
Manufacturer 
Analytics

Analytics that Fuels Growth.



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

Why Manufacturer Analytics



o Salesforce Performance
o Monthly Top Line Pulse

o Operational Metrics
o Channel Performance

Confidence to Make Informed Decisions



Data Driven Decisions

Without data, you’re just another person 
with an opinion…

Edwards Deming

The goal is to turn data into information 
and information into insights…

Carly Fiorina



Built for You by You



About Industry Insights

• Objective third-party

• Dedicated Team of Statisticians, 
CPAs and IT Professionals

• Research Firm for Associations 
and Their Members since 1980

• Survey Research is Not an 
Offshoot

• Serve Over 200 Associations
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Confidentiality is 
assured!



73%
Private Sales Volume

Average: $335M
Median:  $40M

Public or Private
27%
Public

37%
Under $25M

41%
$25M to $100M

22%
Over $100M

Company Profile



1.7%

1.7%

6.8%

18.6%

71.2%

Other

Asia (not China)

Canada

Europe

United States

Company Profile



Sales Growth vs. Prior Year

7.6% 8.0%
9.0%

6.8%

2018 2019 (Expected)

Median           Average

More than 90% of 
manufacturers achieved sales 
growth in 2018, with an 
average rate of 9%.
Smaller companies 
experienced more growth than 
larger organizations.

Sales & Operations



The largest companies are more likely than others to follow Six Sigma or Agile 
Manufacturing improvement methodologies.

All Companies

Net Sales

Under $25 Million $25-$100 Million Over $100 Million

Improvement Methodologies in place

Lean Manufacturing 72.7% 73.3% 78.6% 63.6%

Total Quality Management 45.5% 33.3% 57.1% 36.4%

Six Sigma 38.6% 33.3% 21.4% 63.6%

Agile Manufacturing 15.9% 6.7% 7.1% 27.3%

Theory of Constraints 11.4% 20.0% 0.0% 18.2%

Toyota Production System 11.4% 20.0% 7.1% 9.1%

Other 13.6% 6.7% 28.6% 0.0%

Sales & Operations



Sales & Operations

Number One Financial Performance Priority in 2018



96.0% 97.6% 95.0% 95.0%
86.7% 92.3%

81.6% 83.2%

All Companies Under $25 Million $25-$100 Million Over $100 Million

Total Sales

Median           Average

Sales Through Distribution (As % of Total Sales)

Channel Performance



78% 82%

17% 15%

Average Median Average Median

% of Distributors on Roster that Made at Least One
Purchase

% of Active Distributors that Make Up 80% of Volume

Average          Median

Channel Performance

Sales Through Distribution (Volume Concentration)



2018 Expected 2019

Sales Channel

Traditional-General Line + 2%-5% + 2%-5%

Traditional-Specialty + 2%-5% + 2%-5%

National + 6%-10% + 6%-10%

E-sellers + 2%-5% + 6%-10%

Integrators + 2%-5% + 2%-5%

Wholesale Distributors + 2%-5% + 2%-5%

¹ This table provides the “Median” experience of respondents

General Sales Growth by Channel¹

Channel Performance



Basis for 
Distributor 
Rebates

51%
Overall Growth

40%
Base Business

7%
Key Products
2%
Other

Channel Performance



2.1%

1.4%
1.8%

3.7%

0.9%
0.6%

0.9%

1.5%

All Companies Under $25 Million $25-$100 Million Over $100 Million

Total Sales

Rebates           Co-op Funds

Rebates and Co-Op Funds as a Percentage of Sales

Channel Performance



24.5% 23.5%
14.3%

45.5%

67.9%
52.9%

85.7%

54.6%

7.6%
23.5%

All Companies Under $25 Million $25-$100 Million Over $100 Million

Total Sales

Independent Reps Only Hybrid Model Direct Field Sales Employees Only

Salesforce Structure

Salesforce Performance



Direct Field Sales Employees



5.0%

10.0%

5.0% 5.0%

9.3%

14.2%

7.8%
6.6%

All Companies Under $25 Million $25-$100 Million Over $100 Million

Total Sales

Median           Average

Direct Field Sales Turnover Rate (Incl. Voluntary Separations)

Direct Field Sales Employees



Direct Field Sales Employees

67%
Follow a defined 

Sales Process

63%
Percent that Use 

CRM/Pipeline Software 
to Automate Sales

Sales Processes



53.7%

47.1%

38.8%
46.3%

52.9%
61.2%

2019 2021 2024

With Distributors With End Users

Where Will the Direct Field Sales Team Spend Their Time?

Direct Field Sales Employees



Independent Manufacturer Reps (IMR)

Average Number of Rep Firms Used

8 8 9 7



Independent Manufacturer Reps (IMR)

49%
Follow a defined 

Sales Process

42%
Percent that Use 

CRM/Pipeline Software 
to Automate Sales

Sales Processes



64.7%
60.3%

52.9%

35.3%
39.7%

47.1%

2019 2021 2024

With Distributors With End Users

Where Will IMRs Team Spend Their Time?

Independent Manufacturer Reps (IMR)



Independent Manufacturer Reps (IMR)

Utilization Trend – Increase Use Next 3 Years

40%

58%

31% 33%



IMR 1.0 to 2.0 Gaps

Top Areas to Address



Connecting the Dots 

Manufacturer Top Priorities Needs from IMRs



2019 Growth Expectations vs Leading Indicator

3/12 (leading)  vs 12/12 (lagging) Insights

2019 Forecast ALL < $25M $25-$100M $100M>

10%> 16% 25% 18% 0%

6-10% 49% 40% 41% 82%

2-5% 21% 15% 32% 18%

Flat: -1 to 1% 7% 10% 5% 0%

Decrease of -2 to -5% 7% 10% 5% 0%



Reports



Downloadable Reports





Report Options



Downloadable Reports

Industry-Wide Report



Downloadable Reports

Company Profile Report (CPR)



Interactive Reporting Tools

Searchable Results



Interactive Reporting Tools

Interactive Company Profile Report (peer groups)



Top Line Pulse (TLP)
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