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chemical curve



differentiated product.  We focus on 
the products at that end of the list.

“These products take a very high 
level of expertise and technical 
support and that’s been our sweet 
spot over the years; being able to 
identify and target a wide range of 
companies and help them uncover the 
value in those very technically-minded 
products. We’ve been able to do that 
very cost effectively and efficiently.”

Brand new look
While the model has been 
established and proven successful, 
Trimble and the ChemPoint team 

still felt that the alignment of its 
tech-minded strategy didn’t quite 
coincide with the look and feel of 
the company, which has recently 
resulted in a new website and 
contemporary facelift of the brand 
as a whole. 

“We’d built this fantastic growth 
company and culture but if you 
looked at our website and then at our 
actual people and processes you 
wouldn’t think that the two entities 
were the same business. So we 
strongly felt we needed to bring them 
into alignment to capture our brand 
and its representation of who and 

C
hemPoint has always 
done whatever was 
necessary to stay ahead 
of the technology curve, 

and is further highlighting that point 
through a recent rebranding. 

The subsidiary of Univar is a 
leader in the marketing, sales and 
distribution of specialty and fine 
chemicals, building its technology 
systems from the ground to 
innovatively fill a gap in a conservative 
market. However, it wasn’t until 
the company took on a year-long 
branding project that it truly started to 
change the face of chemistry and the 

supply chain as we know it.
Now, with a largely unrivalled 

business strategy setting the pace, 
ChemPoint is looking to capitalise on its 
core offerings in a fragmented market.

 “If you look at the list of 
ingredients on your shampoo bottle, 
you’ll often see a number of high 
volume ingredients at the top of the 
list and they make up 99 percent of 
the product,” explained Jeff Trimble, 
Vice President of Operations and 
Technology. “At the bottom of the 
list there are some very important 
and specialised ingredients 
that help create a unique and 
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Innovation and technological prowess has 
always been the platform for the US-based 
company’s success, and a recent rebranding 
has affirmed this 13-year-old philosophy
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going to mesh well then it’s going to 
end badly for us, them, and our end 
customers.”

With the majority of ChemPoint’s 
couriers and 3PL partners having 
grown alongside the company over 
the past 13 years, it has certainly 
been a successful strategy and 
also falls in line with the general 
entrepreneurial ethos within the 
organisation.

“One of the key aspects of 
the company is our business 
agility, which really goes back to 
our technology roots,” Trimble 
continued. “We very much believe in 
the ability to change and we’ve set 
up a business that is able to adapt 
to different opportunities as they 
appear on the market. 

“Our supply chain is a good 
example of that: We don’t shape 
our customer base to our assets. 

what we really are,” Trimble said. 
This ability to be flexible and 

the reluctance to be satisfied with 
maintaining the status quo is indicative 
of the company’s progression and was 
evident from inception.

Trimble continued: “Back in 
1999 we decided to take an asset-
light approach. We outsourced 
our supply chain and looked for 
genuine partners to support our 
model. By doing that, it has given 
us flexibility to tailor our network. 
As an opportunity presents itself we 
can quickly add to the network and 
optimise our support.”

Business agility
Acting as a middle man in the supply 
chain between the manufacturers 
and end customers, ChemPoint’s 
operations are entirely reliant on the 
partnerships formed with customers 
at both ends, so every consideration 
is taken to optimise the relationships 
that support these partnerships.

“The first and foremost thing 
we look for is a good cultural fit,” 
Trimble said. “We look for someone 
that is likeminded in terms of spirit 
and business approach. They can 
have all the capabilities required to 
be a great partner but if you’re not 

ChemPointers 
getting a First Look 
at the New Website

Brand launch event

A fresh 
perspective

Jeff Trimble

 We have to 
make sure we’re 
ahead of the curve 
but not so far ahead 
that we can’t see it”
— Jeff Trimble, Vice President of 
Operations and Technology, ChemPoint

ChemPoint
Staying ahead of the chemical curve

We shape our supply chain to our 
growing and changing customer 
base.” 

Smart investment
Innovation has always been key, 
with ChemPoint showing the 
industry that it understands the 
technological component of 
the sector, both in terms of the 
operational capabilities of its 
network or the communication 
chain with both sides of its 
customer base.

“As technologies develop, we’re 
going to need to bring more and 
more to bear, to really align with 
where we see business-to-business 
consumers going,” Trimble said. 
“From an operational standpoint, we 
are investing heavily in distribution 
and Sales & Operations Planning 
(S&OP) too. 
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Industry:  
Chemical

Founded:  
1999

Headquarters: 
Bellevue, Washington

Key PeoPle/tItles: 
Steve Block - President, Brendan 
Dillmann - Senior VP of Global Growth 
Initiatives, Jeff Trimble - VP of Operations 
and Technology, Ali Amin-Javaheri - VP 
of Marketing & Sales, Tim Stanislaus - VP 
of Business Development, Kelly O’Hanlon 
- VP of Finance & Administration, Cheryl 
Winter - VP of Human Resources

Products:  
Specialty and fine chemical marketing, 
sales and distribution 

revenue:  
Not disclosed

WebsIte: 
www.chempoint.com

committed to quality & excellence

Providing complete customized warehousing and logistics 
solutions for all industry verticals for over 30 years in the Chicago 
market. Our sub specialty in chemical logistics and distribution 
includes warehousing, chemical blending, drumming, packaging, 
transportation and lab services.

By developing and delivering a comprehensive program molded 
around your specific requirements, we are able to transform the 
warehouse from a cost center into a source of value and benefit 
to your organization. 

www.nawarehouse.com info@nawarehouse.com

HELPING YOU SERVE YOUR CUSTOMERS

Three Chicago area 3rd party warehouses 
providing worldwide support to major chemical, 
industrial, pharmaceutical and food suppliers.

Family owned for over 100 years.

840,000 sq.ft.

sales@faurebros.com
www.faurebros.com

“We take pride in demand-
planning to ensure we have the right 
product at the right time for the 
customer and also to create value in 
the supply chain so manufacturers 
can clearly see what is happening 
from end-to-end.”

The ability to invest cautiously 
despite its clear technological 
advantage over competitors has 
created a healthy balance within 
ChemPoint, and with a fresh, 
exuberant look to the company, a 
very promising future lies ahead. 

Trimble concluded: “In a 
conservative space, you can easily 
run ahead of the curve so it’s 
important not to overinvest in areas 
too soon and not get any return. We 
have to make sure we’re ahead of 
the curve but not so far ahead that 
we can’t see it.

“We want to change the face 
of chemistry with that fresh 
perspective. We’re young, energetic, 
enthusiastic and passionate about 
what we do, and very excited to be 
working with our customers.”   
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Visit us online:

Genuine partnership

Customer 
engagement
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411 108th Ave NE, Suite 1050, Bellevue, WA 98004
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http://digitalmediamarketing.com/

Powered by:

FIND OUT MORE >>


