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Who’s got the monkey on their back?

Has your Customer said they need more Data Has your Customer said they need more Data 
than just a Catalog Number, brief Description and basic Pricing than just a Catalog Number, brief Description and basic Pricing 

for all your Companyfor all your Company’’s products?s products?
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And most importantly, do you know where theseAnd most importantly, do you know where these

nuggets of data are and how to maximize their value?nuggets of data are and how to maximize their value?

““Business Information as aBusiness Information as a 
Competitive AdvantageCompetitive Advantage”” 

The demand for data is pushing the supply chain to 
cooperate and collaborate in new ways 

to serve Customer needs and the market in general. 
1.  Can your Company provide the data to meet Customer expectations? 

2.  Is the data being leveraged to your “Competitive Advantage”?

?
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This is your wake up call…

• Internet search engines are evolving as the primary tool for finding 
products / services in the pre-buy stage

• Although online ordering is growing, research remains the dominant 
benefit from the user perspective

• “Positioning” through search engines, integrated media strategies, 
rich attributed catalog content and blogging may become the future 
state of marketing

• Next Gen workforce grew up on the internet, it is their source for 
information more than any other resource

• “Attributes” and “Metadata / Metatags” are enablers that allow 
search engines and users to find your products
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A Case in Point

• Search for suppliers of product by generic description
• Following was a Search for “Surge Protection”
• Staples office supply store, came up in the results
• Visited their website and online store to “dig deeper”
• Following are some observations from the “dig”

(Think about how you find a website and where the backend 
data was that guided you there?)
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Attributed Data plays a role in the 
Search > Compare > Select 

process…

From www.staples.com
Search for Surge Protection
Selected category under 
“Technology” column
Found “Batteries, Surge & UPS”
Clicked on this product group
Which pulled all Surge product 
data and displayed in table      
(on next slide)



7
© Hubbell Incorporated 2007 

Products / search could be 
narrowed by certain attributes;

# of Outlets 
Price range

Products / search results table 
can be sorted by;

Mfr. Name (alpha sort)
Delivery schedule
Price (ascend/descend)

Option to select certain 
products to compare 
information (side-by-side)
Selected 4 products from 
highest priced to others with 
features desired
Comparison table with 
Attributes displayed                    
(next slide)

Attributed Data displays as the 
key features or searchable 

criteria for user comparisons
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Comparison table defaulted 
to alpha (left to right) listing of 
selected products
Attributes displayed along left 
side of table
Supplied Values from Mfr or 
self-developed by Staples are 
displayed in table format
Observations:

Basic data supplied
Assume these attributes are 
the most important to user
Not all Mfrs supplied data
Link to products provides user 
with feature/benefits
Most expensive product 
displayed no attributes

User can enter Qty to order 
and add to “shopping cart”

Options to compare products are 
commonplace on the web

A
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Details of the most expensive 
product listed…

User clicks on description link on 
comparison table
Listing of key features shown in 
typical catalog format
Included some Attributes in “long 
description”
Mfr. did not parse or provide 
individual attributes to populate 
comparison table
Unless user got to this page, the 
sale may have been lost based 
on lack of attributed data or 
selection of lower priced product 
would have reduced the sales 
and profit potential

Do your Customers, Distributors 
or Specifiers look for similar 

information?

Competitive advantages in 
comparisons need to be clear 

and convincing
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Observations in this Case

• How did we get from keyword search to results?
• How did attributes drive these searches?
• What data was used to search for specific products?
• Was there an option for product comparisons?
• Were there enough details to make a buying decision?
• Do you think Staples got this data from their various 

suppliers or developed their own?  

Lessons learned – metadata or attributes are key 
building blocks for a web-based “positioning” strategy
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The reality of web-based search and compare, should be 
considered in future strategic planning of content syndication…

Development of the data is only the start of the journey. Leveraging 
that data can position your product or service as the Competitive 

Advantage in the long term.

Building data for a Competitive Advantage
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Building Data from the Bottom Up

Any data that 
describes the 
functionality, 
brand or key 
features of the 
product.

This includes 
images, spec 
sheets, long 
descriptions, 
MSDS, RoHS 
compliance, etc. 
data (often in 
other databases 
or even in print 
form only).

STRUCTURED
DATA

UNSTRUCTURED
DATA
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Building Data from the Bottom Up

Establish the most important selection 
criteria by product category (e.g. what is the
primary noun that describes the product, is 
it a plug, receptacle, connector, etc)

Include enough attributes to drive selection 
of products to a single catalog number – 
this is the parametric / searchable criteria

Utilize MS Excel spreadsheets to list out all 
attributes, load into a common database or 
utilize a Content Management System 

Include the primary nouns, keywords, brand names 
or slang terms in the metadata for your websites
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Building Data from the Bottom Up

Product Group
(primary noun)

Attribute 1s
(searchable)

Attribute 2s
(searchable)

Attribute 3s
(searchable)

Attribute 4s
(searchable)

Attribute N
(non-search)

Plugs Type (adj) Amperage Voltage Color Image

Receptacles Type Amperage Voltage Color RoHS

Switches Type Poles, Wires Voltage Color Gangable

Inlets Type Amperage Voltage Material Drawing

Start with a simple 3 step process… (using a spreadsheet approach)
1. List all products by Generic category – often the “Keyword”
2. Identify the Key Attributes associated with Product Selection
3. Populate Values with standard terms and links to reference docs

Who knows this Stuff?
Where is this type of data in your company?
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• Build a single repository (dbase internal / IDW external) for content
• Review options for PIM (product information management) tools
• Integrate new product launches with requirements to populate database
• Always include the product Brand / Trademark name as an attribute
• Identify the “grade” of products (industrial, commercial, residential)
• Include enough attributes to differentiate one product from another
• Tie important non-structured data as an associated attribute (N)
• Include marketing descriptions that tell why the product is better than X
• Educate product management and technical support staff  

Getting the Competitive Advantage

Data

Central Database

Syndicate
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Getting the Competitive Advantage

• Develop a “metadata” strategy… which includes, keywords & metatags
- Embed these in the source code of all of your web pages
- Allow 2 to 3 days for search engine bots and spiders to index
- Check your results, have content owners conduct searches
- Although search engines offer options to purchase keywords, 

properly placed metadata can push your site
to the top of search results

Source code
Company <brand name>
Product <trademark>
Keyword <electrical, plug>
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Get the monkey off your back…

Data differentiation is as important 
as product or service differentiation
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• Audience Suggestions - Tips & Tricks
• Leveraging IDW
• Know your Options
• Wrap-Up

Thank YouThank You

Summary
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