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1Focus – Sales and Marketing

• Initial focus on three priorities

» Grow faster than the market

» Improve productivity while adding quantified value to clients

» Succession planning
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CLIENTasONE – Transformation Vision 

• Provide client value
• Maintain focus on
clients’ objectives

• Engage employees
• Improve productivity 

• Deliver superior
client experience 

• Lower operating
costs

Strategic Initiatives Benefits

Consistently exceed 
client expectations

Deliver quantified value 

Growth ahead of the 
market

Increased employee 
opportunities

Operations scaled for 
sustainable growth

Improved operating 
margins

Increased earnings per 
share 

Net Revenue vs. Operating 
Costs at Market Growth Rates 
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• Decentralized
• Acquisitions operating

independently

• Leverage enterprise
scale to reduce costs

• Transformation drives
improved margins

• Scaled for sustainable
growth



Sales Growth:   “Grow Faster than the Market” 
Revenue Growth Versus Competitors

INDEXED REVENUE GROWTH RATE
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Source:  Company reports and UTi 
Worldwide Estimates
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Sales Growth:   “Grow Faster than the Market”
Net Revenue Growth Versus Competitors

INDEXED NET REVENUE GROWTH RATE
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Source:  Company reports and UTi 
Worldwide Estimates
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1Focus Initiatives
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Enhance Marketing Capabilities

Sales Force Productivity and Targeting

CL&D Structural Growth Strategies

FF Structural Growth Strategies

New revenue streams

Industry and Size Segmentation

Niche Business Innovation

Individual Services and Solutions

Integrated Solutions

PLP Growth

Infomediary
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Organized For Growth
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Client Size
Segmentation

Global
Clients

(S-20 & Century)

Strategic
Context

• Non-integrated 
Silos of expertise
(Failing to capitalize
on NEXTLEAP
investments) 

• Primarily utilizing
a single channel

• Unable to scale
costs with growth
(Profitability) 

• Client sophistication
• New decision

makers
• Education Small &

Medium
Clients

Foundational
(Provide a strong

base to grow)

• PLP  Focus for all 
client segments

• Integrated  
solutions selling
(capitalize on
strength)

• Bigger & more
sophisticated
deals 

• Tender Mgt. 

• Multiple channel 
use

• SFA     

Grow &
Innovate

(Grow to capitalize on
1World unit costs)

Verticals

Auto

Pharma

Consumer

Chemical

Fashion

HiTech

Extend &
Replicate
(while growing

Profitability)

Verticals

Auto

Pharma

Consumer

Chemical

Fashion

HiTech

Standardized 
Services &Solutions
• Bus. Line 
• Geography growth rates
• Highest margins

• New Revenue 
Streams

• Infomediary
• Long term Bus.

opportunities



Growth:  UTi Differentiators

Integrated 
Solutions

Quantified ValueEnterprise Touch

End to End 
Visibility & Control

Complete Supply 
Chain Services

Configured to
each Client
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Quantified Value – Case Study

Lima, PE

Guayaquil, PE

Bogota, CO

Medellin, CO

Barranquilla, CO
Caracas, VE

Santiago, CL BsAs HQ, AR
BsAs Verotin, AR

Canoas, BR

Sao Paulo, BR

Pinhais, BR

Mexicali, MX

Medley, FLApodaca, MX

Cancun, MX San Juan, PR

Warehouse Location

Plant Location

Legend

Finished Goods Dist.

Raw Material Inbound

Latin America consists of multiple 
projects under one umbrella

• Strategic Value Assessment
• $674 K in cost savings
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Revenue        = $6.5M 
Net Revenue = $2.0M


