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From NAM (National Association of 
Manufacturers) to NIST’s MEP (Man-
ufacturing Extension Partnership), 
from states’ manufacturing organiza-
tions to sector-specific manufacturing 
memberships, 2022 portends much 
deeper engagement and participation 
as the industry is redefining the very 
nature of networking in a COVID 
impacted world.  

NAMs Addition of Innovation Re-
search Interchange 
The National Association of Man-
ufacturers President and CEO Jay 
Timmons recently announced plans 
to continue the NAM’s ambitious 
organizational growth by combining 
with the Innovation Research Inter-
change (IRI). The IRI is a leader in 
helping companies drive innovation 
and develop cutting-edge technologies 
that keep manufacturing strong. The 
NAM’s growing array of services and 
thought leadership represents another 
key milestone in the vision adopted 
by the NAM Board of Directors to 
become the one-stop-shop for manu-
facturers.

“The modern association must 
constantly innovate and evolve to 
best serve its industry, and with the 
addition of the IRI, NAM members 
will have access to the widest array of 
expertise and services in the history 
of the association. With this transfor-
mational development, the NAM and 
our industry will benefit from world-
class R&D thought leadership and 
the proven strategies that the IRI has 
perfected. The IRI will continue to 
support organizations in their mission 
to drive innovation, and it will enjoy 
access to the largest network of man-
ufacturing companies and leaders,” 
said Timmons. 

NAM is the largest manufacturing 
association in the United States, 
representing small and large manu-
facturers in every industrial sector 
and all 50 states. Manufacturing em-
ploys 12.5 million men and women, 
contributes $2.52 trillion to the U.S. 
economy annually, has the largest 
economic multiplier of any major 
sector, and accounts for 58% of pri-
vate-sector research and development. 

U.S. Chamber offers support for 
National MEP Supply Chain Data-
base Act 
Recently the U.S. Chamber sent a 
letter to the Senate supporting S. 
3290, the “National Manufactur-
ing Extension Partnership (MEP) 
Supply Chain Database Act,” and 
urged members to cosponsor the 
legislation. By leveraging the MEP 
network, the bill would establish a 
national database to increase govern-
ment and industry insights into U.S. 
manufacturing supply chains. The 
COVID-19 pandemic highlights the 
need for a better picture of America’s 
supply chain networks. This includes 
whether some manufacturers should 
retool in certain areas to meet critical 
demand for key products such as per-
sonal protective equipment, medical 
devices, food, and defense supplies.

Phil Bell to Chair NAM’s Council 
of Manufacturing Associations 
The National Association of Man-
ufacturers announced new 2022 
leadership for its Council of Manu-
facturing Associations at the CMA 
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2022 Winter Leadership Conference. 
Philip Bell, president of the Steel 
Manufacturers Association, will 
serve as chair, and Melissa Hockstad, 
president and CEO of the Ameri-
can Cleaning Institute, will serve as 
vice-chair. Made up of 260 indus-
try-specific manufacturing associa-
tions representing 130,000 companies 
worldwide, the CMA creates power-
ful partnerships across the industry 
and ensures manufacturers have the 
strongest possible voice.

The CMA’s mission is focused on 
bolstering the industry’s nationwide 
grassroots mobilization efforts and 
improving the competitiveness of 
manufacturers in the United States. 
CMA members work with the NAM 
to unite the manufacturing associa-
tion community, and ultimately the 
broader business community, around 
strategies for increased manufac-
turing job creation, investment, and 
innovation in America.

Other manufacturing associations 
in the news:
 

Reasons for joining a manufactur-
ing association
Every industrial association offers 
something of value and unique 
features, advantages, and benefits. 
That said, in a Zoom remote world, 
interaction with colleagues, contem-
poraries, and customer prospects 
are reasons to consider joining an 
association.  Associations gather data 
regarding trends, market insights, 
go-to-market strategies, and pricing 
analysis to strengthen new product 
launches.

Manufacturing association members 
gain insights about what buyers want 
and are expecting from vendors. Cus-

tomer pain points addressed by prod-
ucts, and overcoming misconceptions 
about products and services, are best 
solved outside of a sales pitch.  

Competitive analyses provide insight 
into how to win sales or explain why 
sales are lost.  Only in the open col-
legial conversation and research pro-
cess can manufacturing association 
members gain a better understanding 
of their place in the market. Brand 
perception in areas such as quality, 
reliability, innovation, ease of use, 
changeover, pricing, TCO, service, 
and support help to clarify or correct 
perceived value propositions.

Thought leadership from manufac-
turing associations allows members 
to provide customers with exclusive 
market insights. Most associations 
also provide market intelligence to 
share with customers strengthening 
members’ industry authority.  These 
data inform trends to guide future 
strategies and planning.

Leveraging the cost of manufactur-
ing association membership
Manufacturing associations are 
superb at creating awareness of 
members’ brands and products. It is 
the first step in the sales process, and 
brand building takes time. It is an 
essential investment for a successful 
marketing plan. Keeping members’ 
names in front of our engaged profes-
sionals 24/7 is vital.

Filling a members’ sales team’s 
pipeline is crucial. Too often so much 
is spent on print advertising or trade 
show exhibitions without recognizing 
that manufacturing associations are 
lead generation machines. Whether 
casting a wide net or identifying a 
more defined list of prospects, associ-
ations help members to uncover new 
opportunities for sales. Comprehen-
sive audience data ensure messaging 
reaches the intended audience.

Most manufacturing associations 
permit members to post logos on 
websites and other marketing collat-
eral. Membership should be acknowl-

edged on social media, press releas-
es, author profiles, and conference 
descriptions.

Many manufacturing associations 
have a monthly or quarterly publi-
cation or newsletter.  Verify, when 
becoming a member, if there is an 
editorial opportunity to contribute or 
be profiled as a new member. Bot-
tom-line: participate, because joining 
a manufacturing association is far 
more than paying for annual mem-
bership dues. It is about engagement, 
involvement, and participation. Serve 
on a sub-committee, become a board 
member, and ask how you can help 
the organization.  Afterall…
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