.
¢ Work with Finance to manage DSO, invoicing accuracy, and dispute resolution.
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Maintain accurate CRM records (Dynamics 365 / Salesforce) for account
activities, forecasts, and pipeline.

Ensure compliance with internal delegation of authority (discounts, rebates),
GDPR, and competition law.

Provide feedback to Product and Marketing teams on customer needs and
market trends.

Required Qualifications & Experience

3-6 years of experience in B2B account management or sales, ideally in
logistics, transport, or freight forwarding.

Strong understanding of Road Freight (FTL/LTL/Groupage), Air & Ocean Freight,
and/or Warehousing/3PL operations.

Proven track record of managing strategic accounts and achieving revenue &
margin growth.

Excellent communication, negotiation, and relationship-building skills.

Ability to analyze shipment data, financial results, KPIs, and customer forecasts.
Proficiency with CRM (Dynamics 365/Salesforce) and Microsoft 365 (Excel,
PowerPoint, Teams).

Languages: Business-level English + regional languages (e.g., French/German
for Benelux & DACH).

Nice-to-Have

Experience with complex procurement cycles and large tenders.
Knowledge of customs processes, bonded warehouses, and cross-border
regulations.

Familiarity with CO, reporting, sustainability requirements, and ESG topics.
Experience in WMS/TMS systems and digital integrations (EDI/API).

Core Competencies

Customer Centricity: Builds trust and long-term collaborative partnerships.
Strategic Thinking: Designs account growth plans and long-term service
strategies.

Commercial Acumen: Understands pricing, margins, profitability levers, and
cost-to-serve.

Consultative Selling: Identifies real customer pain points and proposes tailored
solutions.

Analytical Skills: Interprets customer KPls, operational performance, and
margin reports.

Influence & Collaboration: Engages internal teams to deliver aligned and high-
quality outcomes.

Resilience: Manages complex relationships and resolves issues constructively.

Key Performance Indicators (KPls)

Account revenue and CM1/CM2 margin growth.

Portfolio retention rate and contract renewal success.

Cross-sell penetration across service lines.

Customer satisfaction (NPS, OTIF, claims ratio).

Pipeline quality, forecasting accuracy, CRM hygiene.

Successful delivery of tender responses and onboarding projects.
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e Bachelor’s degree in business, Logistics, Supply Chain, or equivalent experience.
Work Environment & Travel

¢ Reduction of disputes, credits, and cost-to-serve issues.
Education

e Hybrid work environment.
e Regular customer visits depending on account geography (20-40% travel).
Equal Opportunity Statement

We are committed to fostering an inclusive environment and encourage applicants from
all backgrounds.
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10.11. Strategic Account Manager (Logistics)

Role Purpose

The Strategic Account Manager (SAM) is responsible for leading and growing a portfolio
of high-value, strategically critical customers across transport and logistics services.
The role focuses on long-term strategic planning, executive-level relationship
management, and profitable expansion across Road Freight (FTL/LTL/Groupage), Air &
Ocean Freight, Warehousing/3PL, Value-Added Services, and Supply Chain Solutions.

The SAM acts as the customer’s strategic partner, orchestrating cross-functional
collaboration to deliver innovation, operational excellence, and sustainable value
creation.

Key Responsibilities

1) Strategic Account Leadership (40%)

Develop multi-year strategic account plans aligned with customer supply chain
objectives.

Drive growth strategies across product lines: Road, Air, Ocean, Warehousing,
Customs, and Value-Added Services.

Identify long-term opportunities including international expansion, consolidation
projects, and optimization initiatives.

Facilitate senior-to-senior alignment between customer executives and internal
leadership.

Lead executive-level business reviews (QBRs/MBRs) with clear action plans, KPI
insights, and strategic proposals.

2) Growth, Revenue & Margin Development (30%)

Lead commercial discussions for expansions, renewals, and new scopes of work
within strategic accounts.

Manage complex RFQs/RFIs/RFPs with Pricing, Solutions Design, Operations,
and Tender Management teams.

Ensure commercial excellence: competitive pricing, disciplined margin
management (CM1/CM2), indexation, and surcharges.

Drive cross-sell growth across multiple service lines and regions (where
applicable).

Influence contract structure and SLA improvements to ensure long-term
profitability and service feasibility.

3) Customer Relationship & Retention (20%)

Act as the primary senior point of contact for all commercial and strategic topics.
Build strong, trust-based relationships with key stakeholders (C-level,
Procurement, Supply Chain Directors).

Proactively manage service performance: OTIF, claims, lead times, compliance,
and customer satisfaction.

Oversee onboarding and ramp-up of new logistics programs or international
expansions.
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¢ Drive continuous improvement initiatives that enhance customer experience and
efficiency.
4) Internal Coordination & Governance (10%)

e Partner closely with Operations, Customer Service, and Planning teams to
ensure best-in-class delivery.

¢ Work with Finance on profitability reviews, forecasting, DSO topics, and revenue
governance.

e Maintain complete and accurate account data in CRM (Dynamics 365/
Salesforce).

e Ensure compliance with internal sales governance (DoA, pricing guardrails),
GDPR, and competition law.

e Provide structured feedback to Product, Innovation, and Marketing teams on
customer needs and trends.

Required Qualifications & Experience

¢ 5-10years of experience in B2B account management, key accounts, or solution
selling in logistics.
e Strong knowledge across multiple logistics products:
o Road Freight (FTL/LTL/Groupage)
o Air & Ocean Freight
o Warehousing/3PL & VAS
o Customs & cross-border flows
o Demonstrated success managing enterprise-level or high-complexity accounts.
e Excellent negotiation, presentation, and executive communication skills.
e Strong analytical ability: shipment data analysis, P\&L understanding,
forecasting, KPlIs.
e Proficiency in CRM systems (Dynamics 365 / Salesforce) and Microsoft 365.
e Languages: Business-level English + relevant regional languages (e.g.,
French/German for Benelux/DACH).
Nice-to-Have

¢ Experience with multi-country customer management or regional/global
programs.
o Knowledge of sustainability topics (CO, reporting, green logistics, ESG).
¢ Understanding of end-to-end supply chain concepts and network design.
e Familiarity with WMS/TMS platforms and digital integrations (EDI, API).
Core Competencies

¢ Strategic Thinking: Ability to design long-term solutions aligned with customer
priorities.

¢ Customer Leadership: Engages senior-level stakeholders with credibility and
insight.

o Consultative Selling: Identifies value creation opportunities and builds
compelling business cases.

e Commercial Acumen: Deep understanding of pricing, margins, contract terms,
and profitability levers.

e Cross-Functional Influence: Aligns Operations, Finance, and Product teams
behind a unified plan.
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e Analytical Mindset: Interprets data to drive recommendations and strategic
decisions.
¢ Resilience & Ownership: Manages complex accounts with proactivity and
accountability.
Key Performance Indicators (KPls)

e Strategic account revenue growth and CM1/CM2 margin performance.

e Contractrenewal success rate and long-term retention.

e Cross-sell and multimodal penetration across Road/Air/Sea/Warehouse.

e Global/regional expansion success (where applicable).

e Customer satisfaction (NPS, OTIF, claims ratio).

e Forecast accuracy, pipeline development, CRM compliance.

¢ Delivery of innovation and continuous improvement initiatives.
Education

e Bachelor’s degree in business, Logistics, Supply Chain, Engineering, or
equivalent experience.
Work Environment & Travel

e Hybrid work environment.
e Regular onsite customer visits (20-40% travel depending on account footprint).
e Occasional cross-border travel for regional/global customers.

Equal Opportunity Statement

We welcome applicants from all backgrounds and are committed to fostering a diverse
and inclusive workplace.
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10.12. National Account Manager (Logistics)

Role Purpose

&

The National Account Manager (NAM) is responsible for managing, developing, and
expanding strategic customer relationships at a national level. This role focuses on
driving profitable growth across all logistics service lines—Road (FTL/LTL/Groupage),

Air & Ocean, Warehouse/3PL, Customs, and Value-Added Services—while
guaranteeing service excellence and long-term customer retention.

The NAM acts as the single point of accountability for national accounts, aligning

internal teams around customer goals and developing innovative, scalable supply chain

solutions.
Key Responsibilities

1) National Account Ownership (40%)

e Serve asthe primary commercial contact for multi-site national customers.

¢ Build national account plans including revenue targets, margin goals, risk
management, and cross-sell strategy.

o Coordinate customer interactions across all branches/regions to ensure
consistent service and communication.

o Lead strategic business reviews (QBRs) and present performance insights,

improvement plans, and innovation proposals.

¢ Map customer organizations to establish strong relationships at operational,

commercial, and executive levels.
2) Growth & Contract Expansion (30%)

¢ Identify growth opportunities across all logistics products and customer sites

nationwide.

¢ Lead expansion into new lanes, warehouse capacities, value-added services,

and international flows (Air/Ocean).

e Manage national tender processes and RFQs/RFPs in collaboration with Pricing,

Solutions Design, and Tender Desk teams.
o Negotiate commercial terms and annual rate reviews while protecting
profitability through disciplined margin and surcharge management.

¢ Influence customer network optimization and consolidation opportunities.

3) Customer Retention & Service Excellence (20%)

e Actas escalation point for service issues and proactively drive resolution with

internal teams.

e Ensure operational performance meets contractual KPIs (OTIF, DIFOT, claims,

lead times).

e Partner with Operations and Customer Service to improve service consistency

across all national locations.
¢ Manage onboarding of new services or sites and ensure successful
implementation.
4) Internal Coordination & Governance (10%)
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Maintain accurate CRM records (Dynamics 365, Salesforce) with forecasts,
activities, and pipelines.

Collaborate with Finance on DSO, invoicing accuracy, and customer
credit/dispute matters.

Ensure compliance with pricing governance, Delegation of Authority (DoA), and
contract standards.

Provide strategic feedback to Product, Marketing, and Solutions teams regarding
national market trends and customer needs.

Required Qualifications & Experience

4-8 years of B2B experience in account management or sales within logistics,
transport, freight forwarding, or 3PL services.

Strong understanding of Road Transport (FTL/LTL/Groupage) and one or more
of: Air Freight, Ocean Freight, or Warehousing/3PL.

Demonstrated ability to manage multi-site or national customers with complex
logistics requirements.

Strong negotiation skills and experience handling procurement-led tenders.
Ability to analyze customer data and financial performance (CM1/CM2, volume
forecasts, KPIs).

Proficiency in CRM systems and Microsoft 365 tools.

Languages: Business-level English + relevant local language(s) based on region.

Nice-to-Have

Experience with national retail, FMCG, automotive, industrial, or e-commerce
supply chains.

Knowledge of customs processes and cross-border EU flows.

Understanding of sustainability requirements (CO, reporting, ESG expectations).
Familiarity with TMS/WMS systems and digital integration (EDI/API).

Core Competencies

Strategic Thinking: Plans growth at national scale across multiple service lines.
Relationship Leadership: Builds and maintains executive-level trust with multi-
site stakeholders.

Commercial Acumen: Understands pricing, contracts, margin drivers, and cost-
to-serve.

Consultative Selling: Creates customer-specific solutions that deliver
measurable value.

Analytical Mindset: Uses KPIs and financial data to drive decision-making.
Cross-Functional Coordination: Aligns operations, finance, and product teams
around customer outcomes.

Proactive Problem-Solving: Manages escalations and prevents recurring
issues.

Resilience & Ownership: Operates independently with strong accountability.

Key Performance Indicators (KPls)

National revenue growth & CM1/CM2 margin performance.
Customer retention & contract renewal success.

Cross-sell penetration across Road/Air/Sea/Warehouse.
National service performance (OTIF, claims, SLA compliance).
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¢ Pipeline development & forecast accuracy.

e CRM accuracy & adherence to governance.

e Successfulimplementation of new lanes/sites/services.
Education

e Bachelor’s degree in business, Logistics, Supply Chain, or equivalent experience.
Work Environment & Travel

e Hybrid role with regional/national travel (20-50% depending on customer
footprint).
e Occasional cross-border visits for international components of national
accounts.
Equal Opportunity Statement

We embrace diversity and encourage candidates from all backgrounds to apply. We are
committed to fairness, equality, and respect in the workplace.
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10.13. Customer Relationship Manager (Logistics)

Role Purpose

The Customer Relationship Manager (CRM) acts as the main point of contact for
managing the overall customer experience, ensuring high service quality, proactive
communication, and long-term retention.

This role is central to aligning operational performance with customer expectations
across Road Freight (FTL/LTL/Groupage), Air & Ocean, Warehousing/3PL, Customs,
and Value-Added Services.

The CRM strengthens the customer relationship through continuous engagement,
performance management, and proactive problem-solving while identifying
opportunities for account development.

Key Responsibilities
1) Customer Relationship Management (40%)

e Serve as the primary day-to-day contact for customer communication and
escalations.

¢ Maintain a deep understanding of the customer’s business, logistics
requirements, and KPls.

o Develop strong relationships with stakeholders at operational, middle
management, and senior levels.

e Conductregular business reviews (monthly/quarterly), presenting performance,
KPls, and improvement initiatives.

¢ Promote transparency, trust, and responsiveness in all interactions.

2) Service Performance & Quality Management (30%)

e Monitor operational performance (OTIF, DIFOT, claims, dwell time, capacity
planning, lead times).

e Leadroot-cause analysis and coordinate corrective action plans with Operations
and Customer Service.

e Supportimplementation of new lanes, new services, and process improvements.

o Ensure SLAs and contractual commitments are met across all transport modes
and warehouse operations.

¢ Manage issue resolution through cross-functional coordination.

3) Customer Retention & Satisfaction (15%)

e Track customer satisfaction (NPS, CSAT, feedback sessions) and implement
improvement strategies.

e Ensure service quality issues are escalated early and resolved promptly.

e Actively prevent churn through proactive engagement, trend monitoring, and
solution-driven communication.

e Support renewal preparations and strengthen renewal positioning through
service excellence.

4) Commercial & Growth Support (15%)
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Identify potential upsell/cross-sell opportunities and share insights with
Sales/Account Management.

Coordinate with Pricing and Sales teams on ad-hoc quote requests and small
commercial negotiations.

Prepare input for RFQ/RFP responses when required (operational insights, SLA
capabilities).

Provide accurate forecasting of volumes, seasonality insights, and customer
growth.

Required Qualifications & Experience

2-5 years of experience in customer service, account management, operations,
or customer success within logistics.

Strong understanding of Road Freight, Air/Ocean Freight, or Warehouse/3PL
operations.

Proven experience managing customer relationships and resolving complex
service issues.

Ability to analyse KPls, operational data, and service reports.

Excellent communication and relationship-building skills with a customer-
centric mindset.

Proficiency in CRM and logistics systems (TMS/WMS) and Microsoft 365
(Excel/PowerPoint/Teams).

Languages: Business-level English + local languages (e.g., French/German for
Benelux/DACH).

Nice-to-Have

Experience with customs processes, bonded warehouses, or cross-border
logistics.

Knowledge of sustainability and CO, reporting requirements.

Familiarity with EDI/API integrations and digital visibility platforms.
Background in continuous improvement methodologies (Lean, Kaizen).

Core Competencies

Customer-Centric Mindset: Passionate about delivering high-quality customer
experiences.

Problem-Solving: Strong analytical and issue-resolution abilities.
Communication & Empathy: Skilled at managing expectations and facilitating
conversations.

Cross-Functional Collaboration: Works effectively with Sales, Operations,
Finance, and Customer Service.

Data-Driven: Uses KPIs and operational metrics to drive performance
improvements.

Resilience & Ownership: Handles pressure, escalations, and complex
customers with professionalism.

Key Performance Indicators (KPls)

Customer satisfaction (NPS, CSAT).

Service performance (OTIF, claims ratio, SLA compliance).
Escalation resolution speed and effectiveness.

Retention rate and renewal influence.
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e Onboarding success for new services/lanes.
¢ Internal collaboration efficiency (Ops, Finance, Customer Service).
e Accuracy of customer forecasting and reporting.

Education

e Bachelor’s degree in business, Logistics, Supply Chain, or relevant field; or
equivalent experience.
Work Environment & Travel

e Hybrid role with occasional customer visits (10-30% travel depending on
account size and region).
Equal Opportunity Statement

We promote diversity, equity, and inclusion and welcome applicants from all
backgrounds.
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10.14. Sales Support Specialist (Logistics)

Role Purpose

The Sales Support Specialist provides essential administrative, analytical, and
operational support to the sales organization. This role ensures that sales teams can
focus on customer acquisition and account development by managing pricing requests,
preparing proposals, coordinating tender submissions, maintaining CRM data, and
ensuring smooth communication between Sales, Operations, Pricing, and Customer
Service.

The Sales Support Specialist plays a critical role in delivering efficient, accurate, and
high-quality commercial support across Road Freight, Air & Ocean, Warehousing/3PL,
and Value-Added Services.

Key Responsibilities
1) Commercial & Administrative Support (40%)

e Prepare and issue quotations, spot rates, and proposals for customers and
prospects.

e Support Sales Managers, Field Sales, Account Managers, and BDMs with
customer information, documents, and presentation materials.

o Coordinate internal approvals for pricing, discounts, and contract changes
according to DoA (Delegation of Authority).

¢ Maintain up-to-date commercial files, price lists, and customer documentation.

2) Tender & Proposal Coordination (25%)

e Support the tender process (RFQs/RFPs/RFIs) by collecting data from internal
stakeholders (Operations, Solutions Design, Finance, Pricing).
¢ Ensure alltender submissions are complete, accurate, and delivered on time.
¢ Prepare customer-specific commercial templates, service descriptions, and
performance data.
e Tracktender calendars and ensure proper follow-up with Sales teams.
3) CRM & Data Management (20%)

e Maintain accurate customer, pipeline, pricing, and activity data in CRM systems
(Dynamics 365 / Salesforce).

e Assistwith reporting for sales forecasts, KPl dashboards, and sales performance
tracking.

¢ Ensure data quality, completeness, and consistency across systems.

e Support user adoption of CRM tools by helping sales colleagues with updates
and best practices.

4) Cross-Functional Coordination (15%)

e Actasthe link between Sales, Customer Service, Operations, and Finance for
customer information updates and pricing queries.

e Coordinate onboarding actions for new customers (documentation, billing
setup, service parameters).
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Follow up with internal teams on pending actions, issues, or customer

requirements.

Support marketing activities such as preparing case studies, presentations, and
campaign follow-up lists.

Required Qualifications & Experience

1-4 years of experience in sales support, customer service, operations, or
administrative roles in logistics or transport.

Good understanding of logistics services: Road (FTL/LTL/Groupage), Air/Ocean,
Warehousing/3PL.

Strong administrative and organizational skills with high attention to detail.
Ability to work with pricing structures, quotations, and commercial
documentation.

Proficiency with Microsoft 365 (Excel, PowerPoint, Outlook, Teams).

CRM experience (Dynamics 365, Salesforce, or similar).

Languages: Business-level English + local language(s) depending on region (e.g.,
French/German).

Nice-to-Have

Experience with tender desk, pricing desk, or inside sales roles.
Knowledge of Incoterms, customs basics, or CO, reporting.
Familiarity with TMS/WMS systems and EDI/API concepts.
Experience in compiling KPI reports or customer dashboards.

Core Competencies

Detail Orientation: Ensures accuracy in quotations, CRM updates, and tender
submissions.

Time Management: Able to handle multiple priorities and manage tight
deadlines.

Communication: Clear and concise; able to collaborate effectively with internal
teams and sales colleagues.

Problem-Solving: Anticipates issues and takes proactive steps to support sales
processes.

Analytical Skills: Comfortable with numbers, pricing logic, and KPI reporting.
Team Player: Supports the commercial team and contributes to shared goals.
Customer Mindset: Understands customer expectations and ensures fast, high-
quality responses.

Key Performance Indicators (KPls)

Quote turnaround time and accuracy.

Tender submission quality and on-time delivery.

CRM data completeness and accuracy.

Efficiency of sales processes and administrative workflows.
Internal stakeholder satisfaction (Sales, Operations, Pricing).
Reduction of errors in proposals, price lists, and contracts.

Education

Degree or diploma in Business, Logistics, Supply Chain, Administration, or
equivalent experience.

Work Environment & Travel
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o Office or hybrid role.
¢ Minimaltravel: occasional attendance at internal workshops or customer
meetings as needed.
Equal Opportunity Statement

We welcome applications from all qualified individuals and are committed to diversity
and inclusion.
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10.15. Tender Coordinator (Logistics)

Role Purpose

The Tender Coordinator manages and executes the full tender process (RFls, RFQs,
RFPs) for transport and logistics services, ensuring high-quality, competitive, and timely
submissions. Working closely with Sales, Pricing, Operations, Solutions Design, and
Finance, the Tender Coordinator gathers inputs, validates data, prepares commercial
proposals, and ensures adherence to internal governance.

This role is crucial in winning profitable and strategically alighed business across Road
Freight (FTL/LTL/Groupage), Air Freight, Ocean Freight, Warehousing/3PL, and
Value-Added Services.

Key Responsibilities

1) Tender Management & Coordination (45%)

Manage end-to-end tender processes (national and international
RFQs/RFPs/RFls).

Analyse tender requirements, scope, timelines, and compliance rules.
Coordinate internal contributions from Pricing, Operations, Solutions Design,
Legal, and Finance.

Ensure tender responses meet quality standards, are accurate, and are
submitted on time.

Track active tenders using internal tools and maintain a clear tender pipeline
overview.

2) Pricing & Commercial Preparation (25%)

Prepare pricing sheets, cost models, and margin analyses in alighment with
internal guardrails.

Validate pricing with Operations (capacity, routing, transit times) and Finance
(profitability, CM1/CM2).

Support creation of commercial proposals, value propositions, and
customer-specific service descriptions.

Gather and validate operational KPIs, case studies, and performance data for
tender use.

3) Documentation & Data Management (20%)

Maintain structured tender databases, standard templates, and commercial
materials.

Ensure the most recent information (certifications, policies, insurances,
company profiles) is used in submissions.

Update CRM systems (Dynamics 365 / Salesforce) with tender stages,
outcomes, and results.

Archive submitted tenders and managed version control.

4) Cross-Functional Collaboration & Governance (10%)

Align with Sales teams on tender strategy, win themes, and risk areas.
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Ensure internal approvals follow Delegation of Authority (DoA) and pricing
governance.

Support post-tender clarifications and presentations when needed.
Participate in improvement initiatives to streamline tender processes.

Required Qualifications & Experience

2-5 years of experience in tender coordination, pricing, sales support, or
logistics operations.
Strong understanding of logistics:

o Road Transport (FTL, LTL, Groupage)

o Air & Ocean Freight basics

o Warehousing/3PL and value-added services
Excellent skills in Excel (pricing models), PowerPoint (proposal formatting), and
CRMtools.
High attention to detail and ability to manage multiple tender deadlines.
Strong communication and coordination skills across departments.
Languages: Business-level English + local language(s) depending on region (e.g.,
French/German).

Nice-to-Have

Experience working in a Tender Desk, Pricing Desk, or Sales Support team.
Knowledge of Incoterms, customs basics, and transport documentation.
Familiarity with sustainability metrics (CO, reporting, ESG).
Understanding of TMS/WMS systems and digital integration requirements
(EDI/API).

Core Competencies

Detail Orientation: Ensures accuracy in pricing, documentation, and
submissions.

Time & Project Management: Manages multiple tenders simultaneously with
tight deadlines.

Analytical Thinking: Understands cost structures, capacity, profitability, and
pricing logic.

Collaboration: Works cross-functionally with Sales, Operations, Pricing, and
Solutions.

Communication: Clear, structured, and professional in written and verbal
forms.

Quality Mindset: Maintains consistency and high standards in all customer
submissions.

Problem-Solving: Anticipates risks and proactively mitigates them.

Key Performance Indicators (KPls)

On-time tender submission rate.

Tender win rate and revenue/margin impact.

Data accuracy and pricing quality.

Internal stakeholder satisfaction (Sales, Pricing, Operations).
CRM and documentation completeness.

Time efficiency and adherence to tender processes.

Education
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e Bachelor’s degree in business, Logistics, Supply Chain, Administration, or
equivalent experience.
Work Environment & Travel

o Office or hybrid-based role.
e Minimaltravel required (occasional meetings or training).
Equal Opportunity Statement

We value diversity and encourage applications from candidates of all backgrounds.
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The Bid Manager / RFP Manager leads the full lifecycle of complex bid, tender, and RFP
processes for logistics solutions across Road (FTL/LTL/Groupage), Air Freight, Ocean
Freight, Warehousing/3PL, and Value-Added Services.

This role ensures that all submissions are strategically oriented, commercially
competitive, operationally feasible, and delivered on time.

The Bid Manager acts as the central coordinator between Sales, Solutions, Pricing,
Operations, Legal, and Finance—ensuring a high-quality, winning response that fits
commercial guardrails and organizational strategy.

10.16. Bid Manager / RFP Manager (Logistics)

Role Purpose

Key Responsibilities
1) Bid, Tender & RFP Management (40%)

¢ Manage end-to-end tender processes: RFls, RFQs, RFPs for national, regional,
and global customers.

¢ Analyse tender documentation, requirements, evaluation criteria, and
submission rules.

¢ Define and communicate tender timelines, deliverables, and responsibilities to
internal contributors.

e Ensure all submissions are compliant, compelling, and alighed with internal
commercial and operational standards.

o Facilitate bid/no-bid decisions with Sales and leadership based on risk,
profitability, and strategic fit.

2) Bid Strategy & Value Proposition Development (25%)

¢ Develop winning bid strategies using customer insights, competitive intelligence,
and solution differentiation.

o Build value propositions that incorporate capabilities in Road, Air, Sea,
Warehouse, Customs, VAS, sustainability, and digital services.

o Work with Operations and Product teams to define service models, transit times,
process flows, and SLA commitments.

e Shape executive summaries and narrative sections for maximum clarity and
impact.

3) Pricing, Commercial Governance & Profitability (20%)

e Coordinate pricing with Finance, Pricing Teams, Operations, and Solutions
Design.

e Ensure pricing meets contractual, operational, and profitability guardrails
(CM1/CM2, cost-to-serve).

o Validate capacity availability, transport feasibility, warehouse space, and
resource requirements.

e Support contract drafting, commercial terms, indexation models, surcharges,
and performance KPls.

e Trackrisks associated with implementation, operational complexity, seasonal
fluctuations, and service levels.

54



4) Cross-Functional Collaboration & Communication (15%)

Lead cross-functional bid teams throughout the tender process.
Coordinate responses with Sales, Customer Service, Quality, IT/Digital, and
Legal.

Manage stakeholder expectations and maintain strong communication flow
between all contributors.

Conduct debriefs, post-bid evaluations, and lessons-learned sessions to
improve future submissions.

Required Qualifications & Experience

4-8 years of experience in tender/bid management, pricing, sales support, or
complex logistics coordination.
Strong understanding of logistics services:
Road Transport (FTL/LTL/Groupage)
Air Freight & Ocean Freight
Warehousing/3PL & Value-Added Services

o Customs clearance and cross-border processes (advantageous)
Demonstrated ability to manage large, complex RFPs with multiple internal
stakeholders.
Excellent writing, formatting, and bid presentation skills.
Strong command of Excel (pricing), PowerPoint (proposals), and Word (RFP
sections).
CRM experience (Dynamics 365, Salesforce) preferred.
Languages: Business-level English + relevant local language(s) (e.g.,
French/German for Benelux/DACH).

o O O

Nice-to-Have

Experience in commercial governance, contract negotiations, or solution design.
Knowledge of sustainability and CO, reporting (GHG Protocol, EN16258).
Experience with IT/EDI/API integrations in logistics.

Understanding of Lean/Cl methodologies for process optimization.

Core Competencies

Project Management Excellence: Manages deadlines, multitasks effectively,
coordinates diverse teams.

Analytical Thinking: Understands costing models, operational KPls, and
financialimplications.

Communication & Writing: Produces clear, compelling tender content and
executive summaries.

Strategic Mindset: Designs competitive solutions aligned with customer and
business objectives.

Attention to Detail: Ensures accuracy across pricing, documentation, and
formatting.

Collaboration: Facilitates alignment across Sales, Ops, Finance, and Solutions.
Problem-Solving: Identifies risks early and proposes actionable mitigation
strategies.

Key Performance Indicators (KPls)

Tender win rate (% of submissions awarded).
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¢ On-time delivery of tenders and bid milestones.

e Quality and accuracy of pricing and solution information.

e Internal stakeholder satisfaction (Sales, Operations, Pricing).

o Efficiency and cycle time of bid processes.

e Compliance with commercial and operational guardrails.

e Continuous improvement contributions (templates, process improvements).
Education

e Bachelor’s degree in business, Logistics, Supply Chain, Engineering, or
equivalent experience.
Work Environment & Travel

¢ Hybrid role with minimal travel.
e Occasional travel for internal workshops, customer meetings, or solution design
sessions.
Equal Opportunity Statement

We encourage applicants from all backgrounds and are committed to diversity, equity,
and inclusion.
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10.17. Contract Manager (Commercial)

Role Purpose

The Contract Manager (Commercial) is responsible for overseeing the creation,
negotiation, implementation, and lifecycle management of commercial contracts
across transport and logistics services Road Freight, Air & Ocean, Warehousing/3PL,
Customs, and Value-Added Services.

The role ensures contractual compliance, protects commercial margins, mitigates
risks, and supports Sales, Operations, Pricing, and Legal with clear, structured contract
governance.

The Contract Manager acts as a trusted advisor to internal stakeholders, providing
commercial clarity, standardization, and risk control throughout the customer
relationship.

Key Responsibilities
1) Contract Development & Negotiation (35%)

o Draft, review, and negotiate customer contracts, service agreements, NDAs,
SLAs, general terms & conditions, and addendums.

e Support Sales teams in structuring commercially viable and operationally
feasible agreements.

e Ensure alighment with Delegation of Authority (DoA), pricing guardrails, and
company policies.

e Evaluate commercial risks and propose mitigation strategies.

e Ensure all contractual documents reflect accurate service scope, pricing,
liability, KPIs, and renewal terms.

2) Contract Governance & Compliance (30%)

¢ Maintain oversight of contract lifecycle: creation, approval, signature,
implementation, renewal, and termination.

¢ Ensure compliance with commercial, legal, operational, and financial policies.

e Track contract obligations (SLAs, KPls, rate validity periods, indexation rules,
surcharges).

o Coordinate with Legal regarding deviations, liabilities, and regulatory
requirements (e.g., CMR, Incoterms, warehouse liability).

e Ensure adherence to GDPR, competition law, and data privacy standards.

3) Pricing, Margin Protection & Change Control (20%)

o Collaborate with Pricing to ensure contract pricing is accurate, validated, and
margin-protected (CM1/CM2).

e Manage contractual changes such as indexations, annual rate reviews, new
lanes/services, and amendments.

e Support cost-to-serve analysis and flag profitability risks to Sales/Finance early.

e Oversee implementation of pricing mechanisms: fuel surcharges, peak season
fees, special equipment charges.

4) Internal Coordination & Contract Enablement (15%)
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Act as a bridge between Commercial, Operations, Customer Service, Finance,
and Legal.

Provide contract summaries, risk assessments, and onboarding support for new
customers.

Train internal teams on contract terms, obligations, and operational
implications.

Maintain a central contract repository (SharePoint/CRM) with version control and
auditability.

Support tender processes with contractual reviews and RFP compliance
requirements.

Required Qualifications & Experience

4-8 years of experience in contract management, commercial management,
legal support, or bid/tender management.
Previous experience in logistics, transport, freight forwarding, or 3PL strongly
preferred.
Solid understanding of logistics-specific rules and frameworks:

o CMR Convention, ADR basics

o Incoterms (latestversion)

o Warehousing liability frameworks

o Air & Ocean regulatory basics
Strong negotiation, drafting, and commercial risk assessment skills.
Excellent command of MS Office (Word, Excel, PowerPoint) and contract
tools/CRM (Dynamics 365, Salesforce).
Languages: Business-level English + regional language(s) depending on location
(e.g., French/German for Benelux/DACH).

Nice-to-Have

Legal education or paralegal experience (not mandatory).

Experience with digital contract lifecycle management (CLM) systems.
Understanding of customs processes and cross-border compliance.
Knowledge of sustainability/ESG requirements and CO, reporting clauses.
Experience with Lean/Continuous Improvement in commercial processes.

Core Competencies

Commercial Acumen: Understands pricing, margin drivers, cost-to-serve, and
logistics economics.

Risk Awareness: Identifies and mitigates contractual, financial, and operational
risks.

Detail Orientation: Ensures complete accuracy and compliance in all
documents.

Negotiation Skills: Balances customer needs with company protections.
Communication: Explains complex contract terms clearly to non-legal
stakeholders.

Cross-Functional Collaboration: Works seamlessly with Sales, Legal,
Operations, Finance.

Analytical Thinking: Interprets contract terms, KPls, and commercial data.
Ownership & Accountability: Manages contracts from start to finish with
minimal supervision.
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Key Performance Indicators (KPls)

e Contract accuracy and compliance rate.
e Reduction of contract deviations and unauthorized concessions.
¢ Timeliness of contract creation, review, and approval cycles.
e Margin protection and impact of indexation/price adjustments.
¢ Number of contract-related disputes successfully prevented/resolved.
¢ Internal stakeholder satisfaction (Sales, Operations, Legal).
e Auditreadiness and quality of contract repository.
Education

e Bachelor’s degree in business, Law, Logistics, Supply Chain, or equivalent
experience.
Work Environment & Travel

¢ Hybrid office/home working.

e Occasional travel for customer meetings, trainings, or workshops (5-20%).

Equal Opportunity Statement

We value diversity and inclusion and encourage applicants from all backgrounds.
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Business Development & Commercial Strategy
10.18. Business Development Manager (BDM)

Role Purpose

The Business Development & Commercial Strategy BDM is responsible for designing
and executing growth strategies that expand the company’s footprint across key
verticals and service lines.

This role combines strategic market development, complex solution selling, tender
leadership, and commercial governance to win profitable, sustainable business in the
transport & logistics sector.

The BDM serves as a strategic advisor to customers, shaping multimodal logistics
solutions and helping align internal stakeholders Pricing, Operations, Finance,
Solutions Design around clear commercial outcomes.

Key Responsibilities
1) Strategic Market Development (25%)

e Build and execute a commercial strategy aligned with company objectives, target
verticals, and product priorities.

¢ Analyse market trends, competitive dynamics, customer buying behaviours, and
supply chain shifts to identify high-value opportunities.

¢ Develop regional/sector go-to-market plans with defined value propositions by
industry (e-commerce, retail, FMCG, industrials, high-tech, automotive,
pharma).

e Lead outreach initiatives including campaigns, events, trade fairs, and cluster
activities.

2) New Business Acquisition & Solution Selling (35%)

o Identify, qualify, and pursue strategic mid-market and enterprise opportunities
across Road/Air/Sea/Warehouse.

e Conduct deep discovery to quantify customer pain points (OTIF, claims, lead
times, cost-to-serve).

o Design solution concepts in collaboration with Operations, Pricing, and
Solutions Engineering.

e Prepare executive proposals, run tender cycles (RFQ/RFP/RFI), and lead
commercial negotiations.

¢ Ensure opportunities meet profitability requirements (CM1/CM2, cost-to-serve,
indexation, surcharges).

3) Commercial Strategy & Deal Governance (15%)

e Apply commercial guardrails, Delegation of Authority (DoA), and pricing
frameworks consistently.

¢ Develop business cases, scenario analyses, and lane-level profitability
assessments.

¢ Usevalue-based selling techniques to justify pricing and protect margin.
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e Support the development of commercial policies, sales playbooks, and market
positioning.
4) Pipeline Management & Forecasting (10%)

e Build and manage a robust pipeline using CRM (Dynamics 365 / Salesforce), with
accurate stage progression.
e Maintain = 3x pipeline coverage and deliver weekly/monthly revenue forecasts.
e Analyse win/loss data and pipeline conversion trends to improve future
performance.
5) Cross-Functional Alighment & Change Leadership (10%)

¢ Work closely with Operations to validate feasibility, capacity, SLA expectations,
and implementation requirements.

e Partner with Finance for pricing validation, profitability modelling, DSO
considerations, and risk assessment.

e Support Marketing with content, case studies, campaigns, and customer
success stories.

e Ensure strong governance of pilot launches and handovers to Key Account
Management.

6) Customer Relationship Development (5%)

e Build trust-based relationships with decision-makers (Procurement, Supply
Chain Directors, Ops Managers).
e Supportearly onboarding phases and ensure smooth transitions to operational
teams.
o Identify long-term strategic potential and opportunities for cross-sell/upsell.
Required Qualifications & Experience

e 4-8years’ experience in business development or strategic sales within
transport & logistics (Road, Air/Ocean, 3PL).

e Strong understanding of multimodal supply chain flows, Incoterms, CMR,
transport economics, warehousing operations, and cross-border compliance.

¢ Proven success winning mid-market or enterprise-level logistics contracts.

e Experience running complex RFP/RFQ processes and negotiating pricing/SLAs
with procurement.

o Ability to use data to build business cases and interpret KPIs (OTIF, claims ratio,
CM1/CM2, lane profitability).

e Proficiency with CRM systems (Dynamics 365 / Salesforce) and Microsoft 365.

¢ Languages: Business English + regional languages (FR/DE preferred depending
on region).

Nice-to-Have

o Experience in Air/Ocean consolidation, customs brokerage, and bonded
warehouse flows.
e Understanding of sustainability/ESG requirements and CO, reporting
frameworks (EN 16258).
o Familiarity with TMS/WMS systems and digital integrations (API/EDI).
o \Vertical expertise (Retail, E-commerce, FMCG, High-Tech, Pharma, Industrial).
Core Competencies
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e Strategic Thinking: Aligns commercial levers with market opportunities and
customer strategy.

e Consultative Selling: Understands customer pain points and designs tailored
logistics solutions.

¢ Commercial Acumen: Manages pricing, margin, contracts, and risk with
discipline.

e Analytical Approach: Uses data to shape strategy, qualify opportunities, and
improve proposals.

e Project Leadership: Runs tenders, pilots, and cross-functional deal teams
effectively.

o Stakeholder Influence: Gains alignment across Operations, Pricing, Finance,
and Leadership.

¢ Resilience & Drive: Comfortable with long cycles, competitive markets, and
fast-paced environments.

Key Performance Indicators (KPls)

e New business revenue & CM1/CM2 margin delivered.

¢ Pipeline coverage, sales velocity, and forecast accuracy.

¢ Winrate for tenders and strategic pursuits.

e Pilot-to-ramp conversion success.

e Pricing/guardrail compliance and profitability protection.

e Cross-sell penetration across service lines.

o Customer satisfaction for new implementations.
Education

e Bachelor’s degree in business, Supply Chain, Logistics, or related field.
o Sales methodology certifications (SPIN, Challenger, MEDDICC) are
advantageous.
Work Environment & Travel

e Hybrid work environment.
o Travel 20-50% for customer visits, events, and operational reviews depending on
region.
Equal Opportunity Statement

We value diversity and inclusion and encourage people from all backgrounds to apply.
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Lead the commercial agenda to grow revenue profitably and protect margins across
Road, Air, Ocean, and Warehousing/3PL. The Commercial Manager owns pricing
strategy, tender governance, deal desk approvals, contract & indexation controls,
and forecasting discipline, while partnering tightly with Sales, Operations, Finance,
and Solutions Design to deliver scalable, sustainable growth.

10.19. Commercial Manager (Transport & Logistics)

Role Purpose

Key Responsibilities
1) Pricing Strategy & Margin Governance (30%)

o Define pricing frameworks, discount guardrails, fuel/indexation models, and
surcharge policies.
o Approve strategic deals within Delegation of Authority (DoA); escalate exceptions
with clear business cases.
e Run lane/service profitability reviews (CM1/CM2, cost-to-serve, mix).
¢ Monitor leakage (unbilled accessorial, special handling) and implement fixes.
2) Tenders & Deal Desk Leadership (20%)

e Oversee RFQ/RFP processes (national/regional/global); ensure feasibility,
competitiveness, and compliance.
e Guide win themes, value propositions, and solution assumptions with Sales &
Solutions Design.
e Standardize proposal quality (SLA, KPls, assumptions, implementation plans).
e Conduct post-bid debriefs and win/loss analyses for continuous improvement.
3) Commercial Operations & Forecasting (15%)

o Drive CRM discipline (Dynamics 365/Salesforce): stage hygiene, pipeline
coverage (23x%), and forecast accuracy (£10%).
e Publish weekly/monthly commercial dashboards: revenue, margin, pipeline
velocity, win rate, pricing exceptions.
e Align with Finance on revenue recognition, DSO risks, and profitability outlook.
4) Contract, Indexation & Change Control (15%)

e Partner with Contract Management/Legal to structure terms (SLAs, KPls,
surcharges, indexation, renewals).
¢ Own annual rate reviews and indexation cycles; ensure on-time customer
communications.
¢ Govern change requests: new lanes/services, capacity changes, and pricing
amendments.
5) Cross-Functional Alignment (10%)

o Work with Operations to validate service designs, startup feasibility, and
performance recovery plans (OTIF/DIFOT, claims).

e Coordinate with Product/Solutions on new offers (e-com enablement,
value-added services, green lanes, visibility).
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o Track market rates, carrier capacity, seasonality, and competitor move; translate
into commercial actions.
e Shape portfolios mix and lane focus to improve density and yield.
o Identify vertical plays and design targeted go-to-market initiatives.
Required Qualifications & Experience

e Support Marketing on commercial narratives, case studies, and vertical
propositions.
6) Market Intelligence & Portfolio Strategy (10%)

e 6-10years in logistics/transport/3PL commercial roles (pricing, bids,
commercial operations, KAM/BDM); 2-4 years leadership preferred.

o Strong knowledge of Road (FTL/LTL/Groupage) and at least one of Air, Ocean,
or Warehousing/3PL.

¢ Demonstrated success in tender leadership, pricing design, and margin
protection.

e Comfortable with commercial modelling (lane profitability, CM1/CM2),
indexation, and surcharge frameworks.

o Skilled in contract terms, SLAs/KPIs, and procurement-led negotiations.

e Proficiency with CRM (Dynamics 365/Salesforce) and Microsoft 365
(Excel/PowerPoint/Teams).

o Languages: Business English; French and/or German advantageous depending
on region.

Nice-to-Have

e Exposure to customs & brokerage, bonded operations, and cross-border VAT
basics.
e Familiarity with TMS/WMS and digital integrations (EDI/API).
¢ Knowledge of sustainability/CO, reporting (EN 16258, GHG Protocol) and ESG
RFP sections.
e Sales methodology literacy (MEDDICC, Challenger, SPIN).
Core Competencies

¢ Commercial Acumen: Pricing logic, profitability levers, and cost-to-serve
thinking.

e Structured Problem-Solving: Translates complex requirements into executable
commercial plans.

o Stakeholder Influence: Aligns Sales, Ops, Finance, Legal around clear
guardrails and outcomes.

¢ Data-Driven: Uses dashboards, KPls, and win/loss analysis to steer actions.

¢ Quality & Governance: Raises standards for proposals, contracts, and CRM
hygiene.

¢ Customer Orientation: Balances value propositions with operational realities.

o People Leadership (if applicable): Coaches pricing/tender teams; builds
high-performing culture.

Key Performance Indicators (KPls)

e Revenue & Margin: New/renewal revenue, CM1/CM2 improvement, mix/yield
uplift.
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e Pipeline & Forecast: Coverage = 3x, velocity, win rate, forecast accuracy
(x10%).

e Pricing Discipline: % deals within guardrails, exception rate & rationale, realized
indexation.

e Tender Outcomes: Win rate, on-time submission, post-bid ROI.

o Leakage Control: Reduction in unbilled accessorial, credit notes, dispute cycle
time.

e Service Influence: OTIF/DIFOT and claims trends for new/renewed business.

e Process Excellence: CRM completeness, proposal SLA adherence, contract

repository health.
Education

e Bachelor’s/master’s in business, Logistics/Supply Chain, Finance, or related
field; or equivalent experience.
Work Environment & Travel

e Hybrid role with regional travel (10-30%) for customer meetings, carrier reviews,
and site visits.
Compensation & Benefits (examples—adapt to policy)

o Competitive base + performance bonus tied to revenue/margin and governance
metrics.
e Carallowance/company car (if field-heavy), laptop/mobile, expenses
reimbursement.
e Healthinsurance, pension plan, meal vouchers.
e Training budget (commercial excellence, pricing, compliance).
Equal Opportunity Statement

We are an equal opportunity employer and committed to building an inclusive
workplace.

Optional Add-Ons
A) 30/60/90-Day Plan

e 0-30 days: Audit pricing guardrails, tenders in flight, contract indexation status,
CRM hygiene; align KPIs & dashboards.

¢ 31-60 days: Implement deal desk cadence; standardize proposal templates;
close top 5 margin-risk gaps; pilot indexation/enforcement plans.

e 61-90 days: Improve forecast accuracy to £10-15%; achieve =23x pipeline
coverage; launch cross-sell play (e.g., Road » Warehouse); publish win/loss
insights.

B) Sample Interview Questions

e Describe a complex RFQ you governed. How did you balance feasibility, price,
and CM1/CM2?

o Walk me through your indexation and surcharge policy how do you secure
customer acceptance?

¢ How doyou diagnose and plug margin leakage post-go-live?

¢ What metrics do you track weekly to steer commercial outcomes?
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The Trade Lane Manager is responsible for developing, steering, and growing profitable
business on assigned international trade lanes. The role acts as the commercial owner
of specific corridors analysing market dynamics, driving sales enablement, building
carrier/partner relationships, ensuring competitive pricing, and coordinating
cross-regional commercial execution.

10.20. Trade Lane Manager (Transport & Logistics)

Role Purpose

The Trade Lane Manager works closely with Sales, Product (Air/Ocean/Road),
Procurement, and Operations to shape and execute a strategy that maximizes volume,
yield, reliability, and customer satisfaction on the targeted route.

Key Responsibilities
1) Trade Lane Strategy & Development (30%)

o Define and execute a commercial strategy for assigned trade lanes
(Air/Ocean/Road).

o Identify market trends, carrier capacity changes, transit-time opportunities, and
competitive developments.

o Develop lane-specific value propositions, capacity plans, and pricing
positioning.

o Analyse trade flows, costs, margins (CM1/CM2), and target yields.

e Prepare quarterly trade lane performance reviews and action plans.

2) Sales Enablement & Pipeline Support (25%)

e Support Sales, BDMs, and KAMs with trade-specific expertise, pricing guidance,
and solution recommendations.

o Create sales collateral: lane profiles, transit matrices, rate benchmarks, value
propositions, case studies.

e Provide pre-sales support: customer visits, proposal input, RFP/RFQ strategy,
and competitive insights.

o Drive pipeline generation by identifying target accounts, verticals, and lane-
specific opportunities.

3) Carrier & Partner Management (20%)

e Build and maintain strong relationships with carriers, co-loaders, agents,
trucking partners, and overseas offices.

e Support procurement in rate negotiations, capacity commitments, and space
agreements.

e Ensure alignment between commercial commitments and operational feasibility
(space, schedules, equipment).

¢ Monitor performance of partners and carriers; escalate issues to
Procurement/Operations as needed.

4) Pricing, Yield Management & Margin Optimization (15%)

e Validate pricing requests and support pricing teams with lane-specific insights.
¢ Manage rate structures, validity cycles, and market adjustments.
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Monitor yield performance per lane and take corrective actions (pricing resets,
mix adjustments).

Define surcharges, accessorial structures, and premium service offers
(express/priority).

5) Cross-Regional & Operational Coordination (10%)

Act as the point of contact between regions, overseas teams, and product
leaders.

Align on forecasting, capacity planning, and demand allocation.

Provide input to Operations on expected demand, peak season planning, and
service risks.

Supportissue resolution for escalated trade-lane-related customer problems.

Required Qualifications & Experience

4-8 years’ experience in freight forwarding, logistics, or transport (Air, Ocean,
Road, Rail).

Strong understanding of international trade flows, Incoterms, capacity planning,
transit-time dynamics, and cost structures.

Experience managing global logistics corridors or working in multinational
commercial setups.

Proven ability to analyse market conditions, pricing, and margin performance.
Skilled in stakeholder collaboration across Sales, Procurement, Operations, and
overseas offices.

Proficiency with Microsoft 365 (Excel for rate analysis, PowerPoint for lane
profiles).

CRM experience (Dynamics 365 / Salesforce) is an asset.

Languages: Fluent English + additional language(s) depending on trade lane
(e.g., Mandarin for Asia, German/French for EU, Spanish for LATAM).

Nice-to-Have

Experience with Customs, bonded warehouses, consolidation programs, or
cross-border brokerage.

Knowledge of sustainability topics (CO, reporting, modal shift, green logistics).
Familiarity with digital logistics tools, TMS/WMS, and visibility platforms.
Vertical expertise (e-commerce, automotive, industrials, pharma).

Core Competencies

Trade & Market Expertise: Understands Lane economics, carrier options, rates,
seasonality.

Commercial Acumen: Strong grip on pricing logic, margins, yields, and cost-to-
serve.

Strategic Thinking: Builds proactive lane development strategies with
competitive differentiation.

Sales Enablement: Helps Sales win business with clear value propositions and
technical insight.

Analytical Skills: Works with data (rates, KPIs, margins, forecasts) to drive
decisions.

Relationship Building: Strong connections with carriers, overseas teams, and
partners.
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e Communication: Converts complex trade information into simple, compelling
narratives.
e Cross-Functional Collaboration: Works effectively across functions and
geographies.
Key Performance Indicators (KPls)

e Trade lane volume growth (TEU/tons/trucks) and CM1/CM2 margin contribution.
e Pipeline creation and win rate on assigned lanes.
e Pricing competitiveness and yield performance vs. targets.
e Carrier/partner performance (capacity reliability, transit time, claims, service
failures).
e Sales engagement: number of supported opportunities, joint visits, RFP wins.
e Accuracy of forecasts and market intelligence.
e Quality and adoption of lane-specific sales tools.
Education

e Bachelor’s degree in business, Logistics, Supply Chain, International Trade, or
equivalent experience.
Work Environment & Travel

e Hybrid role with international travel (10-30%) depending on trade lane
responsibilities.
¢ Occasionalvisits to carriers, hubs, ports, airports, or overseas offices.
Equal Opportunity Statement

We are committed to building an inclusive workplace and welcome applicants from all
backgrounds.
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The Route Development Manager (Air/Sea) drives strategic and profitable growth on
selected international routes. This role acts as the commercial owner of designated Air
and Sea trade lanes, responsible for developing capacity plans, building carrier
relationships, analysing market dynamics, and providing sales teams with
trade-specific solutions that win business.

10.21. Route Development Manager (Air/Sea)

Role Purpose

The Route Development Manager strengthens the company’s competitive positioning by
aligning product, pricing, procurement, and sales into one coordinated route strategy.

Key Responsibilities
1) Route Strategy & Development (30%)

o Define and execute a growth strategy for assigned Air and Sea trade lanes.

¢ Analyse market developments, capacity changes, rate trends, and seasonal
dynamics.

¢ Develop lane-specific value propositions, pricing frameworks, and go-to-market
messaging.

o Regularly assess profitability (CM1/CM2), mix, yield performance, and route
contribution.

¢ Produce quarterly trade-lane strategy reports and action plans.

2) Sales Enablement & Commercial Support (25%)

¢ Actasinternal subject matter expert on specific air/sea routes.

e Support BDMs, Sales, and Key Account Managers with technical insights, pricing
support, and competitive positioning.

e Participate in customer meetings, tenders (RFI/RFQ/RFP), and presentations for
strategic opportunities.

e Prepare lane collateral: transit-time grids, lane profiles, benchmark data, and
case studies.

o ldentify target verticals with strong route potential (e.g., high-tech, automotive,
retail).

3) Carrier, Co-Loader & Partner Engagement (20%)

e Maintain strong relationships with airlines, ocean carriers, NVOCCs, co-loaders,
GSA/CSA partners, and overseas agents.

¢ Collaborate with Procurement on rate negotiations, block space agreements,
and capacity allocation.

¢ Ensure alignment between commercial demand and operational feasibility
(space, cut-offs, equipment).

¢ Monitor carrier performance and escalate service issues when required.

4) Pricing, Yield & Profitability Management (15%)

e Validate pricing requests and support pricing teams with route-specific insights.
¢ Manage rate structures, validity periods, and adjustments based on market
movements.
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Monitor route profitability and recommend corrective actions (pricing resets, mix
shifts).

Set route-related surcharges, premium offerings, transit models, and schedule
strategies.

5) Cross-Regional Coordination & Operational Support (10%)

Act as the coordinator between origin and destination offices/regions for aligned

route execution.

Support Operations and Customer Service with route-specific service standards

and SOPs.

Align with Finance on margin performance, forecast accuracy, and cost-to-serve.
Assistin issue resolution related to delays, routing changes, documentation, and
compliance.

Required Qualifications & Experience

4-8 years’ experience in Air Freight, Ocean Freight, NVOCC, or freight
forwarding.

Strong understanding of global trade lane dynamics, carrier networks,
Incoterms, and import/export processes.

Experience with capacity procurement, carrier negotiations, or trade lane
management.

Strong analytical skills with ability to interpret rate sheets, costing models, and
profitability metrics.

Skilled collaborator with Sales, Operations, Procurement, and overseas teams.
Proficiency with Microsoft 365 (Excel, PowerPoint) and CRM tools (Dynamics
365, Salesforce).

Languages: English required; additional languages (e.g., Chinese, German,
French, Spanish) depending on lane focus.

Nice-to-Have

Experience in customs brokerage, consolidation programs, and cross-border
handling.

Knowledge of CO, reporting, sustainability requirements, and ESG sections in
tenders.

Familiarity with digital freight platforms, visibility tools, EDI/API integrations.
Vertical knowledge (pharma, e-commerce, electronics, industrials).

Core Competencies

Trade Lane Expertise: Deep understanding of air/sea market dynamics, carriers,
and costing.

Commercial Acumen: Strong pricing logic, capacity planning, and margin
awareness.

Sales Enablement: Able to articulate lane advantages and win business with the
sales team.

Analytical Mindset: Uses data to influence pricing, yield, and strategy.
Relationship Management: Builds partnerships with carriers, co-loaders, and
overseas offices.

Communication: Clear and persuasive in both customer and internal
presentations.
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¢ Cross-Functional Collaboration: Works seamlessly with Sales, Ops, Product,
and Finance.
e Strategic Thinking: Designs and executes route-specific growth strategies.
Key Performance Indicators (KPls)

¢ Volume & growth on assigned air/sea routes (tons, TEU, FEU, conversions,
uplift).

e Route profitability (CM1/CM2), yield improvement, margin stability.

e Pipeline creation and win rate for lane-specific opportunities.

e Pricing competitiveness and adherence to route strategy.

e Carrier performance (space availability, on-time performance, issues resolved).
o Sales engagement (opportunities supported, visits, training sessions delivered).

e Forecastaccuracy and route planning quality.
Education

e Bachelor’s degree in supply chain, International Trade, Logistics, or similar.
o Certifications in freight forwarding, Air Cargo, or Ocean Shipping (FIATA, IATA,
etc.) are beneficial.
Work Environment & Travel

e Hybrid role with regular travel (10-30%) to carriers, ports, airports, branch
offices, or overseas partners.
Equal Opportunity Statement

We welcome applicants from all backgrounds and are committed to building an
inclusive workplace.
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10.22. Vertical Market Specialist (Automotive / Pharma
/ Retail / Other Verticals)

Role Purpose

The Vertical Market Specialist is the subject matter expert for a designated industry
sector (e.g., Automotive, Pharma, Retail, High-Tech, Industrial, FMCG).

This role develops sector-specific logistics solutions, drives strategic business
development, and positions the company as a preferred supply chain partner within
the target vertical.

The Vertical Market Specialist supports the commercial organization with market
intelligence, solution design, value propositions, and customer acquisition—translating
industry knowledge into competitive, profitable logistics offerings.

Key Responsibilities
1) Vertical Market Strategy & Intelligence (30%)

o Develop and execute a vertical-specific commercial strategy aligned with
corporate growth objectives.

¢ Analyse industry trends, regulatory requirements, supply chain challenges,
buying behaviours, and competition.

¢ Build and maintain vertical-specific playbooks, value propositions, and
go-to-market messaging.

e Conduct market sizing, segmentation, and opportunity mapping.

2) Solution Development & Innovation (25%)

o Design customer-centric logistics solutions tailored to the vertical’s unique
requirements:
o Automotive: JIT/JIS, sequencing, line-feeding, packaging flows.
o Pharma: GDP compliance, temperature control, chain of custody, quality
audits.
o Retail/E-commerce: peak readiness, returns, omnichannel fulfilment,
CEP integration.
e Collaborate with Operations, Solutions Design, and Product teams to develop
new services, SOPs, and improvement initiatives.
e SupportIT/Integration teams on API/EDI requirements for vertical-specific
needs.
3) Sales Enablement & Business Development Support (25%)

e Train Sales, KAMs, and BDMs on vertical insights, value propositions, and
opportunity triggers.

e Actas the subject matter expert during customer meetings, tenders (RFP/RFQ),
and solution design workshops.

e Prepare customer-facing materials: case studies, presentations, technical
specs, compliance documents.

o Help qualify opportunities, build business cases, and shape win strategy for key
pursuits.
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e Engage with key accounts in the chosen vertical to identify growth opportunities
and innovation potential.
e Support QBRs/MBRs with industry insights, benchmarking, and improvement
proposals.
e Ensure solutions deliver expected KPIs and value to customers.
5) Cross-Functional Alighment (10%)

4) Customer Collaboration & Growth (10%)

o Partner with Operations to ensure vertical-specific service standards and
compliance requirements are consistently met.
¢ Work with Marketing to develop sector-driven campaigns, content, and events.
¢ Provide input to Product Management on market gaps, service enhancements,
and competitive positioning.
Required Qualifications & Experience

o 5-10years of experience in Transport & Logistics, Supply Chain, or industry-
specific roles.

o Deep understanding of the target vertical’s logistics needs, regulatory
landscape, and operating models.

e Proven competence in solution design, commercial support, or technical sales.

e Experience supporting large RFP/RFQ opportunities and cross-functional sales
processes.

e Strong analytical ability: process flows, KPIs (OTIF, claims, lead time), cost-to-
serve, and service design.

¢ Proficient with Microsoft 365 (Excel/PowerPoint/Teams) and CRM platforms
(Dynamics 365, Salesforce).

e Languages: Business English + relevant regional languages depending on
geography (e.g., French/German).

Nice-to-Have

¢ Experience in global supply chain roles or international logistics.
e Certifications : GDP (Pharma), Lean/Cl, Six Sigma, APICS/SCOR.
e Knowledge of CO, reporting, ESG requirements, and industry-specific
sustainability expectations.
o Familiarity with digital systems such as WMS/TMS/ERP, API/EDI connectivity.
Core Competencies

e Sector Expertise: Deep industry knowledge with ability to translate needs into
logistics solutions.

o Consultative Selling: Builds value-based recommendations tailored to
customer challenges.

o Strategic Thinking: Shapes vertical strategies with clear execution roadmaps.

e Cross-Functional Collaboration: Aligns Sales, Ops, Finance, and Product
teams.

o Communication & Influence: Able to articulate technical concepts to
commercial and operational audiences.

¢ Innovation Mindset: Continuously identifies gaps, improvements, and new
opportunities.
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¢ Analytical & Data-Driven: Understands KPls, risk assessments, and business
case modelling.
Key Performance Indicators (KPls)

e Vertical revenue and CM1/CM2 margin growth.

¢ Number and value of vertical-specific opportunities supported.

e Conversion rate of strategic deals in the designated vertical.

e Customer satisfaction and SLA performance for vertical solutions.

o Development and adoption of vertical-specific playbooks and content.

e Contribution to product innovation and service enhancement initiatives.
Education

e Bachelor’s or master’s degree in Logistics, Business, Engineering, Supply Chain,
or related field.
Work Environment & Travel

e Hybrid role with travel (15-40%) depending on customer/vertical requirements.
e Occasional travel to industry events, conferences, trade shows, or customer
workshops.
Equal Opportunity Statement

We welcome applicants from all backgrounds and are committed to ensuring a diverse
and inclusive workplace.
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10.23. Industry Solutions Manager
(Transport & Logistics)

Role Purpose

The Industry Solutions Manager is the sector expert who translates industry
requirements into profitable, scalable logistics solutions. You will shape vertical
strategies, build value propositions, enable Sales/BD teams, lead solution design for
strategic pursuits, and support implementation to ensure measurable customer
outcomes and margin protection.

Focus sectors can include Automotive, Pharma/Healthcare, Retail & e-commerce,
High-Tech, Industrial, and FMCG.

Key Responsibilities
1) Vertical Strategy & Market Intelligence (25%)

e Build and maintain a vertical go-to-market strategy: market sizing,
segmentation, buyer personas, and target account lists.

¢ Monitor regulatory and operational requirements by sector (e.g., GDP/GxP for
Pharma; JIT/JIS for Automotive; omnichannel/returns for Retail).

o Define value propositions and competitive differentiators per industry, including
sustainability (EN 16258 reporting, modal shift) and digital capabilities
(EDI/API/visibility).

e« Publish quarterly vertical playbooks and price/solution guardrails.

2) Solution Design & Deal Orchestration (30%)

o Lead solutioning for strategic RFQs/RFPs: lane/network design, service
models, SOPs, KPIs/SLAs, startup plans, and risk registers.

e Coordinate with Operations, Pricing, Procurement, and Legal to ensure
feasibility, capacity, margin (CM1/CM2), indexation, and COE sign-offs.

¢ Produce executive summaries, benefit cases (TCO, OTIF uplift, claims
reduction), and route-to-value roadmaps.

e Support pilot design (scope, success metrics, governance) and ensure smooth
handover to delivery.

3) Sales Enablement & Field Support (20%)

o Train BDMs/KAMs on vertical talk tracks, discovery frameworks, and objection
handling.

o Create sector collateral: case studies, KPl benchmarks, solution one-pagers,
reference architectures.

e Join customer meetings as subject matter expert; coach opportunity strategy
(MEDDICC/Challenger).

e Improve lead-to-proposal cycle time through reusable templates and libraries.

4) Portfolio & Product Development (15%)

¢ |dentify service gaps and influence product roadmap (e.g., pharma GDP-
compliant lanes, automotive line-feeding, e-com returns optimization, bonded
warehousing).
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Partner with IT/Product on integrations (TMS/WMS/ERP), labelling/compliance,
and data visibility requirements by sector.

Champion continuous improvement initiatives that reduce cost-to-serve and
improve reliability.

5) Governance, Quality & Compliance (10%)

Ensure solutions adhere to Incoterms, CMR, ADR, IATA/IMDG (DGR basics),
GDP/GxP (as applicable), GDPR, and competition law.

Maintain solution guardrails (pricing, SLAs, liability, indexation) and support
contract term structuring.

Contribute to win/loss reviews and solution QA processes.

Required Qualifications & Experience

6-10 years in logistics/forwarding/3PL with vertical specialization (e.g.,
Automotive, Pharma, Retail/e-com, High-Tech, Industrial).

Proven track record in solution design and complex RFP leadership (multi-site,
multimodal).

Solid understanding of Road (FTL/LTL/Groupage) and at least one of Air, Ocean,
or Warehousing/3PL; CEP/returns is a plus.

Strong commercial acumen: pricing logic, cost-to-serve, CM1/CM2,
indexation/surcharges, contract terms.

Comfortable working with TMS/WMS/ERP concepts and EDI/API integrations.
Proficiency with Microsoft 365 (Excel modelling, PowerPoint narratives) and CRM
(Dynamics 365/Salesforce).

Languages: Business English; French and/or German advantageous for
Benelux/DACH.

Nice-to-Have

Certifications: GDP/GxP (Pharma), Lean/Six Sigma, APICS/SCOR, IATA/FIATA.
Experience with sustainability/CO, reporting (EN 16258, GHG Protocol) and
ESG tender sections.

Exposure to trade lane/route development and carrier/partner engagement.

Core Competencies

Sector Expertise: Converts industry pain points into logistics solution
blueprints.

Consultative Solutioning: Structures value cases and operational designs that
can be executed.

Commercial Rigor: Protects margin via guardrails, realistic SLAs, and clear
assumptions.

Cross-Functional Leadership: Aligns Sales, Ops, Pricing, Procurement, IT, and
Legal.

Executive Communication: Clear narratives; compelling visuals; confident with
C-level and Procurement.

Analytical Mindset: Data-led discovery, KPI baselining, and scenario modelling.
Ownership & Bias for Action: Drives tenders, pilots, and improvements to
completion.

Key Performance Indicators (KPls)

Strategic wins and margin (CM1/CM2) on vertical pursuits.
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¢ Win rate and cycle time for complex RFPs supported.

e Adoption of vertical playbooks and enablement content by Sales.

¢ Pilot-to-ramp conversion and SLA/OTIF performance in first 90-180 days.

o Portfolio yield improvements (mix, accessorial capture, cost-to-serve
reductions).

e Innovation throughput: number of new/optimized offerings launched in the

vertical.
o Forecast/solution accuracy vs. operational performance.
Education

e Bachelor’s/Master’s in Logistics, Supply Chain, Engineering, or Business (or
equivalent experience).
Work Environment & Travel

e Hybrid role; 20-40% travel for customer workshops, site assessments, carrier
meetings, and events.
Equal Opportunity Statement

We value diversity and are committed to an inclusive workplace. All qualified applicants
are encouraged to apply.

Optional Add-Ons
A) 30/60/90-Day Plan

e 0-30 days: Audit vertical pipeline/opportunities; compile sector playbook (KPls,
regulations, talk tracks); align pricing & SLA guardrails.
¢ 31-60 days: Lead 2-3 strategic pursuits; create reusable solution templates;
deliver Sales enablement sessions.
e 61-90 days: Launch 1-2 pilots; publish first case study; implement win/loss
learning loop and vertical dashboard.
B) Sample Interview Questions

¢ Describe a complex vertical solution you designed—how did you balance
feasibility, SLA ambition, and margin?
¢ What are the top compliance criticalities in your vertical and how do they
influence design and cost?
e How do you quantify value (TCO/OTIF/claims/CO,) and defend price with
procurement?
C) Short LinkedIn/Job-Board Ad

Industry Solutions Manager (Logistics) — Own vertical strategy & solution design for
[Automotive/Pharma/Retail/etc.]. Lead complex RFQs, craft value propositions, and
enable Sales to win profitable, compliant business across
Road/Air/Ocean/Warehousing. 6-10 yrs in 3PL/forwarding with vertical expertise; strong
commercial & solutioning skills; CRM + Microsoft 365. EN + [FR/DE]. Hybrid, 20-40%
travel. Apply at [email/CV link].
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10.24. Strategic Partnerships Manager

(Transport & Logistics)

Role Purpose

The Strategic Partnerships Manager designs, builds, and scales the partner
ecosystem that accelerates revenue growth, expands service capability, and protects
margin. The role sources, evaluates, and negotiates commercial and technology
partnerships (e.g., airlines, ocean carriers, road networks, warehouse operators,
last-mile/CEP providers, customs brokers, visibility/tech platforms), and orchestrates
co-selling and co-delivery motions with Sales, Operations, and Product.

You will combine market scouting, business case modelling, and contract governance
to deliver repeatable, profitable partner plays across priority verticals and trade lanes.

Key Responsibilities

1) Partnership Strategy & Portfolio Design (25%)

Build a partnership strategy aligned to business goals (revenue, margin, capacity,
coverage, capability gaps).

Map the ecosystem: carriers, 3PL/4PLs, tech vendors (visibility, TMS/WMS,
returns), customs/brokerage, sustainability partners.

Define segmentation and partner tiers (strategic, solution, capacity, channel)
with clear success metrics and incentives.

Publish partner playbooks: solution blueprints, commercial guardrails, and joint
value propositions by vertical/trade lane.

2) Sourcing, Evaluation & Deal Execution (25%)

Identify and evaluate partner candidates; run due diligence (operational,
financial, compliance, ESG).

Build business cases (volume, CM1/CM2 impact, CapEx/OpEXx, risk) and secure
internal approvals (DoA).

Lead negotiations: commercial terms, rate structures, service levels, exclusivity,
rebates, data-sharing, indexation/surcharges.

Coordinate contracting with Legal (SLAs, liabilities, data/privacy, competition
law considerations).

3) Go-to-Market & Co-Selling Motions (20%)

Design partner-led offers and joint value propositions (e.g., “Air + Customs +
Road shuttle,” “Warehouse + CEP returns”).

Enable Sales/KAMs with partner collateral, reference cases, and bundled pricing.
Plan and execute joint campaigns/events, pipeline generation, and account
mapping.

Support tenders (RFQ/RFP) with partner inputs: capacity, pricing, SOPs,
compliance statements.

4) Delivery Orchestration & Performance Governance (15%)
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Set up operating rhythms: QBRs with partners, KPI scorecards (OTIF/DIFOT,
claims, capacity fill, yield).

Drive continuous improvement: playbook updates, SOP refinements, escalation
paths, corrective actions.

Monitor profitability and cost-to-serve, ensuring adherence to guardrails and
indexation clauses.

Manage risk registers (service, financial, compliance) and implement mitigation
plans.

5) Cross-Functional Alighment & Enablement (15%)

Align with Operations on feasibility, startup plans, and service recovery
standards.

Coordinate with Product/IT for system integrations (EDI/API), data visibility and
onboarding.

Work with Finance on rebate programs, incentives, and performance-linked
remuneration.

Collaborate with Marketing on partner co-branding guidelines, content, and
event plans.

Required Qualifications & Experience

6-10 years in logistics/forwarding/3PL across commercial, procurement,
alliances, or solution roles.

Strong knowledge of Road (FTL/LTL/Groupage) and at least one of Air, Ocean,
or Warehousing/3PL.

Demonstrated success structuring and scaling partnerships (carriers, 3PLs,
technology vendors, brokers).

Skilled negotiator with experience in complex commercial terms, SLAs/KPls, and
indexation/surcharges.

Data-driven comfortable with business cases (CM1/CM2, yield, density),
forecasting, and ROI modelling.

Familiar with TMS/WMS, visibility platforms, and EDI/API concepts.
Proficiency with Microsoft 365 (Excel, PowerPoint) and CRM (Dynamics
365/Salesforce).

Languages: Business English; French and/or German are a plus for
Benelux/DACH.

Nice-to-Have

Exposure to customs & brokerage, bonded operations, and cross-border EU
flows.

Knowledge of sustainability/CO, reporting (EN 16258/GHG Protocol) and green
lane initiatives.

Experience with joint marketing programs, MDF (market development funds), or
channel frameworks.

Certifications in Challenger/MEDDICC, Lean/Cl, or alliance management.

Core Competencies

Strategic Thinking: Builds scalable partner portfolios with clear economic logic.
Commercial Acumen: Structures win-win deals that protect margin and reduce
risk.
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e Program Orchestration: Drives cross-functional execution from contract to
go-live.

e Negotiation & Influence: Aligns internal stakeholders and external partners at
executive level.

¢ Analytical Rigor: Translates data into partner selection, pricing, and
performance decisions.

¢ Communication: Clear, persuasive narratives; comfortable with C-level and
procurement.

¢ Governance Mindset: Maintains high standards on contracts, data, and
compliance.

Key Performance Indicators (KPls)

o Revenue & Margin attributable to partner-sourced or partner-enabled deals
(CM1/CM2).

o Pipeline & Win Rate for partner-led opportunities (coverage = 3x by quarter).

o Capacity & Coverage expansion on priority lanes/sectors (e.g., space
protection, warehouse slots).

o Operational Performance: OTIF/DIFOT, claims, exception resolution time for
partner-delivered services.

¢ Partner Health: QBR scores, SLA adherence, rebate achievement,
churn/renewal rates.

o Integration & Enablement: # of enabled sellers, usage of partner
playbooks/collateral, time-to-first joint deal.

e Compliance: Contract governance (DoA), indexation adherence, data/privacy
and competition law compliance.

Education

e Bachelor’s/master’s in business, Logistics/Supply Chain, International Trade, or
related field; or equivalent experience.
Work Environment & Travel

e Hybrid role; 20-40% travel for partner meetings, customer pursuits, trade fairs,
and site visits.
Equal Opportunity Statement

We are an equal opportunity employer and are committed to building an inclusive,
diverse workplace.

Optional Add-Ons
A) 30/60/90-Day Plan

e 0-30days: Audit current partners, contracts, rebates; map gaps vs. strategy;
prioritize 5-8 target partners; define KPIs & QBR templates.
o 31-60 days: Negotiate/refresh top 3-4 agreements; publish partner playbooks &
joint value props; run enablement for Sales/KAMs.
e 61-90 days: Launch 1-2 joint campaigns; integrate pricing & SOPs into tender
workflows; conduct first QBRs and publish performance dashboard.
B) Sample Interview Questions
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e Tellus about a partnership you structured and scaled—how did you prove

mutual ROl and protect margin?

e How doyou handle capacity/price volatility with carriers while maintaining
service and profitability?

e Describe your approach to partner selection and due diligence (compliance,
ESG, delivery capability).

e How doyou design co-selling motions and measure their success?
C) Short LinkedIn/Job-Board Ad

Strategic Partnerships Manager (Logistics) — Build and scale carrier/3PL/tech
partnerships to grow revenue and capability across Road, Air/Ocean, and Warehousing.
Own sourcing, negotiation, joint value propositions, and co-selling programs. 6-10 yrs in

logistics alliances/commercial roles, strong negotiation & data skills (CM1/CM2), CRM +
Microsoft 365. EN + [FR/DE]. Hybrid; 20-40% travel.
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The Commercial Analyst provides the analytical backbone that supports informed
decision-making across pricing, sales, operations, and strategic planning.

You will analyse performance data, model profitability, support bids/tenders, identify
margin leakage, and deliver insights that optimize revenue and cost-to-serve across
Road, Air, Ocean, and Warehousing/3PL services.

10.25. Commercial Analyst (Transport & Logistics)

Role Purpose

This role strengthens commercial governance and helps ensure that the company grows
profitably, sustainably, and competitively.

Key Responsibilities
1) Pricing & Profitability Analysis (30%)

¢ Build and maintain margin and costing models for Road (FTL/LTL/Groupage),
Air/Ocean, CEP, and Warehouse/3PL.
o« Analyse CM1/CM2, rate structures, surcharges, and indexation impacts.
o Perform lane-level profitability analysis and identify high/low-yield routes.
¢ Review pricing requests for feasibility and alignment with commercial guardrails.
¢ Recommend pricing adjustments to improve yield and competitiveness.
2) Data Insights & Reporting (25%)

o Produce weekly/monthly dashboards: revenue, margin, OTIF, claims, win rate,
pipeline health.
¢ Analyse trends, seasonality, cost changes, customer mix, and operational KPlIs.
e Provide insights to Sales, Operations, and Finance for decision-making.
o Build reports that highlight opportunities for margin improvement and risk
mitigation.
3) Tender & Bid Support (20%)

e Support tender (RFQ/RFP/RFI) processes with data collection, cost modelling,
and scenario analysis.

o Validate tender assumptions (capacity, lead time, cost-to-serve, surcharges).

o Prepare pricing sheets, competitiveness benchmarks, and profitability
assessments.

o Collaborate with Tender Desk, Pricing, Operations, and Finance for cross-
functional alignment.

4) Commercial Governance & Forecasting (15%)

e Support weekly forecasting processes with data, variance explanations, and
trend projections.

e Track pipeline accuracy, revenue/margin forecasts, pricing exceptions, and
contract performance.

e l|dentify cost drivers and potential margin leakage points; propose controls and
countermeasures.

e Ensure data accuracy in CRM (Dynamics 365/Salesforce) and ERP platforms.

5) Market Intelligence & Competitor Insights (10%)
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Track competitor pricing, market rates, carrier capacity changes, and economic
indicators.

Provide intelligence for route development, go-to-market planning, and product
positioning.

Support leadership with commercial recommendations based on market
dynamics.

Required Qualifications & Experience

2-5 years in commercial analysis, pricing, finance, or data analytics preferably in
transport, logistics, forwarding, or 3PL.

Strong analytical skills and experience with cost modelling, pricing logic, and
margin analysis.

Understanding of transport economics: fuel indexation, surcharges, Incoterms,
CMR basics, cost structures.

Proficiency in Microsoft Excel (advanced), Power Bl/Tableau, and PowerPoint.
Experience using CRM (Dynamics 365/Salesforce) and ERP/TMS/WMS data
structures.

Languages: Business-level English; additional languages (FR/DE) are an
advantage depending on region.

Nice-to-Have

Experience with Air/Ocean pricing, carrier tariffs, and consolidation models.
Understanding of customs processes, bonded warehousing, and cross-border
EU flows.

Knowledge of CO, reporting, ESG requirements, and sustainability metrics.
SQL or advanced data analytics skills (Python, R) a plus but not required.

Core Competencies

Analytical Thinking: Ability to interpret data and translate insights into
commercial actions.

Commercial Acumen: Understands profitability, cost drivers, pricing levers, and
competition.

Attention to Detail: High accuracy in calculations and reporting.
Communication: Presents complex data clearly to commercial and operational
stakeholders.

Collaboration: Works effectively with Sales, Pricing, Ops, Finance, and Tender
teams.

Problem-Solving: Proactive in identifying issues and proposing practical
solutions.

Process Discipline: Ensures strong data hygiene and governance.

Key Performance Indicators (KPls)

Margin improvement (CM1/CM2) through analytics and pricing
recommendations.

Accuracy of pricing models and forecasting.

Timeliness and quality of dashboards and analytics outputs.
Reduction in margin leakage and unbilled cost items.

Support effectiveness in tenders (win rate impact).

Data accuracy in CRM/ERP and reporting systems.
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e Bachelor’s degree in business, Finance, Economics, Logistics, Data Analytics, or
related field.
Work Environment & Travel

¢ Internal stakeholder satisfaction (Sales/Finance/Operations).
Education

e Mostly office or hybrid.
e Minimal travel (0-10%), mainly for internal meetings or training sessions.

Equal Opportunity Statement

We are committed to equal opportunity, diversity, and inclusion in the workplace.
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The Revenue Management Analyst drives profitable growth by turning data into pricing
and yield decisions across transport and logistics services. You will build and maintain
pricing models, optimize mix (lanes, products, customers), identify margin leakage, and
implement indexation/surcharge frameworks that protect CM1/CM2 while remaining
competitive.

This role partners closely with Sales, Tender/Pricing Desk, Operations, Finance, and
Trade/Route Development to ensure the right price, for the right customer, on the
right lane at the right time.

10.26. Revenue Management Analyst (Logistics)

Role Purpose

Key Responsibilities
1) Pricing & Yield Optimization (30%)

¢ Develop and maintain lane-level and product-level pricing models (Road
FTL/LTL/Groupage, Air/Ocean, CEP, Warehouse/3PL).

o Setguardrails and target yields by segment, lane, and service tier; recommend
price floors/ceilings by season and capacity.

¢ Run price sensitivity and elasticity analyses; propose adjustments to improve
contribution margin and win rate.

o Design and maintain indexation (fuel, wage, energy) and surcharge frameworks
(peaks, special handling, congestion).

2) Forecasting & Demand Management (20%)

e Build demand forecasts at lane/route and customer segment levels, incorporate
seasonality, peak events, and macro capacity shifts.
¢ Partner with Trade/Route Development and Procurement to align capacity plans
with price/yield targets.
¢ Monitor booking curves and fill factors (where applicable) to steer pricing and
acceptance decisions.
3) Tender & Deal Desk Support (20%)

e Support RFQ/RFP pricing with fact-based benchmarks, competitiveness checks,
and CM1/CM2 impact modelling.
e Pressure-test tender assumptions (volume, service levels, lead times,
accessorials, feasibility) and flag risk.
¢ Recommend structured trade-offs (SLA vs. price; lead time vs. emissions;
minimum volume vs. capacity commitment).
4) Margin & Leakage Control (15%)

o Diagnose and reduce margin leakage (unbilled accessorial, wrong tariff
mapping, weight/volume discrepancies, waiting time).

o Trackrealized vs. quoted margins; perform variance analysis and implement
corrective actions with Sales/Ops/Finance.

e Improve cost-to-serve visibility and embed recovery mechanisms within pricing
(e.g., dwell time, redelivery, special equipment).

5) Analytics, Reporting & Governance (10%)
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Publish dashboards on revenue, CM1/CM2, yield, discount exceptions, win rate,
and pipeline quality (in partnership with Commercial Ops).

Maintain strong CRM/ERP/TMS data hygiene; ensure pricing decisions are
traceable and auditable.

Contribute to pricing policy updates, DoA thresholds, and approval workflows.

6) Cross-Functional Collaboration (5%)

Align with Operations on service design, feasibility, and performance drivers
(OTIF/DIFQT, claims).

Support Finance with revenue forecasts, indexation calendars, and scenario
planning.

Enable Sales with structured guidance (playbooks, pricing one-pagers, deal
review checklists).

Required Qualifications & Experience

2-5 years in revenue management, pricing, commercial analysis, or finance—
preferably within logistics/transport/3PL/forwarding.

Solid grasp of transport economics (rate structures, fuel/indexation, surcharges),
Incoterms, and CMR basics.

Hands-on experience with pricing or profitability models (lane-level /
product-level).

Strong analytical skills: advanced Excel required. Experience with Bl (Power
Bl/Tableau) preferred.

Familiarity with CRM (Dynamics 365/Salesforce) and data from TMS/WMS/ERP
systems.

Languages: Business English; French and/or German a plus depending on
region.

Nice-to-Have

Exposure to Air/Ocean rate sheets, carrier procurement, or capacity planning.
Knowledge of CO, reporting/ESG (EN 16258 methodology) and sustainability
pricing logic.

SQL/Python for data analysis (beneficial but not mandatory).

Experience with tender management or deal desk processes.

Core Competencies

Analytical Rigor: Comfortable with complex datasets, modelling, and scenario
design.

Commercial Acumen: Understands yield, elasticity, margin drivers, and
cost-to-serve.

Detail Orientation: High accuracy in pricing, assumptions, and documentation.
Communication: Translates data into actionable guidance for Sales, Ops, and
leaders.

Problem-Solving: Identifies root causes and implements pragmatic controls.
Stakeholder Management: Aligns cross-functional teams around revenue and
margin goals.

Governance Mindset: Follows DoA, pricing guardrails, and auditability
standards.

Key Performance Indicators (KPls)
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e Yield & Margin: CM1/CM2 uplift, realized vs. quoted margin, mix improvement
by lane/product.

e Pricing Effectiveness: Win rate vs. target segment, discount exception rate,
price realization.

e Forecast Quality: Demand forecast error (MAPE), indexation implementation
rate, pricing SLA adherence.

o Leakage Reduction: Decrease in unbilled accessorials/credits, dispute cycle
time.

e Commercial Impact: Contribution to tender wins, time-to-quote, and deal
velocity.

o Data & Governance: CRM/TMS pricing data accuracy, audit readiness,
compliance with guardrails.

Education

e Bachelor’s degree in business, Economics, Finance, Data/Analytics,
Logistics/Supply Chain or equivalent.
Work Environment & Travel

e Hybrid role; occasional travel (0-15%) for internal workshops, customer/tender
meetings, or carrier reviews.
Equal Opportunity Statement

We are committed to diversity, equity, and inclusion and welcome applications from all
backgrounds.

Optional Add-Ons
A) 30/60/90-Day Plan

e 0-30days: Audit current pricing models, indexation setup, discount patterns,
and leakage; align KPls/dashboards.
¢ 31-60 days: Implement guardrail refinements; publish pricing playbook by
segment/lane; support top 5 tenders with yield modelling.
e 61-90 days: Deliver CM1/CM2 uplift initiatives (e.g., accessorial recovery,
seasonal price resets); launch monthly win-loss and price realization reviews.
B) Sample Interview Questions

e Walkus through a pricing change that delivered measurable margin uplift. What
analysis and change controls did you use?
e How doyou balance competitiveness vs. profitability in procurement-led
tenders?
e Describe your approach to diagnosing and closing margin leakage.
e Which KPIs do you monitor weekly to steer revenue management?
C) Short LinkedIn/Job-Board Ad

Revenue Management Analyst (Logistics) — Own pricing models, yield optimization,
and indexation frameworks across Road/Air/Ocean/Warehouse. Drive CM1/CM2
improvement, reduce leakage, and support tenders with data-driven guidance. 2-5 yrs
in pricing/revenue/commercial analytics; strong Excel/Bl; logistics experience
preferred. EN + [FR/DE]. Hybrid.
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10.27. Pricing Analyst (Air/Sea/Road)

Department: Pricing & Commercial / Air & Sea / Road Transport

Location: [Insert Location / Hybrid]

Reports to: Pricing Manager / Commercial Manager / Head of Product (Air/Sea/Road)
Employment Type: Full-time

Scope: Multimodal pricing (Air Freight, Ocean Freight, Road FTL/LTL/Groupage), margin
analysis, rate management, tender support, and commercial governance

Role Purpose

The Pricing Analyst (Air/Sea/Road) is responsible for developing, maintaining, and
optimizing competitive pricing and rate structures across global and regional transport
modes.

You will work closely with Sales, Procurement, Trade Lane/Route Development,
Operations, and Finance to prepare accurate quotations, evaluate carrier tariffs, ensure
margin protection (CM1/CM2), and support large tenders with precise costing.

This role helps the business win profitable and sustainable new business while
ensuring pricing aligns with market conditions and internal commercial guardrails.

Key Responsibilities
1) Pricing Development & Rate Management (30%)

o Prepare and validate quotations across Air Freight, Ocean Freight, and Road
Transport (FTL/LTL/Groupage).

e Maintain rate sheets, tariffs, GSA/NVOCC agreements, and carrier/haulage cost
structures.

e Benchmark rates against market levels and adjust pricing in line with
seasonality, capacity, and rate volatility.

e Ensure pricing accuracy for weight/volume conversions, fuel surcharges, peak
surcharges, and special handling.

2) Tender & Bid Support (25%)

e Support RFQs/RFIs/RFPs by coordinating pricing inputs from carriers, hauliers,
procurement, and internal stakeholders.

e Build cost models (origin/destination charges, FSC/SSC, haulage, terminal fees,
documentation).

o Validate feasibility of service design (transit times, routings, cut-offs, equipment
availability).

e Prepare customer-specific pricing templates and profitability projections.

3) Profitability & Margin Analysis (20%)

¢ Conductlane-by-lane and product-level profitability reviews (CM1/CM2).

¢ Identify margin leakage and propose corrective actions (accessorial recovery,
tariff updates, process fixes).

¢ Analyse cost-to-serve components (loading/unloading, waiting time, customs,
demurrage/detention).
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e Support Commercial Management with pricing analytics for strategy and
budgeting.
4) Market Intelligence & Competitiveness (15%)

e Monitor market rates, airline GSA/CSA updates, ocean freight GRIs, truck
capacity changes, and competitor moves.
e Provide insightinto pricing trends, trade lane dynamics, seasonality impacts,
and capacity pressures.
o AssistTrade Lane / Route Development Managers with rate intelligence and yield
targets.
5) Commercial Governance & Data Management (10%)

o Ensure pricing aligns with Delegation of Authority (DoA), commercial guardrails,
and minimum margin thresholds.
e Maintain accurate pricing data in CRM (Dynamics 365/Salesforce), TMS/WMS,
and internal rate databases.
e Support audit readiness through consistent documentation and version control.
e Collaborate with Finance on indexation readiness and surcharge compliance.
Required Qualifications & Experience

e 2-5years pricing, commercial analysis, or transport operations experience in
logistics/forwarding.
e Strong understanding of:
o AirFreight: IATA rates, chargeable weight, GSA/CSA structures, fuel
surcharges.
o Ocean Freight: FCL/LCL tariffs, port charges, surcharges (BAF/CAF/THC),
carrier rate sheets.
o Road Transport: FTL/LTL/Groupage costing, route km logic, transit
matrices, tolls & accessorials.
e Strong analytical ability with advanced Excel skills (pivot tables, lookups, cost
models).
e Experience in tender pricing and customer quotation processes.
e Familiarity with Incoterms, CMR, and international transport documentation
basics.
e Experience with CRM (Dynamics 365/Salesforce) and TMS/ERP systems.
¢ Languages: Business English + relevant regional language(s) (e.g.,
French/German for Benelux/DACH).
Nice-to-Have

e Experience in procurement (carriers, hauliers) or trade lane management.

+ Knowledge of CO, reporting and sustainability-related cost modelling.

e Proficiency with Bl tools (Power BI, Tableau).

¢ Understanding of customs processes and bonded warehouse fee structures.
Core Competencies

e Analytical Expertise: Fast and accurate in cost modelling and data analysis.
o Commercial Awareness: Understands pricing levers, profitability drivers, and
market behaviour.
o Attention to Detail: Ensures pricing accuracy and completeness.
¢ Communication: Clearly explains pricing logic to Sales, Ops, and management.
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o Time Management: Handles multiple pricing requests under tight deadlines.
¢ Collaboration: Works well with Sales, Procurement, Finance, Trade Lane, and
Tender Teams.
¢ Problem-Solving: Identifies pricing risks and proposes feasible alternatives.
Key Performance Indicators (KPls)

e Pricing accuracy and on-time quote delivery.

e Margin improvement (CM1/CM2) through optimized pricing.

e Tender win rate influenced by pricing contribution.

e Reduction in margin leakage and unauthorized discounts.

e Dataaccuracy in rate management systems.

¢ Internal stakeholder satisfaction (Sales, Tender Desk, Procurement).
Education

e Bachelor’s degree in business, Logistics, Economics, Finance, or related field.
Work Environment & Travel

e Hybrid role; minimal travel (0-10%) for internal workshops or carrier meetings.
Equal Opportunity Statement

We welcome applicants from all backgrounds and are committed to creating a diverse
and inclusive workplace.
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10.28. Global Pricing Manager (Transport & Logistics)

Role Purpose

The Global Pricing Manager is responsible for designing, governing, and optimizing
pricing strategies across all global transport modes (Air, Ocean, Road) and supporting
3PL/Warehousing and Value-Added Services.

You will lead global pricing frameworks, ensure commercial competitiveness, protect
contribution margin (CM1/CM2), and harmonize rate structures across regions.

This role works closely with Product, Procurement, Trade Lane/Route Development,
Finance, Sales, and Tender Management to strengthen profitability and competitive
positioning worldwide.

Key Responsibilities
1) Global Pricing Strategy & Governance (30%)

e Define and implement global pricing frameworks for Air, Sea, Road, and
Warehousing/3PL.

o Establish rate structures, corridor/vertical pricing strategies, and deal guardrails.

e Drive consistency in pricing methodology, assumptions, and
indexation/surcharge models across regions.

e Own global Deal Desk processes and Delegation of Authority (DoA) for pricing
exceptions.

e Lead pricing audits to ensure compliance and data accuracy.

2) Global Tender & RFP Leadership (20%)

e Actas pricing lead for global/regional RFQs/RFPs, working with cross-regional
pricing teams.

e Validate pricing inputs from Procurement, Product, and regional pricing desks.

e Ensure tender responses meet feasibility, profitability, and competitiveness
standards.

e Support global bid strategy with value positioning, risk models, and commercial
scenario analysis.

3) Yield Management, Margin Optimization & Performance Analysis (20%)

o Analyze global CM1/CM2 performance and profitability by product, lane, vertical,
customer segment.

o Identify margin leakage and implement systemic fixes (tariff updates, accessorial
recovery, cost alignment).

o Influence route development, capacity planning, and rate negotiation strategies
based onyield analysis.

e Recommend global strategic actions for pricing resets, market adjustments, or
portfolio rebalancing.

4) Global Collaboration with Product, Procurement & Trade Lane Teams (15%)

e Work with Procurement to align carrier/haulage rate negotiations with pricing
strategy and target yields.
e Partner with Product (Air/Ocean/Road) and Route Development teams to ensure
pricing reflects capacity, network design, and operational feasibility.
91



&

o Support sustainability pricing (CO, reporting fees, green service premiums) and
digital product pricing (visibility tools, APl integrations).
5) Commercial Tools, Systems & Data Excellence (10%)

e Oversee global rate management tools (TMS/ERP/Rate Management Systems);
ensure clean data and standardization.
e Collaborate with IT/Bl teams to build pricing dashboards (rate competitiveness,
margin, elasticity, win rates).
e Enhance global pricing playbooks, templates, and training materials for regional
pricing teams.
6) Leadership & Stakeholder Enablement (5%)

e Provide global pricing guidance to Sales, KAMs, BDMs, Tender Desk, and regional
Pricing Managers.
e Delivertraining on pricing logic, value-based selling, margin protection, and
feasibility assessment.
¢ Communicate pricing updates, market changes, and strategic priorities to global
leadership.
Required Qualifications & Experience

e 7-12years of experience in pricing, revenue management, or commercial
analytics within logistics, forwarding, or 3PL sectors.
e Strongtechnical understanding of:
o Air Freight: chargeable weight, fuel surcharges, carrier rate structures
o Ocean Freight: FCL/LCL tariffs, GRI cycles, port/terminal fee structures
o Road Transport: FTL/LTL/Groupage costing, tolls, network economics
e Proven ability to lead global pricing frameworks and complex tenders.
e Strong commercial acumen (CM1/CM2, cost-to-serve, elasticity, yield).
e Advanced Excel and Bl tools (Power Bl/Tableau); experience with pricing and
TMS/ERP systems.
o Experience working with multinational teams in global matrix organizations.
e Languages: Business English; additional languages (FR/DE/ES/CN) beneficial.
Nice-to-Have

e Experience in carrier procurement or product management.
e Understanding of CO,/ESG pricing models and sustainability requirements.
e Exposure to global trade lane management or international route development.
¢ SQL/Python for advanced data modelling (optional but beneficial).
Core Competencies

o Strategic Pricing Expertise: Designs scalable global frameworks.

e Analytical Rigor: Comfortable with complex data, profit models, and scenario
planning.

e Commercial Acumen: Understands competitive dynamics, yield drivers, and
customer value.

e Cross-Functional Leadership: Aligns global teams across regions and
functions.

¢ Governance Mindset: Ensures compliance, consistency, and standards in all
pricing actions.
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¢ Communication Excellence: Clear, persuasive, and able to explain complex
pricing to non-technical stakeholders.
e Problem-Solving: Provides options and commercial recommendations under
ambiguity and tight timelines.
Key Performance Indicators (KPls)

e Global marginimprovement (CM1/CM2) across products and lanes.

e Winrate on global/regional tenders with pricing involvement.

e Pricing accuracy, competitiveness, and speed of response.

e Reduction of margin leakage and unauthorized pricing exceptions.

e Adoption and compliance with global pricing guardrails.

¢ Forecast accuracy and pricing effectiveness in cost-to-serve modelling.

o Stakeholder satisfaction (Sales, Product, Procurement, Leadership).
Education

e Bachelor’s or master’s in business, Economics, Logistics, Finance, or similar.
Work Environment & Travel

e Hybrid role with international coordination.
e Travel (10-30%) for global workshops, leadership meetings, customer pursuits,
and carrier visits.
Equal Opportunity Statement

We welcome applicants from all backgrounds and are committed to fostering a diverse
and inclusive workplace.
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10.29. Margin Optimization Specialist (Transport &
Logistics)
Role Purpose

The Margin Optimization Specialist is responsible for monitoring, improving, and
protecting profitability across all logistics service lines Road (FTL/LTL/Groupage), Air
Freight, Ocean Freight, Warehousing/3PL, and CEP/Express.

This role identifies profit improvement opportunities, analyzes cost-to-serve, eliminates
margin leakage, and collaborates with Pricing, Operations, Finance, and Sales to
implement corrective actions that ensure sustainable CM1/CM2 performance.

The role is criticalin building a data-driven, disciplined, and proactive margin
culture.

Key Responsibilities
1) Margin Performance Analysis (30%)

e Conduct detailed CM1/CM2 analysis at customer, lane, product, and route
levels.

¢ ldentify unprofitable accounts, lanes, services, or cost anomalies and propose
corrective actions.

¢ Trackimpact of price changes, surcharges, indexation, and operational cost
variations.

e« Partner with Finance to provide variance analysis and executive commentary.

2) Margin Leakage & Cost-to-Serve Optimization (25%)

¢ Detect and eliminate leakage sources such as:
o Unbilled accessorials
o Incorrect tariffs
o Discrepancies in weight/volume/dimensioning
o Excessive wait times, detention/demurrage
o Inefficient routing or poor consolidation
¢ Build and maintain a margin leakage dashboard and coordinate cross-
functional action plans.
e Supportimplementation of standardized processes for cost recovery and
accessorial billing.
3) Pricing & Yield Support (20%)

¢ Work with Pricing Analysts to ensure rate proposals reflect true cost-to-serve
and protect minimum margins.

e Enable Sales with recommended price adjustments, lane targeting, and
customer mix strategies.
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¢ Conduct elasticity and sensitivity analysis to understand yield implications of
pricing moves.
e Support tender pricing with feasibility checks and profitability projections.
4) Operational Efficiency Insights (15%)

o Collaborate with Operations to analyze service failures, claims, OTIF issues, and
non-standard processes affecting profitability.
e Recommend operational improvements that reduce cost-to-serve (e.g.,
consolidation, linehaul optimization, pickup/delivery window redesign).
¢ Align with Route/Trade Lane Managers on demand, capacity, and yield
strategies.
5) Governance, Reporting & Forecasting (10%)

¢ Maintain accurate, standardized margin reporting including dashboards, KPls,
and trend insights.

e Support forecasting processes with margin projections, risk/opportunity
analysis, and realized vs. planned performance.

e Ensure compliance with pricing guardrails, Delegation of Authority (DoA), and
indexation frameworks.

¢ Document assumptions and maintain audit-ready records.

Required Qualifications & Experience

e 3-6years’ experience in logistics/transport/3PL pricing, commercial analytics,
revenue management, or finance.

e Strong understanding of multimodal cost structures, including Air, Ocean, Road
FTL/LTL/Groupage, and Warehouse/3PL.

e Strong analytical skills: cost modelling, margin analysis, variance analysis,
scenario simulations.

e Advanced Excel proficiency: experience with Bl tools (Power Bl, Tableau)
preferred.

o Experience with CRM (Dynamics 365/Salesforce) and ERP/TMS/WMS data flows.

o Knowledge of Incoterms, CMR, fuel indexation, surcharges, and transport
economics.

¢ Languages: Business English; regional languages (French/German) are an
advantage.

Nice-to-Have

o Experience with carrier procurement or trade lane management.
e Understanding of CO,/ESG cost modelling and sustainability-driven pricing.
e Exposure to continuous improvement methodologies (Lean, Kaizen).
e SQL/Python data skills (optional).
Core Competencies
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e Analytical Excellence: Strong ability to work with large data sets and extract
actionable insights.

e Commercial Acumen: Understands margin drivers, cost-to-serve, pricing logic,
and yield.

e Problem-Solving: Identifies root causes and implements pragmatic solutions.

e Attention to Detail: Ensures accuracy and consistency in analysis and reporting.

¢ Cross-Functional Collaboration: Works effectively with Sales, Ops, Pricing, and
Finance.

e Communication: Clearly explains profitability insights to non-technical
stakeholders.

e Governance Mindset: Follows DoA, audit standards, and pricing/margin
controls.

Key Performance Indicators (KPls)

¢ CM1/CM2 improvement across portfolios, lanes, and customer segments.
e« Margin leakage reduction (quantified financial impact).
¢ Pricing compliance and reduction in unauthorized exceptions.
¢ Forecast accuracy for margin and cost-to-serve.
o Time-to-insight for margin issues and corrective actions.
e Operational efficiency linked to margin improvements.
o Stakeholder satisfaction (Sales, Finance, Operations).
Education

e Bachelor’s degree in finance, Economics, Logistics, Supply Chain, Data
Analytics, or equivalent experience.
Work Environment & Travel

e Hybrid role; minimal travel (0-20%) for internal workshops, customer reviews, or
site visits.
Equal Opportunity Statement

We are committed to diversity, equity, and inclusion and welcome applicants from all
backgrounds.
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Marketing & Brand Management
10.30. Marketing Coordinator
(Transport & Logistics Sector)

1. Position Overview

The Marketing Coordinator supports the planning, execution, and monitoring of
marketing activities that promote the company’s transport and logistics services. This
role ensures consistent brand presence, helps generate leads, strengthens customer
engagement, and contributes to the company’s strategic commercial growth. The
Marketing Coordinator works closely with sales, operations, customer service, and
external partners.

2. Key Responsibilities
A. Marketing Campaigns & Content Creation

e Assistin planning and executing digital and offline marketing campaigns.
o Develop, edit, and publish marketing content (blogs, case studies, newsletters,
social media posts, video scripts, brochures).
¢ Maintain and update the company website and landing pages.
o Coordinate the creation of visual content (infographics, product sheets,
presentations).
B. Digital Marketing & Analytics

¢ Manage and monitor company presence on LinkedIn, Facebook, X, and
industry platforms.

e Support SEO and SEM activities to improve online visibility.

¢ Trackand report KPIs such as campaign performance, website traffic, lead
generation, and engagement.

e Use analytics tools (Google Analytics, CRM dashboards) to provide insights and
recommendations.

C. Branding & Communication

e Ensure consistent use of the company’s brand identity across all
communications.
¢ Prepare and distribute press releases, corporate announcements, and
customer updates.
e Supportinternal communications (intranet updates, newsletters, employee
announcements).
D. Events & Trade Shows

¢ Coordinate participation in industry events, conferences, and trade fairs.
e Prepare marketing materials, event logistics, booth design, and lead capture
tools.
e Supportthe organization of customer workshops, webinars, and company
events.
E. Sales Support
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e Prepare sales collateral (presentations, case studies, service brochures).
e Assistwith lead nurturing and CRM updates.
e Support tender and RFP responses with professional marketing input.

F. Market Research

¢ Conductresearch on transport/logistics trends, competitor activities, and
customer needs.
e Collect data to support strategic decisions for new services and market
expansion.
3. Required Qualifications

Education

e Bachelor’s degree in marketing, Communications, Business, Logistics, ora
related field.
Experience

e 1-3years’ experience in marketing, ideally in transport, logistics, supply chain,
freight forwarding, or B2B industries.
o Experience with digital tools (CMS, CRM, email marketing platforms, analytics
dashboards).
4. Key Skills & Competencies

Technical Skills

o Strong knowledge of digital marketing and social media management.
e Experience with tools such as:

o CMS (e.g., WordPress)

o CRM systems (HubSpot, Salesforce, or similar)

o Adobe Creative Cloud / Canva

o Google Analytics, SEO tools
e Good understanding of transport & logistics concepts (beneficial).

Soft Skills

e Excellent communication (written and verbal).

e Strong organizational skills and attention to detail.

o Ability to manage multiple projects and deadlines.

e Creative mindset and proactive attitude.

e Strong teamwork and cross-department coordination.
5. Personal Attributes

e Curious and eager to learn about logistics and supply chain trends.
¢ Hands-on, problem-solver, and able to adaptin a fast-paced environment.
¢ Customer-focused approach with a business-oriented mindset.

6. Working Conditions

e Full-time position.

e Hybrid work possible (depending on company policy).

¢ Occasional travel for trade shows, customer events, or corporate activities.
7. Performance Indicators
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Growth in web traffic, lead generation, and social media engagement.
Quality and consistency of marketing materials.

Timely execution of campaigns and events.

Positive feedback from sales and operational teams.

Contribution to brand visibility and customer communication.
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10.31. Marketing Specialist (Logistics)

1. Position Overview

The Marketing Specialist (Logistics) is responsible for developing and executing
marketing initiatives that strengthen the company’s brand, promote transport and
logistics solutions, and support commercial growth. This role combines strategic
planning with hands-on marketing execution, requiring strong knowledge of B2B
communication, logistics market dynamics, and digital marketing best practices.

2. Key Responsibilities
A. Strategic Marketing

e Contribute to the development of the annual marketing plan, alighed with sales
and operational priorities.
o Identify market opportunities, customer segments, and emerging trends in
logistics and supply chain.
e Support positioning and messaging for key logistics services: freight forwarding,
warehousing, transportation, last-mile, etc.
B. Digital Marketing & Lead Generation

e Manage multi-channel digital campaigns (LinkedIn, Google Ads, industry
platforms) focused on lead acquisition and brand visibility.
e Implement SEO/SEM strategies to improve search visibility.
¢ Track, measure, and optimize campaign performance using analytics tools.
¢ Manage the company website content and conversion-optimized landing pages.
C. Content Strategy & Production

e Develop high-quality B2B content, including:
o case studies
white papers
market insights
customer success stories
service brochures
o newsletters
o Collaborate with internal experts (operations, sales, product) to translate
logistics knowledge into clear customer-oriented messaging.
D. Brand, Communication & PR

o O O O

¢ Ensure consistent corporate brand identity across all materials.

¢ Develop communication materials for internal and external audiences.

e Prepare press releases, announcements, and media material.

¢ Manage relationships with agencies, designers, and external marketing partners.
E. Events & Trade Marketing

e Leadthe planning and execution of participation in logistics trade shows,
supply chain events, and conferences.
e Support organization of webinars, customer events, and workshops.
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o Develop event materials (presentations, banners, brochures) and coordinate
event follow-up.
F. Sales & Business Development Support

e Create compelling sales assets:
o capability decks
o tenders & RFP inputs
o service datasheets
o competitive analysis
e Support CRM-based lead nurturing and pipeline development.
3. Required Qualifications

Education

e Bachelor’s or master’s degree in marketing, Communications, Business,
Logistics, or related field.
Experience

o 3-5years of professional experience in marketing, ideally in logistics, transport,
freight forwarding, supply chain, warehousing, or B2B sectors.
¢ Proven experience in digital marketing, content creation, and data-driven
campaign management.
4. Skills & Competencies

Technical Skills

e Proficiency with digital tools:
o CMS (e.g., WordPress)
CRM (HubSpot, Salesforce, or similar)
Email marketing platforms
Adobe Creative Suite / Canva
Google Analytics, SEO tools
e Strong understanding of logistics concepts and customer challenges.
Soft Skills

O O O O

o Excellent writing and storytelling skills (English; other languages an asset).

e Strong project management and organizational capabilities.

¢ Analytical mindset and ability to interpret KPls.

o Creativity combined with strategic thinking.

o Ability to work cross-functionally with sales, operations, and management.
5. Personal Attributes

e Curious about logistics and supply chain innovation.
e Self-driven, proactive, and able to work independently.
¢ Comfortable working in a fast-paced, international B2B environment.
¢ Customer-focused with a strong sense of ownership.
6. Performance Indicators

e Lead generation growth and marketing-qualified leads (MQLSs).
¢ Website traffic, SEO rankings, and engagement metrics.
¢ Quality and impact of marketing content and campaigns.
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e Contribution to brand visibility and customer communication.
e Support effectiveness for sales and business development.
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10.32. Digital Marketing Specialist

1. Position Overview

The Digital Marketing Specialist is responsible for developing, executing, and
optimizing digital campaigns that enhance brand visibility, attract prospects, and
support business growth. This role requires strong expertise in digital channels,
data-driven decision-making, content development, and performance marketing.

The ideal candidate is creative, analytical, and experienced in managing digital
platforms in a fast-paced environment.

2. Key Responsibilities
A. Digital Strategy & Campaign Management

o Plan and execute multi-channel digital campaigns (paid social, email, search,
display).
e Setup and manage Google Ads, LinkedIn Ads, and other paid media campaigns.
¢ Implement digital strategies that support lead generation and customer
acquisition goals.
¢ A/Btest creatives, landing pages, and messaging to improve conversions.
B. Website & SEO Management

e Manage updates to the company website (CMS).
¢ Optimize website performance for SEO and user experience.
o Conduct keyword research and implement on-page/off-page SEO actions.
e Support creation of optimized landing pages for campaigns.
C. Analytics & Reporting

e« Monitor and analyse digital performance metrics (traffic, conversions,
engagement).
o Createregular reports using Google Analytics, Search Console, and CRM
dashboards.
e Provide insights and recommendations based on data.
e Track ROI of campaigns and optimize cost efficiency.
D. Content Development & Social Media

¢ Develop digital content including social media posts, newsletters, and web
articles.
¢ Manage corporate social media channels with clear editorial alignment.
¢ Coordinate with designers or agencies to produce visuals.
¢ Ensure consistency in tone of voice and brand identity across channels.
E. Marketing Automation & CRM

e Build and manage email marketing workflows, newsletters, and nurturing
flows.
e Maintain and update CRM marketing segments.
e Support alignment between digital marketing and sales/BD targets.
F. Collaboration & Cross-Functional Support
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¢ Work closely with sales, communications, operations, and leadership teams.
e Supportdigital components of events, webinars, and product/service launches.
¢ Coordinate with external suppliers (agencies, freelancers, media partners).

3. Required Qualifications

Education

e Bachelor’s degree in digital marketing, Marketing, Communications,
Business, or related field.
Experience

e 2-5years of hands-on experience in digital marketing.
¢ Proven experience managing paid campaigns and digital performance tools.
e Experience in B2B, technology, logistics, or service industries is a plus.

4. Skills & Competencies

Technical Skills

e Proficiency with:
o Google Ads, Google Analytics

SEO/SEM tools (e.g., SEMrush, Ahrefs, Moz)
Social media ad platforms
Marketing automation tools (HubSpot, Mailchimp, ActiveCampaign, etc.)
CMS platforms (WordPress or similar)
Adobe Creative Cloud or Canva

e Strong analytical skills and ability to interpret data.
Soft Skills

o O O O O

¢ Excellent communication and copywriting ability.
e Strong organizational and project management skills.
e Creativity and ability to produce compelling digital content.
o Proactive, detail-oriented, and results driven.
e Ability to work independently and collaboratively.
5. Personal Attributes

o Digital-savvy with a passion for online trends and emerging technologies.
e Curious, innovative, and comfortable experimenting with new tools.
o Adaptable, agile, and able to prioritize in a fast-paced environment.

6. Performance Indicators

e Growth in digital leads and conversions.

o Website traffic and SEO performance improvements.

e Success of paid campaigns and ROI.

¢ Engagementrates on digital channels.

¢ Overall contribution to brand visibility and commercial goals.
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The Content Marketing Manager leads the development and execution of a strategic
content program that strengthens the brand, drives engagement, and supports
commercial growth. This role owns the full content lifecycle from planning to production
to performance analysis and ensures that all content is aligned with the company's
messaging, tone, and market positioning.

10.33. Content Marketing Manager

1. Position Overview

The ideal candidate combines strong editorial expertise, storytelling skills, and B2B
marketing experience with a data-driven mindset.

2. Key Responsibilities
A. Content Strategy & Leadership

¢ Develop and maintain the global content strategy aligned with brand,
marketing, and sales priorities.

e Create annual and quarterly content roadmaps, including themes, formats, and
channels.

¢ Lead content planning across teams, involving subject-matter experts and
business units.

¢ Ensure consistent messaging and brand voice across all touchpoints.

B. Content Creation & Management

¢ Produce high-quality content such as:
o thought-leadership articles
white papers & reports
case studies & customer stories
website content & landing pages
blog posts
email newsletters
o video scripts & event content
e Oversee editorial workflow, including briefing, editing, approvals, and
publication.
e Manage content governance, tone of voice guidelines, and editorial standards.
C. Digital & SEO

o O O O O

¢ Optimize all content for SEO, readability, and conversion.
¢ Collaborate with digital teams to ensure strong distribution across channels
(website, email, social media, paid media).
¢ Monitor performance analytics and implement improvements based on data
insights.
D. Social Media & Thought Leadership

¢ Define and manage the social media content strategy.
e Support leadership and subject-matter experts with thought-leadership content.
¢ Develop messaging frameworks for industry topics and strategic themes.

E. Cross-Functional Collaboration
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¢ Work closely with:
Sales (sales enablement assets, case studies, pitch content)
o Product/Operations (technical content, service descriptions)
o Communications (PR, corporate messaging)
o C-suite (executive communication)

¢ Coordinate with agencies, freelancers, and creative partners.
F. Content Performance & Reporting

O

e Track KPIs such as:
o content engagement
o SEO rankings
o lead generation contribution
o content-driven conversions
¢ Provide monthly and quarterly performance reports with insights and
recommendations.
3. Required Qualifications

Education

e Bachelor’s or master’s degree in marketing, Communications, Journalism,
Business, or related field.
Experience

e 5+ yearsin content marketing, editorial management, or digital communication.
o Strong experience in B2B sectors; experience in logistics, supply chain, or
technology is a plus.
e Proven ability to manage complex content projects and editorial calendars.
4. Skills & Competencies

Technical Skills

e Excellent writing, editing, and storytelling ability.
o Strongunderstanding of SEO best practices.
¢ Familiarity with digital tools:
o CMS (WordPress, Drupal, etc.)
o SEO tools (Ahrefs, SEMrush, Moz)
o Email/marketing automation (HubSpot, Marketo, Mailchimp)
o Social media management platforms
o Ability to analyze performance data and translate it into action.
Soft Skills

e Strong leadership and project-management capabilities.
o Ability to translate complex technical information into clear customer-oriented
messages.
o Creativity, strategic thinking, and attention to detail.
e Excellent communication and stakeholder management skills.
5. Personal Attributes

¢ Highly organized with strong editorial discipline.
¢ Proactive, innovative, and able to drive initiatives independently.
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e Curious and passionate about industry trends, customer needs, and digital
storytelling.
e Comfortable working in international, fast-moving environments.
6. Performance Indicators

e Growth in organic traffic and SEO rankings.

e Engagement across digital channels.

¢ Volume and quality of marketing-qualified leads influenced by content.
e Consistency and impact of brand messaging.

e Internal stakeholder satisfaction and collaboration effectiveness.
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10.34. Social Media Manager

1. Position Overview

The Social Media Manager is responsible for developing, implementing, and optimizing

the company’s social media strategy across all platforms. The role focuses on brand

awareness, audience engagement, content creation, and analytics. This position

requires creativity, strong communication skills, and a solid understanding of social

media trends and platforms.

The ideal candidate is a highly organized storyteller with experience in managing social
media for brands, preferably in B2B or service-oriented industries.

2. Key Responsibilities

A. Social Media Strategy & Planning

Develop a comprehensive social media strategy aligned with brand and
marketing goals.

Plan and manage the editorial calendar across all platforms (LinkedIn,
Facebook, Instagram, X, TikTok, YouTube, etc.).

Identify emerging social media trends and integrate innovative approaches.

B. Content Creation & Management

Create, edit, and publish engaging content:

o posts

o videos (short-form & long-form)

o stories &reels

o infographics

o live event coverage
Ensure content aligns with brand guidelines and communication standards.
Collaborate with designers, photographers, agencies, and internal teams for
content production.

C. Community Management

Engage with followers, respond to comments/messages, and manage
discussions.

Monitor brand reputation across social channels.

Foster a positive online community and strengthen audience relationships.

D. Campaign & Project Management

Develop and execute paid and organic social campaigns.

Coordinate cross-channel campaigns in collaboration with marketing teams.
Support employer branding, product launches, events, and announcements.

E. Analytics & Reporting

Track social performance metrics (engagement, growth, reach, clicks,
conversions).

Create monthly and quarterly performance reports.

Use insights to adjust strategies and optimize results.

Monitor competitor activity and industry benchmarks.
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F. Cross-Functional Collaboration

e Work closely with:
o Marketing & Communications
o HR(employer branding)
o Sales & Business Development
o Corporate leadership for executive visibility
e Ensure consistent and aligned messaging across the company.
3. Required Qualifications

Education

e Bachelor’s degree in marketing, Communications, Digital Media, Journalism,
or related field.
Experience

e 2-5years of professional experience in social media management.

e Experience in B2B industries or service sectors is an asset.

e Proventrackrecord in growing social media channels and managing campaigns.
4. Skills & Competencies

Technical Skills

e Strong command of major social media platforms and best practices.
e Proficiency with tools such as:
o Hootsuite / Sprout Social
o Meta Business Suite
o Linkedln Campaign Manager
o Adobe Creative Cloud / Canva
o Analytics tools (Google Analytics, native insights, KPl dashboards)
e Basicvideo editing and graphic design skills are a plus.
Soft Skills

o Excellent writing, storytelling, and communication abilities.
e Strong project management and organizational skills.
o Creativity, attention to detail, and brand sensitivity.
e Ability to work under pressure and handle tight deadlines.
¢ Proactive, collaborative, and adaptable mindset.
5. Personal Attributes

o Passionate about social media, digital culture, and visual storytelling.
e Curious, trend-aware, and willing to experiment with new formats.
e Engaged team player with a positive attitude.
e Strong sense of ownership and accountability.
6. Performance Indicators

¢ Engagementrate and audience growth across platforms.
¢ Quality and impact of content produced.

e Performance of paid and organic campaigns.

¢ Contribution to brand visibility and lead generation.

e Internal stakeholder satisfaction.
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10.35. Brand Manager

1. Position Overview

The Brand Manager is responsible for shaping, developing, and protecting the
company’s brand identity to ensure a consistent, strong, and differentiated market
presence. This role oversees brand strategy, messaging, visual identity, and brand
experience across all channels. The Brand Manager collaborates closely with
marketing, communications, product, HR, and leadership teams to ensure the brand
effectively communicates the company’s values and supports business growth.

The ideal candidate combines strategic thinking, creativity, and strong
project-management skills with a deep understanding of brand positioning and
customer perception.

2. Key Responsibilities
A. Brand Strategy & Positioning

¢ Define and refine the brand strategy, positioning, and architecture.
o Leadregular brand audits and ensure brand consistency across all touchpoints.
e Develop customer-centric value propositions and messaging frameworks.
e Drive initiatives that strengthen brand reputation and differentiation.
B. Brand Identity & Governance

¢ Own the brand guidelines and ensure their consistent application (visual
identity, tone of voice, messaging).
e Oversee the creation and approval of branded assets (presentations, brochures,
videos, templates).
e Traininternalteams on brand usage and support employer branding activities.
C. Cross-Channel Brand Execution

e Oversee the brand experience across:
o website and digital channels
o socialmedia
o events & sponsorships
o advertising & campaigns
o internal communications
¢ Ensure all activities reflect the brand’s personality and values.
D. Campaign Development

e Lead brand campaigns from concept to execution.
o Collaborate with agency partners on creative development, media planning, and
content production.
e Ensure campaigns align with brand objectives and KPls.
E. Research, Insights & Market Monitoring

¢ Conductresearch on brand perception, market trends, and competitor branding.
¢ Use insights to refine strategy and improve brand performance.
¢ Monitor industry trends and benchmark best-in-class branding practices.
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F. Cross-Functional Collaboration

o Work with:
o Marketing teams (content, digital, social)
o Sales & Business Development
o HR(employer brand initiatives)
o Leadership teams on corporate positioning
e Provide strategic brand input for product/service development.
G. Brand Performance & Reporting

e Track brand metrics including awareness, recognition, perception, and
engagement.
e Presentregular reports to leadership with insights and recommendations.
¢ Ensure brand activities contribute to overall business goals.
3. Required Qualifications

Education

e Bachelor’s or master’s degree in marketing, Brand Management,
Communications, Business, or a related field.
Experience

e 4-7 years of experience in brand management, strategic marketing, or
communication roles.
o Experience working with B2B brands is beneficial; sector-specific experience
(logistics, technology, services) is a plus.
¢ Proven ability to manage complex brand projects and creative processes.
4. Skills & Competencies

Technical Skills

o Strong understanding of brand strategy, identity systems, and storytelling.
e Competency with creative and digital tools (Adobe Creative Suite, Canva, CMS
platforms).
o Familiarity with market research, customer insight methodologies, and brand
analytics.
o Experience managing external agencies and creative partners.
Soft Skills

e Excellent communication, presentation, and stakeholder-management skills.
o Strategic thinker with strong analytical and conceptual abilities.
o Creative mindset with attention to detail and design sensitivity.
¢ Highly organized, with strong project-management skills.
e Ability to work across departments and influence decision-making.
5. Personal Attributes

e Passion for branding, creativity, and design.

e Strong sense of ownership and responsibility.

e Curious, trend-aware, and committed to continuous improvement.

¢ Confident, proactive, and able to work in a fast-paced environment.
6. Performance Indicators
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Brand awareness, perception, and recognition metrics.
Consistency and quality of brand execution across channels.
Effectiveness of brand campaigns and creative initiatives.

Internal adoption of brand guidelines.

Market differentiation and brand strength compared to competitors.
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10.36. Marketing Communications Manager

1. Position Overview

The Marketing Communications Manager leads the planning, development, and
execution of the company’s internal and external communication strategies. This role is
responsible for building brand visibility, strengthening corporate reputation, and
ensuring consistent, compelling messaging across all channels.

The position requires a strong communicator with expertise in content creation, digital
marketing, PR, campaigns, and stakeholder management. The ideal candidate
combines strategic thinking with hands-on delivery, especially in a dynamic B2B
environment.

2. Key Responsibilities
A. Communications Strategy & Planning

e Develop and execute a comprehensive marketing communications strategy,
aligned with overall business priorities.
o Define key messages, value propositions, and communication frameworks.
e Manage annual communication plans (campaigns, events, announcements,
publications).
B. External Communications & Brand Visibility

e Lead external communication activities including:
o pressreleases
o mediarelations
o corporate announcements
o speeches & statements
o storytelling & thought leadership

e Build and maintain relationships with journalists, media outlets, influencers, and

industry associations.
¢ Ensure brand consistency across all external touchpoints.
C. Content Management

e Oversee creation of high-quality content:
o website & landing page copy
o brochures, presentations, fact sheets
o newsletters and email communications
o reports, case studies, white papers
o social media content coordination
e Maintain editorial calendars and manage cross-team contributions.
D. Digital Marketing Communications

e Supportdigital channels with:
o social media messaging & campaigns
o web updates and blogs
o email marketing initiatives
o digital advertising content
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e Manage internal communication programs to improve employee engagement.
e Draft corporate messages, leadership communications, and internal
newsletters.
e Support HR and leadership teams in employer branding initiatives.
F. Campaign & Project Management

e Collaborate with digital specialists to ensure messaging coherence and
audience engagement.
E. Internal Communications

¢ Lead integrated communication campaigns across digital and offline channels.

e Coordinate with agencies, designers, and event partners.

e Support product or service launches with targeted communication materials.
G. Reputation & Crisis Communications

¢ Manage sensitive communications and support preparation of crisis
communication plans.
¢ Monitor company reputation across media and digital channels.
e Provide timely recommendations to leadership.
H. Analytics & Reporting

e Track and report communication performance through KPIs such as:
o mediacoverage
o audience reaches
o engagement metrics
o campaign performance
e Use datainsights to optimize future initiatives.
3. Required Qualifications

Education

e Bachelor’s or master’s degree in communications, Marketing, Public Relations,
Journalism, or related field.
Experience

e 5+ years of experience in marketing communications, corporate
communications, or PR.
e Background in B2B industries preferred; experience in logistics, technology, or
services is a plus.
e Proven track record of managing communication strategies and cross-channel
messaging.
4. Skills & Competencies

Technical Skills

e Strong writing, editing, and storytelling skills.

e Experience with media relations and PR tools.

¢ Knowledge of digital communication platforms and marketing automation
systems.

¢ Familiarity with CMS, CRM, and social media management tools.

¢ Ability to manage external agencies and creative suppliers.
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Soft Skills

Excellent interpersonal and communication abilities.

Strong project management and organizational skills.

Strategic mindset with the ability to think both big-picture and tactical.
High attention to detail and quality.

Ability to work under pressure and manage competing priorities.

5. Personal Attributes

Confident, articulate, and diplomatic communicator.
Proactive, resourceful, and creative problem-solver.
Strong sense of ownership and responsibility.

Team-oriented, collaborative, and able to influence diverse stakeholders.

6. Performance Indicators

Growth in brand visibility and positive media coverage.

Engagement metrics across digital and offline communication channels.
Consistency and quality of communication materials.

Stakeholder satisfaction (internal and external).

Effectiveness of campaigns and corporate messaging.
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10.37. Event & Trade Show Coordinator

1. Position Overview

The Event & Trade Show Coordinator is responsible for planning, organizing, and
executing the company’s participation in trade shows, conferences, exhibitions, and
corporate events. This role ensures that all events are professionally executed,
brand-aligned, cost-effective, and support the organization’s business development
and communication objectives.

The ideal candidate is detail-oriented, proactive, and skilled at managing multiple
projects simultaneously while working closely with internal teams and external
partners.

2. Key Responsibilities
A. Event & Trade Show Planning

e Develop an annual event calendar in collaboration with marketing and business
development teams.
¢ Research, evaluate, and select suitable trade shows, conferences, and
networking events.
e Prepare event proposals, budgets, timelines, and project plans.
B. Event Coordination & Logistics

¢ Manage event logistics including:
o booth design and construction
o equipment and material shipping
o travel and accommodation arrangements
o registration and on-site requirements
e Coordinate with vendors, suppliers, and event organizers.
¢ Ensurethat booth space, branding, and materials meet company standards.
C. Marketing Materials & Brand Activation

e Oversee creation of event materials such as:
o brochures, flyers, giveaways
o signage, banners, displays
o digital screens and presentations
o Coordinate with designers, agencies, and printers to ensure quality output.
e Ensure consistent brand presentation across all event elements.
D. Lead Generation & Business Development Support

e Define lead capture processes and tools (QR codes, CRM forms, business card
scanners).
e Support sales teams with pre-event briefings and post-event follow-up plans.
e Trackleads and work with sales/BD teams to ensure timely follow-up.
E. On-Site Event Management

e Serve as primary on-site coordinator during events.
e Oversee booth setup and breakdown.
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e Ensure smooth execution of schedules, demos, and customer interactions.
e Provide troubleshooting and support during the event.
F. Post-Event Reporting & Evaluation

e Conduct post-event debriefings and collect stakeholder feedback.
e Analyse ROI, including:
o lead quality
o engagement metrics
o visibility and brand impact
e Prepare professional event reports and improvement recommendations.
G. Internal & External Collaboration

e Work closely with marketing, communications, sales, HR (employer branding),
and leadership teams.
e Liaise with suppliers, contractors, event organizers, and industry partners.
3. Required Qualifications

Education

e Bachelor’s degree in marketing, Event Management, Communications,
Hospitality, or a related field.
Experience

e 2-4years of experience in event planning, trade show coordination, or project
management.
e Experience in B2B orindustry events is an advantage.
e Experience in logistics, transport, supply chain, or technical sectors is a plus
(optional depending on your industry).
4. Skills & Competencies

Technical Skills

e Strong understanding of event management processes and logistics.
e Proficiency with tools such as:
o project management platforms
o CRM/lead capture systems
o Microsoft Office, Canva/Adobe Suite
e Familiarity with booth construction and event supplier coordination.
o Experience negotiating with vendors and tracking budgets.
Soft Skills

o Excellent organizational and time-management skills.

e Strong communication and interpersonal abilities.

¢ High attention to detail and problem-solving mindset.

e Ability to multitask and work under pressure.

¢ Customer-oriented approach and strong teamwork abilities.
5. Personal Attributes

¢ Energetic, hands-on, and adaptable.
¢ Strong sense of ownership and initiative.
¢ Professional demeanour, especially in customer-facing environments.
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o Willingness to travel frequently for events (domestic and international).
6. Performance Indicators

e Successful execution of events according to plan, budget, and deadlines.
¢ Quality of leads generated and support provided to sales teams.

e Brand visibility and engagement improvement metrics.

o Stakeholder satisfaction (internal teams, partners, leadership).

e Continuous improvement in event processes and efficiency.
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The Public Relations Officer (PRO) is responsible for managing the company’s public
image, media relations, and reputation. This role ensures clear, consistent, and
engaging communication with the public, media, stakeholders, partners, and internal
audiences. The PRO develops communication materials, handles press inquiries,
supports crisis communication, and contributes to storytelling and brand visibility.

10.38. Public Relations Officer

1. Position Overview

The ideal candidate is a strong communicator, skilled writer, and relationship-builder
with a solid understanding of corporate messaging and media landscapes.

2. Key Responsibilities
A. Media Relations & Press Management

¢ Build and maintain strong relationships with journalists, media outlets, and
industry publications.
e Prepare and distribute press releases, statements, and media briefings.
o Coordinate interview requests, press conferences, and media events.
¢ Monitor media coverage and manage cuttings, summaries, and reports.
B. Public Relations & Corporate Messaging

¢ Develop and implement PR strategies in alignment with brand and corporate
objectives.

o Create messaging frameworks and key statements for leadership and
spokespersons.

e Support executive visibility through thought leadership and speaking
engagements.

e Ensure all public communications reinforce the organization’s mission and
values.

C. Content Creation & Editorial Support

o Write and edit:
o pressreleases
o speeches &talking points
o articles & opinion pieces
o newsletters and corporate updates
o award submissions

e Collaborate with design and marketing teams to produce communication

materials.
D. Crisis Communication & Reputation Management

e Supportthe preparation and execution of crisis communication plans.
o Draft reactive statements and Q\&A documents when sensitive situations arise.
¢ Monitor public sentiment, industry conversations, and potential reputational
risks.
¢ Advise leadership on communication actions during critical events.
E. Stakeholder Engagement
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o Collaborate with internal teams, partners, industry associations, and community
groups.
e Support CSRinitiatives, outreach programs, and corporate events.
e Enhance relationships with governmental or institutional stakeholders when
needed.
F. Digital & Social Communication

¢ Provide content and messaging for corporate social media channels.
e Ensure alignment of digital communication with PR and branding strategies.
e Monitor online conversations and propose recommendations.

G. Reporting & Analysis

e Track KPIs such as:
o mediareach
o sentiment analysis
o engagement
o Ccampaign outcomes
e Prepare periodic PR performance reports and improvement recommendations.
3. Required Qualifications

Education

e Bachelor’s or master’s degree in communications, Public Relations,
Journalism, Marketing, or a related field.
Experience

e 2-5years of experience in public relations, media relations, or communications.
e Experience in handling press relations, writing for media, and coordinating
communication activities.
e Experience in B2B, government, or industry-specific communication is an
advantage.
4. Skills & Competencies

Technical Skills

o Excellent writing, editing, and storytelling abilities.
e Strong understanding of media landscapes and PR best practices.
o Ability to craft compelling press materials and corporate messages.
o Familiarity with social media platforms, monitoring tools, and content systems.
o Ability to manage press events and media interactions confidently.
Soft Skills

e Stronginterpersonal and networking skills.

¢ High level of professionalism, diplomacy, and discretion.

e Ability to work under pressure and manage deadlines.

e Strategic mindset with attention to detail.

¢ Confident communicator with strong presentation skills.
5. Personal Attributes

¢ Proactive and solution-oriented.
e Calm and composed under pressure.
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e Curious, well-informed, and aware of industry trends.
e Strong sense of ethics and responsibility.
e Team player with a collaborative attitude.

6. Performance Indicators

e Quality and reach of media coverage.

e Alignment and consistency of messaging across channels.

e Strength of media relationships and responsiveness.

o Stakeholder satisfaction (internal leadership, partners, media).
e Contribution to corporate reputation and visibility.
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The Corporate Communications Manager is responsible for shaping and managing the
company’s internal and external communication strategies to strengthen corporate
reputation, enhance stakeholder relationships, and ensure a consistent and compelling
brand narrative.

10.39. Corporate Communications Manager

1. Position Overview

This role oversees media relations, internal communication, corporate messaging,
executive communication, crisis communication, and strategic storytelling. It requires a
strong communicator with exceptional writing skills, strategic thinking, and the ability to
navigate complex stakeholder landscapes.

2. Key Responsibilities
A. Corporate Communication Strategy

e Develop and implement a comprehensive corporate communications
strategy aligned with business priorities.
e Ensure consistent messaging and narrative across all communication channels.
e Advise leadership on communication approaches and stakeholder engagement.
B. External Communication & Public Relations

¢ Manage relationships with journalists, media outlets, industry bodies, and key

stakeholders.
¢ Plan and execute press releases, corporate announcements, interviews, and

media campaigns.
e Position the company as a thought leader through storytelling, white papers, and
executive visibility.
e Monitor and analyze media coverage, ensuring the company’s reputation is
accurately represented.
C. Internal Communication

e Develop internal communication programs that strengthen organizational
culture and employee engagement.

e Lead communication surrounding corporate initiatives, change management,
and leadership updates.

e Manage internal channels (intranet, newsletters, town halls, announcements).

D. Crisis & Issues Management

¢ Prepare and maintain crisis communication guidelines, playbooks, and

response protocols.
e Actas akey advisor during sensitive situations, ensuring timely and responsible
communication.
e Provide risk assessments and stakeholder impact analysis.
E. Executive Communication

e« Draft speeches, presentations, talking points, and messages for senior
leadership.
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e Support thought leadership positioning for CEO and executives.
e Coordinate external speaking engagements and executive visibility programs.
F. Content Development & Editorial Oversight

e Lead the creation of high-quality content including:

o reports

o statements

o corporate publications
o newsletters

o Sscripts

o web and social content
e Ensure editorial quality, accuracy, and adherence to brand voice.
G. Stakeholder Engagement

e Collaborate with internal departments, partners, associations, and institutional
stakeholders.
e Support CSR, sustainability, and public affairs initiatives with clear messaging.
e Coordinate communication for partnerships, MoUs, awards, and corporate
events.
H. Measurement & Reporting

e Track KPIs such as:
o mediacoverage
o engagement metrics
o brand perception
o internal communication effectiveness
e Provide insights and recommendations to leadership.
3. Required Qualifications

Education

e Bachelor’s or master’s degree in Corporate Communications, Public
Relations, Journalism, Marketing, Political Science, or a related field.
Experience

e 5-8years of experience in corporate communications, public affairs, PR, or
related domains.
e Strong experience in media relations, storytelling, and strategic communication
management.
o Experience in B2B or regulated industries (logistics, finance, technology, public
sector)is aplus.
4. Skills & Competencies

Technical Skills

e Exceptional writing, editing, and storytelling abilities.

¢ Strong knowledge of media relations, communication planning, and reputation
management.

e Skilled in crisis communication and issues management.

¢ Familiarity with communication tools: CMS, CRM, email marketing, analytics,
social media.
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Ability to manage agencies, designers, media partners, and content suppliers.
Soft Skills

Strategic thinker with strong analytical abilities.

Excellent interpersonal and stakeholder-management skills.
High level of diplomacy, discretion, and professionalism.
Strong project management and organizational capabilities.
Ability to work under pressure and manage competing priorities.

5. Personal Attributes

Confident spokesperson and natural communicator.
Proactive, adaptable, and solution-oriented.
High integrity and strong sense of responsibility.

Curious about industry trends and emerging communication practices.

Collaborative team player with leadership potential.

6. Performance Indicators

Strength and consistency of corporate messaging across channels.
Quality, reach, and sentiment of media coverage.

Internal communication effectiveness and employee engagement.
Leadership satisfaction with executive communication support.
Reputation management success and crisis readiness.
Contribution to brand credibility and stakeholder trust.
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The Creative Designher (Marketing) is responsible for developing visually compelling
and brand-aligned creative assets across digital and print channels. This role supports
marketing campaigns, branding initiatives, events, and content production by
translating concepts into engaging visual outputs.

10.40. Creative Designer (Marketing)

1. Position Overview

The ideal candidate is creative, detail-oriented, and able to collaborate closely with
marketers, content creators, and internal stakeholders to deliver high-quality design
work.

2. Key Responsibilities
A. Graphic Designh & Visual Content Creation

e Develop visually appealing designs for:
o social media graphics

website visuals & banners
brochures, flyers, and posters
presentations & pitch decks
infographics
email campaigns

o print &digital advertisements

¢ Ensure all designs follow brand guidelines and visual identity standards.

B. Brand Identity & Creative Direction Support

O O O O O

¢ Maintain and evolve the company’s brand guidelines.
e Support the creation of new brand elements, iconography, and visual styles.
e Ensure consistent application of brand visuals across all channels and
materials.
C. Marketing Campaign Support

e Collaborate with marketing teams to design creative assets for campaigns and
product/service launches.
o Contribute creative ideas during brainstorming sessions.
e Adapt campaign visuals for multiple formats and platforms.
D. Event & Trade Show Design

¢ Design event materials such as:
o roll-ups
o booth graphics
o signage & wayfinding
o programs and event handouts
e Supportvisual preparations for conferences, seminars, and trade fairs.
E. Digital Content Production

e Editand produce short-form videos, animations, and motion graphics (if
applicable).
e Prepare assets for web and social media, ensuring platform optimization.
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o Work closely with marketing, communications, and external vendors (printers,
agencies, photographers).
e Manage multiple design projects simultaneously while meeting deadlines.
e Present design concepts and iterate based on feedback.
3. Required Qualifications

e Collaborate with web developers or digital specialists on visual UX
improvements.
F. Collaboration & Project Management

Education

o Degree in Graphic Design, Visual Communication, Multimedia Design,
Marketing, or related field.
Experience

e 2-4years of professional experience in graphic or creative design (agency or in-
house).
e Experience designing for digital marketing, social media, and brand campaigns.
o Portfolio demonstrating a strong creative and visual design range.
4. Skills & Competencies

Technical Skills

e Strong proficiency in:

Adobe Creative Cloud (Photoshop, Illustrator, InDesign)

Canva

Figma (optional)

Video editing tools (Premiere Pro, After Effects) — optional but beneficial
¢ Understanding of print production, file preparation, and formatting.
¢ Knowledge of digital design standards (responsive design, aspect ratios,

optimization).
Soft Skills

O O O O

o High creativity with a strong visual sense.

e Attention to detail and commitment to quality.

e Excellent communication and collaboration skills.

e Ability to handle feedback constructively.

e Strong time-management and organizational abilities.
5. Personal Attributes

o Passionate about design, creativity, and brand storytelling.
¢ Curious, up to date with design trends and digital best practices.
e Proactive, resourceful, and solution oriented.
e Able to work independently while contributing to team goals.
6. Performance Indicators

¢ Quality and creativity of design deliverables.

e Brand consistency across all visual materials.

¢ Timeliness and efficiency in delivering design assets.
e Positive feedback from internal stakeholders.
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e Contribution to campaign success and audience engagement.
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10.41. Product & Solutions Marketing

Product & Solutions Marketing — Product Manager (Air / Sea / Road / Warehouse)
1. Position Overview

The Product Manager - Product & Solutions Marketing is responsible for developing,
positioning, and enhancing the company’s multimodal logistics solutions across Air
Freight, Sea Freight, Road Transport, and Warehousing. This role bridges the gap
between commercial strategy, product development, marketing, and operations,
ensuring that each solution is competitive, market-fit, and alighed with customer needs.

The Product Manager leads product lifecycle management, conducts market analysis,
supports commercial teams, and drives go-to-market (GTM) initiatives to promote
integrated logistics solutions.

This is a strategic and hands-on role requiring strong knowledge of end-to-end logistics,
customer expectations, and industry trends.

2. Key Responsibilities
A. Product Strategy & Development

¢ Define and maintain the product roadmap for Air, Sea, Road, and Warehouse
solutions.

o Identify new service opportunities, features, and customer requirements based
on market trends and competitive benchmarking.

o Work closely with operations, procurement, and commercial teams to develop
and refine product specifications.

e Lead productinnovation initiatives, including digital tools, value-added services,
and sustainability features.

B. Solutions Marketing & Positioning

¢ Develop clear value propositions, messaging, and product positioning for each
logistics mode.

¢ Ensure all solutions are aligned with customer needs, market expectations, and
commercial priorities.

¢ Translate technical/operational capabilities into customer-friendly materials and
marketing assets.

e Develop solution packages combining multiple modes (e.g., Air + Warehouse,
Sea + Road).

C. Go-to-Market (GTM) Planning

¢ Develop and execute GTM plans for new service launches and product
enhancements.

e Prepare content for campaigns, case studies, brochures, service sheets, and
landing pages.

o« Work with sales, marketing, and digital teams to ensure effective market
penetration.

e Monitor campaign performance and adjust value messaging accordingly.

D. Commercial Enablement

128



&

e Support sales teams with:
product training
sales kits & presentations
competitive differentiators
pricing structure inputs
o tender/RFP content
¢ Ensure commercial teams understand product updates, new features, and
competitive positioning.
E. Market & Competitor Intelligence

o O O O

e Conduct continuous market research on global and regional logistics trends.

e Analyse competitors’ offerings in Air, Sea, Road, and warehousing segments.

¢ ldentify pricing thresholds, service gaps, and market opportunities.

e Prepare periodic market reports and strategic recommendations for leadership.
F. Performance Monitoring & Product Optimization

e Track KPIs such as:

o product profitability

o service adoption/growth

o customer satisfaction

o operational performance
¢ Work with operations to address product-related performance issues.
o Develop improvement plans and corrective measures where needed.

G. Cross-Functional Collaboration

e Collaborate with:
o Operations (modal experts, warehouse managers)
o Sales & Business Development
o Marketing & Communications
o Digital Product/IT
o Quality & Sustainability teams
e Actas product owner for multimodal solutions across the organization.
3. Required Qualifications

Education

e Bachelor’s or master’s degree in Logistics, Supply Chain, Business, Marketing,
or related field.
Experience

e 4-7years of experience in logistics product management, freight forwarding,
solutions marketing, or supply chain development.
e Strong understanding of Air, Sea, Road transport, and/or warehousing
operations.
o Experience in B2B logistics, freight management, or integrated supply chain
solutions is a strong asset.
4. Skills & Competencies

Technical Skills
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o Deep understanding of international transport operations (Incoterms, trade
lanes, pricing logic).

¢ Knowledge of warehouse processes, value-added services, and contract
logistics.

e Experience in product lifecycle management and GTM execution.

e Ability to build commercial documentation and product training materials.

e Proficiency with CRM, data analytics, and marketing tools preferred.

Soft Skills

e Strong communication, storytelling, and presentation skills.
e Strategic thinker with hands-on execution ability.
¢ Analytical mindset and data-driven approach.
¢ Excellent stakeholder management and cross-functional collaboration.
e Ability to simplify complex operational topics into compelling commercial
messages.
5. Personal Attributes

e Customer-focused mindset with strong commercial awareness.
e Curious, innovative, and proactive in identifying new opportunities.
¢ Highly organized with strong project management capabilities.
¢ Abletoworkinadynamic, international logistics environment.
e Confident decision-maker with strong leadership potential.
6. Performance Indicators

e Growth in product adoption and revenue across Air/Sea/Road/Warehouse
solutions.

o Successful GTM execution for new products and service enhancements.

e Market share improvement and differentiation from competitors.

o Positive feedback from sales, customers, and operational teams.

e Product profitability and service performance KPls.

e Quality and impact of product marketing materials.
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10.42. Logistics Solutions Manager

1. Position Overview

The Logistics Solutions Manager is responsible for designing, developing, and
implementing integrated logistics solutions that meet customer requirements across
transport and supply chain operations. This role works closely with customers, sales
teams, product managers, and operations experts to create tailored solutions in areas
such as Air Freight, Sea Freight, Road Transport, Contract Logistics, Warehousing,
and Value-Added Services.

The ideal candidate combines strong analytical skills, operational knowledge,
commercial acumen, and the ability to translate customer challenges into optimized
end-to-end logistics solutions.

2. Key Responsibilities
A. Customer Needs Analysis & Solution Design

e Gather and analyse customer requirements, pain points, and operational
constraints.
¢ Conduct network modelling, transport flow analysis, and warehouse process
assessments.
e Designtailored end-to-end solutions including:
o multimodal transport chains
o warehousing & distribution models
o inventory and replenishment strategies
o digital and visibility tools
o value-added services (VAS)
e Prepare solution alternatives, technical options, and cost-benefit assessments.
B. Proposal Development & Tender Support

e Lead the solution design component for tenders (RFI/RFQ/RFP).
e Develop pricing structures with finance and procurement teams.
e Prepare professional solution documentation, including:
o solution blueprints
o commercial proposals
o presentations & diagrams
o process flows & SOP drafts
e Support sales teams in presenting solutions to customers and partners.
C. Project Implementation Support

e Leadthe transition from design phase to implementation together with
operations.
e Support onboarding of new customers by validating operational readiness.
e Provide guidance during the ramp-up phase and monitor performance.
e Ensure alignment between designed solution and actual execution.
D. Continuous Improvement & Optimization
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¢ |dentify opportunities for cost savings, efficiency gains, and quality
improvement.

e Lead redesign projects for existing customers or internal improvement programs.

e Analyse KPIs, operational data, and customer feedback to propose
enhancements.

e Contribute to innovation initiatives (automation, digital tools, sustainability
solutions).

E. Cross-Functional Collaboration

e Collaborate closely with:
o Transport product teams (Air, Sea, Road)
o Warehouse & Contract Logistics managers
o Sales and business development
o IT/Digital solutions teams
o Quality, HSE, and compliance departments
e Actas the “solution owner” during the full lifecycle.
F. Market & Industry Expertise

o Stay updated on market trends, customer expectations, and industry
developments.
e Benchmark competitors’ logistics solutions and service offerings.
e Support strategic decisions with data-driven recommendations.
3. Required Qualifications

Education

e Bachelor’s or master’s degree in Logistics, Supply Chain Management,
Industrial Engineering, Business, or a related field.
Experience

e 4-8years of experience in logistics solution design, freight operations, supply
chain consulting, or pre-sales engineering.
o Experience in Air/Sea/Road freight and/or warehouse operations is a major
advantage.
e Proven experience developing and delivering customer-focused logistics
solutions.
4. Skills & Competencies

Technical Skills

e Strong understanding of transport modes, warehousing, and supply chain
processes.

o Ability to model transport flows, warehouse layouts, and logistics networks.

e Strong analytical and financial modelling capabilities (Excel, Bl tools).

o Familiarity with WMS/TMS systems, digital supply chain tools, and visibility
platforms.

e Ability to develop SOPs, process maps, and technical documentation.

Soft Skills

e Excellent communication and presentation abilities.
e Strong stakeholder management and customer-facing skills.
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Ability to lead complex cross-functional projects.
High problem-solving capacity and strategic thinking.
Ability to simplify complex solutions into clear commercial narratives.

5. Personal Attributes

Customer-centric and innovation minded.

Proactive, structured, and detail oriented.

Strong commercial awareness with a solution-selling mindset.

Curious, eager to learn, and up to date with logistics and technology trends.
Comfortable working in dynamic, international environments.

6. Performance Indicators

Win rate for RFQs/RFPs supported.

Successful implementation of designed solutions.

Customer satisfaction and retention metrics.

Operational performance of launched solutions (cost, service, KPl adherence).
Contribution to revenue growth and margin improvement.

Quality and clarity of solution documentation and presentations.
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10.43. Product Marketing Specialist

1. Position Overview

The Product Marketing Specialist plays a key role in positioning the company’s
products and solutions in the market by developing messaging, go-to-market strategies,
and customer-oriented marketing content. The role acts as the bridge between product
management, sales, and marketing teams, ensuring that each product is clearly
defined, competitively positioned, and supported with effective commercial materials.

The ideal candidate combines strong analytical skills, marketing expertise, and the
ability to translate complex product features into compelling value propositions.

2. Key Responsibilities
A. Product Positioning & Messaging

o Develop strong value propositions, product narratives, and customer-focused
messaging.
¢ Ensure all product materials clearly articulate differentiation and benefits.
¢ Maintain up-to-date product descriptions, feature lists, and communication
guidelines.
B. Go-To-Market (GTM) Execution

e Support GTM planning for new product launches and enhancements.
e Coordinate cross-functional teams (product, sales, marketing) to execute launch
plans.
e Develop GTM assets such as presentations, landing pages, brochures, and
videos.
C. Market Research & Competitive Intelligence

¢ Conduct market analysis to understand customer needs, industry trends, and
technology developments.
¢ Analyze competitor offerings and maintain competitive benchmarking
documents.
e Translate insights into strategic product recommendations for product managers
and leadership.
D. Sales Enablement

e Create commercial tools such as:
o sales decks
o one-pagers
o case studies
o product FAQs
o comparison sheets
e Provide product training materials for internal teams.
e Supporttender/RFP responses with product-specific content.
E. Content Creation & Campaign Support
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Collaborate with content, digital, and design teams to produce product-related
content:

o blogarticles

o white papers

o customer stories

o email campaigns

o social media content
Ensure all assets are alighed with product strategy and corporate messaging.

F. Performance Tracking & Optimization

Monitor product marketing KPIs such as:

o campaign engagement

o lead generation

o customer adoption rates

o productawareness and retention
Prepare monthly and quarterly reports with insights and recommendations.
Support A/B testing and message experimentation for continuous improvement.

G. Cross-Functional Collaboration

Work closely with:
o Product Management (roadmap, features, updates)
o Sales & Business Development
o Digital Marketing & Communications
o Customer Success/ Operations
Ensure alignment between product strategy and market execution.

3. Required Qualifications

Education

Bachelor’s degree in marketing, Business, Product Management,
Communications, or related field.

Experience

2-5 years of experience in product marketing, B2B marketing, or
product-focused communication.

Experience with technology, logistics, SaaS, or service industries is an
advantage.

Experience supporting product positioning and GTM launches is highly valued.

4. Skills & Competencies

Technical Skills

Knowledge of product marketing frameworks (value proposition design,
segmentation, GTM planning).

Strong writing and communication abilities for technical and commercial
audiences.

Proficiency with marketing tools (CRM, CMS, automation platforms, analytics
dashboards).

Ability to conduct market research and competitive analysis.

Soft Skills
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e Strong analytical and strategic thinking skills.
e Excellent collaboration and stakeholder-management abilities.
e Ability to simplify complex product concepts into customer-friendly messages.
o Organized, detail-oriented, and able to manage multiple projects
simultaneously.
e Creative mindset with a proactive approach to problem-solving.
5. Personal Attributes

e Curious and eager to understand market and customer dynamics.
o Customer-centric mindset with commercial awareness.
e Confident communicator with storytelling ability.
¢ Adaptable, agile, and comfortable in fast-paced environments.
6. Performance Indicators

¢ Quality and consistency of product messaging and marketing materials.

e Success of product launches (engagement, adoption, commercial feedback).
¢ Improvements in awareness, leads, and market positioning.

o Sales team satisfaction and enablement effectiveness.

e Impact of product marketing initiatives on business growth.
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10.44. Innovation & Solutions Engineer

1) Role Overview

The Innovation & Solutions Engineer designs, validates, and deploys next-generation
logistics solutions that improve service, cost, speed, quality, sustainability, and
visibility. Bridging engineering, operations, and commercial teams, this role blends
solution design (process, layout, network, automation) with innovation (digitalization,
data, Al/optimization, sustainability) to deliver measurable business outcomes for
customers across Air, Sea, Road, and Warehousing.

2) Key Responsibilities
A. Discovery & Diagnostics

o Lead customer discovery: capture scope, constraints, SLAs, and pain points.
e Conduct as-is assessments (Gemba walks, time studies, value-stream
mapping, KPI baselining).
e Build problem statements and opportunity backlogs with quantified impact.
B. Solution Design & Engineering

o Design end-to-end solutions: multimodal flows, cross-dock/line-haul,
warehousing (inbound, storage, pick/pack, VAS, outbound).

o Develop warehouse layout & process concepts (slotting, zoning, MHE,
automation/AMRs, ergonomics, safety).

o Define transport network models (milk runs, pooling, consolidation, last-mile
options).

o Draft SOPs, process maps, RACI, service specs, and performance dashboards.

C. Modelling, Sizing & Financials

e Build volume/capacity models, headcount and MHE sizing, and space
utilization.
¢ Run what-if scenarios, sensitivity analyses, and buffer strategies.
o Create business cases (CapEx/OpEx, ROI, NPV, payback) with risk &
assumptions logs.
D. Digital, Data & Automation

e Evaluate and integrate WMS/TMS, yard & slotting tools, scan/vision systems,
loT, and control towers.
¢ Prototype data pipelines & dashboards (e.g., on-time, dwell times, productivity,
carbon).
¢ Assess automation options (conveyors, AS/RS, AMRs, pick-to-light/voice,
automated packaging) including vendor fit and throughput envelopes.
E. Tendering & Pre-Sales Support

¢ Lead the technical stream for RFI/RFQ/RFPs: solution write-ups, assumptions,
layouts, staffing tables, and schedules.
¢ Prepare solution decks, CAD/visuals, and customer demos.
o Collaborate on pricing, service catalogues, and SLA commitments.
F. Implementation & Ramp-Up
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o Translate designs into implementation plans (milestones, critical path, change
control).
e Oversee pilot trials, FAT/SAT for automation, and stabilization plans
(D+30/60/90).
e Train ops teams and hand over with run-state KPIs and
continuous-improvement charters.
G. Governance, Quality & Sustainability

e Ensure compliance with QHSE, customs, security, and industry standards.
¢ Embed lean/ClI (55, SMED, Kaizen, DMAIC) and sustainability (route
optimization, energy, packaging, CO,).
¢ Maintain a solutions library (templates, benchmarks, lessons learned).
H. Stakeholder & Vendor Management

o Coordinate cross-functionally (Sales, Ops, IT, Finance, HR, HSE).
e« Manage RFI/RFQ with automation vendors, tech providers, and 3rd-party
partners.
¢ Present concepts to customers, gather feedback, and iterate.
3) Required Qualifications

Education

e Bachelor’s/master’s in industrial/systems/mechanical engineering, Logistics &
Supply Chain, Operations Research, or related field.
Experience

¢ 3-7yearsin solutions design, industrial engineering, logistics engineering,
pre-sales, or operations excellence (3PL/4PL, freight forwarding, contract
logistics, e-commerce, manufacturing).
e Proven delivery of designed implemented solutions with tangible KPI
improvements.
4) Skills & Competencies

Technical

e Process engineering (VSM, time study, layouting, SOPs).

e Warehouse and transport capacity modeling; labor/MHE sizing.

o Data & analytics (Excel/Power Bl/Tableau; SQL basics a plus).

e Familiarity with WMS/TMS, automation/AMR vendors, and system integration.

o Optimization exposure (routing, slotting, batching; OR methods desirable).

e CAD/diagramming (AutoCAD, Visio, Lucidchart) and presentation design.
Soft Skills

e Structured problem-solving; strong storytelling from data to decisions.
¢ Stakeholder influence and customer-facing confidence.
e Project management, prioritization, and change leadership.
e Curiosity, creativity, and a continuous-improvement mindset.
5) Tools (Typical)

¢ Analytics & Bl: Excel, Power Bl/Tableau.
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e Modeling: Excel, Python/R (optional), simulation tools (e.g., AnyLogic/FlexSim—
if available).
e Design: AutoCAD/SketchUp, Visio/Lucidchart, Figma/Illustrator (for visuals).
e Ops Systems: WMS/TMS/YMS knowledge (e.g., Manhattan, Blue Yonder, Kdrber,
SAP EWM).
¢ PM: MS Project, Smartsheet, Jira/Confluence.
6) KPIs / Success Measures

e Winrate & margin of RFPs supported.
« Implementation success: on-time, on-budget, ramp-up KPIls met (service, cost,
quality).
¢ Productivity uplift (UPH/LPH), space utilization, and cost-to-serve reductions.
o Service KPIs (OTIF, lead time, damage rate) and stability at D+90.
o Sustainability impact (km saved, energy usage, CO, per unit).
o Stakeholder & customer satisfaction (NPS/CSAT).
7) Personal Attributes

e Hands-on, pragmatic, and data-driven.
e Customer-centric with strong commercial awareness.
e Comfortable in field & warehouse environments.
¢« Resilient, adaptable, and collaborative.
8) Career Path (Examples)

e Senior Solutions Engineer > Solutions Manager / Head of Solutions
¢ Innovation Lead / Automation Program Manager
e Industrial Engineering Manager / Operations Excellence Lead
e Product Manager (Digital/Automation) or Pre-Sales Director
9) 30-60-90 Day Plan (Onboarding)

e 0-30days: absorb product/service portfolio, current KPls, active RFQs; shadow
site ops; complete QHSE & systems training.
¢ 31-60 days: lead one diagnostic and one RFP workstream; draft a solution
concept & ROl with peer review; publish a standard template.
e 61-90 days: deliver a pilot or small Cl project with quantified benefits; formalize
a solutions playbook; present pipeline & roadmap to leadership.
10) Short LinkedIn Job Ad (optional)

Innovation & Solutions Engineer

We’re looking for a hands-on engineer to design and deploy integrated logistics
solutions across warehousing and transport (Air/Sea/Road). You’ll analyze customer
needs, model capacities and costs, shape layouts & processes, evaluate
automation/digital tools, and lead pilots to results.

You bring: 3-7 yrs in solutions/IE/logistics engineering, strong analytics & CAD,
WMS/TMS familiarity, and clear storytelling.

Impact: Better service, lower cost-to-serve, faster ramp-ups, and greener operations.
11) Nice-to-Have (Sector-Specific)

e Life sciences/cold chain, high-value goods, or e-commerce fulfillment
experience.
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Customs, bonded warehousing, and trade compliance exposure.
Experience with CO, accounting and sustainability reporting.

European network design, cross-border operations, and multilingual
communication.
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The E-Commerce Logistics Product Manager is responsible for building, enhancing,
and managing the company’s portfolio of e-commerce logistics products, covering
fulfilment, last-mile delivery, returns, cross-border solutions, delivery options, and
digital tracking experiences.

10.45. E-Commerce Logistics Product Manager

1. Role Overview

This role sits at the intersection of product, operations, commercial, and digital,
ensuring that the product suite meets market expectations, is operationally viable, and
delivers a seamless consumer experience. The ideal candidate understands both
logistics processes and e-commerce customer behaviour and can translate insights
into scalable solutions.

2. Key Responsibilities
A. Product Strategy & Roadmap

e Define the product vision and long-term roadmap for e-commerce logistics
solutions.

o Identify new product opportunities in fulfilment, last-mile delivery, returns,
automation, digitization, and cross-border commerce.

e Align product development with market trends, customer needs, and operational
capabilities.

e Conduct business case assessments for new ideas (cost, revenue, scalability).

B. Solution Development

e Build and refine solutions across:
o E-commerce fulfilment (pick/pack/ship)
Middle-mile and linehaul flows
Last-mile home delivery & PUDO networks
Cross-border and customs-ready e-commerce
Returns & reverse logistics
o Track &trace and consumer visibility tools
e Translate customer requirements into detailed product specifications.
e Supportintegration of automation (AMRs, sorting, robotics) and digital tools
(OMS/WMS/TMS).
C. Go-To-Market (GTM) Execution

O O O O

e Create go-to-market plans for new solutions and product enhancements.
e Develop product documentation: product sheets, value propositions, use cases,
pricing models, and SLAs.
e Support marketing with targeted campaigns and launch materials.
o Collaborate with sales teams to train them on features, differentiators, and
best-fit use cases.
D. Market Intelligence & Benchmarking

¢ Analyse e-commerce market trends, consumer expectations, and competitor
offerings.
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¢ Monitorindustry benchmarks for delivery speed, delivery options, returns
experience, and digital UX.
e Identify innovation areas in sustainability (green delivery, packaging,
consolidation).
E. Operational Alighment & Product Quality

o Work closely with operations and network planners to ensure feasibility and
scalability.

e Define service specifications, operational workflows, cut-offs, and performance
KPls.

e Monitorreal-world performance and ensure product SLAs are met.

e Lead continuous improvement cycles based on quality data and customer
feedback.

F. Digital & Customer Experience

¢ Partnerwith IT/digital teams to enhance:
o tracking/visibility portals
o delivery options management
o returns portals
o fulfillment dashboards
o customer notifications (SMS/email/app)
¢ Ensure a frictionless consumer journey from checkout to delivery.
G. Pricing, Profitability & Business Models

e Develop pricing guidelines and value-based pricing models.

e Monitor product profitability and cost-to-serve across the network.

e Collaborate with finance on forecasting, business cases, and pricing updates.
H. Stakeholder Collaboration

e Work cross-functionally with:

o Operations & Fulfilment Teams
Transport & Last-Mile Network Managers
IT/Digital & Product Development
Sales & Business Development
Customer Service & Quality

o Marketing & Communications
e Actas the product owner throughout the product lifecycle.

3. Required Qualifications

O O O O

Education

e Bachelor’s/master’s degree in Logistics, Supply Chain, Business,
E-Commerce, Product Management, or similar.
Experience

e 3-7yearsin:
o E-commerce logistics / fulfilment
o Product management/ solutions design
o Last-mile or parcel operations
o Digital logistics platforms
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o Experience with WMS/OMS/TMS platforms and e-commerce marketplaces is an
advantage.
4. Skills & Competencies

Technical Skills

e Strong understanding of:
E-commerce fulfilment processes
Delivery options & last-mile networks
Returns and reverse logistics
Cross-border processes and customs
o Digital UXin logistics (tracking, notifications, APIs)

o Data-driven mindset; proficiency with analytics tools (Excel/Bl).

e Experience writing product requirements and collaborating with developers.
Soft Skills

@)
@)
@)
@)

e Strong communication and storytelling skills.
e Ability to simplify complex logistics into customer-centric messaging.
e Curious, innovative, and market-aware.
o Excellent stakeholder management across technical and operational teams.
e Highly organized with strong project-management skills.
5. Personal Attributes

e Customer-centric thinker with a passion for e-commerce.
¢ Hands-on, independent, and solution-oriented.
e Comfortable working in fast-paced and highly dynamic environments.
o Forward-looking and able to anticipate market evolution.
6. KPIs & Success Indicators

e Product adoption and revenue growth.

o Customer satisfaction (NPS, delivery experience scores).

o Cost-to-serve improvements and margin performance.

e Operational SLA performance (speed, accuracy, on-time).

e Launch success of new features and services.

o Competitive differentiation and win-rate improvement for proposals.
7. Potential Career Progression

e Senior Product Manager — E-Commerce Logistics
¢ Head of E-Commerce Solutions

o Director of Product & Innovation

¢ Head of Fulfilment or Last-Mile Network

o Digital Product Lead (Logistics Tech)
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The Supply Chain Solutions Architect is responsible for designing, modelling, and
optimizing complex, end-to-end supply chain solutions for customers and internal
stakeholders. This role blends engineering, analytics, network design, technology
integration, and commercial awareness to build scalable, resilient, and cost-efficient
supply chains.

10.46. Supply Chain Solutions Architect

1. Role Overview

The Solutions Architect acts as the technical lead during strategic projects, RFQs/RFPs,
network re-designs, automation programs, and digital transformation initiatives. The
ideal candidate is highly analytical, strategic, and comfortable working across
functional areas such as transport, warehousing, planning, IT, automation, and
customer-facing teams.

2. Key Responsibilities
A. Supply Chain Design & Optimization

e Design and optimize end-to-end supply chain networks, including:
sourcing & procurement flows
global freight routing (Air/Sea/Road/Rail)
warehousing & distribution networks
hub-and-spoke, crossdock, and fulfilment models
e Conduct data-driven modelling covering:
o cost-to-serve
o leadtimes & service levels
o capacity &resource planning
o safety stock and inventory policies
¢ Build scenario analyses to evaluate cost, performance, resilience, and
sustainability.
B. Customer Discovery & Requirements Engineering

(@)

o O O

¢ Lead customer workshops to collect requirements, KPls, constraints, and
priorities.
o Analyse customer data (SKU, order patterns, seasonality, transport matrices).
e Translate business needs into detailed functional and technical specifications.
C. RFI/ RFQ / RFP Solutions Ownership

e Own the solution design component for strategic RFQs:
o network models
o warehouse layouts
o transport flows
o IT/digitalintegration architecture
o operational SLAs
e Build solution blueprints, assumptions logs, cost models, and service proposals.
e Support sales with storytelling, presentations, and customer engagements.
D. Process, Layout & Operations Engineering
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Develop warehouse layouts, slotting strategies, and MHE/automation sizing.
Define transport routing strategies, consolidation models, linehaul planning.
Create SOPs, RACIs, flowcharts, and implementation playbooks.

E. Digital & Technology Integration

Work with IT/digital teams to design system integrations including:

o WMS/TMS/OMS

o APl architectures

o visibility & tracking platforms

o controltowers

o automation interfaces (AMRs, AS/RS, robotics)
Assess and recommend digital tools to enhance service performance, visibility,
and efficiency.

F. Sustainability & Compliance

Integrate sustainability metrics and strategies:

o CO, modeling

o route optimization

o packaging optimization

o energy-efficient warehousing
Ensure compliance with global supply chain regulations, customs, and industry
standards.

G. Implementation & Ramp-Up Support

Support operational teams during launch phases.

Validate data, capacity, and performance assumptions.

Ensure solution integrity during start-up, stabilization, and continuous
improvement cycles.

H. Stakeholder & Vendor Management

Collaborate with product managers, operations teams, procurement, finance, IT,
and leadership.

Engage with automation vendors, carriers, technology partners, and consultants.
Present and defend solutions to customers, executives, and project steering
committees.

3. Required Qualifications

Education

Bachelor’s or master’s degree in supply chain, Industrial Engineering,
Logistics, Operations Research, or related technical field.

Experience

5-10 years of experience in:
o supply chain design
o network modeling
o logistics engineering
o solutions architecture / pre-sales engineering
o operations excellence or consultancy
Experience across transport, warehousing, and planning is highly desirable.
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Experience with automation, digital supply chain systems, or analytics tools is a
plus.

4. Skills & Competencies

Technical Skills

Deep understanding of global supply chain processes end-to-end.
Advanced modeling skills (Excel/Power Query, Power Bl/Tableau, simulation
tools).

Familiarity with WMS, TMS, OMS, ERP, forecasting, and planning tools.
Experience with CAD/diagramming (AutoCAD, Visio, SketchUp, Lucidchart).
Knowledge of automation technologies (AMRs, sorters, AS/RS, robotics).
Data analysis, forecasting, and scenario modeling expertise.

Soft Skills

Strong communication and presentation skills.

Ability to simplify and articulate complex solution designs.

Strategic thinker with strong analytical rigor.

High stakeholder-management and customer-facing confidence.
Structured, detail-oriented, and capable of managing multiple large projects.
Strong leadership in cross-functional environments.

5. Personal Attributes

Curious, innovative, and passionate about supply chain improvement.
Comfortable operating in dynamic, fast-paced environments.
Team-oriented with strong collaboration skills.

Commercially aware and customer-centric.

Resilient, pragmatic, and hands-on when required.

6. Key Performance Indicators

Win rate and financial performance of solutions delivered.
Successful implementation of designed solutions.

Cost-to-serve improvements and operational efficiency gains.
Customer satisfaction and long-term retention.

Accuracy of modeling vs. actual performance post-launch.
Contribution to innovation, digital adoption, and sustainability goals.

7. Career Progression Paths

Senior Supply Chain Architect

Head of Solutions Design

Director of Supply Chain Engineering

Product Director / VP Supply Chain Innovation
Operations Excellence Lead

Consulting & Strategy Leadership Roles
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Customer Experience & Retention
10.47. Customer Success Manager - Customer
Experience & Retention (Transport & Logistics)

1. Role Overview

The Customer Success Manager (CSM) drives customer satisfaction, retention, and
long-term value across the company’s transport and logistics portfolio, including Air
Freight, Sea Freight, Road Transport, Warehousing, and Multimodal Solutions. The
CSM acts as the customer’s strategic partner, ensuring smooth operations, proactive
communication, issue resolution, and continuous improvement.

This role blends relationship management, operational understanding, and
commercial awareness, with a strong focus on customer experience, service
quality, and retention strategies.

2. Key Responsibilities
A. Customer Relationship & Experience Management

e Serve as the main point of contact for key accounts, ensuring a positive
end-to-end customer experience.

e Build strong, trust-based relationships with operational and commercial
stakeholders.

e Conductregular business reviews, performance meetings, and strategic
check-ins.

¢ Understand customer needs, expectations, and pain points, translating them
into actionable improvements.

B. Customer Onboarding & Enablement

e Coordinate smooth onboarding for new customers with sales, operations, and IT
teams.
e Ensure customers fully understand service capabilities, digital tools (TMS/WMS
portals), tracking options, and escalation paths.
e Create tailored onboarding plans and documentation.
C. Service Performance & Issue Resolution

¢ Monitor daily service levels (OTIF, dwell time, lead times, damage rate,
communication response time).
e Proactively identify service deviations and coordinate fast resolution with
operations.
e Lead root-cause analysis (RCA) and corrective action plans (CAPA).
e Ensure transparent and timely communication with customers.
D. Retention & Customer Growth

¢ Develop retention strategies to prevent churn and strengthen customer loyalty.

¢ lIdentify upsell/cross-sell opportunities for additional services (e.g., warehousing,
customs, value-added services, premium delivery options).

o Work with sales teams on contract renewals and commercial discussions.

147



&

e Capture Voice of Customer (VoC) insights and turn them into improvement
initiatives.
e Collaborate with operations excellence teams to drive process improvements.
e Track and report customer satisfaction indicators (NPS, CSAT).
e Contribute to service redesigns and innovation pilots.
F. Data, KPIs & Reporting

e Support long-term customer engagement plans.
E. Continuous Improvement & Voice of Customer

e Prepare Business Review reports (monthly/quarterly/annual).
e Analyse performance data using Bl dashboards, TMS/WMS data, and KPI reports.
e Identify trends, risks, and improvement opportunities.
e« Provide actionable insights to internal stakeholders and leadership.
G. Cross-Functional Collaboration

¢ Work closely with:
o Transport operations (Air/Sea/Road)
Warehouse & fulfillment teams
Customer service & call centres
Sales & business development
IT/digital (platforms, integrations, portals)
Finance & billing
o Quality & compliance teams
e Ensure a seamless and consistent service experience across all touchpoints.
3. Required Qualifications

o O O O O

Education

e Bachelor’s or Master’s degree in Logistics, Supply Chain, Business, Customer
Experience, or related field.
Experience

e 3-7years of experience in customer success, account management,
operations, or customer experience within transport & logistics.
e Understanding of air, sea, road, or warehouse operations.
e Experience handling key accounts or strategic customers preferred.
4. Skills & Competencies

Technical Skills

o Strong knowledge of logistics processes (transport, warehousing, customs,
planning).

e Ability to interpret KPIs and dashboards (Power Bl/Tableau).

e Familiarity with TMS/WMS/CRM systems.

e Experience in service quality management and continuous improvement
methods (Lean, RCA).

¢ Basic financial understanding (cost-to-serve, margins, billing accuracy).
Soft Skills

e Excellent communication and relationship-building skills.
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e Strong problem-solving and conflict-management abilities.
e Customer-centric mindset with proactive and empathetic approach.
e Structured and organized, able to prioritize and manage multiple customers.
o Presentation skills for QBRs/MBRs.
5. Personal Attributes

e Calm under pressure and solution-oriented.
e Professional and diplomatic with strong emotional intelligence.
e Curious, open to feedback, and committed to continuous improvement.
e Team player with a collaborative spirit.
e High sense of ownership and accountability.
6. Key Performance Indicators (KPls)

e Customerretention & renewal rates.
o Customer satisfaction (NPS, CSAT).
e Issueresolution time and service recovery effectiveness.
e SLA performance and operational KPlIs.
¢ Upsell/cross-sell contribution (where applicable).
¢ Reduction in escalations and service complaints.
e Accuracy and quality of business reviews.
7. Typical Career Path

e Senior Customer Success Manager

e Customer Experience Lead / Head of Customer Success
o KeyAccount Manager / Strategic Account Director

e Operations Excellence Manager

e Product Manager (CX or logistics solutions)
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The Customer Experience Specialist is responsible for delivering a seamless, positive,
and consistent customer experience across all touchpoints in the company’s transport
and logistics operations. This role ensures smooth handling of customer interactions,
monitors service performance, resolves issues proactively, and supports continuous
improvement initiatives.

10.48. Customer Experience Specialist

1. Role Overview

The ideal candidate is customer-focused, detail-oriented, and able to communicate
effectively with both customers and operational teams.

2. Key Responsibilities
A. Customer Support & Communication

e Serve as a key point of contact for customer inquiries related to shipments,
deliveries, bookings, and service updates.
¢ Provide timely and accurate information via phone, email, or digital platforms.
¢ Manage customer expectations by ensuring clear communication on service
status, constraints, or delays.
B. Service Monitoring & Issue Resolution

o Track daily shipment status (Air/Sea/Road/Warehouse) to ensure service levels
are met.

e Proactively identify potential service issues and initiate corrective actions with
operations teams.

o Handle escalations professionally and drive root-cause analysis (RCA) for
recurring issues.

e Document service failures and coordinate corrective/preventive actions (CAPA).

C. Customer Experience Enhancement

e Collect customer feedback through surveys, interactions, and follow-ups.
e Supportinitiatives to improve customer experience (process improvements,
communication templates, digital features).
e Contribute to a positive Net Promoter Score (NPS) and customer satisfaction
results.
D. Retention & Relationship Support

e Support retention efforts by ensuring smooth operational experience and
proactive communication.
e Engage with customers to understand their needs and propose process or
service improvements internally.
e Collaborate with Customer Success or Account Management teams on
high-value customers.
E. Data, Reporting & Documentation

¢ Maintain accurate records in CRM, TMS, WMS, and other systems used for
tracking and customer communication.
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o Prepare operational performance reports (SLA adherence, delays, issues
logged).
e Provide insights and data to Customer Success Managers for business reviews.
F. Cross-Functional Collaboration

e Coordinate closely with:
Transport operations (Air, Sea, Road)
Warehouse teams
Customer service teams
IT/digital support (platform issues, tracking features)
o Sales, account managers, invoicing
¢ Ensure a smooth and consistent service experience across the customer
journey.
3. Required Qualifications

O
O
@)
O

Education

o Degreein Logistics, Supply Chain, Business Administration, Communication,
Customer Experience, or related field (or equivalent experience).
Experience

e 1-4years of experience in customer-facing roles in transport, logistics, supply
chain, customer service, or similar.
e Experience with transport operations (Air/Sea/Road) or warehousing is an
advantage.
4. Skills & Competencies

Technical Skills

e Good understanding of logistics processes (transport flows, warehouse
operations, customs basics).
o Experience with customer support tools (CRM), tracking platforms, TMS/WMS
systems.
o Ability to analyze operational data and understand basic KPIs (OTIF, lead time,
service levels).
Soft Skills

e Excellent communication and interpersonal skills.
e Strong problem-solving abilities and customer-centric mindset.
¢ Ability to remain calm and professional under pressure.
e High attention to detail with strong organizational skills.
e Team-oriented with a collaborative attitude.
5. Personal Attributes

¢ Empathetic, helpful, and service-oriented.

¢ Proactive with a sense of ownership and responsibility.

¢ Adaptable and comfortable in fast-paced logistics environments.

e Curious and eager to learn about logistics operations and customer needs.
6. Key Performance Indicators (KPls)

e Customer satisfaction score (CSAT/NPS).
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First response time and resolution time.
Service accuracy and SLA adherence.
Reduction in complaints and escalation volume.

Quality of communication and customer documentation.

Accuracy and completeness of system updates.

7. Career Progression

Senior Customer Experience Specialist
Customer Success Manager

Key Account Executive

Operations Coordinator / Supervisor
Process Improvement / Quality Analyst
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10.49. Client Onboarding Specialist

1. Role Overview

The Client Onboarding Specialist ensures smooth, efficient, and professional
onboarding for new customers across all logistics services, including Air, Sea, Road,
Warehousing, and Multimodal transport.

This role guides customers through the onboarding lifecycle—from contract signature to
operational go-live—ensuring all systems, processes, and service expectations are
clearly defined, agreed, and successfully implemented.

The ideal candidate is organized, communicative, detail-focused, and comfortable
working at the intersection of operations, IT, customer success, and commercial
teams.

2. Key Responsibilities
A. Customer Onboarding Management

e Serve as the primary point of contact during the onboarding phase.

¢ Develop and execute onboarding plans tailored to customer needs and service
scope.

o Coordinate timelines, tasks, and deliverables to ensure a smooth and timely
go-live.

¢ Facilitate onboarding kick-off meetings with customers and internal
stakeholders.

B. Process Setup & Operational Alignment

¢ Ensure all operational processes are clearly defined, validated, and
documented.
e Align service expectations, cut-offs, SLAs, and communication flows with
transport/warehouse teams.
o Validate capacity, routing, equipment needs, and operational readiness.
e Support creation of SOPs, working instructions, and escalation matrices.
C. Systems Setup & Digital Integration

e Coordinate setup of:
o customer profiles
o CRM/TMS/WMS accounts
o tracking & visibility tools
o EDI/APlintegration (if applicable)
¢ Ensure customers are trained on digital platforms, portals, and documentation
processes.
e Troubleshoot onboarding-related system issues in collaboration with IT/digital
teams.
D. Compliance, Documentation & Quality

e Collect and verify customer documentation (agreements, KYC, customs
requirements).
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Ensure compliance with regulatory, security, and industry standards.
Maintain accurate onboarding documentation and ensure audit readiness.
Conduct post-onboarding quality checks.

E. Communication & Customer Experience

Provide proactive communication, transparency, and guidance throughout
onboarding.

Manage customer expectations and provide clear updates on progress and
timelines.

Build a positive customer experience from day one and set a strong foundation
for retention.

Gather customer feedback after onboarding for continuous improvement.

F. Handover to Operations / Account Management

Conduct formal internal handovers to Customer Success/Operations teams.
Ensure all stakeholders understand the service model, requirements, and
customer priorities.

Provide a complete onboarding report and open-items log to the receiving teams.

3. Required Qualifications

Education

Bachelor’s degree in Logistics, Supply Chain, Business Administration,
Customer Experience, or similar field (or equivalent experience).

Experience

2-5years of experience in customer onboarding, customer success,
operations coordination, or logistics customer service.
Experience with Air/Sea/Road freight or warehousing is a strong advantage.

4. Skills & Competencies

Technical Skills

Good understanding of logistics operations (transport flows, warehousing,
Incoterms, customs basics).

Experience using CRM, TMS, WMS, and digital customer platforms.

Ability to read and prepare SOPs, workflows, and process documentation.
Strong project management capabilities.

Soft Skills

Excellent communication and interpersonal skills.

Ability to manage multiple onboarding projects at the same time.
Strong organization and time-management abilities.
Problem-solving mindset with proactive approach.

High attention to detail and accuracy.

Team player able to work with cross-functional stakeholders.

5. Personal Attributes

Client-focused mindset with empathy and patience.
Professional, diplomatic, and reliable.
Calm under pressure in complex logistics environments.
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Structured, disciplined, and self-driven.
Curious and eager to learn.

6. Key Performance Indicators (KPls)

Onboarding completion rate within planned timelines.
Customer satisfaction during onboarding (survey/NPS).

Accuracy and completeness of documentation and system setup.

Reduction in onboarding-related service issues post-go-live.
Cross-functional alignment and feedback from internal teams.
Customer retention rate after onboarding period.

7. Career Progression

Senior Client Onboarding Specialist
Customer Success Manager

Key Account Manager

Process Improvement Lead

Operations or Customer Service Supervisor
Implementation/Project Manager
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The Service Quality Analyst monitors, analyses, and improves service performance
across the company’s logistics operations, including Air Freight, Sea Freight, Road
Transport, Warehousing, and Value-Added Services.

This role ensures adherence to service standards, identifies root causes of service
failures, and drives continuous improvement to enhance customer satisfaction and
operational efficiency.

10.50. Service Quality Analyst

1. Role Overview

The ideal candidate is detail-oriented, analytical, and able to translate operational data
into actionable insights.

2. Key Responsibilities
A. Service Performance Monitoring

e Track daily/weekly/monthly KPlIs, including:
o On-time performance (OTIF)
o Leadtime compliance
o Damage/loss frequency
o Exception management
o Warehouse productivity & accuracy
e Monitor service level adherence across Air/Sea/Road/Warehouse operations.
B. Root Cause Analysis & Corrective Actions

¢ Investigate service failures, customer complaints, and operational defects.
e Conductroot-cause analysis (RCA) using tools such as 5 Whys, Ishikawa,
Pareto, DMAIC.
e Create and follow up on corrective and preventive action plans (CAPA).
o Coordinate with operations teams to ensure timely and effective problem
resolution.
C. Data Analysis & Reporting

e Prepare performance dashboards, trends, and variance analysis.
e Use Bl tools (Power Bl, Tableau, Qlik) to create meaningful visual reports.
e Supportinternal and external reporting for customers, management, and audits.
e Provide recommendations based on data insights.
D. Quality Assurance & Compliance

e Supportinternal audits, process checks, and compliance assessments.
¢ Monitor adherence to process standards, SOPs, safety rules, and industry
regulations.
¢ Identify non-conformities and support teams in closing gaps.
e Participate in ISO, AEO, or other certification processes (if applicable).
E. Continuous Improvement & Operational Excellence

¢ ldentify improvement opportunities in process flow, communication, and service
delivery.
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e Support Lean and operational excellence projects (5S, Kaizen, standard work).
e Collaborate with operations teams to enhance efficiency and customer
experience.
e Contribute to automation/digitalisation ideas for quality monitoring.
F. Customer Experience Support

e Analyse customer feedback (complaints, surveys, NPS).

e Support Customer Success teams with insights for business reviews.

e Help develop quality-focused content for customer documents and reports.
G. Cross-Functional Collaboration

¢ Work closely with:

o Transport operations (Air/Sea/Road)
Warehouse management
Customer service & customer success
IT/digital/Bl teams
Sales/Account Management

o Quality, HSE, and compliance teams
¢ Actas alink between customers, operations, and internal quality stakeholders.

3. Required Qualifications

O O O O

Education

e Bachelor’s degree in Logistics, Supply Chain, Quality Management, Business
Analysis, Industrial Engineering, or equivalent.
Experience

¢ 2-5years of experience in quality analysis, service performance
management, customer experience, or operations within logistics/transport.
¢ Experience with operational KPIs and root-cause analysis tools.
4. Skills & Competencies

Technical Skills

e Strong analytical skills and understanding of supply chain KPIs.
e Proficiency with Excel, Power Bl/Tableau, CRM/TMS/WMS systems.
o Knowledge of quality methodologies (ISO standards, Lean, Six Sigma basics).
e Ability to document and analyse processes (SOPs, flowcharts).
Soft Skills

e Excellent communication and reporting skills.
o Detail-oriented with strong problem-solving abilities.
e Ability to work cross-functionally and influence without authority.
e Strongtime-management and prioritisation skills.
e Customer-centric mindset.
5. Personal Attributes

e Proactive and solution-oriented.

e Curious and eager to dive into operational details.

e Objective, structured, and comfortable with complex data.

¢ Calm under pressure, especially in service recovery situations.
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¢ Team-player with integrity and professional discipline.
6. Key Performance Indicators (KPls)

e Reduction in service failures and defects.
e Accuracy of root-cause analysis and CAPA effectiveness.
e On-time service performance improvements.
e Customer satisfaction (CSAT/NPS improvement).
e Quality audit results and compliance level.
e Timeliness and clarity of reporting.
7. Career Progression

e Senior Service Quality Analyst

e Quality Supervisor/ Quality Manager

o Operations Excellence Specialist

e Customer Experience Manager

e Process Improvement Lead

e Business Analyst/ Data Analyst (Logistics)
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The Voice of Customer (VoC) Analyst collects, analyses, and interprets customer
feedback to help the organization improve its service quality, operational performance,
and overall customer experience across transport and logistics services (Air, Sea,
Road, Warehousing, Last-Mile, Multimodal).

10.51. Voice of Customer (VoC) Analyst

1. Role Overview

The VoC Analyst turns customer insights into actionable recommendations, drives
root-cause understanding, supports continuous improvement initiatives, and serves as
the internal expert on customer perception and expectations.

2. Key Responsibilities
A. Customer Feedback Management

e Collect and centralize feedback from multiple sources:
o surveys (CSAT, NPS, CES)
o service complaints & escalations
o customer interviews & workshops
o digital platform interactions
o operational performance reports
¢ Maintain an organized repository of all customer feedback data.
B. Analysis & Insight Generation

¢ Analyze trends in customer satisfaction, complaints, and service delivery.
o Identify recurring pain points across Air/Sea/Road/Warehouse operations.
e Generate insights on root causes using qualitative and quantitative methods.
e Apply analytical tools such as Pareto, sentiment analysis, correlation
analysis, RCA frameworks.
C. Reporting & Communication

e Prepare clear, actionable VoC reports for management and operational teams.
e Presentinsights during Customer Success meetings, QBRs/MBRs, and
leadership reviews.
e Develop dashboards in collaboration with Bl teams (Power Bl/Tableau).
e Support Account Managers with insight packs for key customers.
D. Improvement Recommendations

¢ Translate VoC insights into improvement opportunities across:
o operational processes
o customercommunication
o digital tools & tracking visibility
o documentation & onboarding
o service reliability & consistency

¢ Work with Operations Excellence, Quality, and Operations teams to implement

solutions.
E. Customer Journey Mapping
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Support the mapping and optimization of customer journeys across different
logistics products.

Identify friction points in booking, pickup, transit, customs, warehousing, and
delivery.

Recommend improvements to reduce customer effort and enhance end-to-end
experience.

F. Complaint Root-Cause & CAPA Support

Partner with operations to conduct detailed root-cause analysis (5 Whys,
Ishikawa).

Track corrective and preventive actions (CAPA) and measure their impact.
Ensure voice of customer data is integrated into quality systems and audits.

G. Cross-Functional Collaboration

Work closely with:
o Customer Success & Account Management
Transport Operations (Air/Sea/Road)
Warehouse & fulfilment teams
Quality & Compliance
Digital/IT (platform support)
o Sales & Commercial teams
Act as a bridge between customer expectations and internal capabilities.

O O O O

3. Required Qualifications

Education

Bachelor’s degree in Logistics, Business Analytics, Customer Experience,
Quality Management, Data Science, or related field.

Experience

2-5years of experience in:
o VoC analysis
o customer experience
o service quality
o logistics operations
o business/data analysis
Experience in a transport/logistics environment is a strong advantage.

4. Skills & Competencies

Technical Skills

Experience with customer feedback tools (Qualtrics, Medallia, SurveyMonkey,
NPS systems).

Proficiency in data analysis (Excel, Power Bl/Tableau).

Understanding of logistics KPIs (OTIF, lead times, productivity, exception
management).

Knowledge of quality tools (RCA, Pareto, 5 Whys, CAPA, SIPOC).

Ability to interpret customer comments and perform sentiment analysis.

Soft Skills

Strong communication and storytelling ability.
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¢ Analytical, curious, and highly detail-oriented.

o Ability to translate data into clear insights and recommendations.

e Strong problem-solving mindset.

e Team-oriented and comfortable collaborating across departments.
5. Personal Attributes

e Customer-centric passion and advocacy mindset.

e Calm, objective, and unbiased when analysing issues.

e Proactive and willing to challenge status quo.

e Structured, disciplined, and organized.

e Able to operate in fast-moving logistics environments.
6. Key Performance Indicators (KPls)

e Improvementin customer satisfaction metrics (CSAT, NPS, CES).

¢ Reduction in complaints and recurring service issues.

e Accuracy and clarity of VoC reports and insights.

e Timeliness and impact of CAPA implementation.

o Stakeholder satisfaction with VoC insights and support.

e Contribution to customer retention and experience improvements.
7. Career Progression

e Senior VoC Analyst

e Customer Experience Manager

e Service Quality Manager

e Business Analyst (Logistics)

e Operations Excellence Specialist
e Customer Success Manager
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10.52. Customer Insights Analyst

1. Role Overview

The Customer Insights Analyst plays a critical role in understanding customer
behaviour, expectations, and satisfaction across the company’s transport and logistics
operations.

This role collects, analyses, and interprets quantitative and qualitative customer data to
generate insights that drive service improvement, customer experience
optimisation, product innovation, and commercial decision-making.

The ideal candidate is analytical, customer-centric, and skilled at turning complex data
into clear, actionable insights that influence business priorities.

2. Key Responsibilities

A. Customer Data Collection & Management

Consolidate data from multiple sources, including:
NPS, CSAT, CES surveys
transactional and operational data (TMS/WMS/CRM)
customer interviews and focus groups
complaint logs and service recovery data
o digital platform usage (track & trace, portals)
Build and maintain customer insight databases and dashboards.

o O O O

B. Data Analysis & Insight Development

Analyse trends in customer satisfaction, behaviour, and service performance.
Identify drivers of satisfaction, retention, churn, and complaints.

Conduct segmentation and persona development based on behaviour, value,
and service usage.

Use statistical analysis to identify correlation patterns and improvement
opportunities.

Perform sentiment analysis on customer feedback and comments.

C. Reporting & Storytelling

Produce customer insight reports for:

o senior management

o customer success teams

o operations & quality teams

o product and marketing teams
Present insights through dashboards, visualisations, and executive summaries.
Support QBR/MBR meetings with customer-specific insight packs.

D. Customer Journey & Experience Improvement

Support customer journey mapping across the logistics value chain.

Identify friction points in booking, pickup, transit, documentation, warehousing,
and delivery.

Recommend improvements to enhance end-to-end customer experience.
Partner with operations and CX teams to validate and implement improvements.
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E. Predictive & Strategic Analytics

e Support forecasting of customer trends (loyalty, churn risk, volume shifts).
¢ Modelthe impact of service improvements on satisfaction and retention.
e Provide insights that support new product development and solution design.
e Assess competitive positioning through external benchmarking.
F. Cross-Functional Collaboration

e Work with:
o Customer Success
o Sales & Commercial Teams
o Operations & Quality
o Marketing & Product Development
o IT/Digital and Bl teams

¢ Ensureinsights are understood, actionable, and integrated into business

decisions.
3. Required Qualifications

Education

e Bachelor’s degree in business Analytics, Data Science, Customer Experience,
Marketing, Logistics/SCM, or related fields.
Experience

¢ 2-5yearsin customer insights, CX analytics, data analysis, service quality, or
business intelligence.
e Experience in transport/logistics, supply chain, e-commerce, or B2B services is
an advantage.
e Experience with survey platforms and analytics tools.
4. Skills & Competencies

Technical Skills

e Strong analytical and data interpretation skills.
e Proficiency with:
o Excel/Google Sheets
o Power Bl /Tableau/ Qlik
o CRM, TMS, WMS systems
o Survey tools (Qualtrics, Medallia, SurveyMonkey)
o Experience with basic statistical methods and data modelling.
e Ability to consolidate large datasets from different systems.
Soft Skills

e Excellentverbal and written communication skills.
e Strong storytelling ability—turning complex data into clear, meaningful insights.
e Ability to collaborate and influence cross-functional teams.
¢ Highly organized with strong critical-thinking skills.
e Customer-centric mindset.
5. Personal Attributes

e Curious, analytical, and detail oriented.
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e Proactive and solution focused.

e Objective and data-driven.

e Comfortable working in fast-paced logistics environments.

e Empathetic and passionate about understanding customer needs.
6. Key Performance Indicators (KPls)

e Accuracy and relevance of customer insights.
e Improvementin CX metrics (NPS, CSAT, complaint reduction).
e Adoption of insights by internal teams (sales, ops, product).
e Contribution to customer retention initiatives.
¢ Quality and timeliness of dashboards, reports, and presentations.
o Effectiveness of recommendations implemented.
7. Career Progression

e Senior Customer Insights Analyst

e Customer Insights Manager

e Customer Experience Manager

¢ Business Intelligence Analyst (Logistics)
o Data Analyst/ Data Scientist

e (X Strategy Specialist
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Data, Digital & CRM
10.53. CRM Administrator

(Salesforce, HubSpot, CargoWise)

1. Role Overview

The CRM Administrator is responsible for managing, optimizing, and supporting the
company’s CRM ecosystem, including Salesforce, HubSpot, and/or CargoWise CRM
modules.

This role ensures high data quality, system reliability, user adoption, workflow
automation, and alignment between commercial, operational, and digital stakeholders.

The CRM Administrator plays a key part in enabling sales performance, customer
experience, marketing automation, and data-driven decision making in a transport &
logistics environment.

2. Key Responsibilities
A. CRM System Administration

e Serve as primary administrator for Salesforce, HubSpot, and/or CargoWise CRM
modules.
¢ Manage user accounts, roles, permissions, profiles, and security settings.
e Create and maintain custom fields, objects, page layouts, workflows, reports,
dashboards, and automations.
e Monitor system performance and ensure CRM reliability and uptime.
B. Data Quality, Governance & Compliance

e Ensure accuracy, consistency, and completeness of customer, opportunity, and
shipment-related data.
¢ Manage deduplication, data cleansing routines, and data validation rules.
e Support compliance with GDPR, ISO, and internal data security policies.
¢ Develop and enforce data governance standards and best practices.
C. Commercial & Operational Support

e Support sales, business development, customer success, and operations teams
with CRM usage.

e Create dashboards for:
o pipeline management
o lead & opportunity tracking
o customer activity & retention
o tender/bid monitoring

e Provide insights to leadership on CRM adoption and commercial KPls.

D. Workflow Automation & Integrations

o Build and optimize workflows, automations, sequences, and lifecycle stages.
e Collaborate with IT/Digital teams on APl integrations with:
o TMS/WMS
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o Marketing automation platforms
o ERP systems
o Customer portals
e Supportintegration of CargoWise with commercial or operational systems where
applicable.
E. Training, Support & Adoption

e Provide CRM training sessions for new and existing users.
e Develop onboarding materials, process guides, and SOPs.
e« Ensure high user adoption through coaching, best practices, and ongoing
support.
e Actas afirst-level support contact for CRM-related issues.
F. Reporting, Analytics & Insights

¢ Create and maintain dashboards and reports for sales, customer service, and
leadership teams.

e Ensure data accuracy in KPIs such as:
o revenue pipeline
o quotation activity
o conversion rates
o customer lifecycle metrics

¢ Provide actionable insights and recommendations to stakeholders.

G. Continuous Improvement & Innovation

o Evaluate new CRM features, releases, and upgrades.
¢ Recommend improvements to workflows, processes, and user experience.
e Support digital transformation projects and CRM-enabled business processes.
e Conduct regular audits to ensure CRM alignment with evolving commercial and
operational needs.
3. Required Qualifications

Education

e Bachelor’s degree in information systems, Data Analytics, Business, Digital
Transformation, Logistics, or related field.
Experience

o 2-5years of CRM administration experience in Salesforce, HubSpot, CargoWise,
or similar platforms.
e Experience in transport, logistics, freight forwarding, warehousing, or B2B
services is highly desirable.
e Experience with CRM integrations and workflow automation.
4. Skills & Competencies

Technical Skills

e Proficiencyin one or more CRM platforms:

o Salesforce (Admin certification preferred)

o HubSpot (Marketing/Sales Hub admin experience)

o CargoWise CRM (highly valuable for freight forwarders)
e Experience with:
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automation tools (Flow, HubSpot sequences, CargoWise workflows)
data cleansing and CRM governance
APl integrations
reporting & Bl tools (Power Bl, Tableau)
e Understanding of logistics processes: quoting, booking, shipments, customer
life cycle.
Soft Skills

o O O O

e Strong communication and user support skills.

e Analytical and detail-oriented mindset.

e Problem-solver with ability to simplify complex processes.

e Organized, proactive, and able to prioritize multiple tasks.

e Strong stakeholder management and cross-functional collaboration.
5. Personal Attributes

e Customer- and user-focused attitude.
e Curious and eager to explore digital tools and new CRM features.
o Comfortable working in fast-paced logistics environments.
¢ Highintegrity and respect for data confidentiality.
¢ Hands-on, pragmatic, and solutions oriented.
6. Key Performance Indicators (KPlIs)

¢ CRM data accuracy and cleanliness scores.

e User adoption and active daily usage rates.

e Reduction in manual tasks via automation.

¢ Quality and timeliness of reports and dashboards.

o Efficiency and reliability of system integrations.

e Commercial team satisfaction with CRM tools.

e Impacton pipeline visibility and forecasting accuracy.
7. Career Progression

e Senior CRM Administrator

e CRM Manager / Digital Platforms Manager

o Data & Insights Specialist

e Business Analyst (CRM & Digital)

e Digital Transformation Project Manager

e Commercial Excellence / Revenue Operations roles (RevOps)
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The Sales Operations Analyst supports the commercial organization by providing
data-driven insights, improving sales processes, managing CRM information, and
ensuring alignment between sales, marketing, operations, and finance.

This role ensures that the sales team in transport and logistics has the right tools,
visibility, pricing data, and performance metrics to deliver strong commercial
results.

10.54. Sales Operations Analyst

1. Role Overview

The ideal candidate is analytical, detail-oriented, and highly collaborative, with a
strong understanding of logistics commercial workflows (quotations, pipeline,
tenders, margins, and customer lifecycle).

2. Key Responsibilities
A. Sales Performance Analysis

e Analyse sales KPIs such as:

o pipeline value & velocity

o win/loss ratios

o quotation success rates

o conversion rates

o customer growth & churn
e Provide weekly, monthly, and quarterly performance dashboards.
o Identify performance gaps and recommend improvement actions.
B. CRM Management & Data Quality

e Maintain CRM accuracy (Salesforce / HubSpot / CargoWise CRM).
e Ensure high-quality data in:

o accounts & contacts

o opportunities & activities

o quotations & sales stages
e Support sales teams with dashboard creation, reporting, and best practices.
¢ Conductregular audits and ensure alignment with data governance policies.
C. Pricing, Quotation & Tender Support

e Support sales teams during RFI/RFQ/RFP processes by preparing:
o pricingtemplates
o margin analyses
o cost-to-serve estimates
o competitive pricing benchmarks
o Work with finance, procurement, and product teams to validate pricing
assumptions.
D. Commercial Forecasting

¢ Maintain accurate sales forecasts for revenue, margins, and pipeline health.
e Trackforecastvs. actuals and support monthly/quarterly commercial reviews.
¢ |dentify risks and opportunities impacting commercial targets.
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e Map, analyze, and optimize sales processes (Lead > Opportunity > Quotation >
Win).

e Implementimprovements to reduce manual work and enhance sales efficiency.

e Support training activities for CRM usage, pricing tools, and sales dashboards.

¢ Document SOPs, guidelines, and playbooks for sales teams.

F. Incentive, KPl & Performance Tracking

E. Process Improvement & Sales Enablement

Support the design and calculation of sales incentive programs (if applicable).
Track individual and team performance against targets.

¢ Provide visibility to sales leadership and HR for compensation cycles.

G. Cross-Functional Collaboration

¢ Work closely with:
o Sales & Business Development
Marketing
Customer Success
Operations (Air/Sea/Road/Warehouse)
Finance & Controlling
o Digitall/CRM teams
e Ensure commercial activities align with operational capacities and financial
goals.
3. Required Qualifications

o O O O

Education

e Bachelor’s or master’s degree in business Analytics, Economics, Marketing,
Logistics/Supply Chain, Data Science, or related field.
Experience

¢ 2-5yearsin sales operations, commercial analytics, business intelligence,
pricing, or CRM administration.

o Experience in transport & logistics, freight forwarding, warehousing, or B2B
services is highly preferred.

o Experience working with commercial KPIs, CRM systems, and pricing processes.

4. Skills & Competencies

Technical Skills

e Strong proficiency in:
o Excel/Google Sheets
o CRM systems (Salesforce, HubSpot, or CargoWise)
o Bltools (Power BI, Tableau, Qlik)
¢ Understanding of logistics commercial processes:
o quotations, tenders, margins, lane pricing
o opportunity lifecycle
o pipeline management
¢ Strong analytical and modelling skills.
e Ability to consolidate large datasets from different systems.
Soft Skills
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Strong communication and presentation abilities.

High attention to detail and accuracy.

Problem-solving mindset with business acumen.

Ability to manage multiple tasks and deadlines.

Collaborative, with ability to influence stakeholders across functions.
. Personal Attributes

Curious, analytical, and structured.
Proactive and improvement-oriented.
Comfortable in fast-paced logistics environments.
Strong integrity and confidentiality in handling commercial data.
Team-oriented with a positive, solution-driven outlook.
. Key Performance Indicators (KPls)

CRM data quality & adoption.

Accuracy of sales forecasts.

Improvement in pipeline visibility & velocity.

Reduction in quotation processing time.

Commercial reporting accuracy & timeliness.

Sales team satisfaction with tools, processes, and dashboards.

Contribution to revenue and margin improvements through insights.
. Career Progression

Senior Sales Operations Analyst

Sales Operations Manager

Commercial Excellence Manager

Pricing Manager

Revenue Operations (RevOps) Lead
Business Analyst (Commercial or Logistics)
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10.55. Sales Performance Analyst

1. Role Overview

The Sales Performance Analyst is responsible for analysing commercial data,
monitoring sales KPls, improving sales reporting, and supporting strategic commercial
decision-making.

This role enables the sales organization to perform more effectively by providing clear
visibility into pipeline health, revenue development, margin performance, sales
activity, and customer growth trends across transport and logistics products (Air, Sea,
Road, Warehousing, Value-Added Services).

The ideal candidate combines strong analytical skills, business acumen, and the ability
to turn complex data into actionable insights that improve sales productivity and
profitability.

2. Key Responsibilities
A. Sales KPI & Performance Monitoring

e Track and analyse core sales KPIs including:
o pipeline value, coverage ratio, and velocity
o quotation activity & success rates
o win/loss analysis (by product, geography, segment)
o revenue & margin trends
o customer growth, retention & churn
¢ Provide weekly, monthly, and quarterly performance dashboards to leadership.
B. CRM Analytics & Data Governance

o Analyse CRM data from Salesforce, HubSpot, CargoWise, or similar systems.
e Ensure data accuracy in accounts, contacts, opportunities, and activities.
e Build dashboards for sales performance, team activity, and forecasting.
e Conduct periodic CRM data audits and ensure compliance with governance
rules.
C. Sales Forecasting & Reporting

e Support the development of accurate revenue and margin forecasts.
¢ Compare actual performance against targets and identify variances.
e Prepare performance summaries for:

o sales leadership

o regional managers

o commercial excellence teams
o Highlight risks, trends, and opportunities affecting business targets.

D. Pipeline & Productivity Analysis

o Evaluate pipeline quality and opportunity conversion performance.
o Analyse sales activity across teams to identify productivity gaps.
e Recommend actions to improve opportunity management and sales discipline.
e Provide insights on customer engagement and retention patterns.
E. Pricing & Tender Support Analysis
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e Support commercial teams during tenders and RFQs by providing:
o historical performance insights
o competitive pricing benchmarks
o profitability modeling & cost-to-serve analysis
o Identify patterns in tender success rates and improvement levers.
F. Process Optimisation & Sales Enablement

o Assess sales workflows and propose efficiencies.
e Supportimplementation of sales playbooks, best practices, and SOPs.
e Work closely with Sales Operations, CRM Admins, and digital teams to improve
tools and processes.
¢ Contribute to system automation and dashboard improvements.
G. Strategic Insights & Decision Support

¢ Provide insights that support:
o market segmentation
o customer targeting
o product growth strategies
o performance improvement initiatives
e Participate in strategic commercial meetings as a data specialist.
H. Cross-Functional Collaboration

e Partner with:
o Sales & Business Development
Customer Success & Account Management
Finance / Controlling
Marketing
Operations (Air/Sea/Road/Warehouse)
o Digital/Bl teams
e Ensure alignment between commercial strategy and operational capabilities.
3. Required Qualifications

o O O O

Education

o Bachelor’'s/master’s degree in business Analytics, Economics, Data Science,
Logistics/Supply Chain, Finance, or related field.
Experience

e 2-5years of experience in:
sales operations
commercial analytics
business intelligence
pricing/margin analysis
o forecasting & reporting
e Experience in transport & logistics, freight forwarding, warehousing, or B2B
commercial environments is highly beneficial.
4. Skills & Competencies

@)
@)
@)
@)

Technical Skills

e Proficiencyin:
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Excel/ Google Sheets (advanced formulas, pivot tables, modelling)
Bl tools (Power B, Tableau, Qlik)
CRM platforms (Salesforce, HubSpot, CargoWise)
CSV/CRM data cleansing tools
e Strong understanding of commercial processes:
o lead & opportunity management
o pipeline forecasting
o pricing & tender processes
o margin analysis
e Ability to consolidate data from multiple systems (CRM, ERP, TMS/WMS).
Soft Skills

o O O O

e Strong analytical and problem-solving abilities.
¢ Highly organized with exceptional attention to detail.
e Clear communication and data storytelling skills.
e Ability to work cross-functionally and influence stakeholders.
e Commercial mindset with customer-centric thinking.
¢ Adaptability in fast-paced logistics environments.
5. Personal Attributes

e Curious and data-driven.

e Proactive and improvement-oriented.

¢ Responsible and reliable with sensitive commercial data.

e Collaborative team player.

e Strong sense of business integrity.

o Comfortable balancing analytical work with fast operational realities.
6. Key Performance Indicators (KPlIs)

e Accuracy of sales dashboards and reports.
e Accuracy and timeliness of sales forecasting.
e Pipeline visibility and data quality improvements.
e Reductionin CRM data gaps and duplicate records.
e Value of insights delivered to commercial teams.
¢ Improvements in quotation performance and win/loss ratios.
o Sales leadership satisfaction with reporting and analysis.
7. Career Progression

e Senior Sales Performance Analyst

e Sales Operations Manager

e Commercial Excellence Manager

e Pricing Manager

¢ Revenue Operations (RevOps) Lead

e Business Analyst (Commercial/ Logistics)
o Bl/Data Analytics Specialist
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The Marketing Data Analyst is responsible for collecting, analyzing, and interpreting
marketing and commercial data to provide actionable insights that improve lead
generation, campaign performance, customer engagement, and ROI.

Within a logistics and transport environment, the Marketing Data Analyst ensures that
marketing activities are alighed with business growth goals and that digital channels,
CRM systems, and customer journeys are continuously optimized.

10.56. Marketing Data Analyst

1. Role Overview

The ideal candidate combines strong analytical capability with marketing understanding
and business acumen.

2. Key Responsibilities
A. Marketing & Digital Analytics

e Track, analyze, and report performance across:
o digital campaigns (LinkedIn, Google Ads, display)
o website traffic and UX metrics (sessions, bounce rates, conversion paths)
o social media engagement
o email and automation workflows
¢ Identify trends, anomalies, and improvement opportunities.
B. CRM, Lead & Pipeline Analysis

o Analyze lead generation and pipeline performance from Salesforce, HubSpot, or
CargoWise CRM.
e Monitor lead lifecycle stages: MQL » SQL » Opportunity » Customer.
¢ Provide insights on conversion bottlenecks and campaign attribution.
¢ Ensure alignment between marketing activities and sales results.
C. Data Modeling & Segmentation

e Build and maintain customer segmentation models based on:
o industry verticals
o transport modes (Air/Sea/Road/Warehouse)
o value, potential, and behavior
e Support account-based marketing (ABM) targeting and personalization.
o Identify high-value prospects and churn-risk customers using data trends.
D. Dashboarding & Reporting

¢ Develop and maintain dashboards in Power Bl, Tableau, Looker, or CRM-native
tools.
¢ Presentinsights to marketing, sales, senior leadership, and operations teams.
¢ Create monthly/quarterly marketing performance reports with
recommendations.
E. Campaign Optimization

¢ Analyze campaign ROl and channel effectiveness.
¢ Monitor cost-per-lead (CPL), cost-per-acquisition (CPA), and marketing ROI.
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¢ Provide data-driven recommendations to optimize targeting, budget allocation,
and messaging.
e Support A/B testing across channels and landing pages.
F. Digital & Marketing Technology Support

e Ensure proper tracking setup: UTMs, tagging, and analytics configurations.
e Collaborate with digital teams to optimize website performance and data
collection.
e Support marketing automation workflows and lead scoring models.
G. Market Intelligence

¢ Analyze competitor digital activities and industry benchmarks.
e Provide marketinsights on logistics trends (e-commerce, air cargo, cross-border
flows, supply chain challenges).
e Support content strategy with data-driven topics and campaign themes.
H. Collaboration & Cross-Functional Alignment

¢ Work with:
o Marketing & Communications
o Sales & Business Development
o CRM &Digital Teams
o Customer Success
o Product & Solutions Marketing
e Ensure consistent data usage across the commercial organization.
3. Required Qualifications

Education

e Bachelor’s or master’s degree in data Analytics, Marketing, Business
Intelligence, Statistics, Economics, or a related field.
Experience

e 2-5yearsworkingin:
o marketing analytics
o digital analytics
o commercial data analysis
o Blroles

e Experience in transport, logistics, 3PL/4PL, freight forwarding, or B2B

environments is highly desirable.
4. Skills & Competencies

Technical Skills

e Proficiency with:

Excel (advanced), Google Sheets

Power BI, Tableau, Looker, Qlik

CRM systems (Salesforce, HubSpot, CargoWise)

Google Analytics (GA4), Google Tag Manager

Marketing automation platforms

e Strong understanding of marketing funnels and attribution models.
e Ability to extract, clean, merge, and analyze large datasets.

O

O
O
O
O
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Soft Skills

Strong analytical and critical-thinking abilities.

Excellent storytelling and visualization skills.

Ability to communicate complex insights in a clear, actionable way.
Highly organized, with strong attention to detail.

Collaboration skills across multiple business units.

5. Personal Attributes

Curious and self-driven.

Business-minded and customer-centric.

Comfortable in fast-paced, evolving logistics environments.
Proactive and improvement-oriented.

Strong sense of ownership and accountability.

6. Key Performance Indicators (KPlIs)

Accuracy and value of insights delivered.

Improvement in campaign ROl and lead conversion rates.
Data quality in CRM and analytics tools.

Dashboard adoption and usage by commercial teams.
Contribution to marketing strategy and revenue growth.
Reduction in manual reporting through automation.

7. Career Progression

Senior Marketing Data Analyst

Marketing Analytics Manager

Digital Performance Manager

CRM Manager / RevOps Analyst

Business Intelligence Analyst (Marketing / Commercial)
Marketing Technology Lead
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The Digital Campaign Manager is responsible for planning, executing, optimizing, and
analysing multi-channel digital marketing campaigns aimed at enhancing brand
visibility, generating high-quality leads, and supporting commercial growth across
transport & logistics services (Air, Sea, Road, Warehousing, Last-Mile, and Supply
Chain Solutions).

10.57. Digital Campaignh Manager

1. Role Overview

This role requires a blend of strategic thinking, hands-on campaign execution,
data-driven optimization, and strong collaboration with sales, product, and digital
teams. The ideal candidate is analytical, creative, and experienced in B2B digital
marketing.

2. Key Responsibilities
A. Campaign Strategy & Planning

o Define the digital campaign strategy aligned with marketing and commercial
objectives.
e Develop campaign roadmaps for:
o lead generation
o product or solution promotion
o brand awareness
o customer nurturing
o Identify audience segments based on industry verticals, services
(Air/Sea/Road/Warehouse), and customer behaviour.
B. Campaign Execution (Multi-Channel)

¢ Plan, launch, and optimize campaigns across:
o Linkedln Ads
o Google Ads (Search, Display, YouTube)
o Email marketing & automation (HubSpot/Marketo)
o Paid social platforms
o Retargeting & remarketing programs
¢ Manage creative assets in collaboration with content and design teams.
C. Marketing Automation & CRM Integration

e Build automated workflows, nurture sequences, and triggers in marketing
automation tools (HubSpot, Salesforce Marketing Cloud, etc.).
e Ensure campaign data is synchronized with CRM (Salesforce, HubSpot,
CargoWise).
e Support lead scoring, lifecycle tracking, and segmentation.
D. Campaign Monitoring, Optimization & A/B Testing

e Track and optimize campaign performance based on:
o CTR, CPC, conversion rate
o costperlead (CPL)
o lead quality and pipeline contribution
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o engagement metrics
e Conduct A/B tests on creatives, landing pages, and CTAs.
o Adjusttargeting, messaging, and budget allocation based on insights.
E. Reporting & Analysis

e Create dashboards and regular reports using:
o Power Bl/Tableau
o Google Analytics (GA4)
o Advertising platform analytics
o CRM & automation system data
e Presentinsights to marketing, commercial, and leadership teams.
e Provide recommendations to improve ROI, audience targeting, and channel mix.
F. Content & Creative Collaboration

¢ Work closely with content, design, and brand teams to develop:
o landing pages
o campaignh messaging
o visuals & creatives
o Vvideo or animation content
o case studies, whitepapers, and lead magnets
¢ Ensure all assets are alighed with brand guidelines and solution messaging.
G. Stakeholder Management

e Collaborate with:
o Sales & Business Development
o Product & Solutions Marketing
o Customer Success
o Digital/IT teams

e Ensure campaigns support business goals and integrate into larger marketing

initiatives.
H. Market & Competitor Insights

¢ Track competitor digital strategies and benchmark performance.
e Stayupdated on trends in:
o B2B digital marketing
o logistics & supply chain industries
o emerging marketing technologies
¢ Recommend new channels and tools to enhance digital presence.
3. Required Qualifications

Education

e Bachelor’s or master’s degree in marketing, Digital Marketing, Business,
Communications, Data & Analytics, or related field.
Experience

e 3-6years of experience in digital marketing, campaign management, or
performance marketing.

e Experience in B2B marketing, ideally in transport, logistics, supply chain,
Saas$, or service industries.
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Proven track record managing paid digital campaigns and marketing automation.

4. Skills & Competencies

Technical Skills

Proficiency with:
o Linkedln Ads, Google Ads
Google Analytics (GA4), GTM
Marketing automation platforms (HubSpot, Marketo, Pardot)
CRM systems (Salesforce, HubSpot, CargoWise CRM)
Power B, Tableau, or other analytics tools
Strong understanding of:
digital funnels
campaign attribution
UTM tracking
conversion optimization
landing page best practices

O O O O

o O O O O

Soft Skills

Strong analytical and problem-solving skills.

Excellent communication and storytelling ability.
Creativity combined with a data-driven mindset.
Ability to manage multiple campaigns simultaneously.
Highly organized, detail-oriented, and proactive.

5. Personal Attributes

Curious and always up to date with digital marketing trends.
Results-oriented with a strong sense of ownership.
Comfortable in dynamic, fast-paced logistics environments.
Collaborative team player with a positive mindset.

6. Key Performance Indicators (KPls)

Lead generation volume & lead quality (MQL »> SQL).
Campaign ROI, CPL, CPA, and conversion rates.
Website engagement and landing page performance.
Pipeline contribution and revenue influence.
Campaign delivery accuracy (on time, on budget).
Stakeholder satisfaction (sales, product, leadership).

7. Career Progression

Senior Digital Campaign Manager
Digital Marketing Manager
Demand Generation Manager
Marketing Automation Lead

Head of Digital / Director of Growth
Commercial Excellence Manager
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10.58. SEO/SEM Specialist

Position Overview

The SEO/SEM Specialist is responsible for developing, implementing, and optimizing
search engine optimization (SEO) and search engine marketing (SEM) strategies to
increase the company’s online visibility, drive qualified traffic, and support lead
generation goals. This role combines analytical capability with creative problem-solving
to ensure strong organic and paid search performance across digital channels.

Key Responsibilities

SEO Strategy & Execution

Develop and execute effective SEO strategies to improve organic rankings,
traffic, and conversions.

Perform ongoing keyword discovery, expansion, and optimization.

Conduct technical SEO audits and implement improvements (site structure,
crawlability, page speed, indexation, etc.).

Optimize on-page elements including meta tags, headers, internal links,
structured data, and content.

Manage off-page SEO initiatives such as backlink building and digital PR
activities.

Monitor algorithm updates and adjust strategies accordingly.

SEM / Paid Search

Plan, execute, and optimize paid search campaigns (Google Ads, Bing Ads, etc.)
to meet performance KPls.

Conduct keyword analysis, audience targeting, bid management, and A/B
testing.

Track and optimize cost-per-click (CPC), cost-per-acquisition (CPA), ROAS, and
other key metrics.

Develop ad copy, extensions, landing pages, and conversion paths to maximize
results.

Analytics & Reporting

Use analytics tools to track performance, uncover insights, and propose next
steps.

Build regular performance dashboards and present findings to internal
stakeholders.

Measure the effectiveness of SEO/SEM strategies on traffic, lead quality, and
ROLI.

Ensure accuracy and proper configuration of analytics tags and tracking pixels.

Collaboration & Stakeholder Alignment

Work closely with content, design, and development teams to ensure SEO-
friendly content and website experiences.

Collaborate with marketing, product, and sales teams to align search strategy
with broader business objectives.
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Provide recommendations for website improvements, campaigh enhancements,
and content planning.

Required Qualifications

Bachelor’s degree in marketing, Digital Marketing, Communications, Business,
or relevant field.

2-5+ years of experience in SEO and/or SEM roles.

Strong understanding of SEO principles, ranking factors, and Google algorithm
updates.

Hands-on experience with Google Ads, Bing Ads, and similar SEM platforms.
Proficiency with SEO tools: Google Search Console, Google Analytics, SEMrush,
Ahrefs, Moz, Screaming Frog, etc.

Strong analytical skills with the ability to translate data into meaningful actions.
Experience with A/B testing and conversion optimization methodologies.
Ability to write clear, compelling ad copy and SEO-optimized content.

Preferred Qualifications

Experience working with CMS platforms (WordPress, Drupal, Sitecore, etc.).
Familiarity with HTML, CSS, and basic web development concepts.

Knowledge of marketing automation platforms (HubSpot, Marketo, Pardot, etc.).
Experience in B2B, logistics, supply chain, or e-commerce environments.
Certification(s) such as Google Ads, Google Analytics, HubSpot, etc.

Key Competencies

Strong analytical and problem-solving skills.

Detail-oriented with a focus on accuracy and quality.

Proactive, self-driven, and comfortable managing multiple projects.

Ability to stay updated on industry trends, search updates, and evolving best
practices.

Strong communication and collaboration skills.
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10.59. Marketing Automation Specialist

Position Overview

The Marketing Automation Specialist is responsible for designing, executing, and
optimizing automated marketing programs that drive engagement, nurture leads, and
support revenue growth. This role manages end-to-end automation workflows, ensures
data quality, and collaborates with cross-functional teams to deliver personalized,
multi-channel customer experiences.

Key Responsibilities

Marketing Automation Strategy & Execution

Build, manage, and optimize automated campaigns (email, lead nurturing,
scoring, onboarding, retention) using platforms such as HubSpot, Marketo,
Pardot, or similar.

Define automation workflows aligned with the customer journey and business
goals.

Develop segmentation and personalization strategies to improve engagement.
Manage A/B testing across campaign elements (subject lines, CTAs, timing,
content).

Ensure compliance with GDPR, CAN-SPAM, and other data/privacy regulations.

Campaign Development & Deployment

Create campaign assets including emails, landing pages, forms, and analytics
dashboards.

Support content, digital, and sales teams by turning requirements into
operational automated programs.

Coordinate campaign calendars and ensure timely execution of multi-channel
initiatives.

Troubleshoot issues related to automation flows, triggers, integrations, and
deliverability.

Data Management & System Optimization

Maintain and improve marketing databases: lead data, segmentation,
enrichment, and hygiene.

Monitor and improve email deliverability, sender reputation, and contact
governance.

Manage integrations between CRM systems (e.g., Salesforce, Dynamics) and the
automation platform.

Ensure consistent taxonomy, tagging, naming conventions, and campaign
documentation.

Analytics & Reporting

Track KPIs such as open rate, CTR, conversion rate, lifecycle progression,
MQL/SQL volume, and ROI.

Build dashboards and present insights to leadership and stakeholders.

Use data to recommend improvements to campaigns, targeting, and lifecycle
strategies.
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o Work closely with digital marketing, content, sales, and product teams to align
automation with broader marketing strategies.
e Partner with sales operations to ensure accurate lead routing and scoring logic.
e Provide internal training on the marketing automation platform and best
practices.
Required Qualifications

Collaboration & Stakeholder Management

e Bachelor’s degree in marketing, Communications, Business, or related field.

o 2-5+years of experience with marketing automation platforms (HubSpot,
Marketo, Pardot, Eloqua, etc.).

o Strong understanding of digital marketing funnels, lifecycle marketing, and lead
generation processes.

¢ Hands-on experience building complex automation workflows.

¢ Knowledge of email best practices, deliverability, and compliance.

¢ Analytical mindset with strong ability to interpret data and optimize campaigns.

o Experience with CRM systems (Salesforce, Microsoft Dynamics, etc.).

e Familiarity with HTML/CSS for email and landing page editing.

Preferred Qualifications

o Experience in B2B, SaaS, logistics, or enterprise environments.
e Certification(s): HubSpot Marketing Automation, Marketo Certified Expert,
Salesforce Admin, or equivalent.
e Experience with customer segmentation, predictive scoring, and personalization
engines.
e Knowledge of database management and data enrichment tools.
Key Competencies

e Strong project management and organizational skills.

e Excellent communication and collaboration abilities.

¢ Detail-oriented with a process-driven mindset.

o Creative approach to solving marketing challenges.

¢ Ability to work independently and manage multiple priorities.
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The Lead Generation Specialist is responsible for identifying, nurturing, and converting
high-quality leads to support the company’s sales and business development goals.
This role focuses on researching target markets, building prospect lists, executing
outreach campaigns, and collaborating closely with sales and marketing teams to drive
pipeline growth.

10.60. Lead Generation Specialist

Position Overview

Key Responsibilities
Lead Research & Prospecting

¢ l|dentify potential leads through market research, databases, social media
platforms, industry directories, and digital tools.
e Qualify leads based on defined criteria such as industry, company size, buying
intent, and decision-maker profiles.
¢ Maintain accurate and up-to-date lead lists with relevant contact information
and segmentation.
Outbound & Inbound Lead Generation

¢ Execute outbound outreach activities including email sequences, Linkedln
messaging, and cold calling.
e Supportinbound lead processes by following up on marketing-generated leads
and performing initial qualification.
¢ Develop and maintain nurturing workflows to re-engage cold or long-term
prospects.
Campaign Execution

e Collaborate with the marketing team to support lead generation campaigns
(webinars, landing pages, content offers, etc.).
e Assistin crafting outreach scripts, email templates, and messaging that
resonates with target personas.
e Conduct A/B tests on messaging, subject lines, and call-to-action strategies to
maximize engagement.
CRM Management

e Logallinteractions and lead details in the CRM system (e.g., Salesforce,
Dynamics, HubSpot).
e Tracklead status, progression, and handoff to sales.
¢ Ensure data accuracy, completeness, and compliance with data privacy
regulations (GDPR, etc.).
Performance Tracking & Reporting

e Monitor key lead generation metrics such as lead volume, response rate,
qualification rate, conversion to opportunity, and cost per lead.

e Provide regular reports and insights to sales and marketing leadership.

o Identify trends, bottlenecks, and opportunities to improve lead flow and
conversion rates.
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o Work closely with sales to refine qualification criteria and optimize the lead
handoff process.
e Partner with marketing to target high-potential segments and improve campaign
effectiveness.
e« Share feedback from prospects to support messaging, product positioning, and
market understanding.
Required Qualifications

Cross-Functional Collaboration

e Bachelor’s degree in business, Marketing, Communications, or related field.

¢ 1-3+years of experience in lead generation, business development, inside sales,
or sales supportroles.

e Strongresearch skills and familiarity with lead generation tools (LinkedIn Sales
Navigator, ZoomInfo, Apollo, etc.).

e Excellent written and verbal communication skills.

e Hands-on experience with CRM platforms (Salesforce, HubSpot, Dynamics, or
similar).

e Ability to meet targets, handle multiple priorities, and work in a fast-paced
environment.

Preferred Qualifications

e Experience in B2B, logistics, supply chain, SaaS, or enterprise sales
environments.
¢ Knowledge of marketing automation tools (HubSpot, Marketo, Pardot).
e Familiarity with outbound prospecting tools and email sequencing platforms.
e Understanding of sales funnels, buyer journeys, and lead scoring.
Key Competencies

e Stronginterpersonal and relationship-building skills.

e Persistent, proactive, and results-oriented mindset.

¢ High attention to detail and organizational skills.

¢ Data-driven approach to decision-making.

e Ability to adapt messaging for different audiences and industries.
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Leadership & Executive Roles
10.61. Head of Sales (Transport & Logistics Sector)

Position Overview

The Head of Sales is a senior executive responsible for defining, leading, and executing
the commercial strategy of the transport and logistics organization. This role ensures
sustainable revenue growth, market expansion, and the development of high-
performing sales teams across multiple verticals (road freight, air & sea freight,
warehousing, contract logistics, last-mile, and value-added services).

The position requires a strong combination of strategic leadership, operational
excellence, customer orientation, and deep industry expertise in the European
logistics and transport ecosystem.

Key Responsibilities
1. Strategic Leadership & Business Growth

¢ Develop and execute the global sales strategy alighed with company goals and
market opportunities.

¢ ldentify, evaluate, and pursue new business segments, strategic accounts, and
emerging transport/logistics trends.

e Lead commercial planning, including revenue targets, pricing strategy, and
margin optimization.

o Drive digitalization and data-driven sales approaches (CRM optimization,
analytics, forecasting).

2. Sales Team Leadership & Performance Management

e Build, lead, and inspire a high-performing sales organization across regions and
product lines.

o Setclear KPls, performance metrics, and incentive structures to drive
accountability and continuous improvement.

¢ Provide coaching, development programs, and succession planning for sales
leadership roles.

¢ Promote a customer-centric culture based on collaboration, integrity, and
solution-oriented thinking.

3. Key Account Management & Customer Relationship Excellence

¢ Oversee engagement with strategic customers, major shippers, and global key
accounts.

¢ Establish long-term relationships with C-level stakeholders and decision
makers.

e Drive customer retention, upselling, cross-selling, and multi-product solutions.

e Ensure high customer satisfaction levels through proactive communication and
operational alignment.

4. Market Intelligence & Commercial Innovation

e« Monitor market trends, competitor activities, regulatory changes, and
technological innovations in logistics and transport.
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¢ Translate marketinsights into actionable commercialinitiatives.
o Identify opportunities for new services, partnerships, and strategic alliances.
e Collaborate with product owners and operations to develop competitive
solutions.
5. Financial & Operational Accountability

e Ownrevenue forecasting, budgeting, and P\&L performance for the sales
division.

e Develop business cases, pricing strategies, and profitability models.

e Ensure compliance with corporate governance, quality standards, and risk
management frameworks.

e« Partnerwith finance, operations, procurement, and marketing to optimize
processes and service delivery.

Required Qualifications & Experience

Education

e Master’s degree in business administration, Logistics, Supply Chain
Management, or related field (preferred).
Professional Experience

e 10+ years of progressive leadership experience in transport, logistics, or supply
chain.

e Proventrackrecordin large-scale B2B sales, revenue growth, and strategic
account management.

o Experience managing multi-regional sales teams in a complex operational
environment.

e Strong understanding of freight forwarding logistics operations, warehousing,
and digital supply chain solutions.

Leadership Skills

e Strategic mindset with strong analytical and commercial acumen.

e Exceptional leadership and team-building skills.

¢ High level of resilience, negotiation capability, and executive presence.

e Ability to influence internal and external stakeholders at all levels.
Technical Skills

e Mastery of CRMtools (e.g., Salesforce, Microsoft Dynamics).
e Understanding of TMS, WMS, ERP systems, and transport digitalization trends.
e Strong command of data-driven decision-making and forecasting.

Languages

e Fluentin English (mandatory).
o Additional European languages (especially German and French) are considered
an asset.
Key Performance Indicators (KPls)

¢ Revenue growth and profitability (YoY).

e Sales pipeline development and conversion rates.

e Customer retention and satisfaction scores.

e Performance of regional or segment-based sales teams.
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This role collaborates closely with the CEO, CFO, COOQO, and other executive leaders. It
requires occasional travel to customer sites, trade fairs, operational hubs, and regional
offices.

e Expansioninto new markets or service lines.
e Strategic contract wins and long-term partnerships established.
Working Environment

Summary

The Head of Sales in the Transport & Logistics Sector is a pivotal leadership role that
shapes the company’s commercial success. It requires vision, innovation, operational
understanding, and the ability to guide a high-performing team in a dynamic and
competitive environment.
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10.62. Head of Marketing

Position Overview

The Head of Marketing is a senior executive responsible for shaping and driving the
organization’s global marketing strategy to accelerate growth, strengthen brand equity,
and support commercial objectives. This role oversees all marketing functions—
including branding, digital strategy, communications, product marketing, and customer
engagement ensuring alignment with corporate priorities and market trends.

The position requires a data-driven, innovative, and strategic leader with strong
business acumen and the ability to inspire high-performing teams in a fast-changing
business environment.

Key Responsibilities
1. Strategic Marketing Leadership

e Develop and execute a comprehensive, multi-channel marketing strategy aligned
with corporate objectives.

e Lead market positioning, value proposition development, and brand
differentiation.

e Translate business priorities into actionable marketing campaigns and
measurable outcomes.

e Oversee annual marketing planning, budgeting, and ROI tracking.

2. Brand Management & Corporate Communications

e Strengthen corporate identity and brand consistency across all markets and
channels.
o Oversee internal and external communications, PR, and corporate messaging.
¢ Manage crisis communication strategies and media relations.
e Drive thought leadership initiatives (whitepapers, events, industry partnerships).
3. Digital Marketing & Demand Generation

o Leaddigital transformation initiatives in marketing: automation, analytics,
SEO/SEM, Al-driven targeting, CRM integration.
e Implement demand generation programs that support sales growth.
e Supervise website, social media, email marketing, and digital content strategy.
o Ensure performance marketing KPIs are optimized and continuously improved.
4. Product Marketing & Go-to-Market (GTM)

e Partner with Product, Sales, and Operations to develop competitive product
positioning.
¢ Define and execute GTM strategies for new service launches and product
enhancements.
¢ Conduct competitive benchmarking and customer insights research.
e Support pricing strategies and commercial enablement.
5. Team Leadership & Cross-Functional Collaboration
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¢ Build and lead a high-performing marketing team across brand, digital, content,
and product marketing.
e Setclear KPls, develop talent, and foster a culture of creativity, accountability,
and continuous improvement.
o Collaborate closely with Sales, Product, Finance, and Executive teams.
e Promote data-driven decision-making using relevant tools and metrics.
6. Market Intelligence & Customer Insights

¢ Oversee market research initiatives to identify trends, customer needs, and
competitive landscapes.
e Turninsights into actionable strategies for segmentation, targeting, and
positioning.
e Supportinnovation and new business development with robust market analyses.
Required Qualifications & Experience

Education

e Master’s degree in marketing, Business Administration, Communications, or
related field (preferred).
Professional Experience

¢ 8-15years of progressive leadership experience in marketing, ideally in B2B
industries.

e Proven track record developing and executing strategies that drive measurable
growth.

o Experience managing multi-channel marketing operations, digital
transformation, and brand building.

o Strong familiarity with modern marketing technologies: CRM, automation
platforms, analytics tools, CMS, and Al-based marketing solutions.

Leadership Skills

e Strategic thinker with excellent communication and stakeholder management
abilities.
e Inspirational leader capable of scaling teams and driving organizational change.
e Strong analytical mindset with the ability to interpret complex data and translate
into actionable programs.
¢ High degree of creativity, adaptability, and problem-solving skills.
Technical Skills

o Expertise in digital marketing, marketing automation, analytics platforms, and
CRM systems.
e Strong command of content strategy, brand storytelling, and multimedia
communication.
o Experience with budget management and performance measurement.
Languages

e Fluentin English.
¢ Additional languages relevant to the business region (e.g., French, German) are
an asset.
Key Performance Indicators (KPls)
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e Brand awareness and reputation metrics.

e Lead generation volume, quality, and conversion outcomes.

o Marketing ROl and budget efficiency.

o Digital channel performance (traffic, engagement, conversions).

e Success of product launches and GTM campaigns.

¢ Internal stakeholder satisfaction and sales enablement impact.
Working Environment

The Head of Marketing works closely with executive leadership (CEO, COO, Head of
Sales, Product Heads) and leads a cross-functional team. The role may require travel for
events, customer engagements, agency meetings, or regional visits.

Summary

The Head of Marketing is a key strategic leader responsible for guiding the brand,
driving market visibility, and fuelling commercial success through innovation, customer
insight, and modern marketing excellence.
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10.63. Director of Sales & Marketing

Position Overview

The Director of Sales & Marketing is a senior leadership position responsible for
defining and executing the company’s integrated commercial strategy. This role aligns

sales performance, marketing initiatives, brand positioning, and customer engagement
to drive growth, profitability, and competitive differentiation.

These executive leads cross-functional teams, ensures the commercial organization
works in full alignment with operational, financial, and strategic business goals, and

plays a key role in shaping the company’s market presence and customer experience.

Core Responsibilities

1. Commercial Strategy & Business Leadership

Develop a unified Sales & Marketing strategy aligned with corporate objectives.

Own the commercial roadmap including revenue targets, pricing, portfolio
positioning, and customer segmentation.

Identify new markets, customer segments, and growth opportunities.
Partner with senior leadership (CEO, COO, CFO) on strategic decisions and
transformation initiatives.

2. Sales Leadership & Revenue Growth

Lead all sales channels, including key accounts, business development, and
regional teams.

Establish sales KPlIs, pipeline management processes, and performance
reporting.

Optimize structures, incentive programs, and workflows to improve sales
productivity.

Support negotiations with high-value customers and manage executive-level
relationships.

3. Marketing Strategy & Brand Management

Oversee marketing planning, branding, digital communication, and market
positioning.

Shape value propositions, messaging, and content strategies across all
channels.

Drive demand generation, lead acquisition, and digital marketing campaigns.

Ensure a consistent brand experience internally and externally.

4. Product Commercialization & Go-to-Market (GTM)

Lead go-to-market strategies for new products, services, or markets.

Collaborate with Product, Operations, and Finance to align pricing, features, and

commercial priorities.
Oversee competitive and market intelligence to strengthen propositions.

5. Customer Experience & Relationship Management

Foster a customer-centric culture across all commercial functions.

192



&

¢ Implement customer feedback processes, service improvements, and cross-
functional collaboration.
¢ Oversee customer retention programs, loyalty initiatives, and value-added

services.
6. Team Leadership & Cross-Functional Collaboration

e Lead and develop high-performing Sales & Marketing teams.
e Build skills in data-driven decision-making, storytelling, negotiation, and digital
tools.
e Ensure strong collaboration with operations, finance, HR, product, and executive
teams.
o Cultivate a performance culture with accountability, creativity, and innovation.
7. Financial & Operational Accountability

e Own Sales & Marketing budgets and optimize spending for maximum ROI.
o Oversee forecasting, pricing models, margin analysis, and performance

dashboards.
¢ Ensure commercial activities comply with company policies and governance

requirements.
Required Qualifications & Experience

Education

e Master’s degree in business administration, Sales, Marketing, Communications,
or related field (preferred).
Professional Experience

e 10+ years of senior leadership experience in Sales, Marketing, or Commercial
roles.

¢ Proven track record of driving revenue growth and leading multi-disciplinary
teams.

e Strong experience in developing commercial strategies and executing
go-to-market programs.

e Experience in B2B or B2C environments with complex offerings.

Leadership Competencies

e Strategic thinker with strong business acumen and analytical skills.

e Excellent leadership, communication, and stakeholder management.

e Proven ability to build high-performing teams and lead transformation.

e Strong negotiation, influencing, and customer engagement skills.
Technical Skills

e Proficiency in CRM systems, digital marketing tools, and analytics platforms.
e Understanding of data-driven sales and marketing strategies.
o Knowledge of brand management, digital communication, and performance
marketing.
Languages

e Fluentin English.
e Additional languages relevant to the region (e.g., French, German) are an asset.
Key Performance Indicators (KPls)
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Revenue growth & margin improvement.

Marketing ROl and lead generation performance.

Customer acquisition, retention, and satisfaction scores.

Brand visibility and digital channel performance.

Sales pipeline quality, conversion rates, and forecasting accuracy.
Successful product launches and GTM effectiveness.

Working Environment

The Director of Sales & Marketing reports to the Executive Leadership Team and
collaborates closely with Operations, Finance, HR, Product, and Customer Service.
Travel to customer sites, events, and regional offices may be required.

Summary

The Director of Sales & Marketing is a critical commercial leader responsible for
driving growth, shaping brand strategy, and optimizing the entire customer lifecycle.
Combining strategic vision with operational excellence, the role ensures that both Sales
and Marketing work seamlessly toward shared objectives, market success, and long-
term commercial competitiveness.
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10.64. Commercial Director

Position Overview

The Commercial Director is a senior executive responsible for the overall commercial
strategy, revenue performance, and market growth of the company. This role leads all
commercial functions including Sales, Marketing, Business Development, Customer
Relationships, and Strategic Partnerships to ensure sustainable profitability and
long-term competitive advantage.

The Commercial Director drives business expansion, commercial excellence, and
customer value creation while ensuring alignment between commercial teams and the
wider organization.

Key Responsibilities

1. Commercial Strategy & Leadership

Develop and execute the company’s commercial strategy in line with corporate
objectives.

Define revenue growth plans, market expansion initiatives, and competitive
positioning.

Lead commercial planning, forecasting, pricing, and performance management.
Identify new business opportunities, partnerships, and strategic accounts.

2. Sales Leadership & Business Development

Oversee the entire sales organization, including key accounts, field sales, and
business development teams.

Implement effective sales methodologies, KPls, and pipeline management
processes.

Drive profitable growth through value-based selling and segmentation strategies.
Support high-level negotiations with strategic customers and partners.

3. Marketing, Branding & Market Positioning

Lead marketing and communication activities to strengthen brand equity and
market presence.

Oversee demand generation, digital marketing, content strategy, and market
intelligence.

Ensure consistent brand positioning and messaging across all channels and
regions.

Align Marketing with Sales to maximize lead quality, conversion, and customer
engagement.

4. Customer Excellence & Relationship Management

Foster a culture of customer-centricity across all commercial functions.
Improve customer experience, retention, and satisfaction through structured
programs.

Drive initiatives focused on after-sales support, service excellence, and long-
term loyalty.
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¢ Ensure the voice of the customer is integrated into product, operational, and
strategic decisions.
5. Financial & Operational Accountability

¢ Owncommercial P\&L targets, revenue budgets, and cost optimization
initiatives.
e Oversee pricing strategy, contract profitability, and margin optimization.
¢ Implement commercial dashboards, analytics, and performance reporting.
e Ensure compliance with governance, legal, and contractual standards.
6. Leadership, Culture & Team Development

e Build, lead, and empower high-performing Sales and Marketing teams.
¢ Implementtalent development, coaching, and succession planning programs.
e Encourage cross-functional collaboration with Product, Operations, Finance,
HR, and Executive leadership.
¢ Promote a culture of innovation, accountability, and measurable performance.
Required Qualifications & Experience

Education

¢ Master’s degree in business administration, Marketing, Sales, Economics, or
related field (preferred).
Professional Experience

e 10-15+years of senior commercial leadership experience.
¢ Demonstrated success in driving revenue growth, market expansion, and
commercial strategy.
o Experience leading multi-disciplinary teams (Sales, Marketing, BD, CX).
e Strong background in B2B or B2C environments with complex product/service
portfolios.
Leadership Competencies

e Strategic thinker with strong business acumen and analytical capabilities.

¢ Influential communicator with strong stakeholder management skills.

¢ Proven ability to lead transformation and manage change.

o Highresilience, decision-making ability, and customer-centric mindset.
Technical Skills

o Strong knowledge of CRM systems, forecasting tools, and commercial analytics.
e Understanding of digital marketing, brand strategy, and performance
measurement.
e Experience with P\&L ownership, pricing models, and contract management.
Languages

e Fluentin English.
e Additional languages based on region (e.g., French, German) are an asset.
Key Performance Indicators (KPls)

¢ Revenue growth (YoY) and profitability.
¢ Market share expansion and customer acquisition.
e Customer satisfaction and retention metrics.
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e Sales pipeline performance and conversion rates.

e Marketing ROl and digital engagement indicators.

e Team performance and leadership effectiveness.
Working Environment

The Commercial Director reports to the CEO or Managing Director and collaborates
closely with Operations, Finance, HR, Product Management, and other members of the
leadership team. The role may involve national or international travel to meet customers
and partners.

Summary

The Commercial Director is a pivotal executive responsible for the long-term
commercial success of the company. By driving strategy, leading high-performing
teams, and ensuring customer excellence, the role secures sustainable growth and
strengthens the company's market leadership.
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The Chief Commercial Officer (CCO) is a key executive responsible for defining and
driving the organization’s commercial vision. This role oversees all revenue-generating
functions Sales, Marketing, Customer Experience, Product Commercialization, and
Strategic Partnerships to ensure sustainable growth, customer value creation, and
market leadership.

10.65. Chief Commercial Officer (CCO)

Position Overview

The CCO shapes the long-term commercial roadmap, aligns cross-functional teams
under one unified growth strategy, and ensures the company thrives in an increasingly
competitive, customer-driven, and digital environment.

Key Responsibilities
1. Commercial Strategy & Leadership

¢ Define and execute a comprehensive commercial strategy aligned with corporate
objectives.
o Drive revenue growth, market expansion, and diversification of the customer
base.
e Lead commercial planning, forecasting, pricing, and revenue optimization.
o ldentify strategic opportunities, partnerships, and new market entries.
2. Revenue & Sales Leadership

o Oversee global/regional sales teams and ensure robust pipeline management.
e Build high-performing sales structures, KPIs, and incentive programs.
¢ Lead executive-level negotiations with key accounts and strategic partners.
¢ Implementvalue-based selling and customer segmentation strategies to
maximize profitability.
3. Marketing, Brand & Market Positioning

e Lead corporate marketing, branding, communication, and market intelligence.
e Strengthen the company’s market positioning and competitive differentiation.
o Oversee digital marketing transformation, including performance marketing and
CRM-driven initiatives.
o Align Marketing and Sales for seamless lead generation, conversion, and
customer engagement.
4. Customer Experience (CX) & Relationship Excellence

¢ Champion a customer-centric culture across all commercial functions.
¢ Implement CX frameworks focused on retention, satisfaction, and lifecycle value.
e Establish customer listening programs (NPS, surveys, VOC initiatives).
¢ Ensure seamless collaboration between commercial and operational teams to
elevate service levels.
5. Product Commercialization & Innovation

¢ Work closely with Product, Operations, and Technology teams to define value
propositions.
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o Lead go-to-market (GTM) strategies for new services, products, or digital
solutions.
e Oversee competitive analysis, pricing strategy, and commercial validation.
e Promote innovation and new business models supporting long-term growth.
6. Financial Ownership & Performance Management

e Own commercial P\&L, revenue targets, and margin performance.
¢ Oversee commercial analytics, forecasting accuracy, and performance
dashboards.
e Ensure decisions are data-driven with clear ROl and measurable outcomes.
e Optimize budget allocation across sales, marketing, and CX functions.
7. Leadership, Culture & Organizational Development

¢ Lead, inspire, and develop high-performance commercial teams.
e Build a strong commercial culture grounded in accountability, collaboration, and
innovation.
¢ Implementtalent development, coaching, and succession planning programs.
o Foster cross-functional collaboration with the Executive Committee.
Required Qualifications & Experience

Education

¢ Master’s degree in business administration, Marketing, Sales, Economics, or
related fields.
o Executive education (e.g., INSEAD, IMD, Harvard) is an advantage.
Professional Experience

e 15+ years of senior leadership experience in Sales, Marketing, or Commercial
roles.

¢ Proven track record of driving revenue, scaling business operations, and leading
large teams.

¢ Experience working in complex, competitive, and customer-driven industries.

e Background in digital transformation and modern commercial technologies
(CRM, analytics, Al-driven marketing).

Leadership Competencies

e Strategic visionary with strong commercial instincts and financial acumen.
e Strong communication, negotiation, and stakeholder management skills.
o Ability to drive change, manage ambiguity, and execute at scale.
e High emotionalintelligence and customer-centric mindset.
Technical Skills

o Expert knowledge of CRM and commercial analytics tools.
o Strong understanding of digital marketing, performance measurement, and GTM
frameworks.
o Capability to interpret complex data for strategic decision-making.
Languages

e Fluentin English.
e Additional languages relevant to the region (e.g., French, German) are an asset.
Key Performance Indicators (KPIs)
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¢ Totalrevenue growth and profitability.
e Market share expansion and customer acquisition.
e Customer satisfaction, retention, and NPS scores.
e Sales productivity and pipeline performance.
e Marketing ROl and brand visibility metrics.
e Successful product/service launches and GTM performance.
e Marginimprovement and contract profitability.
Working Environment

The CCO collaborates closely with the CEO, CFO, COO, CTO, and the Board of Directors.
The role may require international travel to visit customers, partners, regional offices,
and industry events.

Summary

The Chief Commercial Officer is a strategic executive leader who ensures the
company’s long-term commercial success. By driving growth strategies, leading high-
performing teams, and putting customer value at the center, the CCO plays a critical
role in shaping the company’s future and strengthening its market position.
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10.66. Vice President of Sales (Logistics)

Position Overview

The Vice President of Sales (VP Sales) is an executive leader responsible for
developing and executing the commercial sales strategy within the logistics
organization. This role oversees national or international sales teams, drives revenue
growth, builds long-term customer relationships, and positions the company as a
preferred logistics partner.

The VP Sales must combine a deep understanding of the logistics ecosystem road
freight, contract logistics, warehousing, air & sea freight, e-commerce logistics, last-
mile, and value-added services with strong leadership and strategic expertise.

Core Responsibilities
1. Sales Strategy & Commercial Leadership

¢ Define and implement the company’s sales strategy across all logistics service
lines.
e Setannual revenue targets, sales forecasts, and growth objectives.
o Identify new markets, high-potential sectors, and strategic opportunities.
e Develop pricing models, commercial frameworks, and key account strategies.
2. Revenue & Business Development

e Lead all business development initiatives, including enterprise-level customer
acquisition.

¢ Manage the full sales funnel from prospecting to closing large-scale logistics
contracts.

o Drive growth through vertical specialization (e.g., FMCG, retail, automotive,
pharma, industry).

e Support negotiations for global tenders and high-value, multi-year agreements.

3. Sales Team Leadership & Performance Management

e Build, coach, and lead high-performing sales teams across regions and business
units.
o SetKPIs, compensation structures, and performance dashboards.
e Implement sales training, talent development, and succession planning.
o Foster a culture of accountability, collaboration, and customer focus.
4. Strategic Account Management & Customer Excellence

¢ Oversee the management of key accounts and ensure premium customer
service.

e Build strategic relationships with C-level stakeholders at major shippers.

e Drive customer retention, upsell opportunities, and cross-selling across
divisions.

¢ Resolve escalations and ensure operational teams deliver on customer
commitments.

5. Market Intelligence & Competitive Positioning
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Monitor logistics industry trends, competitor strategies, and pricing models.
Analyze market shifts (digitalization, sustainability, automation, nearshoring).
Ensure the company’s offerings remain competitive and alighed with customer
needs.

Develop value propositions specific to vertical industries.

6. Collaboration with Operations & Product Teams

Partner with supply chain, operations, and product management to define
service capabilities.

Align customer expectations with operational capacity (e.g., network
optimization, warehouse availability).

Support the development of new logistics solutions, digital tools, and service
enhancements.

7. Financial Management

Own the sales budget, resource allocation, and expense oversight.

Ensure profitable growth with focus on margin control and contract profitability.
Lead performance analytics and quarterly business reviews.

Contribute to corporate strategic planning and forecasts.

Required Qualifications & Experience

Education

Master’s degree in business, Logistics, Supply Chain Management, Economics,
or related field.

Professional Experience

10-15+ years of sales leadership experience in logistics, transport, or supply
chain.

Strong track record in winning major logistics contracts and managing strategic
accounts.

Experience leading international or multi-regional sales organizations.

Deep understanding of freight, warehousing, contract logistics, and end-to-end
supply chain solutions.

Leadership Competencies

Strong executive presence and excellent communication skills.
Strategic thinker with ability to execute in dynamic markets.

Skilled negotiator with complex, multi-stakeholder environments.
Inspirational people leader with a focus on coaching and organizational
development.

Technical Skills

Proficiency in CRM tools (Salesforce, Dynamics), forecasting models, and sales
analytics.

Strong understanding of logistics KPIs (OTIF, cost-to-serve, capacity planning).
Ability to interpret complex RFI/RFP requirements and tender processes.

Languages

Fluentin English.
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o Additional languages (German, French, Dutch, depending on region) are a strong
advantage.
Key Performance Indicators (KPls)

e Revenue growth vs. target.
e New business acquisition and major contract wins.
e Customer retention, satisfaction, and NPS scores.
e Sales pipeline value, conversion rates, and forecast accuracy.
e Margin improvement and contract profitability.
e Team performance and turnover metrics.
e Successrate in global/local tenders.
Working Environment

The VP Sales works closely with the CEO, COO, CFO, VP Operations, and
Product/Innovation teams.
Regular customer travelis required (regional or global depending on company footprint).

Summary

The Vice President of Sales (Logistics) is a pivotal executive role responsible for driving
growth, expanding market share, and ensuring the company is recognized as a leader in
transport and logistics. With strategic vision, operational understanding, and
exceptional leadership, the VP Sales shapes the commercial success and future
direction of the business.
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The Vice President of Marketing (VP Marketing) is a senior executive responsible for
shaping the company’s global marketing vision within the fast-moving logistics sector.
This role oversees brand strategy, digital marketing, industry positioning, product
marketing, demand generation, customer insights, and competitive intelligence to
support growth across all logistics business units.

10.67. Vice President of Marketing (Logistics)

Position Overview

The VP Marketing drives the company’s identity as a trusted logistics partner—across
road, air, sea, warehousing, contract logistics, e-commerce fulfilment, last-mile, and
supply chain solutions ensuring marketing initiatives directly accelerate commercial
success.

Core Responsibilities
1. Strategic Marketing Leadership

e Develop and lead a global marketing strategy tailored to logistics markets and
customer segments.

o Define market positioning, brand architecture, and value propositions across
service lines.

e Align marketing priorities with commercial, operational, and strategic business
goals.

e Oversee annual marketing budgets, resource allocation, and ROl performance.

2. Brand Management & Industry Positioning

o Build and strengthen the company’s brand across international logistics markets.

¢ Ensure consistent messaging across digital, print, and customer-facing
touchpoints.

¢ Lead external communications, PR, and media relations within the supply chain
industry.

¢ Promote the company through trade fairs, logistics conferences, and industry
associations.

3. Digital Marketing & Demand Generation

o Leaddigital transformation in marketing, including automation, analytics, CRM
integration, SEO/SEM, and ABM.
o Grow digital presence for logistics services, customer portals, and tracking

platforms.

o Drive demand generation campaigns that support sales pipelines and growth
targets.

e Oversee social media, website optimization, email marketing, and content
strategy.

4. Product Marketing & Go-to-Market (GTM)

e Partner with Sales, Operations, and Product teams to design compelling GTM
strategies for:
o Freight forwarding solutions
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o Contract logistics/warehousing services
o Digital supply chain tools
o Value-added logistics services
e Conduct competitive analysis to differentiate offerings in crowded logistics
markets.
e Support pricing strategies and new service commercialization.
5. Customer Insights & Market Intelligence

e Lead research on market trends, customer expectations, and competitor
strategies.
e Analyze logistics industry shifts (digitalization, nearshoring, sustainability,
automation).
¢ Translate insights into segmentation, targeting, and positioning strategies.
e Support commercial teams with data-driven market intelligence.
6. Leadership of Marketing Teams

e Build, develop, and lead multi-disciplinary teams across branding, design,
digital, events, and product marketing.
¢ Introduce modern marketing methodologies and performance-driven culture.
o Ensure alignment and collaboration between Marketing, Sales, Operations, and
Innovation teams.
e Drive talent development, coaching, and succession planning.
7. Stakeholder Collaboration & Executive Leadership

e Actively collaborate with the CEO, COO, VP Sales, and Supply Chain leaders on
strategic business priorities.
e Represent Marketing at Executive Committee meetings.
e Drive alignment between commercial strategy and marketing execution.
e Ensure marketing initiatives support revenue growth and operational goals.
Required Qualifications & Experience

Education

e Master’s degree in marketing, Business Administration, Communications, or
related field.
Professional Experience

e 10-15+years of marketing leadership, ideally within logistics, supply chain,
freight forwarding, or similar B2B sectors.

e Proven track record of building brands, delivering growth through marketing, and
leading international teams.

o Experience with digital transformation, marketing automation, and data-driven
campaigns.

o Strong familiarity with logistics service offerings and customer buying behaviors.

Leadership Competencies

e Visionary thinker with strong business acumen.
¢ Excellent communicator with executive presence and strong influencing skills.
e Ability to thrive in fast-paced, operationally complex environments.
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e Strong people leader with a focus on development, innovation, and cross-
functional collaboration.
Technical Skills

e Advanced knowledge of CRM platforms (Salesforce, Dynamics), marketing
automation (HubSpot, Marketo), and analytics tools.
o Strong digital marketing expertise (SEO/SEM, content, analytics).
e Understanding of logistics KPIs, operational processes, and supply chain
concepts.
Languages

e Fluentin English.

o Additional languages (German, French, Dutch) depending on region are a strong
asset.
Key Performance Indicators (KPls)

¢ Brand strength, visibility, and reputation in logistics markets.
¢ Marketing-driven pipeline contribution and lead quality.
o Digital performance (traffic, engagement, conversion).
e Successful execution of product/service GTM campaigns.
e Customer and market insight quality supporting strategic decisions.
e Marketing ROl and budget efficiency.
e Talentretention and team performance.
Working Environment

The VP Marketing works closely with the CEO, VP Sales, COO, and other executive
leaders.

Regular travel may be required for trade fairs, customer events, marketing activities, and
office visits across regions.

Summary

The VP Marketing (Logistics) is a crucial executive role that shapes brand identity,
drives commercial growth, and positions the company as a leader in transport and
supply chain. With a blend of strategic marketing expertise, industry knowledge, and
digital leadership, the VP Marketing elevates the company’s competitiveness in a rapidly
changing logistics landscape.
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Executive Leadership Role | International Business Growth | Strategic Expansion

10.68. Global Head of Business Development

Position Overview

The Global Head of Business Development is a senior executive responsible for
defining and leading the company’s global growth strategy. This role focuses on
identifying new business opportunities, securing strategic partnerships, expanding into
new markets, and driving long-term revenue growth across all regions.

The position requires a visionary commercial leader with strong analytical capabilities,
global market expertise, and the ability to build relationships with C-suite decision-
makers around the world. This role directly influences corporate strategy, innovation
priorities, and future market positioning.

Core Responsibilities
1. Global Growth Strategy & Market Expansion

o Define the company’s global business development strategy in alignment with
corporate goals.
¢ ldentify, evaluate, and prioritize opportunities in emerging and mature markets.
¢ Lead international expansion initiatives, including market entry plans, feasibility
analysis, and partnership models.
e Drive strategic diversification into new segments, industries, and geographies.
2. Strategic Partnerships & Alliances

e Build alliances with key global players (customers, suppliers, investors,
governments, industry platforms).
o Negotiate high-value agreements, joint ventures, and long-term collaboration
models.
e Develop ecosystems around innovation, digitalization, and sustainability.
e Representthe company at global events, conferences, and industry discussions.
3. Enterprise Deal Acquisition & Pipeline Leadership

e Leadthe pursuit of major global accounts, large tenders, and high-complexity
opportunities.

e Oversee development of proposals, commercial models, and negotiation
strategies.

¢ Strengthen global opportunity pipeline through structured governance and
forecasting.

¢ Coordinate with regional business development and sales teams to secure
multinational deals.

4. Market Intelligence, Insights & Innovation Scouting

¢ Monitor global market trends, competitive landscape, regulatory developments,
and industry disruptions.

¢ ldentify opportunities for innovation, digital solutions, and new value
propositions.
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Translate insights into actionable commercial strategies and business cases.
Collaborate with Product, Operations, and Technology teams to shape the future
service portfolio.

5. Leadership of Global BD Organization

Build and lead an international business development team across regions.
Develop competencies in strategic selling, value engineering, and consultative
solutions.

Introduce structured methodologies (e.g., strategic account planning, deal
qualification, global governance models).

Foster collaboration between BD, Sales, Marketing, Operations, Finance, and
Executive Leadership.

6. Customer Engagement & C-Level Relationship Management

Act as a global ambassador and strategic advisor for enterprise customers.
Build strong relationships with senior decision-makers across industries.
Conduct executive meetings, roadmap discussions, and strategic reviews with
key accounts.

Ensure customer needs and expectations shape global commercial strategy.

7. Financial & Commercial Ownership

Own global business development KPls, revenue contribution, and growth goals.
Build business cases for new ventures, investments, and strategic initiatives.
Oversee pricing, deal structuring, contract frameworks, and margin analysis.
Provide guidance to leadership on global investment priorities and risk
assessments.

Required Qualifications & Experience

Education

Master’s degree in business administration, International Relations, Strategy,
Economics, or related field.
Executive education (e.g., INSEAD, IMD, Harvard) is a plus.

Professional Experience

12-18+ years of international business development experience.

Proven track record leading global growth initiatives and securing large enterprise
deals.

Experience in complex B2B environments (logistics, supply chain, technology,
industrial, manufacturing, or services).

Strong background in strategic partnerships, M\&A support, and market
expansion.

Leadership Competencies

Strong global mindset and cross-cultural communication skills.
Strategic thinker with strong analytical and commercial acumen.
Executive presence with ability to influence at C-suite level.
Excellent negotiator and relationship builder.

High resilience, adaptability, and comfort navigating ambiguity.

Technical Skills
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o Familiarity with CRM systems, BD frameworks, forecasting tools, and strategic
planning methodologies.
e Strong understanding of financial modelling, business case development, and
market evaluation.
o Knowledge of global regulatory, economic, and competitive environments.
Languages

e Fluentin English (mandatory).
e Additional languages (e.g., French, German, Mandarin, Spanish, Arabic)
considered a major asset.
Key Performance Indicators (KPls)

e Global revenue growth and contribution from new business.
¢ Market expansion achievements (new regions, industries, verticals).
¢ Number and value of strategic partnerships formed.
e Quality and scale of new opportunities in the global pipeline.
¢ Win rate for major global deals and tenders.
e Successful launch of new market entries or service offerings.
e Cross-functional collaboration and team performance.
Working Environment

The Global Head of Business Development works closely with the CEO, CCO, CFO,
COOQO, CTO, and Regional Leadership teams.

The role typically involves significant international travel to meet customers, partners,
and regional business units.

Summary

The Global Head of Business Development is a strategic executive who drives the
company’s long-term growth by accelerating market expansion, shaping global
partnerships, and securing high-value opportunities. This role blends strategy,
innovation, international leadership, and top-tier commercial expertise to position the
company as a global industry leader.
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Last Word

In the vast, intricate world of transport and logistics, it is easy to focus on the systems,
the routes, the numbers, and the deadlines. But beneath every shipment, every
negotiation, every promise delivered, there is something far more powerful the human
spirit. The spirit of those who wake up each day determined to connect people, to
bridge distances, and to keep the world moving even when everything else feels
uncertain.

Sales and marketing in this industry are not just roles. They are acts of courage. They
require you to believe in possibilities before others see them, to speak with conviction
even when the path ahead is unclear, and to carry the weight of customer trust on your
shoulders. They demand empathy, patience, and a heart that refuses to give up because
in logistics, giving up is never an option.

This book has explored the strategies, the skills, and the knowledge needed to succeed.
But the truth is, your greatest strength will never be found in a process or a tool. It will be
found in your resilience, in the way you rise after setbacks, in the way you listen to
customers not just with your ears but with your whole being, and in the way you
continue to care deeply about the people and businesses you serve.

The world of logistics is full of long nights, early mornings, unexpected challenges, and
moments when everything seems to happen at once. Yet it is also full of quiet victories:
a customer who finally feels understood, a shipment that arrives against all odds, a
partnership that grows into something meaningful. These moments are the heartbeat of
this profession. They remind us why we do what we do.

As you close this book, | hope you carry with you not only the lessons written here, but
also arenewed sense of pride in the work you do. You are part of an industry that holds
the world together often without recognition, often without applause, but always with
unwavering dedication. You are part of a story that is bigger than any single transaction
or contract. You are part of the movement of life itself.

May you continue to grow, to dream, and to lead with both strength and compassion.
May you find joy in the relationships you build, purpose in the challenges you overcome,
and fulfilment in the difference you make because you do make a difference, more than
you may ever realize.

The world will keep moving. And because of you, it will move with hope, with connection,
and with possibility.

This is your journey. This is your impact. This is your legacy.
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