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An exclusive interview
with Len Moore
of Moore Industries

Jack Hickey
Conrmativng Soitor
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WdESIﬂ'FEW with Leonand W. Moare, founder, chair-
on tIEH"IQ man of the board, and president of Moore
Industries-International, Inc. {in Sepulveda,

customer-driven, CA)L Moore was mecently elected an 154
its chalrman and  Fellow to recognize his contributions to the
prasident, Len advancement of signal conditioning instru-
mentation and memitoring systems, includ-

Moaore, Says that ing RFl and EMI protection, To date, his major

he founded the  scientific and technical achievements include
five US. and several foreign patents for

LT unique innovations relating to electronic in-
DBCaUSE N0 ONE  strument packaging, signal conditioning and
alse seemed to instrumentation, and monitoring systems.

z After attending lowa State College,
be HSTEHIT]Q fo Moore developed his reputation for creating
the cusfomers, industry-first, vet practical, instrumentation

solutions while with Swanson Engineering
and Waugh Controls Corporation,

In 1968, recognizing an unmet need for
process signal interfaces, he founded his own
company, Moore Industries-International,
Imc. This Los Angedes-based company, which
started with three people working out of a
garage, currently is one of the major suppli-
ers in the process instrumentation and con-
trol marketplace. Today, the company
employs hundreds of people worldwide

Hickey: Whal profblems have toe be solved o
maintain growith m vour market?

Moore: We are facing a changing industry:
Analog signal interface technology, which

earned us our start in this business, is giving
way todigital. Of course, we don’t view this
a5 a problem—it's an opportunity. To main-
tain growth, we now aggressively pursue the
development of digital interface innovations
in addition to analog. With the new digital
interface products we already have, along
with the ones
we have in the
works, the an-
alog to digital
awitch s pro-
viding us with
a hot of exclting
wiays bo g

The field-
bus situation
is alscrcreating
apportunities.
Delays  have
led users, ea-
geT o take ad-
vantage of di- jeanam W Mosre i lounde:
gital commn- chaimen of M Beard, and
ication, o go prasidant af Moasns indusires.
with ready-ho-
go protocols like HART, MODBUS, and
PROFIBLS. Thess, and others like them, are in
use im thowsands of nodes worldwide, and
have essentially become de facto standards, [t
is unlikely many wsers will be able to afford, or
even wanl, to scrap large numbers of installed
instruments that are working just fine,

Of course, political wrangling isn't the
omby thing slowing the universal acceptance
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“There are a lot of
folks out there—offen
the ones that have
kept plants running
through good fimes
and lean fimes—that
are just fine with the
analog instruments
they've always
counfed on.”
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of any given fieldbus standard. It has abway=
been unrealistic to expect a single commyumi-
cations protocol to meet all of the needs of
every uset, in every application. For some, a
full-blown, multilayer fieldbus might be the
answer. For others, implementing a
complex communication method
may be overkill. These users will stay
with what they hawve, or look toa sim-
pler, less expensive digital protocol. It
is comceivable that some will choose
to i and match a number of com-
miunication methods bo sult the differ-
ent situations within their plant=.

For reasons of economy, through-
put speed, and many other applica-
lion-specific considerations, a single
profocol doesn't make sense for
everyone. This will increase opportu-
nities for companies like Moore
[Industries. Signal interfaces, protocol convert-
ers, and gateways will be more necessary
than ever Lo tie everything together.

It is also important to note that while
evervone is talking about digital technology,
changes dom't happen overnight. There are a
lot of folks out there—often the ones that
have kept plants running through good times
and lean times—that are just fine with the
analog instruments theyve always counted
on. They ne comfiortable with how they work,
and with how to make them work, The coms
fort factor remains very important i ous-
tomers and wsers in the control feld,

That's why we will continue to provide
useful new instruments for our customers
that choose to stay analog for a vatety of
very good reasons. Improved analog inter-
face instruments will remain the choice for
many retrofits, some small- to medinm-size
new projects, and for after start-up
troubleshooting—such a5 to solve ground
loop problems. We expect to sell our analog
instruments long into the future, in much the
same way pneumatic interfaces  have
remained a best seller for us, despite prodic-
tions of their demise for decades

Hickey: Considering the number of pew
products you announce, you must have an

aggressive R&D program, How much do you
invest in R&D, and what are some of the areas

vou are currently emphasizing?

Mocre: Since day one, we've realized that
R&D can't be shorchangged, To stay on top
angd grow, vou have to develop the best new
proclucts, For us, R&D starts at the marketing
level, This is basic, but often ignored.

Techmological breakthroughs ane excit-
img, andd we've certainly had owur share of
them, But to be commercially sucoesstul, you
hawve to know what the customers need so
vou can provide useful new products that
they will buy and use, That's the only way
you'll hang around long enough to come up
with inmovations, It is surprising to me how
many forget this basic requitement.

Right now, we spend mone than six per-
cent of worldwide sales on R&D. On fop of
this is a big investment in inbound marketing
to gather ideas and then validate their value

We're concenfrating our efforts on de-
veloping instruments that offer exceptional
versatilty and fumctionality, while still ad-
dressing important user interface concerns.

Engineering, purchasing, and mainte-
nance staffs are smaller now. Henee, thene's
less time availabbe to users o evaluate and
gpecify products. 5o they want versatile
instruments that can do a wider range of
common functions. Purchasing agents like
this trend because universal products mean
dealing with fewer vendors and fewer pur-
chase order line items. Maintenance staffs
like this too, because there are fewer product
leaming curves and fewer spares fostock,

When looking to provide enhanced
fumctionality, the mistake some manufac-
turers make is that they sscrifice simplicity
for universality. Instruments that are difficult
bo understand, comfigune, install, and main-
ki will nok save anyone time and money;
And, in fact, may end up costing a whole lot
me i the Jong run.

When we engimeer universal products,
we take user interface very seriously. The
trick is to balance functionality with ease of
s, For example, our new PC-programmable
femperature transmitter will handle nearly
every application out there, yvet it conflgures
ira mirnabe oF less from a single soffwane win-
oy, There are ne finy jumpers or switches to
mess around with. In fact, you don't even
have to open the wser’s manual b get it go-
ing. For those that don’t use PCs, we offer
instruments with on-board controls and inte-



gral displays that guide them thnough setup.

In addition to simple operabion, new
instruments have advanced diagnostic capa-
bilities that save the and morsey. [n the feld,
in the middle of the winter, or in the middle
of summer, and inevitably in the middle of
the night, the last thing someone wants s a
lomg stay outside racking & problem.

As an answer o this, we developed what
wie call Total Sensor Dhagnostics, an advan-
tage now avallable on our newer transmitters,
This feature, which is our patented technalo-
gy, tells you when a sensor problem happens,
and then makes maintenance simple by diag-
nosing where the Bailure is kocated.

The bottom line is, plant personnel deal
with dozens of rultivendor devices daily,
The easer vou make it o uwse your devices,
the more they Tl want b use them. We want
our customers to like to use our products,

Hickey: What enhancements to existing prod-

ucts are you making to help your company
remain competitive?

Moora: The most visible enhancements to our
products. are happening at the output side,
Analog transmission, primarily 4-20 mA,
was the staple for vears. Mow it's the various
digital communication protocols. We've
already put many of these into our products,
and will continuwe along this path,

However, no matber how vou commumi-
cabe process data, much of the magic in data
acquisition = in the techniques used to pro-
tect the integrity of the primary source sig-
nals. Basically, you have to condition weak,
bow-level signals to formats that will with-
stand transmission through a noisy plant. 1t's
the interface nstrument’s job to take canes of
signal solation, RFL, linearization, and tem-
perature compenaation.

One of our major strengths & our front-
end signal conditiondng technodogy. We pio-
neered the art of protecting process signals
from plant nolse, harsh environments, and
fluctuating ambient conditions. Por examiphe,
one of our first patents was for an instrument
terminal block that incorporates a radio fre-
quency filter. With this filter, the RFI generat-
ed by walkie-talkies, motors, and the like is
not a concern.

The thing s, lots of companies out thene

will offer products that communicate using
exactly the same standard protocols. In this
respect, everyone will be plaving on an even
field, Owr advantage, and we believe {t's a
major ome, is that we know how o apply wp-
front signal conditioning technology.
This alkows our customers. to take full
advantage of digital technology to
achieve their data acquisition goals.

"When locking o
provide enhanced

functionality, the

Hickey. Tell me how vour company
develops marketing strategies that lead
to product development opportunities.

Mooe: Whether vou call it marketing,
product development, or just plain lis-
teming to what users need and then pro-
viding practical solutions, our approach
is the result of our being a customer-driven
company. In fact, we started Moore Indus-
tries because we heard customers talking
when no one else seemed o be listening.

Cur inbound, or predeveloprment, mar-
keting is an organized effort in which we
ENCoUTAEE active participation from our enm-
ployees, sales force, and customers. Capi-
talizing on the intelligence that comes in
every day is the key to umcovering new op-
poriunities. That's why we have systems in
place to efficiently gather, organize, and eval-
uate product ideas.

From the dozens of ideas we receive
every year, we pick those that appear to be
the mast attractive, then validate their value
to our customers, Validation is accomplished
by Iooking at both “soft” and "hard" infor-
mation. Soft information includes opinions
and good old-fashioned intuition. Hard
information is obtained through customer
interviews and surveys, and product perfor-
mance, window-of-opportunity, and retum-
on-investment studies. The best ideas make it
into new product development.

We also put extensive effort into our
post-development marketing. Most compa-
nies don’t take their marketing communica-
tions seriously, As a result, even though they
may have the best product in the world,
pofential customers don't always hear about
it, Onoe we've taken the time to design cus-
tomer mequirements into our products, we
make sure folks know about il

Attacking miche markets is another area

misfake some
manufaciurers
make is that they
sacrifice simplicity
for universality.”
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“...no matfer how
you communicate
process data, much
of the magic in data
acquisition is in the
technigues used fo
profect the infegrify
of the primary
source signals.”
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where we've tumned up the heat. It's not
encugh o just sell interface instruments. to
users in the process industries. You have to
target specific people with your solutions to
their everyday problems, In other words, we
strive to reach kdentified custormers
with specific products that meet tar-
geted applications. Intelligence and
communication are the kevs here
We have a parallel system in place to
identify niche customer nequine-
ments, then come up with and com-
rnunicate our solutions o those that
can benebt from them,

Hickey: A lot of companies are pri-
vate labeling products to bolster
thedr ovvn capabilities. [s this part of
Moore Industries” strabegy?

Moaore: [f we determine that & new product is
needed, and RBOE studies fustify an invest-
ment in engineering and marketing, we pre-
fer b0 design and manufactune it ourselves

We're very protective of our reputation
for quality. In fact, our IS0 9001 certification
was relatively easy becavse we had most of
what was needed already in place.

Chir standards for product performance
and reliability are very high for good reason:
a customer can have hundreds of vour in-
struments operating virtually invisiblly vear
im and year oul, but the one that will be
remembered s the one that caused trouble,
The custimer doesn’t care whether or nok
vou actusally manufactured it. If vour name s
on i, i's yours, And vou have to take respon-
sibulity for it

From time bo Hme, we do take advan-
tage of partnerships to All hales inour prod-
uct lime. We dao this, in most cases, when we
want to complement our core products, but
anticipated sales volume waon't pay the ball
for using our resoumes on development and
tooling.

e take on sormeone else’s product only
afer we've raked it through a stringent quali-
by assessment process. Frankly, most of the
products we kook ab just don't measure up,
and we won't put our name on them,

Hickey: Is thene one special service that sets
you apart from your competitors?

il

Moore: 1I'd =av that would have to be our
willingness, and ability, fo engineer customer
specials. Believe me, this can really be a
headache. But bo be successful in the signal
interface world, you not only have to speak a
kot af “languages,” sometimes vou have o
speak “dialects” as well. In other wonds, you
have to offer solutions that may be unigue to
& custormer, or unique to an application.

Customers comee fo ws all the time with
strange requirements. They necd widget A to
Ealk with widget B, and no one &s willing to
help because the volume's not thene,

We maintain a staff of engineers and
kechnicians whose specific job is to figune out
sodutions that will help these customens
Virtually overnight, we can take one of our
standard products and reengineer it to meet
the requirements of the application, >

Just because we may be the only game in
foawnt, and the customer iz absolutely desper-
abe for a solubion, we refuse to gouge for this
service. We charge a fair price for the product
we provide. That way, evervbody wins |
can't tell you how much goodwill this has
penerated over the vears, and how many big
orders have followed as a result of our help-
ing an engineer out of a “hole.”

Hickey: What type of distribution channeds
dio you use—baoth here and abroad?

Moora: Our distribution strategies vary from
market bo market. In the LS we use inde-
pendent representatives supporbed by e
gional sales managers. Over the years we've
cultivated our network to a point o where |
believe it is, withouwt a doubt, one of the finest
in the business.

Realizing this strength, we'ne routinely
approached by overseas companies that want
o penetrate the L5 market using owr
distribution network. If a parnership makes
semee for us and our reps, we talk. But gener-
ally, we're not eager to share this strength. W
protect our reps” time because they don't have
extra fo go around. We want them o use as
much time as possabile selling our product.

Mearly #F of our income now comes
from overseas sales. We maintain dinect sales
effices i strabegic markets throughoat the
world, These ans supported by independient

agents in markets that ane in various stages of
|Comibinined o 35)



{ Contimusd from p )

development. With the success we ane
experiencing in rapid-growth markets, espe-
cially those in Asia, we expect our sales mix
to shift even more towards overseas sales,
Our global diversity has consistently pro-
moted our growth, even in the early G0
when the domestic pace slowed.

Hickay: Companies are placing more and
more emphasis on the development of a
strategic plan that can help them meet
today’s global competitive pressures. What
approach do you use to come up with a suc-
cessful strategic plan?

Moore: Before [ respomd to that question
specifically, I'd like to talk about an aspect of
our operation that is important to me, and
wery much related bo our game plan, [t has to
do with our working environment, We take
our responsibilities seriously, but we also
believe we can do our best job and still enjoy
what we do for a living. This may sound trite,

but it really is something we strive to achieve,

Im 1996, we started down what we call
“The road to success.” Basically, it's our busi-
ness plan for the next five years. What's dif-
ferent about our plan s that it isn't a fop-
down mandate from management with no
employee buy-in.

Every single person in our company has
the opportunity to help develop and play a
part in goal-oriented strategies that will
ensure our conbnued success—from em-
plovee annual reviews to reducing manufac-
turing costs to new product development.

Teams made up of employes volunteers
figure out the best ways ko get the job done.
Then the same people are responsible for
doing the job.

Our teams have completed a dozen or
maore major projects that have substantially
improved our work environment and com-
petitive position. I'm very proud of this pro-
gram, and more importantly, our emplovees
are prowd of themaelves.



