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MANUFACTURING & DISTRIBUTION
PULSE SURVEY RESULTS

The Sikich Industry Pulse surveys manufacturing
and distribution executives from across sectors
and the nation multiple times throughout the
year, highlighting and responding to top trends
as they arise. The Pulse results provide readers
with real-time competitive intel to apply to their
business strategies.

In September 2024, Sikich surveyed more than
100 manufacturing and distribution executives
on their industry optimism, data strategies and
confidence in business data security.



INDUSTRY

Manufacturing executives’ outlook on future business
prospects sees the lowest average score since October 2022
when asked to rank their optimism one to 10. The average
optimism score (6.6) decreased over 6% compared to
February 2024. The current national political climate (43%) is
the leading factor contributing to decreased optimism. Other
top factors include interest rates (41%) and poor economic
conditions (31%).

EXECUTIVE OPTIMISM TRENDS
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“| anticipated the decline in manufacturers’ optimism score
given the amount of uncertainty heading into the end of

the year. | encourage executives to remain vigilant in their
investments and seek new ways to differentiate themselves
among competition. In particular, manufacturers that harness
their data will gain a significant advantage in the marketplace.
Data analytics offer a powerful opportunity for differentiation,
especially as many organizations lack cohesive data strategies.”

-JERRY MURPHY, CPA, CMA, CGMA
PRINCIPAL, MANUFACTURING & DISTRIBUTION SERVICES LEADER




DATA'S ROLE IN

Manufacturing executives recognize the importance of data as a driver

of their business initiatives, as 75% of respondents agree data is a key
consideration in their business strategy. However, this recognition is not
translating into widespread adoption of data management processes.
Only 56% of manufacturing executives have a data strategy in place that
supports their business initiatives, highlighting the gap between awareness
of data’s importance and taking steps to utilize it effectively. A majority of
executives (57%) report lacking an internal team or resources to manage
the data is preventing them from implementing these strategies.

DATA STRATEGY OBSTACLES

Lack of internal team or resources to manage the data ‘

Cultural resistance to change within the company
Cost constraints
Concerns over the quality of our data

Unaware of the benefits of a data strategy

Other - write in




A DATA

Data accessibility and reliability are two glaring issues manufacturers face.
Only 60% of respondents agree that it's easy to find the data they need

in order to do their job. Further, executives reported an average score

of 7.2 out of 10 when asked to rate their data’s trustworthiness. Poor
data collection, processing and storage practices (69%) is the top reason
executives distrust their data. Other high-ranking responses include
lacking data literacy (54%) and an absence of data governance (38%).

DISTRUST IN DATA

Poor data collection, processing and storage practices

We lack data literacy and ability to interpret data
We lack data governance 38%

A history of data failures creating skepticism
Our data is siloed across various departments 31%

We don't have an understanding of where it comes from




DATA STRATEGY'S

Manufacturers are failing to use their data to their advantage, and their
competitive positioning is suffering. Only 37% of executives are using
their data as a competitive advantage. In addition, their ability to keep
pace with competitors that leverage emerging technologies is impacted.
Only 54% of executives feel they are on par with, or ahead of, their peers
when it comes to adopting and implementing generative Al - 28% feel
they are falling behind.

GENERATIVE Al ADOPTION VS. PEERS

No interest in implementing Gen Al Far ahead of our competitors
18% 2%

Slightly ahead of our competitors
14%

On par with our competitors
38%

Far behind our competitors
10%

Slightly behind our competitors
18%



“Before diving into Al, especially generative Al, it's essential to
have a solid data strategy in place. Al is only as good as the data
it feeds on. Without a clear approach to collecting, managing and
ensuring data integrity, companies risk amplifying inefficiencies
or introducing bias into their Al systems. A strong data strategy
lays the foundation for accurate, unbiased insights that drive real
business value and sustainable growth.”

- RAY BESTE
Principal Al Strategist



Implementing a data strategy significantly influences executives'
perception of their data. When surveyed on a scale of one to 10,
executives' trust in data improves 25% when a proper data strategy is
in place. Further, data organization increases 32%, data security rises
17% and the ability to understand the customer improves 15% when
comparing manufacturers with a data strategy to those without.

DATA STRATEGY'S IMPACT
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“There is immense potential for all companies, but especially
manufacturers, to transform their operations with reliable data already
at their disposal. The ability to automate and make decisions based
on accurate, real-time insights can drive efficiency, innovation and
competitiveness. For those willing to embrace it, data represents not
just a tool, but a strategic asset that can redefine their entire business
model, and a Data Strategy is the means by which they can maximize
their return on data.”

-RICK YOUNG
SENIOR DIRECTOR, DATA & Al



ABOUT SIKICH

Sikich LLC is a global company specializing in technology-enabled
professional services. With more than 1,900 employees, Sikich
draws on a diverse portfolio of technology solutions to deliver
transformative digital strategies and ranks as one of the largest CPA
firms in the United States. From corporations and not-for-profits to
state and local governments, Sikich clients utilize a broad spectrum
of services* and products to help them improve performance and
achieve long-term, strategic goals.

*Sikich practices in an alternative practice structure in accordance with the AICPA Professional Code of Conduct
and applicable law, regulations, and professional standards. Sikich CPA LLC is a licensed CPA firm that provides
audit and attest services to its clients, and Sikich LLC and its subsidiaries provide tax and business advisory
services to its clients. Sikich CPA LLC has a contractual arrangement with Sikich LLC under which Sikich LLC
supports Sikich CPA LLC's performance of its professional services. Sikich LLC and its subsidiaries are not licensed
CPA firms.

“Sikich” is the brand name under which Sikich CPA LLC and Sikich LLC provide professional services. The
entities under the Sikich brand are independently owned and are not liable for the services provided by any

other entity providing services under the Sikich brand. The use of the terms “our company”, “we” and “us” and
other similar terms denote the alternative practice structure of Sikich CPA LLC and Sikich LLC.

Securities offered through Sikich Corporate Finance LLC, member FINRA/SIPC. Investment advisory services
offered through Sikich Financial, an SEC Registered Investment Advisor.
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