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CEOCFO: Mr. Haber, would you tell us about Spend Management Experts?
Mr. Haber: We offer a zero risk solution to help companies optimize spend across the supply chain, more specifically 
within transportation and distribution. By zero risk, I mean that our pricing model is generally a shared savings model 
where we do not receive payment unless we generate savings for our customer. It is a very effective pricing model to 
engage customers, help them improve bottom line profits. 

CEOCFO: Are shipping costs a focus for many companies. Do they have many choices?
Mr. Haber: Shipping costs are an area where costs are rapidly escalating. Even though the overall country is not doing so 
well, the one sector that continues to thrive is ecommerce. When we are talking about ecommerce, for the most part you 
are talking about where someone is buying something through ecommerce that has to be shipped. The universe of 
companies that are spending money on shipping ranges greatly, but it is an area where if you look at different modes of 
transportation. Modes may be small parcel shipping with a UPS or FedEx, a less-than-truckload (LTL) which may be 
palletized freight that does not fill a full truck, full truck load (FTL), ocean freight, and air freight. Much of our business is in 
the small parcel sector and that particular market especially in the domestic US suffers from a lack of competition. You 
have three major players: UPS, FedEx, and the USPS. Companies do not have a lot of visibility into what they should be 
paying for shipping. The frequency in which companies look at their shipping costs varies. When we engage with our 
clients we are monitoring shipping costs in real time. Although we may negotiate a three-year contract with a provider, if 
we see changes in the market place (or they introduce new fees) we will proactively go back to the provider to request 
changes to the contract in the form of an addendum or employ more tactical type strategies. 

CEOCFO: Your site indicates you ‘leverage your proprietary cost modeling technology.’ What can you tell us 
about the technology?
Mr. Haber: Our team is comprised mainly of people who have finance backgrounds, people that built costing and 
profitability models specifically for the carriers. We are not a benchmarking consulting company; we are what we call a 
cost-to-serve consulting company. We have created over twenty different proprietary cost models to calculate various 
factors that are associated with moving goods from point A to point B. We break down the movement of those goods into 
different aspects including: the carrier’s cost to pick up the package, the line haul cost of taking the package from a 
distribution center to a carrier facility, the number of times a shipment needs to be sorted, and the delivery cost - often the 
largest component of the overall cost of moving goods from point A to point B. Our proprietary models that we have 
developed break down the various costs-to-serve. Ultimately, we are trying to determine whether the provider is making a 
reasonable profit margin. If we see that they are making too much profit, we use these models to develop business cases 
to substantiate to the carrier why we think we deserve better pricing or terms and conditions. Going to a provider and 
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saying we have done some market sizing (looking at shippers of comparable sizes within our industry or comparable size 
and spend) and we think that we should have discounts more comparable to another provider, the carrier is going to tell 
you that every shipper has their own unique profile and they cannot give you that pricing because your profile is different. 
When you can provide a business case for your argument and not base negotiation on benchmark data you will find more 
success. 

CEOCFO: What types of companies are turning to you for service?
Mr. Haber: We meet clients across all industries, working with companies that ship at least one million dollars annually in 
any one mode of transportation. It is really about qualifying how much you ship and not your industry. We work with 
companies, often private equity holding companies, where their overall transportation and fulfillment spend may be in the 
billions of dollars. People find out about our services through a variety of different channels. One of the unique aspects 
about our business is we do not have a direct sales force. We probably have fifty different channel partners that may work 
at cost reduction in other areas, partnering with us to help provide the transportation and distribution cost services. 
Alternatively, we may know a former executive that has a solid rolodex who introduces us to companies. Our message 
frequently surprises companies, especially those with very large procurement /supply chain organizations. We are talking 
with some Fortune 500 companies where they have very smart people with a lot of experience in these areas, but we 
have access to more information than they do because of our backgrounds. Our clients average 20% savings when 
engaging our services. Many people think it sounds too good to be true, especially when we are rolling out a model where 
we do not get paid unless we execute. 

CEOCFO: What is involved when you engage with an organization?
Mr. Haber: The process starts with a phone call or a meeting where we get an understanding of the landscape, what their 
current environment is and where they are spending money on transportation, distribution, what carriers they are using, 
what modes they are using, and if there are any particular pain points. From there, if we think that there is an opportunity 
or it sounds like an interesting company for us to analyze, we will put a non-disclosure in place and then we would send 
over a data request. We have standardized data templates depending on the different modes of transportation and 
fulfillment. We try to make that process very easy for the customer. After we acquire the data, that is when we start the 
models churning and we are running analytics. Generally, it takes us about two weeks to run the analysis, determine if 
there is an opportunity and once we determine that, we do one of two things. We either come back to the client and say 
you are in great shape; you just received an independent third-party verification that is unbiased revealing you are best in 
class from a pricing and contract term standpoint. Or what usually happens is we come back to the prospect and say at a 
high level we believe X savings exist and here is what we are proposing in order to move forward. That is generally a 
shared savings model where we would invoice only after the savings have been realized for a month. This is how we 
engage with the customer, how we run our process, how we communicate the things back to them. If they are interested 
then they would execute the contract and we would start things off with a kick-off strategy meeting where we are outlining 
the environment. We are outlining exactly where the savings are available. We are outlining the business cases to justify 
why the savings are available and pulling together a recommended strategy to go out and execute said strategy to 
achieve the savings within the timeline. 

CEOCFO: Where is the push back?
Mr. Haber: To me it is a no-brainer. I use the following analogy: I have a finance background and the reality is that I am 
extremely busy. I have a bookkeeper that helps run the books for the company. I have an insurance agent that we use 
both personally and for business. We have different financial advisors that we use to help manage the money. I have a 
CPA that helps me do my taxes. I have a finance background and I can do many of these things myself, but I do not have 
time and some of these people, especially on the tax side, have a specialized focus within finance that is probably better 
than mine. If they can help me save money, why would I not use them. One common obstacle that we run up against 
within organizations is people are concerned that we are going to make them look bad. It is someone’s responsibility 
within an organization to manage the spend, so they view us as an opponent and that is generally on the front end where 
they feel like they may be threatened. Once our services are engaged, those people generally love working with us. A 
second obstacle is ego. A lot of times we run up against people that think they have the best deal, they have been doing it 
for thirty years, there is no way we can possibly do it better than them so we are bumping up against egos. Another 
obstacle may be the organizational politics especially with some of the larger companies we are dealing with where there 
are many different layers, a lot of different agendas, and politics comes into play and often can extend the sales cycle.

CEOCFO: What is the state of the industry?
Mr. Haber: The industry is incredibly dynamic and constantly changing. If you look at small parcel, UPS and FedEx have 
over 300 different surcharges that they can apply to a package. They have delivery area surcharges, residential 
surcharges, fuel surcharges, large package surcharges. They are called accessorial fees and this is generally where we 
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see clients being gouged because people do not understand the charges. Shippers do not have a lot of visibility into what 
they should be paying for the accessorial fees and the billing is extremely complex. On the freight side there are tons of 
different service levels that a company can use. There are different factors that you need to analyze when you are looking 
at shipping especially within the parcel world; the LTL world, as well as ocean freight and airfreight. When looking at 
international shipping you have to deal with taxes, duties, security fees and custom clearance fees. Truckload pricing is 
usually straightforward with pricing that is usually a cost per mile or lane with a fuel surcharge. 

CEOCFO: Spend Management Experts was named to the SDCE 100 for the second consecutive year. Would you 
tell us about that recognition?
Mr. Haber:
It is an honor for us to have been named for the second consecutive year. Being recognized for our team’s efforts by 
Supply & Demand Chain Executive gives credibility to our message. We have clients that appreciate our effort, but as it’s 
a competitive advantage in many cases clients do not wish to be identified. This recognition allows us to convey our 
success while maintaining client confidentiality. 


