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c o n d u c t e d  b y  t h e  n at i o n a l  a ss  o c i at i o n  o f  e l e c t r i c a l  d i s t r i b u t o r s

The NAED’s Eastern Region Council developed this biannual survey to create a 
benchmark of the value added services electrical distributors are currently 

offering.  It will also help facilitate effective communication of the value  
of services provided by the electrical distribution channel.  

Expanding the conversation of “value” to your customer, 
your employees, and to the “channel” as a whole, 

it allows individual electrical distributors to 
evaluate where they are today and to 

develop a possible road-map in 
offering new services in 

the future.

NATIONAL ASSOCIATION OF
ELECTRICAL DISTRIBUTORS

who do you do business with?

4%

14%

34%

Electrical Contractors
Commercial

Electrical Contractors
Residential

4%

Maintenance, 
operations,

& repair 

utility

government

Industrial/Oem
Original Equipment Manufacturer

Institutional Hospitals/Schools

Electrical Contractors
Industrial

11%
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other 12%
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HOW DO YOU charge for THESE serviceS?
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PROVIDE AT 
NO CHARGE

bundled price with 
other services

Different for 
each customer

charge a 
specific fee
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HOW DO YOU charge for THESE serviceS?

which inventory management SERVICES do you oFFER?
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HOW DO YOU charge for THESE serviceS?

which financial & education SERVICES do you oFFER?
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how do value added services affect your sales budget?

what’s your reason for not 
charging for value added services?

CUSTOMERS WON’T 
ALLOW FOR IT TRIED AND DIDN’T WORK OUT

OTHER DON’T KNOW HOW TO START 
CHARGING OR RECOUPING SERVICES

COMPETITIVE PRICE 
PRESSURES

MARKET CONDITIONS DICTATE 
WE CAN’T START CHARGING

12% - Have a separate budget to 
forecast goals for services

55% - don’t have separate budget 
for services provided

8% - Billed internally to 
another department

25% - services provided roll 
into coporate overhead

26%

10%

4%

47%

10%

3%



how frequently do your customers 
request value added services?

who manages your value added services?

never occasionally very often always

managed by

sales Staff

49%

managed by

other people

3%

managed by a

dedicated team

26%

managed by a

dedicated manager

19%

managed by

engineers

3%
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30%

54%
15%

3%
54%

35%
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13%
64%

16%
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40%

47%
11%

16%
59%

23%
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53%

35%
4%

37%
37%
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3%
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The sum may not total to 100 due to rounding.



WHERE IS YOUR COMPANY’S HEADQUARTERS?

what STRATEGIES do you USE TO STAY COMPETITIVE?

LOWERING
COST THROUGH
OPERATIONAL
EFFICIENCIES

ADOPTING 
SUSTAINABLE 

PRoceSSESS & 
CONSERVATION 

MEASURES

DON’T DO BUT PLAN TO DON’T DO AND WON’TCURRENTLY DO PLAN TO DISCONTINUE

CHARGING 
FEES FOR SPECIAL 

SERVICE

outside 
the u.s

16%

south 
central
region30%

eastern
region 52%

2%
1-5 6-15 16-50 51-100 > 100

38%
21% 27%

5%
10%

HOW MANY BRANCHES 
does YOUR COMPANY have?

western 
region

10%

86%

3%

61%

22%

15%1%

92%

7%

WORKING WITH 
SUPPLIERS & 

CUSTOMERS TO 
IMPROVE COSTS

CHARGING FOR 
VALUE ADDED 

SERVICES

55%

27%

18%

49%33%

18%

The sum may not total to 100 due to rounding.



how many EMPLOYEES do you have?

what is your current occupation?

WHAT IS YOUR COMPANY’S ANNUAL REVENUE?

UNDER 25

25 - 49

50 - 99

100 - 499

500 - 999

ABOVE 1000

10%

9%

20%

40%

8%

13% under $10
million

30%

25%

20%

15%

10%

5%
$10 - $25
million

$25 - $50
million

$50 - $100
million

$100 - $400
million

above $400
million

.9%

accounting vendor relations regional manager operations marketing purchasing

other gerneral manager sales sales management branch manager owner/president

1.3% 3.9% 3.9% 4.8% 4.8%

25%14%14%11.4%8.8%7%



wORDS OF ADVICE

www.naed.org • 888-791-2512

Or for more information, please contact NAED Sr. Region Manager Brian Peters - bpeters@naed.org or Aqila Teen - ateen@naed.org

NATIONAL ASSOCIATION OF
ELECTRICAL DISTRIBUTORS

We asked respondents for ideas on how businesses can take full advantage by charging for value added services.

Document 
customer savings 

        and leverage that at the right 
     opportunity, make sure you get       
          something when you give 
                      something.

#10
Understand 
what your cost 

structure is, in order to 
charge accordingly for 
      your services.

#11
Develop a value 
add strategy that is  

 unique, difficult, or costly for 
your competitors to duplicate 
 and SELL the value to your 
         customer base.

#9

 JUST 
START!

#1
  	 A distributor should 
	 be a problem solving 
        company. If your customers  
     problems can be solved by value 	             
        added services, find a way to 
                     get it done.

#2

Value added services 
are sometimes the 

only thing separating you 
   from your competitor.

#3
         Our customers 
  	 often charge their own 
    customers for value added services. 
They understand the value proposition 
     when a distributor is a solution 
           provider, rather than a parts 
                    delivery service.

#4

It’s critical that we 
continue to educate our 

 employees on the importance to 
 always look for ways to differentiate 
    so we can stay relevant to our 
        customers and our suppliers.

#5
Have the 
courage to get 

paid for what you do.

#6

Learn how to value 
your service and 

assess cost from a true service 
   provider, not a distributor.

#7
Customers value 
things if you charge 

for them.  If you give it away they 
  perceive the service as having 
         little value or cost to 
               the distributor.

#8


