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ACME UK wished to obtain market intelligence data regarding the use of motor gearbox
technology solutions within UK manufacturing and design companies, plus identify their
future purchasing intentions. A survey programme was commissioned through the Findlay
Direct Marketing service and completed in April 2010.

The overall objective of the research was to establish current gearbox technology usage
within prospect companies and identify if they were familiar with the ACME brand. It also
sought to identify any projects which might require gearbox technology within their project
solution and establish a timescale for such a project.

Whilst the main objective of the research was to provide high quality business intelligence,
which will assist in the development of ACMES products, it also aimed to obtain interest in
receiving further information from ACME in regard to their existing product range.

The required data to support this assessment would include:

Existing gearbox technology in use
Motor technology in use

Brand awareness

Purchasing timescales

=A =4 =4 -4

The specific information yield of the research included the following:

1 Recognition of gearbox technology from a pre-defined list

1 Recognition of motor technology from a pre-defined list

1 Knowledge of ACME UK

1 Projects existing or planned

1 Design timescales in a predefined range, now,1-6 months, 6-12 months, 12+ months
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The survey sought to identify any need for further ACME UK information.

1 Method of delivery of information 8 email, post or telephone
1 Otherinterested individuals

The research programme so far has been conducted over 10 days:

The questionnaire was designed with ACME UK and following a number of iterations the final
version agreed. The questionnaire was then created in the CATI (Computer Assisted
Telephone Interviewing) system. A selection was made from the FML database choosing
machine builders by SIC category, systems integrators and medical equipment
manufacturers. A pick-list of these companies was created and reviewed by ACME. The
resulting final list of key target companies was then linked back to the main FML database
and the most senior technical person or head of engineering design selected. The resulting
data file consisted of 627 sites. A file of this sample data was formatted and loaded in to the
CATI system. The full questionnaire can be found in the appendix.

The target was to complete interviews with as many of the 627 sites as possible, initially over a
5 day period, but it was subsequently extended to a second 5 day period. At the end of the
project, a total 209 interviews have been conducted, 228 were abandoned and the
remainder are leftaso c al | bodlawwing @ number of attempts.

The project was undertaken at the beginning of March 2010 and following a review, the
remaining live records were fed back in to the CATI system and the telephone programme
resumed during April 2000 usingBe nc h mar k R eegpe@enaed GATI unit.

The average interview length was around 3 minutes.
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In regard to the sucessful calls made, they fall into two main categoriesdo comp |l et e d
0 ab andon e dniial phateedcompletedd calls can include some which complete the
interview, but do not use the appropriate gearbox technologies. The o0abandoned
three separate categories:-

1. Refusals - includes sites where either the individual refused to participate or it is
against company policy to put researchers through i.e. we were unable to get past
the O0gat édkeeper

2. Notrelevantoi ncl udes s ome whrequse mopot geardax teGhnology
solutions and will therefore not answer any further questions, plus sites which are
locations not requiring these particular types of gearbox technologies.

3. Dead number ¢ the telephone number does not work 9 either the site is now closed,
has changed telephone number or is temporarliy out of order.

Figure 1: breakdown of results

Call backs (unavailable) | IR 52%

Abandoned (Refusal) P 15%

Completed questionnaires T 26%

Abandoned (Not revelant) P 13%
Abandoned (Dead Number) P 2%
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The following sections summarise the results of the survey and its findings. Each section
corresponds to the original questionnaire in appendix 5 and comments on the results.

By analysing the completed questionnaires from the companies who manufacture or design
products incorporating gearbox technology, we can determine the most common
technologies. Overall 68% of companies surveyed currently were involved in helical/ helical
bevel gearboxes. The second highest was worm & wheel with 57%.

Figure 2: gearbox technology in use
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Further questioning focussedtootechhdiogy andimfhiarespécs us e
the most common types were servo motors and AC induction motors, both scoring around

the 56% mark. Steeper motors accounted for 41% overall. The complete break down can be
seen in figure 3, wher e oveardllfieseinélude byd@ulic nators, or 7 %
Inverter drive motors, direct drive motor and DC brush motors.

Figure 3: motor technology in use
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Overall only 35% of those surveyed stated that they knew of the ACME brand and 76 (68%)
requested further information sent to them - 50% via email and 50% by post.

Figure 4: brand awareness
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Out of the 111 responders who currently use the specified gearbox technology, 32 (29%) are
looking at projects that could incorporate motor gearbox technology or are looking for an
enhancement of a current solution. Of these, eleven (34%) have a project already
underway, fifteen (47%) plan to start the project in the next 6 months, two (6%) in the next 6-
12 months and six (19%) in over 12 months time.

Figure 5: project timescales
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All prospects were called a number of times to achieve these results. At the end of the

process56% of t he sampl e was s tHowdverB5&foftitheseshadanlgg bden b a ¢ k
attempted once and 15% twice.

Figure 6: numbers of call backs

1 call, 85%

From other projects conducted in the same markets, the average strike rate (completions

per day) is around 8, with projects ranging from 6 to 12. ACME®S strike rate is 11, so it& at the
top of the range for this market.
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Although responders were not asked to supply their main job function and primary business
activity as part of the interview, we have linked back to the FML database to provide this
breakdown.

Overall 48% were from the most senior technical person at the site with another 42% of
responders from the head of engineering.

This analysis would seem to indicate that interviews were achieved with the correct type of
individuals and so the data collected should be viewed as reliable and a fair reflection of the
c o0 mp a ngvarall assessment.

Figure 7: responders by job function

Most senior
technical
manager, 48%

Head of
engineering

design, 42%
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Three main sectors were included in the project d systems integrators, machine builders and
medical equipment. Although no quotas were set by industry type, the original sample was
larger in the machine builder sector, so more interviews were achieved from this sector in
total. Overall 66% of the completion successes were achieved in the machine builders
sector.

Figure 8: responders by business activity

=

Systemsintegrators Machinebuilders Medical equipment
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The following section summarises the key findings of the survey and highlights the most critical
factors likely to affect gearbox technology purchasers. Our recommendations are based
exclusively on the findings of the research and are made with limited prior knowledge of
ACME UKG business strategy.

1. The most common technology in use is helical/helical bevel, with 68% universe usage.

2. The top scoring motor technologies are servo motors and AC induction motors, both
achieving scores of around 56%

3. Completion results are in line with industry standards.

1. Only 35% of users are familiar with the ACME brand.
2. 76 individuals (68%) requested further informationon ACME6 s product range.
3. 29% of users are in the process of, or planning projects using gearbox technologies.

4. 81% of these projects are either underway now or are planned within the next 6
months and therefore represent real, immediate sales opportunities.

13/16
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If contact unavailable, ask fdEngineering Manager

Introduction- L frém Benchmark Researdalling on behalf oACME the leading specialist
supplier of automation drive solutions and | wonder if you could spare a few moments just
answer a few questiaon your range of equipment and itse of motor gearbox technolog@y

1. Are you the person responsible at tisise for the specification of 'lomation drive products for
example Gearheads, SpeeddRcersGeared Motor8

If no¢ collect name and aslotspeak to them.
2. What gearbox technology do you currently use or are considering using ?

a. Planetary- Inline/Right Angled
b. Helicall Helical Bevel

c. Worm and Wheel

d. Motor only

e. Other

f. None (Do not read out)

3. What Motor technologydo you use ?
a. Servo Motor
b. AC Induction Motor
c. Stepper Motor
d. Other
e. None (Do not read out)

(If None is recorded fdvoth Q2 & Q3END)

4.Do you know oACMPR - they are a leading German manufacturer of Precisiear@oxes and
Drive Eleabnics,celebrating 75/ears of history and noweingpromoted in the UK

a. Yes
b. No

14 /16
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If Yes TheACMBproduct range is evolving all the time, would you like to receive updated
information about their products?

If No, would you like to receive inforation about their range of products?

a. Yes
b.No (GOTOPp

If Yes, who should they be sent to?

Name Jalet

Should this be by post or email?
Email [] Post [

Obtain email address

5. Are you looking at angrojectsthat could incorporatévotor Gearbox technologyor looking for
anenhancemenbf a current solutiof?

a. Yes
b. No

If yes, what aretie design timescales?

a. Now

b. Within 6 months
c. 6-12 months

d. Over 12 months

6. Do you know anyone else in the organisation that could be interestd€CMEnformation?

Name Job Title

Email address

Name Job Title

Email address

Thank you for your time, close & classification

15/16
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