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Founder and Chief Executive Officer of Amber Road 

With over 25 years of software industry experience, Jim has been a part of the evolution of the supply chain 
management market from a domestic focus to one encompassing global operations for logistics, transportation, 
trade compliance and trade finance. Through his visionary leadership, Amber Road has defined the 
Global Trade Management (GTM) market. The company was named Large Company of the 
Year by the NJTC in 2012 and is continuing to grow exponentially.

How did you get started with Global Trade Management?
When I started my business, we were in a very different business. We really 
stumbled onto this opportunity in about 2002. We looked at GTM and thought 
it was a terrific opportunity, and put all our efforts into focusing on this mission. 
We’ve been a cloud-based solution from the start: our first solution was a product 
that helped companies manage ocean transport. After that successful launch, we 
looked at the landscape of global trade. There was a clear-cut blueprint of all 
the technology and services companies required when it came to global trade 
management. Those products and services didn’t exist at that time. We set out on 
a course—every year we’ll pull a project or two off the board from the blue print 
and tackle them. It’s helped us grow exponentially.

I know there have been a lot of changes, but what do you see 
as being the biggest change in global trade over the last 10 
years? 
If we dial the clock back and we take a look at trade, primarily global trade 10 
years ago, it was always something pursued by really big companies, and more 
narrowly focused in a smaller set of industries. Today all sized businesses, in 
virtually every industry, are engaged in global trade. Looking at trade 
statistics today, trade has exploded in last 10 years: it’s much, much 
larger. Companies are either reaching out to low cost suppliers, 
or looking at opportunities to grow their business faster by 
opening up export markets, and in some cases doing both.

Look at the economy of China—it has grown at double-
digit rates. Additionally, global trade is becoming incredibly 
complex and hard to manage. Security initiatives since 
9/11, the number of government agencies that have 
regulations on how to engage in global trade, the types of 
regulations, the restrictions on who you can do business 
with and the licenses needed to export and import 
certain products—all of these have increased a great 
deal. Most companies look at the situation and realize 
they can’t do it with manual processes and just rely 
on outsourced services. They realize they need more 
control over their global supply chain. There’s a lot of 
liability in doing it wrong and their business counts 
on this happening correctly. So companies look at 
ways to lower costs and gain back control. 

What’s the biggest challenge you 
are faced with today?
We experience new challenges and new 
opportunities every year. We are automating 
global trade for some big companies—for 
example, Apple, GE, Walmart and Honeywell. 
These companies have trading networks all 
over the planet, their volumes are terrific, 
and they don’t just trade with one country. 
To support these needs we have developed 
a comprehensive database of government 
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regulations and international business rules for 125 countries, 
covering over 95 percent of global trade. The challenge has been 
keeping up with these opportunities and expanding globally. We 
are doing quite well and we continue to invest in developing these 
opportunities. 

How do you manage a global company located in 
offices all over the world, and make sure everyone 
continues to move forward? 
We have a great leadership team. Perhaps my biggest accomplishment 
at Amber Road has been to recruit a passionate and skilled team. We 
work well together, and that passion the senior team brings is infectious 
and adopted by the entire staff. There’s a lot of enthusiasm for what we 
do; people are energized by being on a winning team. 

We build on that energy by making sure our staff has a lot of 
information about the goals, plans, opportunities, results—it’s important 
to have good transparency across the organization. It can be challenging, 
as we’re a global enterprise and two-thirds of our staff is international. 
It’s hard to keep everyone informed, but we’ve gotten creative on how to 

make communications work, and we’re on planes and trains visiting 
offices. The key for us is a great staff, lots of energy, and 

strong communications.

What advice would you give a 
company that is considering 

making the jump to global? 
The biggest thing a company can 
do is be adaptive. We learned this 
early on when we were going 
global. Things we did well in 
the U.S. couldn’t always be 
replicated internationally. 
Some programs worked and 
some didn’t; some had to be 
overhauled and some had to 
be tweaked. Companies need 
to be adaptive. Try what works, 
then measure and evaluate it. 
We measure everything—we’re 
like major league baseball when 
it comes to stats. We can pretty 
clearly see what works and 
what doesn’t, then get creative, 
and keep trying till we find the 
right formula for every market. 

Is there a certain point 
in a company’s trajecto-
ry, a quantifiable time, 
which makes the most 
sense for it to imple-

ment a successful global 
strategy? 

There’s no easy answer, and, of 
course, the answer is different for 

every business. However, I would have to say make sure you have 
the customers lined up. We had to go global—our customers who 
are global, they wanted us to provide local supports, an international 
buying office, so we had to expand. We were fortunate that we had really 
great customers early on, and as we got in, we found new customers 
that were anxious to automate their global trade processes. We had good 
demand to go and fill. 

Lets talk tech for a minute. Your business has to be 
on the cutting edge to keep up with supply chain 
demands. What technology challenges have you had 
to overcome? 
We have had to overcome some pretty formidable tech challenges. The 
first was taking a platform offered in the cloud, when no one was doing 
that, and selling it to companies the size of GE and Walmart as well as 
many smaller companies, across a vast number of different industries. 

The second challenge is that one platform, a cookie-cutter approach, 
doesn’t work. On the flip side, doing unique platforms for every customer 
would never work either—the overhead would be astronomical. We had 
to develop technology that was highly adaptable and had a high degree 
of configuration so it could be a tight-glove fit for Walmart as well as a 
small company in a different industry. 

A third challenge to overcome was that you need a lot of information 
on global trade that doesn’t exist within the walls of our customers. The 
transportation schedules, all the rules and regulations on how products 
need to move, and regulatory requirements, for example. Frankly, it’s 
a mountain of data. We source content from government agencies 
and transportation carriers, not all in English, from more than 125 
countries. If you took our information and printed it out and stuffed it 
into three-ring binders it would fill a municipal library. We will likely 
update our knowledge base (which we call Global Knowledge) more 
than 13 million times this year. Now that’s not PDFs you download, the 
knowledge base applies answers that the software can automate against 
and transforms it into something actionable. 

This is the January issue … don’t worry, I won’t 
ask you your resolution...but I’d love to know what 
you’re keeping your eye on in 2014? Any big play for 
Amber Road? 
We’re really looking forward to 2014 for a number of reasons. We 
recently acquired a company, EasyCargo, in China, which is a smaller 
business that pioneered GTM solutions specific to the China market. 
That business has a lot of passionate people, it was a great cultural fit 
with ours, it’s an amazing product, and as a U.S.-based company, it’s 
hard to grow like you want to organically. We identified this opportunity, 
and the acquisition was a smooth idea. We’re excited to build on this 
investment and capitalize on the enormous market opportunity in 
China. China is the second largest export destination for U.S, so this 
is going to be huge. 

Beyond that, we’ve increased our investment in sales and marketing. 
In the early days, all the money went into product development. 
However, in the last two years we’ve shifted our spend to sales and 
marketing. We’ve seen a good response so far, which we know because 
we measure everything down to the penny. This year, we’re going to dial 
it up again, and see a similar response. Our business will grow nicely. n


