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overview 

The number of online channels through which businesses and brands can market themselves and 
interact with consumers is forever growing, but this report will focus solely on the largest four which 
collectively determine a company’s online presence: websites, facebook, Twitter and Instagram. 
each channel offers something different in terms of its purpose and style, and therefore commu-
nication via each platform needs to be specifically tailored to maximise interaction with the target 
demographics in the most effective way.

Websites

A visit to a company’s website is often the first interaction a potential customer will have with
a brand. Its importance can therefore be likened to that of the past when someone saw a shop win-
dow or was given a business card for the first time. Back then, presentation and professionalism 
were key, and this still remains the case. However, today, customers are coming to expect more 
and more services to be integrated into that first interaction. This could mean web features that 
enable direct bookings, live chat options, faQ pages and complaint/feedback areas. Information 
presented visually as images and video is also essential for effectively conveying the company’s 
product or service, and to engage customers with an overall sense of the people behind the brand. 
Further, a company’s website is not only the first impression potential customers will receive, but 
it is also the starting point for many potential employees. The best quality talent will be attracted 
to professional websites that showcase the brand clearly, with sophisticated and intuitive design. 
Consider also that 60% of web traffic—comprising both potential customers and employees—now 
comes from mobile devices. The importance of mobile optimisation for company websites simply 
cannot be understated. That being said, we’re not saying goodbye to desktop sites any time soon, 
with a study conducted in 2017 showing that, on average, desktop visitors spend 1.9 times longer 
on websites than those using mobile devices.
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1. INTRODUCTION

Following the ERA Convention 2017, the Future Group outlined and agreed upon several new 
­projects­to­support­the­rental­industry­in­hiring­and­retaining­new­talent.­The­first­step­was­to­identify­
which­job­positions­are­common­to­most­of­the­members­of­the­ERA.­In­order­to­do­this,­the­Future­
Group­created­a­ flow­chart­ representing­ the­entire­ customer­ journey,­establishing­ the­key­points­
in­the­process­at­which­customers­interact­with­an­employee­of­the­organisation.­This­­enabled­the­
Future­Group­to­determine­specific­job­profiles­for­crucial­positions­in­the­rental­industry­as­a­whole.­
These­profiles­should­be­of­benefit­to­recruiters,­current­employees­and­prospective­candidates­to­
help­them­gain­a­clearer­understanding­of­ their­current­or­ future­roles.­The­concept­underpinning­
the­job­profiles­is­that­they­will­provide­more­detail­and­insight­than­traditional­job­­descriptions,­and­
can­therefore­be­utilised­to­more­effectively­match­prospective­candidates­with­roles­that­suit­their­
skillset,­qualifications­and­personality­type.­

To­begin­with,­the­Future­Group­decided­to­undertake­in-depth­analysis­of­one­position­only,­with­the­
potential­for­the­format­to­be­expanded­to­more­positions­if­desired.­The­position­chosen­for­this­first­
profiling­was­that­of­the­branch­manager—a­crucial­role­throughout­the­industry.­

Source reference
Coustumer Journey

JOB POSITIONS in the equipment rental industry

ACTIVE / PASSIVE SALES

CLIENT

SERVICE AND LOGISTICS
OPERATIONS AND 

MANAGEMENT OVERHEAD

DRIVER
Delivery­and­collection­of­

equipment
Multi-drop deliveries Customer service skills as they 

are­the­face­of­the­company

AREA/REGIONAL MANAGER
Development­of­customer­

base within area
Development­and­delivery­of­

structured sales plans 
Analysis­of­customer­needs­
and­delivery­of­service.­De-
velop plans to improve them

COMMERCIAL DIRECTOR
Builds and owns the 

end-to-end commercial 
plan

Track end-to-end rental 
performance

Deliver strategies to improve 
acquisition, retention, upselling 

and cross-selling

MARKETING MANAGER
Development­of­marketing­

strategy
Initiating campaigns Analyse and report on the 

campaigns 

BRANCH MANAGER
Managing a team mplement sales campaigns Motivating­and­training­staff

FITTER
Refurbishment­of­

equipment­if­necessary
Routine repairs and maintenance 

of­equipment
Advise the workshop manager 
when spare parts are required

LOGISTICS MANAGER
Manage the logistics team Schedule all drivers and dispatchers. 

Maintain accurate and up-to-date time 
& attendance records

Responsible­for­optimisation­of­
equipment delivery & pick-up 

routes

PARTS SPECIALIST (BUYER)
Execute purchase orders 
and monthly cost accruals

Buy­replacements­for­faulty­
parts in time

Oversee all invoice 
discrepancies, work with 

vendors to repair

SERVICE ENGINEER 
On/off­hire­checking­of­

equipment
Preparation­of­equipment­for­rent,­

including servicing, repairing, cleaning 
and testing

Majors repairs within the 
workshop when required

SERVICE MANAGER 
Leading the customer 

service team
Ensuring­the­quality­of­customer­

care/service 
Directing service to customer 
needs, latest trends, business 
models and technologically- 

feasible­solutions

STOCK/WAREHOUSE OPERATOR
Read customer order documents 
to accurately determine selection 

of­­product­and­assemble­
inventory required

Unload the vehicles 
and store the equipment

Move­outgoing­equipment­for­
rent in accordance with all 

safety­policies

TECHNICAL DIRECTOR
Oversee scheduling 

and­management­of­the­
technical team

Oversee­the­life­cycle­of­each­
piece­of­equipment

Identify­and­coordinate­short­
and long term maintenance 

schedules and capital requests

TECHNICIAN
Servicing and maintaining 

a­range­of­plant­and­
powered access equipment 

within the depot

Technical support at site Complete all relevant 
paperwork in line with 

equipment checks

TRANSPORT COORDINATOR
Plans­cost-effi­cient­routes Plan­and­organise­the­routing­of­

deliveries and collections to meet  
business and customer requirements

Work closely with the transport 
manager and drivers to ensure 
the­best­level­of­service­is­

provided to customers

ACCOUNTANT

repares asset, liability, and capital 
account entries by compiling and 
analysing­account­information

Ensuring that all inter-compa-
ny accounts are reconciled in a 
timely manner and that suspen-
ded accounts are analysed and 
cleared

Analysis­ of­ variances­ including­
commentary reporting

HR RECRUITER

Manage­ from­ start­ to­ end­ the­
 recruitment­ process­ for­ agreed­
 vacancies within the business

Use initiative to continuously im-
prove the recruitment & retention 
processes

Liaise with managers on all levels, 
advising­ them­ of­ the­ best­ recruit-
ment­&­ retention­process­ for­ their­
vacancies

FACILITY MANAGER

Carrying out daily building inspec-
tion­works­and­identifying­defects­
and­any­need­for­upgrading

Ensures­operational­effi­ciency­of­
buildings is achieved through the 
effective­ and­ effi­cient­ coordinati-
on­of­services

Maintain a high housekeeping 
standard at all times

CFO

Assist­ in­ formulating­ the­ compa-
ny‘s­ future­direction­and­suppor-
ting tactical initiatives

Monitor and direct the implemen-
tation­of­strategic­business­plans

Develop­fi­nancial­and­tax­strategies

HR DIRECTOR

Developing and implementing HR 
initiatives in line with organisational 
objectives

Leading the HR departments

Contributing­to­long-term­goals­of­the­
business and people development

BUYER (EQUIPMENT/  
FLEET MANAGER)

Execute purchase orders and 
monthly cost accruals

Tactical­sourcing­of­new­equipment

Responsible­for­price­analysis­and­
price and lead time negotiation

HR TRAINING 
& DEVELOPMENT

Implements and promotes the 
career­development­programs­for­
specifi­c­groups

Connects the career develop-
ment strategy with the business 
strategy and HR strategy

Sets­the­basic­schedule­of­career­
development activities during the 
year

LEGAL ADVISOR

To conduct legal analysis and rese-
arch­on­various­legal­matters­of­the­
client or the organisation

To­provide­advice­on­different­legal­
issues­ and­ assist­ in­ drafting­ legal­
opinions, memoranda and other 
briefi­ng­documents

To be actively involved in the pre-
paring­and­drafting­of­different­acts­
and legal submissions

IT TECHNICIAN

Setting up workstations with com-
puters and necessary peripheral 
devices

Checking computer hardware 
(HDD, mouse, keyboards etc.) to 
ensure­functionality

Installing­ and­ confi­guring­ appro-
priate­software­and­functions­ac-
cording­to­specifi­cations

IT WEBSITE SOCIAL MEDIA

Create and implement a com-
munity engagement system and 
strategy

Setting up and updating a cor-
porate website and social media 
channels

Planning and creating material to 
share on social media networks

H&S MANAGER

Ensuring that the H&S procedures 
of­the­company­are­respected

Ensuring that employees work in 
safe­conditions

Ensuring that the company takes 
the­ appropriate­ measures­ for­ the­
health­of­the­employees

ROCUREMENT DIRECTOR

Establishing procurement cate-
gories and dealing with these 
 categories

Developing and executing a 
 procurement strategy

Responsible­ for­ managing­ all­
spending,­ regardless­ of­ the­
­nature­of­the­operating/infl­uence

QA MANAGER

Assessing customer require-
ments and ensuring that these 
are met

Investigating and setting stan-
dards­ for­quality,­and­health­and­
safety

Working­ with­ operating­ staff­ to­
establish procedures, standards, 
systems and procedures

SYSTEM ADMINISTRATOR

Install new or rebuild existing ser-
vers­and­confi­gure­hardware,­peri-
pherals, services, settings, directo-
ries and storage

Develop and maintain installation 
and­confi­guration­procedures

Research and recommend innova-
tive, and where possible automa-
ted,­ approaches­ for­ system­ admi-
nistration tasks

SUPPLY CHAIN MANAGER

Review or update supply chain 
practices in accordance with new 
or changing environmental poli-
cies, standards, regulations or laws

Select transportation routes to 
maximize economy by combi-
ning shipments or consolidating 
warehousing and distribution

Monitor­ supplier­ performance­ to­
assess ability to meet quality and 
delivery requirements

COMMUNICATION MANAGER

Mangement­of­external­and/or­in-
ternal communication

Takes­care­of­all­ information­go-
ing­out­of­the­company

In­charge­of­social­media­commu-
nication

FINANCIAL CONTROLLER

Assist­in­preparation­of­annual­tax­
documents

Budget preparation

Review budget proposals

CEO

Controls­ the­ direction­ of­ the­
 company

Decides­ the­ budgets­ for­ all­
 departments

Targets and initiates business 
partnerships with other companies

BID WRITER
Completing tender 

searches 
Write and edit good quality technical 
and non-technical responses to bid/

tender/ proposal questions in a timely 
manner

Collating­information,­
creating and distributing 
quotations as required

CUSTOMER CARE ADVISOR
Ensuring complete 
cusomter­satisfaction­

of­the­service

Providing service throughout all 
customer interactions

Selling additional services and 
products

KEY ACCOUNT MANAGER
Representing the company 
and its values to existing 

clients

Providing customer service at 
all times

Consulting and 
retaining clients

SALES MANAGER
Analyse and report 

sales­fi­gures
Open new accounts Develop and execute trade 

shows and sales events

SALES REPRESENTATIVE
Building relationships 
with­customers­face­
to­face­and­via­phone­

Encourage prospective 
customers to give the 

company a go

Database management and 
quality assurance
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2.  THE BRANCH MANAGER
AN IN-DEPTH PROFILE

The Approach

We­evaluated­several­branch­manager­job­descriptions­for­members­of­the­ERA­in­order­to­pinpoint­
key­features­of­the­role.­The­most­common­responsibilities­depicted­in­these­job­descriptions­were­to­
be able to manage a team, implement sales campaigns, and to motivate and train employees. 

For most branch managers, work usually starts early 
in the morning around 6am and continues on until 
the depot closes around 4pm or later. The overriding 
duty­mentioned­by­most­of­the­branch­managers­we­
interviewed was team management, with one noting 
“managing­the­fleet­with­regard­to­capacity,­season­
and tool availability” as his primary role alongside 
ensuring­overall­client­satisfaction.­Their­daily­to-do­
lists vary greatly each day but the tasks are gene-
rally related to either team or client management. 
One­of­ the­branch­managers­ summarised­his­ role­
as­“being­a­part­of­the­daily­business­and­helping­out­
where someone is missing.” Day of a branch managers

Start at 6am

Managing 
the­fleet

Daily to-do Client 
satisfaction

Additionally, we developed and carried out structured interviews with current branch managers and 
their supervisors. The interviews were conducted via phone or video calls that lasted between 25–40 
minutes,­and­the­central­themes­and­focal­points­were­based­on­suggestions­from­the­Future­Group.­
These included topics such as: daily tasks, collaboration and leadership, values and principles,  
individual­career­backgrounds,­critical­incidents,­expertise­and­use­of­technology,­organisation­and­
execution,­and­visionary­focus.­

We interviewed a represantative sample.­We covered companies; in Central Europe, in 
Scandinavia, in Eastern Europe and in Southern Europe.
Daily Work



4Study | © Only for internal use. All rights are reserved and this document may not be reproduced in whole or part without 
the written permission of ERA European Rental Association and WALZER CONSULTING AND TRAINING GmbH

overview 

The number of online channels through which businesses and brands can market themselves and 
interact with consumers is forever growing, but this report will focus solely on the largest four which 
collectively determine a company’s online presence: websites, facebook, Twitter and Instagram. 
each channel offers something different in terms of its purpose and style, and therefore commu-
nication via each platform needs to be specifically tailored to maximise interaction with the target 
demographics in the most effective way.

Websites

A visit to a company’s website is often the first interaction a potential customer will have with
a brand. Its importance can therefore be likened to that of the past when someone saw a shop win-
dow or was given a business card for the first time. Back then, presentation and professionalism 
were key, and this still remains the case. However, today, customers are coming to expect more 
and more services to be integrated into that first interaction. This could mean web features that 
enable direct bookings, live chat options, faQ pages and complaint/feedback areas. Information 
presented visually as images and video is also essential for effectively conveying the company’s 
product or service, and to engage customers with an overall sense of the people behind the brand. 
Further, a company’s website is not only the first impression potential customers will receive, but 
it is also the starting point for many potential employees. The best quality talent will be attracted 
to professional websites that showcase the brand clearly, with sophisticated and intuitive design. 
Consider also that 60% of web traffic—comprising both potential customers and employees—now 
comes from mobile devices. The importance of mobile optimisation for company websites simply 
cannot be understated. That being said, we’re not saying goodbye to desktop sites any time soon, 
with a study conducted in 2017 showing that, on average, desktop visitors spend 1.9 times longer 
on websites than those using mobile devices.

5

2.  THE BRANCH MANAGER
AN IN-DEPTH PROFILE

Responsibilities

Branch­managers­are­responsible­for­checking­the­commissioning­of­equipment­and­logistics,­the­
meeting­of­sales­targets,­and­ensuring­smooth­operation­and­profitability­of­the­depot.­It­is­the­branch­
manager’s responsibility to ensure that teams are led in a way in which they are motivated to work 
enthusiastic­and­efficient.­Overall­client­satisfaction­is­the­main­priority­of­the branch manager,­and­
they­are­often­the­final­point­of­contact­in­the­customer­complaint­process.­

Collaboration and Leadership

The branch manager navigates working relationships 
 between clients, sales representatives, and operational  
managers such as service managers, workshop  
managers and logistics managers. They also play a role in 
overseeing­warehouse­staff­and­the­installation­of­equip-
ment­ on-site,­ often­ supporting­ the­ salesmen­ to­ meet
customer requirements and needs. It is the branch manager’s
responsibility­ to­ inform­ the­ team­ in­advance­of­ the­ tools­
and equipment they need, ensuring that everything is  
prepared­ for­ upcoming­ projects.­ One­ of­ the­ branch­
managers we spoke to explained that although the  
members­ of­ his­ team­ are­ qualified­ for­ their­ specific­ 
roles, his duty is to oversee the processes and step in  
where­necessary,­utilising­his­knowledge­of­the­industry­if­ 
needed. Over time, he anticipates this knowledge will be 
transferred­over­to­his­staff­through­practical­application.­­

Another branch manager we interviewed pointed out the 
importance­of­establishing­good­relationships­with­branch­
managers­ of­ other­ depots­ to­ ensure­ smooth­ and­ cost-­
efficient­operation­of­the­rental­company­as­a­whole—he­
frequently­has­to­help­other­branch­managers­by­providing­
them with equipment they require. Essentially, the skillset 
and­quality­of­communication­from­the­branch­managers­
also­determines­the­success­of­the­sales­representatives, 
which­ in­ turn­ decides­ the­ profitability­ of­ the­ company.­­ 
Therefore,­ expert­ communication­ and­ leadership­
skills­ are­ required­ to­ ensure­ that­ staff­ are­ motivated,­ 
issues are dealt with promptly, and expectations are set out  
appropriately.  

A­branch­manager­usually­reports­their­key­performance­
indicators (KPIs) once a week to their supervisor in order 
to­provide­feedback­and­an­overview­on­how­the­business­
is running overall.

Client

Team Logistic

Branch
Manager SupervisorSales 

representatives

Workshop 
manager
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2.  THE BRANCH MANAGER
AN IN-DEPTH PROFILE

­

Career Background

The careers and background of the branch managers we interviewed varied considerably, indicating 
that specific industry experience is not as essential as a distinctly enthusiastic attitude and mindset 
that fits with the company culture. One of the branch managers we spoke to had worked at the 
same rental company for 18 years, whereas another had been positioned in the role approximately 
just one year ago. It became evident during the interviews that in terms of potential candidates, real 
experience is valued more highly than university degrees for this role. Having said that, one of the 
supervisors stated that he prefers to work with employees that are completely new to the industry 
as they are easier to train to meet the exact requirements of the company. However, it is worth 
considering that the majority of branch managers interviewed had a strong background in business 
accompanied with some kind of technical interest and sales background prior to their current 
position. 

In terms of the career paths that led the branch managers to their current positions, many had 
worked previously as sales representatives or logistic managers either in the same rental company 
or in a different organisation in the fields of engineering, logistics or transport. Career progression to 
branch manager can be rapid for the right person—one of the branch managers was promoted to 
his current position after just eight months of consistent good work as a less senior worker in the 
same company. 

­
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2.  THE BRANCH MANAGER
AN IN-DEPTH PROFILE

SERVICE AND LOGISTICS

One­of­the­most­crucial­elements­of­a­branch­manager’s­personality­is­that­of­stress- resistance 
as­their­working­environment­is­in­a­state­of­constant­change­and­therefore­they­must­adapt­
themselves­and­their­teams­to­new­situations­every­day.­Pressure­from­both­clients­and­the­
logistics/operations teams within the company is navigated by the branch manager, who must 
co-ordinate­departments­to­ensure­satisfaction­is­reached­at­both­sides.­
Other­ essential­ values­ for­ branch­managers­ include­ the­ ability­ to­ fully­ empathise­with­
others,­underpinned­by­a­strong­principle­of­the­provision­of­exceptional­customer­care.­
The­branch­manager­must­therefore­be­able­to­recognise­and­deal­with­all­different­types­
of­people­and­situations­in­a­tailored­and­appropriate­manner.­

The­branch­managers­we­ interviewed­cited­ fast­and­calm­decision-making­as­a­ funda-
mental­part­of­their­role.­Most­branch­managers­have­a­large­degree­of­freedom­around­
the­decisions­they­make,­so­it­is­essential­that­they­are­able­to­take­full­responsibility­for­
the outcomes. Their competency in their role is determined largely by their quantitati-
ve­results,­so­any­poor­decisions­will­ likely­manifest­as­unmet­expectations­and­targets­ 
sooner rather than later. 
One­of­the­supervisors­interviewed­confirmed­that­finding­fast­solutions­for­multiple­pro-
blems­simultaneously­was­a­key­asset­of­a­good­branch­manager,­alongside­the­ability­
to­think­outside­of­the­box­and­to­see­business­opportunities­where­others­might­not.­A­
branch manager we spoke to also noted that being intuitive to the strengths and weaknes-
ses­of­his­team­members­is­very­important­when­helping­them­reach­their­potential­as­a­
co-working­unit.­In­terms­of­his­own­character,­he­stated­that­his­high­degree­of­approacha-
bility­and­“open-door­policy”­was­a­key­factor­driving­his­success,­whilst­also­being­able­to­
effectively­communicate­feedback—both­positive­and­negative—to­his­team­in­a­way­that­
is­fully­understood­and­easily­implemented.

Another­branch­manager­we­spoke­to­emphasised­the­importance­of­mindset­when­it­comes­
to­client­management.­He­ focuses­on­establishing­positive­ relationships­with­clients,­and­
underlying every interaction he has with clients is the ethos that “every deal is a good deal.” 
It’s crucial that branch managers are able to serve all customers equally to the same high 
standard,­but­at­the­same­time­skilfully­prioritise­the­right­clients­when­necessary.­
The branch managers interviewed generally have good relationships with their supervisors 
and value this relationship very highly. Indeed, the most common response to the question 
“What­would­make­you­consider­leaving­your­role­in­the­company?”­was­being­left­alone­and­
unsupported­with­problems­that­are­extremely­difficult­ to­handle­and­overcome.­The­next­
most­common­response­was­to­lose­the­freedom­of­independent­decision-making­in­the­role.

Values & Personality
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collectively determine a company’s online presence: websites, facebook, Twitter and Instagram. 
each channel offers something different in terms of its purpose and style, and therefore commu-
nication via each platform needs to be specifically tailored to maximise interaction with the target 
demographics in the most effective way.

Websites

A visit to a company’s website is often the first interaction a potential customer will have with
a brand. Its importance can therefore be likened to that of the past when someone saw a shop win-
dow or was given a business card for the first time. Back then, presentation and professionalism 
were key, and this still remains the case. However, today, customers are coming to expect more 
and more services to be integrated into that first interaction. This could mean web features that 
enable direct bookings, live chat options, faQ pages and complaint/feedback areas. Information 
presented visually as images and video is also essential for effectively conveying the company’s 
product or service, and to engage customers with an overall sense of the people behind the brand. 
Further, a company’s website is not only the first impression potential customers will receive, but 
it is also the starting point for many potential employees. The best quality talent will be attracted 
to professional websites that showcase the brand clearly, with sophisticated and intuitive design. 
Consider also that 60% of web traffic—comprising both potential customers and employees—now 
comes from mobile devices. The importance of mobile optimisation for company websites simply 
cannot be understated. That being said, we’re not saying goodbye to desktop sites any time soon, 
with a study conducted in 2017 showing that, on average, desktop visitors spend 1.9 times longer 
on websites than those using mobile devices.
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2.  THE BRANCH MANAGER
AN IN-DEPTH PROFILE

Critical Incidents

A­ fundamental­ skill­ shared­ by­ all­ successful­
branch managers is the ability to handle critical  
incidents­ effectively­ and­ smoothly,­ there-
by  bringing structure to their chaotic working 
­environments.­ There­ is­ no­ one-size-fits-all­
­solution­ to­ the­ plethora­ of­ issues­ that­ branch­
managers­will­face,­and­therefore­it­is­their­­level­
of­ skill­ and­experience­handling­such­challen-
ges­that­will­determine­the­overall­­outcome­for­
the business. 

Many­of­the­issues­faced­by­branch­managers­
present on a case-by-case basis and require 
urgent attention and action to resolve them. Ex-
amples­of­these­critical­incidents­include:

•  One­of­ the­managers­we­ interviewed­ told­
us­ that­ after­ his­ company­ underwent­ a­
­reorganisation­ at­ the­ end­ of­ last­ year,­
he­was­ left­ responsible­ for­ the­ running­ of­
three­ new­ depots.­As­ a­ result,­ one­ of­ his­
employees was tasked with a huge amount 
of­ overtime.­ This­ was­ something­ that,­ as­
branch manager, he had to be attuned to 
and­aware­of,­and­he­took­the­initiative­im-
mediately to recruit another employee to 
cover­the­shortfall.­

 •  Some­problems­faced­by­branch­managers­
don’t­have­such­straightforward­solutions—
often­ clients­ will­ demand­ equipment­ that­
the depot simply doesn’t have. 

 •  Other such challenges need to be dealt with 
in an appropriately sensitive manner. Ano-
ther branch manager we spoke to described 
the­experience­of­giving­team­members­ne-
gative­feedback—and­in­some­cases­firing­
them—as­one­of­the­most­delicate­and­diffi-
cult­parts­of­his­role.­

Success Factors

A thriving branch manager will combine basic 
business­knowledge­with­application­of­strong­
leadership qualities and the ability to remain 
calm whilst multitasking under pressure. The 
importance­of­building­long-lasting­relationships­
both internally within the organisation and ex-
ternally with key client accounts cannot be un-
derstated—one­ manager­ stated­ that­ focusing­
only on one’s own depot is a key oversight that 
distinguishes­the­weak­branch­managers­from­
those that succeed in the long-term. 

Other­ factors­ that­determine­ the­success­of­a­
branch manager include;

•  Communication skills. Communication with
their team needs to be transparent, with in-
dividualised­feedback­presented­in­a­clear­
and­ implementable­ way­ with­ regular­ fol-
low-ups.

 •  Complaint handling. The branch manager 
will­often­ face­urgent­problems­ that­ requi-
re quick solutions that are attuned to the 
needs­of­all­parties­involved.

 •  Process documentation. A branch manager
will have to make many spontaneous deci-
sions, but at the same time it is imperative 
that the processes underpinning the com-
pany are both adhered to and documented 
as­a­matter­of­protocol.­
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2.  THE BRANCH MANAGER
AN IN-DEPTH PROFILE

Expertise & Technology

The­branch­managers­we­ interviewed­all­use­a­range­of­hardware­and­software­to­ fulfil­ their­daily­
responsibilities, which includes;

SMARTPHONES to manage emails and calls.

LAPTOPS/DESKTOP computers.

BASIC OFFICE SOFTWARE­such­as­Microsoft­Office­and­Skype.

 ENTERPRISE RESOURCE PLANNING­ (ERP)­ software­ to­ manage­ the­ 
business­and­automate­back­office­functions­related­to­technology,­services­
and HR. 

 CUSTOMER RELATIONSHIP MANAGEMENT (CRM)­software­to­manage­
interactions­with­customers,­streamline­processes­and­improve­profitability.

Specialist rental and transport MANAGEMENT SOFTWARE.

Organisation & Execution

Branch­managers­must­be­able­to­strike­a­fine­balance­in­their­work­routine­between­the­documented­
process-based tasks, and the other more ad-hoc, leadership-based projects. According to the branch 
managers­we­ interviewed,­50–80%­of­ their­work­ is­process-based—tasks­such­as­ logistics,­main-
taining­a­safe­and­secure­working­environment,­quality­assurance,­ensuring­high­levels­of­customer­
satisfaction,­and­the­purchasing­of­new­equipment—these­must­all­follow­a­clear­protocol,­often­in­
collaboration with other colleagues. 
The­remaining­20–50%­of­a­branch­manager’s­time­is­used­to­work­on­improving­the­management­of­
their­team­and­equipment,­alongside­more­specialised­and­individualised­projects­for­which­they­take­
overall­responsibility.­The­fundamental­skill­applied­by­an­effective­branch­manager­is­to­adapt­the­
processes­appropriately­where­necessary­in­any­given­situation­to­account­for­any­shortfall­in­either­
manpower or equipment availability. 
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2.  THE BRANCH MANAGER
AN IN-DEPTH PROFILE

KPI´s

A branch manager’s targets are usually number-driven and it is essential that the KPIs align with the 
expectations­of­their­supervisors.­Branch­manager­supervisors­will­use­both­operational­and­logistic­
KPIs­ to­monitor­ their­branch­managers,­alongside­regular­depot­visits­and­feedback­retrieval­ from­
sales­representatives.­However,­it­should­be­noted­that­the­main­responsibility­of­the­branch­manager­
is­to­maintain­a­satisfactory­customer­experience.­Although­a­branch­manager’s­success­is­measured­
to­a­certain­extent­by­KPIs­relating­to­sales­and­profitability,­these­targets­are­usually­more­relevant­
for­the­sales­representatives.­

The­economic­KPIs­most­often­used­to­measure­and­track­the­success­of­a­branch­manager­are:

•  Net turnover •­­Net­profit­­

The­ customer­ satisfaction­ KPIs­most­ often­ used­ to­measure­ and­ track­ the­ success­ of­ a­ branch­
 manager are:

 •­­Email­ response­ rate.­The­percentage­of­email­queries­ from­customers­ that­are­ responded­ to­
within­a­given­time­frame.­

 •­­Client­complaints.­The­number­of­formal­complaints­received­from­customers­within­a­given­time­
frame.­The­percentage­of­complaints­reaching­a­satisfactory­outcome­for­the­client­could­also­be­
measured.  

•­­X-minute­ call­ back.­ Some­ rental­ companies­ guarantee­ a­ qualified­ engineer­ will­ call­ a­ 
client­ back­ within­ 10­ minutes­ from­ an­ initial­ service­ claim­ i.e.­ on-site­ equipment­ failure.­ 
This KPI relates to the success rate at which this promise is achieved. 

 •­­Same­day­repair.­If­a­claim­cannot­be­solved­by­the­initial­phone­call,­further­customer­guaran-
tees­are­often­in­place­that­promise­a­qualified­engineer­will­be­on­site­and­solve­the­issue­within­
24­hours­from­the­initial­service­claim.­This­KPI­therefore­depends­upon­the­rate­at­which­this­
guarantee­is­fulfilled.­

 •  Machine availability. Some rental companies internally measure how quickly they turnaround
equipment­returning­from­a­previous­rental­contract­into­“rent­ready”­condition­for­a­new­contract­
or­for­eventual­replacement.­This­KPI­informs­of­the­efficiency­of­the­branch­manager,­and­has­a­
direct­impact­on­customer­satisfaction.­

One­of­ the­ branch­manager­ supervisors­we­ interviewed­elaborated­ further­ on­ the­KPIs­ in­ use­ at­
his organisation. He explained that the customer experience-based KPIs are made available on the 
online­customer­portal­in­order­to­maintain­transparency­with­clients.­All­of­the­KPIs­are­automated,­
measured and analysed in real-time as they are natively built into the CRM. At his company, they are 
also directly linked with employees’ bonuses. 

For­branch­managers,­he­emphasised­that­the­KPIs­must­be­linked­with­customers’­expectations—any­
breaking­of­internal­company­rules­in­order­to­fulfil­customer­desires­renders­the­KPIs­meaningless.­
Further, KPIs should be reviewed at least on an annual basis and the outcomes openly discussed with 
stakeholders,­customers­and­employees­in­different­departments.

•  Depot running costs/
financial­utilisation­

•  Return on investments
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2.  THE BRANCH MANAGER
AN IN-DEPTH PROFILE

Visionary Focus

The­rental­ industry­ is­moving­at­a­rapid­pace­propelled­by­ the­use­of­new­technology­and­branch­
managers are expected to keep up with these changes on all levels. More and more clients are now 
demanding­services­both­online­and­offline,­meaning­that­rental­companies­must­now­adopt­an­om-
nichannel­presence­to­satisfy­expectations.­Increasing­levels­of­service­provision­online­means­that:

•­­Logistics­ is­more­challenging.­ In­order­ for­smooth­equipment­ rental­ for­both­online­and­offline­
customers,­availability­and­requests­on­all­platforms­must­be­tracked­in­real-time,­every­second.­
Tight­ systems­need­ to­be­ in­place­ to­ensure­equipment­ isn’t­ reserved­online­while­a­different­
customer­is­travelling­to­the­depot­to­collect­that­same­piece­of­equipment.­

•  There is less customer contact. Equipment rental can now be booked online and the entire pro-
cess­can­be­automatised­via­online­apps.­Technologies­such­as­ radio­ frequency­ identification­
(RFID)­can­also­now­automatise­the­handling­of­rental­returns,­meaning­that­fewer­employees­are­
needed­at­the­depot­as­well­cutting­the­number­of­customer-facing­staff­in­branch.­

 •  Less customer contact makes building strong customer relationships harder. It’s essential that
branch managers constantly strive to establish strong client relationships in order that their custom 
is­not­solely­price-driven.­In­the­future,­this­could­translate­to­rental­companies­developing­into­full­
service­providers,­offering­services­as­part­of­their­equipment­rental­package­in­order­to­distingu-
ish­themselves­from­the­competition.­

Supervisor Impressions

One­of­the­supervisors­we­interviewed­explained­that­the­role­of­the­branch­manager­could­be­under-
taken­in­two­ways.­Firstly,­by­employing­a­dedicated­branch­manager­for­each­depot­with­the­respon-
sibilities­outlined­above,­functioning­in­between­operations­and­sales,­ensuring­customer­satisfaction­
as their primary role. However, a similar outcome could be achieved by instead employing centralised 
staff­who­are­responsible­for­client­management­and­key­account­management.­At­the­same­time,­
operations­would­be­the­responsibility­of­individual­workshops­and­depots,­led­by­logistics­managers.­­

In­terms­of­their­responses­when­asked­what­they­look­for­in­branch­manager­applicants,­the­super-
visors­generally­focused­more­on­soft­factors­such­as­approachability,­an­easy-going­attitude­and­the­
ability­to­provide­high­levels­of­customer­service­over­academic­certification­or­experience­in­the­same­
role.­Experience­within­the­construction­or­rental­industries­is­preferred,­but­not­essential.­In­fact,­one­
branch­manager­supervisor­told­us­that­out­of­their­newly-appointed­branch­managers,­a­former­op-
tician­is­currently­outshining­an­employee­that­worked­for­years­in­the­car­rental­industry.­Essentially,­
it­is­a­candidate’s­personality­that­will­be­the­deciding­factor­in­determining­their­success­in­the­role.­
An­entrepreneurial­mindset­is­fundamental­if­branch­managers­are­going­to­thrive­and­develop­areas­
of­the­company­by­themselves.­

Another­point­that­supervisors­consider­is­the­extent­of­variety­in­their­team­of­branch­managers­in­
terms­of­their­career­backgrounds.­Building­a­team­that­can­assist­each­other­with­different­pockets­
of­ technical­knowledge­and­experience­ is­critical­when­trying­to­maximise­their­ability­ to­work­well­
together. 
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3.  THE FUTURE OUTLOOK

Both­the­branch­managers­and­supervisors­we­spoke­to­concurred­that­the­role­of­the­branch­mana-
ger­will­evolve­as­time­goes­on­and­the­use­of­online­technology­grows.­Data­tracking­and­data­inter-
pretation­were­emphasised­as­imperative­if­rental­companies­are­going­to­succeed­in­the­future.­This­
will­be­facilitated­by­the­establishment­and­integration­of­new­systems­to­automatise­processes­that­
were­previously­done­manually.­As­a­result,­the­number­of­in-person­sales­tasks­will­decrease,­me-
aning­that­the­number­of­employees­working­for­organisations­(including­branch­managers)­will­also­
decrease. However, during this transition it is crucial that key accounts are managed to an exceptional 
standard­to­ensure­customer­satisfaction.­

When asked about what would make their work easier, branch managers and their supervisors cited 
similar changes: easier-to-use and more integrated I.T. systems, establishing partnerships to outsour-
ce tasks, and more streamlined, consistent processes. One supervisor we interviewed added that 
displaying equipment manuals and documentation in a more interactive, engaging way may increase 
accessibility­to­that­information­for­both­employees­and­customers­and­therefore­improve­the­efficien-
cy­of­the­organisation.­
Ultimately, it was agreed that it is not only the processes within an organisation that need to be optimi-
sed,­but­the­people­too.­Inspiration­can­be­taken­from­other­industries­such­as­automotive­rental,­as­
they­are­currently­ahead­in­terms­of­their­innovation­and­use­of­online­technology.­Emphasis­should­
be placed on developing employees to think more inventively, more quickly, and to be more open to 
online­solutions­that­will­shape­their­role­into­a­more­client-focused­position.­­
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on websites than those using mobile devices.
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