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he trucking industry today is more sophistieated, more

nuanced and more competitive than ever before, and car-

riers of all sizes must find ways other than price to win
and keep customers. In the quest to remain a step ahead of rival
carriers, value-added services are becoming the competitive
edge of the future.

Tf you've never considered value-added services as part of
vour business plan, consider the feedback of shippers and
manufucturers served by the trucking industry: T often hear
them complain that the carriers who approach them compet-
ing for their business talk solely about doing better on price,
when there are other services shippers need and are willing to
pay for.

In the push to inerease revenue and drive down costs, it is easy
to overlook how a simple strategy such as providing value-added
services not only can improve the bottom line but also can lock in
customers for the long term,

A value-added service can be defined as any service provided in
addition to the core service a company offers. Value-added serv-
ices prompt customers to remain loval, locking them in with your
company and making it more difficult for them to tuke their busi-
ness elsewhere.

A value-added service can make your business unique in your
customer’s particular market niche — or at least something not
available elsewhere. It turns your service from a commodity into
a distinet and valuable offering and is something every carrier
should strive for,

What kind of value-added services should you consider?
The key to determining which services will work best for
your aperation is to get close to your customers and talk to
them. Ask any carrier that has flourished for many years how
they got into different areas of their business, and more than
likely they will tell you they simply listened to what their
customers were asking for — or complaining they couldn’t
find.

I often hear from carriers who in years past had offered a new
service to a customer by special request, developed expertise in
that area and, as time passed, saw that part of the business grow.

So, what are the value-added services shippers really want in
2008? Here are some of the hestsellers:

Cross Docking — A one-day version of warehousing, cross
docking works well for less-than-truckload carriers whose termi-
nals are often quiet during the day, after the morning rush of
loading trucks is done.

Consolidating and Deconsolidating — I shipments need

to be combined to g0 to 4 common
dl'sti“}ltin“ or i)l‘nl;:{’.n "l} to g(‘ to
multiple destinations, shippers
and the carriers serving them can
beuefit when carriers provide
these services.

Assembly — The carrier collects
and holds various shipments in one
place until an entire collection of
shipments is ready to be delivered
at once. Assembly can be especially
important to manufacturers han-
dling the opening of new business
locations,

Container Freight Station — The two aspects of this service
are: (1) loading and unloading containers from trains, planes,
boats or trucks, and/or (2) consolidating shipments for the same
destination in one container.

Intermodal — Muny shippers have products that cross over
several different modes of transportation. A carrier that can
wovide intermodal service — picking up freight from one
|<)r.-;1ﬁ(m and translerring it to rail or ship or plane, for example
— can offer a valuable special service.

Expedited Freight — Some occasions call for the assurance
that an order will reach its destination soomer. Shippers under
pressure appreciate knowing they can count on you [&'JI' E,\‘pcdit(‘d
service.

If you plan to make to make value-added services a key
part of your game, make sure you consider all the infrastruc-
ture and technology needs required to make the service
work well for both you and your customers. Conduet a thor-
ough assessment and diseuss your options with an industry
consultant, il you must.

Other industries have incorporated value-added services
with much success. The telecommunications industry, which
is credited with coining the phrase “value-added serviee” for
anything bevond standard voice and fax, has macde this serv-
ice the critical ingredient for its success in the Internet age.
It should be no %lil'fer(fnt for the transportation industry
today.

Shippers want value-added services as much as. or even more
than, price. Transportation companies willing to change their
operations to benefit their customers will compete successfully
today in a fickle marketplace. Incorporating value-added services
into your overall plan is a powerful way to position your business
well for the years to come.

Ken Weinberg is the co-founder of Carrier Logistics Ine., Tar-
rytown, N.Y., a provider of transportation and logistics software
”iﬂ”ﬁg&’”lﬁ‘nr’ ,ws.‘enw.
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