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How can you keep manufacturing in America and stay competitive? 

(Campbell): Nordson products are very high value-added. That means the costs of the manufactured components are relatively low in comparison to the value that our customers see in the capability we deliver. The pricing of our products is not driven by how much steel is in them but rather the capability or the value that we deliver to our customers. 

Can you give some examples? 

(Hellman): Over the life cycle of our equipment, the costs of the materials the equipment is dispensing can easily cost a hundred times the cost of our equipment. You see that a lot in the packaging industry, where our equipment puts down a very narrow bead of glue, and that's a savings for our customers. Another element of value is added robustness or durability. Cell phone manufacturers were discovering that if people dropped their phones, they would not work. So our Asymtek unit came up with a system to better bond or glue the tiny components to the cell phone circuit board, making the cell phones more durable. 

* * * 

Any comments on outsourcing or the loss of American manufacturing jobs? 

(Campbell): Two-thirds of Nordson's sales are outside the U.S, but the majority of our employees are inside the U.S. We do recognize we have to have technical sales capabilities close to where the customers are. Part of being successful in serving international markets is recognizing that you have to have the skills in those locations where the marketplace is. 

Any suggestions on how American manufacturers can be more competitive in global markets? 

(Campbell): It's critical that leaders of a manufacturing organization listen very carefully to what is important to your customers and find a way to add value that will increase the likelihood of your customer being successful. It's very difficult for a U.S. manufacturer to be successful in global markets on the basis of being the lowest-cost producer. There needs to be some other means of adding value to your customer's commercial activities, other than simply low costs, whether it be in improving yields, better service, or adding proprietary features to your customer's products through what you offer them. Companies that have tried to succeed on the basis of being the lowest-cost guy are having a very difficult time, given the economics of some overseas markets. 

My second point is that if you're selling to industrial markets in North America, it's critical to recognize the tremendous amount of manufacturing going on outside the U.S. If you continue to be a U.S. producer of goods, you need to develop a capability to market your products on a more global basis. Markets are changing very rapidly, and it's critical that any executive be attuned to what's going on in these global markets and adapt to them. What worked 10 years ago will not work today. 

