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I am excited to compete with 

universities from around the 

country. 

I am excited to make a real-

world contribution to an 

important industry.

I am excited to collaborate 

with peers on an industrial 

business information problem.

I am thrilled to transform data 

into business value and make 

long-last impacts. 

We recommend prioritizing the needs of the manufacturing, construction, and retail segments, charging freight for 

fastener products, granting district leaders with timely information through a scorecard to identify patterns of 

success and promote competitiveness, and following risk mitigation protocols to better respond to future challenges. 



Agenda
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Strategy & Recommendation

Core Customer Identification

Performance Analysis

Scorecard Overview

Conclusion

Sales Trend Marketing Segmentation

Industry Analysis



Building the Model ~ Core Customer 

3

“The standard wisdom is that the core customers never usually constitute 

more than 20% of the total customer base of a company” – Oxford University 

Calculate the 

coefficient of 

variation for Total 

Sales and Total 

Invoices across 8 

quarters per 

customer

Rank the CV for 

Total Sales and 

Total Invoices 

Average the Rank 

between Total 

Sales and Total 

Invoices 

Those ranked in 

the top 20%, 

become “Core 

Customers” 

Performance Customer Segments Scorecard Industry AnalysisCore Customers Conclusion



Understanding Fastenal Customers
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Construction RetailManufacturing

% of Core Customers

% of Total Revenue

% of Invoices

40% 23% 8%

79% 8% 3%

58% 19% 3%



https://support.office.com/en-us/article/Make-your-PowerPoint-presentations-
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Performance Customer Segments Scorecard Industry AnalysisCore Customers Conclusion

Core 

• There is a small dip in Core Revenue 

in Q2 2020.

• One explanation is that traditional 

customers halted purchases due to 

economic uncertainty created by the 

pandemic. 

• Freight is around 3% of sales. 

Non-Core 

• There is a small peak in Non-Core 

Revenue in Q2 2020.

• One explanation is that the new 

products were purchased to support 

the health sector. 

• Freight is around 3% of sales.
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Freight Performance by Product 

Performance Customer Segments Scorecard Industry AnalysisCore Customers Conclusion

Freight is only being charged for Non-Fastener products

0% 3%

Fasteners (% of Sales) Non-Fasteners (% of Sales)
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Freight Performance by Market
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FREIGHT AS PERCENT OF SALES

Performance Customer Segments Scorecard Industry AnalysisCore Customers Conclusion

Freight is charged to 

customers who do not have 

strong relationships with 

Fastenal. It appears that 

government and public 

instructions receive special 

treatment. One explanation 

is that these institutions are 

more likely to opt into longer 

contracts.
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Freight Performance by District
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FREIGHT AS PERCENT OF SALES

Performance Customer Segments Scorecard Industry AnalysisCore Customers Conclusion

There is similar freight 

across the board. 

Thales of Miletus has 

the highest freight as a 

percent of sales with 

almost 6%.  
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Sales by Market
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Performance Customer Segments Scorecard Industry AnalysisCore Customers Conclusion

Manufacturing and Construction account for 87% of Fastenal’s Sales.
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Sales by Small Markets
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Performance Customer Segments Scorecard Industry AnalysisCore Customers Conclusion

After Manufacturing and Construction, Retail and Cash accounts have the largest sales. One possible explanation is that 

more money comes from transactions with fewer contract barriers. Government sales are the least predictable. 
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Sales by District
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Performance Customer Segments Scorecard Industry AnalysisCore Customers Conclusion

The Anaxagoras district has the highest sales. Thales of Miletus is an outlier with a low number of 

invoices but a large revenue per invoice. 



Scorecard
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Learning &

Growth

Internal

Processes
CustomerFinancial

Optimize Company 

Revenue

• Fastener Sales Per 

Customer

• Non-Fastener Sales 

Per Customer

Build Customer Network

• Sales Per Core 

Customer

• Sales Per Non-Core 

Customer

Internal Processes

• Invoices Per 

Customer 

• SKUs Per Customer

Professional 

Development

• Hours of Training Per 

Employee

• New Training Initiatives 



Scorecard
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Fastenal- Xenocrates

Strategic Objectives
Key Performance 

Indicators 
Metrics (2021)

Q1 Q2 Q3 Q4

Financial

Optimize Company 
Revenue

Fastener Sales Per Customer
$             137 $                 153 $                 153 $                 165 

Non-Fastener Sales Per 
Customer $             424 $                 459 $                 457 $                 473 

Total Sales
$             561 $                 611 $                 610 $                 638 

Customer
Build Customer Network Sales Per Core Customer

$  6,592,193 $       7,033,497 $       7,142,560 $       7,367,983 

Sales Per Non-Core Customer
$  1,923,773 $       2,248,666 $       2,113,121 $       2,322,249 

Internal Process
Increase Engagement Invoices Per Customer 1.30 1.32 1.21 1.11

SKUs Per Customer 4.24 4.17 4.04 4.05

Learning & Growth
Professional Development Hours of Training Per Employee 184359 182161 189956 187686

New Training Initiatives 66784 66715 66931 66921

Above Average

Below Average



COVID-19 Impact on Revenue 
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N.A. Fastenal 

Fasteners 

Industrial 

Supply Sector

Performance Customer Segments Scorecard Industry AnalysisCore Customers Conclusion



COVID-19 Impact on Industrial Supply Sector
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Industrial production slowed as protective measures, such as 

reducing labor capacity in production facilities, were put in 

place to ensure the safety of employees around the world

Increased demand for certain products such as PPE and 

medical parts forced the industrial supply sector to pivot to 

supply necessary items 

Demand decreased for other products as consumer and 

corporate needs shifted due to the pandemic 

Performance Customer Segments Scorecard Industry AnalysisCore Customers Conclusion



COVID-19 Impact on Fastenal
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Fastenal immediately established protective measures 

such as canceling a large conference which deprived them 

of opportunities to ink new contracts for their services 

Pressures on supply chain resulted in inventory challenges 

creating backorders for some products while demand from 

some traditional customers decreased 

Fastenal bounced back quicker than the Industrial Supply 

Sector… Why? 

Performance Customer Segments Scorecard Industry AnalysisCore Customers Conclusion



Fastenal Bounces Back 
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Fastenal capitalized on 
their experience with 

rethinking supply 
chains

Fastenal quickly 
broadened their 

portfolio of vendors 

Economic 
normalization resulted 
in stronger demand 

from Fastenal’s 
traditional customers

Fastenal benefited 
from the increase in 

fastener demand 
related to medical 

technology

Performance Customer Segments Scorecard Industry AnalysisCore Customers Conclusion



Risk Identification 
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“We used to occasionally have black swan events…  The problem at the moment is we have a whole flock of black 

swans coming at us” – Richard Wilding, Professor of Supply Chain Strategy at Cranfield University in the UK 

2% of 

companies 
are aware of 
risks further 

up the supply 
chain

The supply 
chain is too
complex to

be made 
immune to 

shock

Managing 
supply chain 

is now 80% 
coping with 
surprises

Backlogs
and 

disruptions
are the new 

normal

China will 
have further 
shutdowns

and 
restrictions

Russia’s 
invasion will 
have global
economic

ripple
effects



Risk Mitigation
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1 

2 

3 

Implement technology that allows for 

clear communication at all stages of 

the supply chain. When new information 

comes to light, everyone can prepare. 

Continue to diversify suppliers and

manufacturing partners with an 

emphasis on local suppliers to reduce 

the length of the supply chain.

Invest in buffer stock to increase 

flexibility and adaptability in case of 

catastrophe or unknown challenges



Improving the Business Model
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Prioritize the needs of manufacturing, construction, and retail

customers as these three sectors account for most revenue and 

total invoices.

Charge freight for fastener products as their weight per unit is 

high which increases the cost of transportation.

Use the scorecard to identify Anaxagoras’s success in sales. 

Once the conditions for success are identified, work to 

implement these conditions in additional districts. 

Follow the identified risk mitigation process to prepare for 

future supply chain issues. 



THANK YOU!
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REFERENCES
BUILDING CORE CUSTOMER MODEL
SCORECARD COMPARISON
CORE CUSTOMERS
SALES BY CUSTOMER TYPE
FREIGHT BY MARKET
FREIGHT BY DISTRICT
SALES BY MARKET (ALL)
SALES BY MARKET (SMALL)
SALES BY DISTRICT
SCORECARD
INDUSTRY ANALYSIS
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Calculate the CV 

for Total Sales 

and Total Invoices 

across 8 quarters 

per customer

Coefficient of Variation 

(CV) shows the extent 

of variability in relation 

to the mean of the 

population

Calculating CV across 

8 quarters allows us to 

evaluate the 

consistency of 

purchases in 2 ways

Building the Model ~ Core Customer 
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