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Sales, factory hours, and employment
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Figure 3—NAPL Performance Indicators

Average, ighest 20%, and lowest 0% for NAPL Performance Inicalors by month. Year-o-date (YTD) figures cover
Jsnuary 1 through August 31. Bacause individualcompany resuls vay so widely sound he average, whals e for
Porformance Indicalrs pariipants on average s ot necessariy e-even ramolely_for each indiiduslpartipant.

Value Added Percent of Sales
Value added equals sales minus aloutside purchases (saper, ther chargeable materas, and services.)

2004 2003
Average  Highest20% Lowest20%  Average  Highest20% Lowest20%
Y 0w 71.3% 56.8% 24% T05% 56.6%
Ay 61a% s0% 54.4% 61.9% 69.5% 56.8%
it 617% 70.1% s6.2% 26% 59.9% s8.8%
an o ee% 702% 57.3% 28% 69.4% 50.7%
May  644% 69.4% 57.4% 645% 7% 57.0%
Apr % T38% 596% 60.1% 69.3% 57.6%
Mar  635% 707% 598% 637% 7% 58.6%
Feb  635% 731% 598% 613% e s7.9%

PP 70 89 5319 62.2% 23.1% A GAL
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(Gross profit equals sales minus autsice purchases and ol (iect and indiect) factory expenses.

2004 — 2003
Average  Highost20% Lowest20%  Average  Highest20% Lowest20%
Y d0e% 55.5% 25.0% 03% 558% 278%
Aug 390% 527% 282% w04% 553% 26.1%
Ju 372% 62% 137% 87% 532% 288%
Jn o 408% 56.8% 269% 09% 58.4% 27.7%
May  400% 53.4% 28% a78% 502% 305%
Apr 438% 58.7% 26.2% 27% 54.1% 292%
Mar  458% s7.0% 31.2% a26% 61.9% 27.9%
Feb  402% 61.4% 24.4% 24% s5.4% 259%
Jan 386% 549% 263% 383% 56.5% 25.0%

Value Added per Factory Payroll Dollar
Factoy paytol ncludes tota direc and indiect factory labor and ringes.

2004 — - 2003

Average  Highost20% Lowest20%  Average  Highest20% Lowest20%
Yo s261 5320 5213 5259 5323 s2.12
Aug 5284 5302 5220 28 $338 5208
Jul 237 5262 190 5247 5307 5207
Jun 263 328 5224 s264 s322 5223
May  s268 5299 5228 5254 5306 s2.11
A 272 5328 5222 5255 s308 $2.15
Mar 5280 5341 5220 294 5322 5228
Feb  s269 342 $247 s270 5359 2.5
Jan $250 5295 189 5237 5295 $192

Value Added per Factory Payroll Hour
Factoy payroll hours includes foal hours worked (overtme butnot vacaton, ick,etc) by diectfactory employeos.

e — 2008 2003

Average  Highest20% Lowest20%  Average  Highost20% Lowest20%
YD 8565 586,54 $52.85 $82.49 586.93 54912
Aug 57185 58131 $50.35 $68.80 58426 54957
Jl 58398 §76.35 $48.66 581,98 $84.30 550,12
Jin 810 $90.15 s52.12 580.75 $84.15 5286
May 7984 ss2.99 $51.53 $77.56 562,04 $45.44
A sseTt 58903 $54.54 $8281 $89.49 55065
Mar  $9268 s87.49 ss7.27 $93.78 $92.75 5323

Feb 38863 $91.00 $57.08 $83.71 $86.93 85239
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Spoilage/Rework Percent of Sales

(Gost oframskes inclcing credis o refunds offered n e of payment, diveld by sales.

2004 2003

Average  Lowest20% Highest20%  Average  Lowest20% Highest 20%
1.35% 044% 200% 1.43% 0s0% 187%
1.37% 041% w78% 1.73% ose%, 208%
1.44% 032% 246% 156% 040 208%
156% a4 208% 161% 0a2% 173%
121% 055% 1.94% 6% 046% 152%
“18% 0.40% 1.97% o7 046% 130%
116% oa5% 1.70% 133% 0g6% 203%
7% 053% 200% 124% 053% 1.86%
8% 0% 1.56% 123% 03e% 1.70%

Margin Index
Salesdeed by ol outside purchases
2004 2003 —

Average  Highest20% Lowest20%  Average  Highest20% Lowest 20%
269 348 232 262 339 230
260 332 219 260 328 221
267 324 225 267 352 243
260 33 234 269 320 223
281 3z 240 286 345 236
275 E 248 250 324 241
273 348 249 21 a7 230
273 372 249 22 344 236
276 a7 220 267 352 230

Sales per Employee

Sales dvided by number offullime personnel and ful-ime eguvalents of al part-ime personne,

2003

Average
148313
150377
$135,780
$148,697
$197812
$166,790
$159616
$133564

2004 -

Highest20% Lowest20%  Average  Highest20%

s177354  sioress  si40122
$170758  $104403  $140451
s156573  Si01408  $137033
st76642  $1M6002  $140710
$151.735  S105728  $133726
S102000  $1M3524  $148.404
sto27r2  $M3275  $144037
$165212  $105.938  $130.613

170543
ste122
ste5.002
st77.43%
ste1,541
176,357
188318
155,727

Lowest 20%
$101,874
$101,519
$107,056
$105935
$106,574
$108.291
596,854
$98,201
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Performance Indicators pariiipans.
Over 63.0% have annual sales
between $3 million and 520 milion.
Over 80.0% offer sheelfed lihogra-
phy, with 74.8% identiying sheetled
s theirprimary printing process.
‘The majorly are general com-
mercial pinters, offering eight difer-
ent products, on average; ust 5.4%
specialize in one o o producs.
“The products offered most fro-
quenty: direct mailldirect marketing

Participants: 114

| Rt et e Ly By
| promotion (64.4%).

Vih smalto-midsized,sheeted,
general commeraal piters n e
meiorty, Performance idicators
pariciants s demographically
tepresentative o the industy. But
how epreseniativa are thefresuls?
Conside hat thei sales were up
369% st year,wih over 57.0% fo-
poring saes grouth. Then consicr
that sales fll 20% for the NAPL
Prining Business Panl vithjust |

et oala v i '
Performance Indicalors partici
pants are either already involved in
confinuous improvement or serious.
about geting involved. And that's
okay. As mentioned, our goal isit
to draw conclusions about what the
“typical” printer s doing. Rather, our
goal is o investigate how to excel in
an industry that s being redofined
by profound change in how people
communicate and the printer's fole in
supporting that communication.

Company Size Location Printing Process
2003 Sales. Percent Region  Percent  Process Offer  Primary
M orless 5.1% West 121%  Sheetfed Offset 0.4%  T48%
ST+ 1o SaM 189% Midwest 388%  Preparatory 875%  19%
53+ 10 S5M 1B9% South 241%  Bindigand Finishing 87.5%  10%
S5+ 1o S10M 178% Northeast ~ 18.1% Digtal Printing ©B3% 1%
StoMrios2oM  288% Canada 69%  HghSpeedCopying 212%  00%
S20M+ioSAOM  102% NonHeatsetWeb  202%  10.7%
Over $40M a2% Heatset Web s 107%
Flexography 58%  00%
AllOthers 183%  00%
Printed Products.
Product offer Product Offer  Primary
Direct MailDirect Marketing 72.1% Display Advertsing 27% 3%
Newsletters 712% Magazine Inserts/Supplements  31.7%  0.0%
Promotion 64.4% Business Foms 279 aa%
Catalogs s77% Books 29%  22%
Stationery 56.7% Newspaper Inserts/Supplements  26.9%  1.1%
Manuals and Documentation ~ 56.7% Quick Printing 60%  55%
Annual Reports 50.8% Packaging 250% 3%
Magazines, Periodicals, Journals  46.2% FinancialiLegal 2% 1%
Labels, Wrappers, Tags 442% Weekly NewspapersiShoppers ~ 8.7%  4.4%
Directories 6% Other: 02%  68%
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