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Channel 2.0
Connecting the Dots
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Channel 2.0
Compass

End Users
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Marisol Fernandez
Region Vice President, Safety –
Bunzl North America

Matt Chaffin
Project Director – Industry 
Insights



About Industry Insights
Since 1980, Industry Insights has been providing high quality research services to trade and professional 
associations, dealer organizations, and other affiliated groups of companies.

We are a dedicated team of statisticians, 
CPAs and IT professionals

Research firm for associations and 
their members

Survey research is not an ‘’offshoot’’

Objective third-party

Extensive steps taken to ensure 
confidentiality



How We Protect Your Data

Questionnaires received are assigned a confidential company identification code.  
Data are then coded and entered into a proprietary system. 

Confidentiality is Our Highest Priority

All information received from individual participants will be treated in a strictly confidential 
manner and will not be disclosed in any manner whatsoever to any individual, entity, 
organization or third party.

Only aggregate results of all/or selected groups of survey participants are published in 
the final results compilation. 
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WHY? 

Channel is changing | Strategic alignment with strategic channel 
partners, investments and resource needs

Field salesforce models are evolving | Direct, Hybrid, Reps –
strategic investment for End User resource needs

Operational Metrics | Relevant comparatives to better 
target strategic improvement initiatives

Top Line Growth  | Timely, relevant leading and lagging 
indicator comparatives
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Collaborative Process Think Tank

Define

Refine

Offline 
BetaRefine

Online Beta

Launch

Iterative Process

Diverse Task Force

Product Categories

Company Size

Ownership Structure

ISA & IS Leadership
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Manufacturer Taskforce Representation
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Collaborative Process
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Overview

Company Profile | High-level company details; Product segment

Sales & Operations | Sales, Trends, Forecast, Financial Metrics 
(Profitability, Receivables, etc.), Employee/Labor, Priorities

Channel Performance | Customer details; Go-to-Market details, 
Distributor mix, Customer program investment, 
Channel/Segmentation, Transaction details, Pricing & Sales Mix

Salesforce Performance | Details about sales model; Direct, IMR, 
Other, Financial investment in sales structure, Compensation
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Results – Annual Performance Report



14

Results – Top Line Pulse
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How to Engage

1. Register online at: www.ISAmfganalytics.com
(must be authorized company representative) 

2. Complete – Closes July 1, 2019

3. Learn  – Results August 1, 2019

4. Apply – Webinar August 15, 2019

http://www.isamfganalytics.com/
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