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The
Manufacturer
of the Future
10 learnings to differentiate
and elevate your brand.
Over the course of several decades, LABOV has been retained by
manufacturers to help them discover their brands. We do so through our
proprietary process, Brand Re-Engineering™. We begin by interviewing
customers, employees, executives and dealers to learn what the company
stands for. We then conduct a Technical Immersion—something we
believe no other firm does. Traveling to and immersing ourselves in their
manufacturing facilities, we identify key differentiation in processes,
materials and products. These first two steps in our process provide
extraordinary insight into a brand as we crystallize their identity.
The following are learnings from those two initial steps, which have
been conducted for hundreds of manufacturers. Through this, we have
identified 10 critical areas that must be addressed for manufacturers
to succeed in the future.
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1.

Executives care about their people and morale.

When we first began our Brand Re-Engineering™ process 20 years ago,
B2B leaders seldom discussed employee morale. They were more focused
on “getting product out the door” and, in many cases, viewed employees
as being replaceable. To their collective credit, manufacturing executives
today, we have found, are very concerned about employee engagement.
They have shared that they clearly see that strong employee morale and
retention result in improved productivity, safety and profitability. And, in
many cases, employees can be the strongest brand ambassadors for the
company and product.

2.

Streamline with caution.

There is a constant pressure to homogenize and “smooth out the edges” in
processes and products to improve efficiency and reduce cost—sometimes to the
detriment of the product and brand. With the growth of LEAN manufacturing and
other methodologies, there are almost limitless ways to streamline. The balance
needed is in realizing there are certain unique features or processes for which
your product may be known. By eliminating them, are you also reducing the value
of your brand and product? There is no clear answer to this, but there must be
continued efforts to avoid stripping away what made you what you are today.

3.

Uncover the beauty.

Often, as we conduct our Technical Immersions, we find some remarkable creativity
and ingenuity that is often overlooked by manufacturers because they are too
close to it to see its brilliance. Those unique differentiators must be highlighted,
trumpeted and be proud focal points of the brand. We believe your brand lives
inside your product and processes. Uncover that beauty and magnify it.

4.

The unique
differentiators must be
highlighted, trumpeted
and be proud focal
points of the brand.
We believe your
brand lives inside your
product and processes.
Uncover that beauty
and magnify it.

Dealers feel the love (or lack of it).

Some manufacturers feel the dealer is an added step and necessary evil that
diminishes their profit potential. Others view dealers as an effective way to sell
products. And a few hold their dealers tight and partner with them to maximize
their mutual success. We’ve learned this is usually a self-fulfilling prophecy.
If you treat dealers as a nuisance, they will become a detriment and will try
to “own” the customer to battle you. If you and your dealer look at your
success as mutually intertwined, all benefit.
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5.

Customers do not expect perfection.

But they do expect to be treated as human beings, listened to and told the
truth—now and not when it is convenient for the manufacturer. Transparency
is often a word that customers say they desire. If there’s a problem, they want
honesty and forthrightness in getting it solved. Studies have shown that an
unhappy customer who is made happy through great service is more loyal
than a customer who never had an issue. It’s not about perfection, it’s about
honesty and working through the problem together.

6.	Employees want to believe in the brand and
the product they are producing.
According to thousands of survey responses we have received, many
employees are frustrated at a lack of accountability from supervisors and
fellow employees on the factory floor. Most often, the long-term worker
has allegiance to the company, but the newer, younger ones frequently feel
estranged—it is just a job. The latter is a detriment for the manufacturer
as employees simply fail to engage, leading to lower quality and safety.
The enlightened manufacturer rigorously trains employees on not just the
processes, but also the “why” of the brand—why we do what we do, why our
customer needs and appreciates us and why you should feel proud of the
difference you make here.

7.	“If you expect to charge a premium, you must
have a brand personality to match.”
This is an insightful quote from Anoop Prakash, President, Ambulance Division at
REV Group. The manufacturers we have researched too often promise verbatim
what their competitors do: value, quality, service and innovation, blah, blah,
blah. Leading manufacturers are now realizing they must be bolder and proclaim
what truly makes them different and consistently reinforce that message. For
example, a manufacturer may produce a good—not great—product. But it may
offer the most amazing customer experience in the industry, according to its
dealers and customers. Why not tout that with pride and leverage it in the
company’s messaging?

The enlightened
manufacturer
rigorously trains
employees on not
just the process,
but also the “why”
of the brand...
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8.

There’s no pride in being “second banana.”

B2B manufacturers have looked at branding as being unimportant and
unglamorous as compared to B2C brands. Yet they have no issue purchasing
millions of dollars in equipment or machinery, while skimping on their image,
including the condition of their offices and facilities. Too often, their buildings
look dilapidated, with faded or outdated logos falling off them. Their materials
and websites display old logos, images, information and copyrights. The lobbies
and offices imply “cheap” and “inattentiveness.” Yet, many customers, employees,
suppliers and others visit there daily. Where is the pride?
Is it reasonable to ask, if a company’s building, lobby, hallways, offices, plant
and marketing materials are dated, dirty and, at best, unremarkable, could the
same be said about the product being produced there? Before it is assumed we
recommend a “Taj Mahal” (we don’t), please realize that paying attention to your
brand, to having updated product and employee photos in the hallways and
looking relevant is not usually a budget-buster. Any smart investment in your
image will pay off in employee pride and ultimately, morale—and it costs a lot
less than that new laser machine.

9.

Turn to technology to capitalize on today’s climate.

There are manufacturers who spend millions on technology in their factory,
yet to this day, use fax machines and DOS systems in their sales department.
With the recent focus on reduced travel, technology is more important than
ever in communicating with customers and dealers. Many companies are
taking budgets that had been set aside for travel, meetings, conferences and
trade shows, and reallocating them to digital training and virtual meetings.
Others are creating innovative concepts such as virtual factory tours. And
what if your factory is in the process of being built? Why not create a digital
rendering of it so customers have an opportunity to “imagine it” and become
inspired to place pre-orders? All of this progressive thinking is distancing
B2B leaders from the competition.

With the recent focus
on reduced travel,
technology is more
important than ever in
communicating with
customers and dealers.
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10. People first—your people.
The final aspect to share is another simple, inexpensive, but very highimpact concept. A new product, a new logo, a new marketing campaign,
a new website—all of these are exciting and can be smart investments. Want
to make them even more impactful? Share them with your employees first,
before the rest of the world. Very possibly, your employees influenced these
investments—let them know that and celebrate it. Soon your employees will
be answering questions from customers about these new changes in your
company, so they deserve to know first. Don’t be the company where your
people find out after everyone else and they are left saying, “Well, we’re
always the last to know.”

In summary: It’s daunting, but inspiring.
To be the Manufacturer of the Future, you cannot play the same old ballgame.
Of course, you must still lead the way in manufacturing excellence and
commit to uncompromised safety and quality. But you must also realize that
your image, brand and unique differentiators have to be identified, protected
and invested in to ensure you engage the heartbeat of your enterprise—the
people who produce, represent and purchase your product. It is an inspiring
opportunity to take your B2B company into the future.

Share with your
employees first,
before the rest of
the world.

Let’s Jam.
LABOV is the pre-eminent launch and growth firm in the B2B
segment. Through our proprietary Brand Re-Engineering™
process, we have helped hundreds of companies realize their
potential. Our blue chip clientele includes Harley-Davidson,
Audi, Airstream, UPS and others. Our B2B clients include Heil
Trailer, Terex, Steel Dynamics, Freightliner, REV Group, Betts
Industries, Michelin, Carrier, BFGoodrich, Ingersoll Rand, Tuthill
Pump, John Deere, SDI LaFarga and other leading manufacturers.
If you’d like to talk B2B, reach out to us. We’d love to “jam” with you.

labov.com
letsjam@labov.com
260-497-0111
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