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How TTI Simplifies Your Business

Right Parts | On Time | Peace of Mind

Your business depends on a supply chain that gets the job done for
your customers and lets you sleep at night. TTI has been delivering the
right parts, on time, for 45 years. To partner with the TTI branch near
you, simply phone 1.800.CALL.TTI, and rest easier tonight.

The Specialist in Electronic Component Distribution $ ecia
A Berkshire Hathaway Company | 1.800.CALL.TTI - ttiinc.com MEMBER
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COVER STORY

by Nancye M. Combs

Do you sleep with your phone under your
pillow to be certain you don’t miss a message?
Congratulations, you are very likely to have
been born after 1980. People watchers confirm
that employees now suffer from “technology
creep.” The 25-50 year-olds also are developing
the same bad habit, while those born before
1950 are saying, “What is this world coming
to?” They will soon learn that they need to
settle down and hold on because we have a new
normal that has been created by the millen-
nials and their smartphones. Welcome to the
24-hour workeycle.

Dad is quoting the price for adhesives while
he waits for his oil change. Mom is checking
her flight schedule on her phone as she packs
lunch for two kids under eight, who are waiting
to bound out the door for school. This market-
ing representative and her sales manager spouse
have been married to each other for 10 years,
and this is their normal. They share parenting
and the desire to succeed in the 24-hour work-
cycle. It works because it is all they know. They
never had a nine-to-five job with family life
clearly separated from work. Yet, each craves
balance and snatches at every little snippet they
can find. They are millennials.

They are remarkably resilient and will
shamelessly dump their kids at their parents’
house to spend a few hours at a sports bar
watching the “big game.” Don’t hit on them;
they are just millennials. On the positive side,
they are not bigots and will point out that
personal differences are a strength. They love
Mother Earth and find work that focuses on
preserving the planet to be very appealing. They
are tech savvy and when your screen freezes
or turns green, they will fix it in a flash. On
the painful side, although some of them grew
up with wonderful parents, many more grew
up with no parent in the home to socialize
them. No one taught them that working from
7:30 a.m. to 3:30 p.m. means you are actually
expected to arrive on time and work all of those
hours. However, they do not hate the work-
place. As many as 80 percent state that cowork-
ers are like a second family, and they expect to
find employers who understand them.

1980s workforce

Supervisor as parent started about 1980, as
the first generation of latchkey children entered
the workplace. They were the first generation

About Nancye M. Combs,
AEP, SPHR

Nancye Combs is a voice of
authority on human resources
and organizational development.
She speaks, consults, writes and
offers expert witness testimony on
workplace issues. She is president
and CEO of HR Enterprise,

Inc., in Louisville, Ky., and spent
20 years as a corporate business
executive before founding a
consulting practice. She provides
management adviymy services

to hundreds of executives in
business, industry, education, and
government in North America,
South America, Europe and

Asia. Nancye also is the retained
consultant for the members of trade associations, such as Specialty Tools and
Fasteners Distributors Association, one of America’s largest trade associations, and
works extensively with distributors and manufacturers worldwide. Nancy has been
a featured speaker at the White House on programs with the President, the Vice
President and members of the U.S. Cabinet. She was named one of the top women
business owners in Louisville and received the Award of Professional Excellence from
the Louisville Society for Human Resource Management, which awards a scholarship
in her name.

Nancye can be reached at nancyecombs@aol.com, or at 502-896-0503.

of one-parent homes and mom (or sometimes
dad) had no choice but to work. They learned
conflict resolution on TV — “You hit me and
I will hit your harder!” They were introduced
to violence with video games where blowing up
the enemy determined who wins. Their behav-
ior bewildered their teachers, who lamented
that they were “teachers, not counselors.” They
found their next adult authority figure at work
with the title “supervisor,” and the supervisor
became the resource for the myriad of personal
problems they brought to the workplace.

Because it was overwhelming to supervi-
sors and managers, the company looked for an
outside resource and the concept of employee
assistant programs (EAP) was born. EAP
on contract, as a resource to help employees
address problems of anger, addiction, financial
crisis and marriage problems, is now common
in the workplace. It was no surprise to those
who watch changing behaviors in the workplace

(continued on next page)
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COVER STORY: Millennial employees

(continued from previous page)

to see the rise in workplace
violence during the 1980s,
including the new horrify-
ing actions by emotionally
deranged employees labeled,
“going postal.” Employers
were stunned to learn that
workplace homicide rose to
the third leading cause of
death on the job. The mil-
lennials are the offspring of
this generation!

Societal changes,
along with changes in the

We must accept the reality,
however, that by 2020,
80 percent of millennials
will be in the workforce
and it will be hard to find
a boomer, except in an
executive positions.
This creates a sense of
urgency for employers who
depend on them as their
Sfuture workforce.

were replaced by millennials. At
the end of the recession, many
boomers were back at work, at
least part time. We must accept
the reality, however, that by
2020, 80 percent of millennials
will be in the workforce and it
will be hard to find a boomer,
except in an executive positions.
This creates a sense of urgency
for employers who depend on
them as their future workforce.
What will it take to attract
them, to engage and to retain
them as part of the succession

economy, created new

workplace realities. The
backbone of the workforce, the baby boomers,
ramped up for retirement, began their exit and

SalesRepLawyers.com

NI 28 The “GO-TO Law Firm”
N R for Sales Reps Nationwide
SCHOENBERG FINKEL

NEWMAN & ROSENBERG, LLC

Is a principal refusing to pay Need arep, sub-rep or employment
{or underpaying) commissions due? t confract drafted or reviewed?

We have recovered millions We have decades of experience

in commissions for reps. preparing rep confracts.

with over 60 Years Experience Protecting Independent Sales Reps

Terminated affer landing " Buying, selling or merging d rep firm?
the big customer? We have lawyers experienced in rep
We know how to obtain payment. firm economics.

FREE €04,
20 MINUTE .

Initicl Consultation
with NO obligation.
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ERA. B We'll help you
' get there.

GERALD NEWMAN
gerald.newman@sfnr.com

SalesReplLawyers.com

222 S. Riverside Plaza, Suite 2100 « Chicago, IL 60606 « 312.648.2300

ADAM GLAZER
adam.glazer@sfnr.com
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plan of the business?

Money

It should be no surprise that money is at
the top of their list. There is an abundance of
workforce research by credible entities, such
as World@Work, Gallup and the Society for
Human Resource Management, that indicates
that 70 percent of millennials say that growth
in wages is essential to attract and keep them.
When there is no opportunity for promotion,
then it is essential that they have the opportu-
nity to enrich their jobs and learn new skills,
such as project management and strategic
leadership. Along with growth is the desire to
make certain they have access to technology
advancement. None will be willing to work
with technology that is grossly out of date. The
tech generation started school with a computer,
and they have been through many technology
improvement generations since then.

Work-life balance

Work-life balance has a prominent place
on the TOP FIVE list of what millennials seek
to remain engaged in their work. Recently, a
large group of employees went on strike in the
distilling industry. Their grievance was overtime!
They were just tired of working overtime. This
event triggered the importance of work-life bal-
ance for another generation — the baby boom-
ers. The Allstate/ National Journal Heartland
Monitor Poll found there is only a 6 percent
difference in how millennials and boomers feel
about quality of life. Money and benefits were
not their grievance; lack of life quality became
more important to most, as they live for now
and are living longer.

(continued on page 24)



SOMEONE YOU SHOULD KNOW

Tim Doran, CPMR
President
Doran Associates

With so many ERA members, it
is not easy to get to know every rep,
manufﬂcturer and distributor in the
business. “Someone You Should Know”
is The Representor department that
gives readers the chance to learn about
fé[law ERA members, inc[uding how
their time is spent both in and out of
the offfice.

Meet Tim Doran, CPMR, presi-
dent af Doran Associates, a second-
generation, family-owned and operated
company located in Beaverton, Ore.

‘The Representor asked Tim a few
questions about his time in the rep busi-
ness and his experiences with ERA. Here
is what he had to say.

Tell us a little about yourself.

I am a second-generation owner of the
Northwest rep firm Doran Associates, founded
by my parents Bern and Fran in 1968, and
managed until recently by my brother Bill
who retired in 2016. I joined the family busi-
ness in 1985 after graduating from Portland
State University with a B.S. in Business
Administration. My wife Julie and I met in mar-
keting class, and we recently celebrated 32 years
of marriage. We have two beautiful daughters.
Christine is 26 and Michelle is 25.

What are some things you enjoy outside
of the workplace?

I enjoy hiking, mountain biking and kayak-
ing, primarily in the Oregon Cascades mountain
range. We also often find ourselves working on
our vacation home in Central Oregon. I am a
fan of the Trailblazers, Seahawks and the football
team of Oregon State University, the school my
daughters attended.

How long have you been an ERA mem-
ber and how long in the rep business?

My parents joined ERA in 1969, and my
father was with a Chicago member rep firm
even prior to that. I have been a rep providing
electronic component solutions to OEMs in the
Pacific Northwest for 32 years. I was recently
honored to be elected vice president of the ERA
Pacific Northwest Chapter.

How did you become interested in
being a rep in the electronics industry?
Honestly, I did not plan to follow in my

parents footsteps. Business schools often focus
on preparing you for big business. Also, I had
grown up seeing my folks struggle to get the rep
firm off the ground. I later realized that because
they were the entrepreneurs, I was fortunate
enough to be able to join a thriving family busi-
ness. I now feel a strong obligation to continue
their legacy.

What have you found to be most
rewarding about the rep business?

I like the independence and the ability
to use creativity. I thoroughly enjoy helping
customers find solutions, whether or not it is
on our line card. I always want them to be glad
they came to us with their requirement. I enjoy
watching the evolution of customers’ ideas into
a real product, and being a part of their design
can be very exciting.

Briefly describe your rep firm.

We are a five-person sales team with offices in

Portland and Seattle. We focus on helping OEM
engineers with their electromechanical compo-
nent design requirements. We excel in custom-
ized, modified and value-added solutions. Each
of our salespeople has attained either CPMR or
CSP certification, and we all enjoy our strong
and long-term relationships with our customers,
distributor partners and principals. We have a
fantastic team!

What recent innovations, best prac-
tices and/or changes has your company
made?

As catalogs become obsolete, we now carry
Web-connected tablets so we can link to our
principals’ websites while with customers,
bringing up spec sheets, checking stock, pric-
ing, etc. We also connect live with our CRM
while in the field via our mobile phones or
tablets, and often conference in applications
engineers so we can answer customers’ ques-
tions immediately. We have come a long way
since I joined the industry when we used three-
part carbon paper memos to mail questions to
our principals.

What have you learned and/or what
contacts have you made through ERA
that have had the greatest positive
impacts on you and/or your business?

We have learned a great deal from the ses-
sions at the ERA conferences, the regular tele-
forums, the articles in 7he Representor and the
Quick Connections newsletter. We have used
ERA’s legal advisors over the years, and again
recently with our transition into ownership. We
have also adopted ideas from other members. 1
have a network of ERA member reps throughout
the country whom I can contact for advice or
discussion on specific issues. There is a lot of
value from a membership in the ERA.

Are you active on social media? Do you
follow ERA? Have ERA updates via
social media been helpful to you?

I do follow ERA on LinkedIn and always find
valuable information in the posts. We are increas-
ing the use of social media as a marketing tool.
We have implemented some of the LinkedIn tips
learned during Wayne Breitbarth’s wonderful
session at the 2017 ERA Conference, and one of
our team members is writing a blog highlighting
how our principals have helped customers.

What is one interesting fact that people
may not know about you?

I play the guitar for relaxation and was once
in a garage band, and yes, I can play Stairway.

The Representor | Summer 2017



FEATU RE ART|C LE by Patrick Knoelke

Finding the value in a website

2008
Grid Design &

Modern Styling 20 1 4
2000 Responsive Design

Table-Based Design

Mobile Site iPad
Inception Released

Infographic design by Nick Taylor, creative manager for Spyre Group.

A timeline showing show key changes in website design from 2000 to 2014.

Professional sales firms presumably view web- changes. If looking to point fingers at why many
sites strictly on the expense side of the ledger, as websites have become outdated, the culprit is the
they can be a pain to keep current and they don’t iPhone. The release in 2007 was the catalyst for
directly help sell product. Why would a com- the creation of mobile browsers and advancement
pany even want one? The struggle with justifying in how websites are displayed. Fortunately, tech-
manufacturers’ representative websites lies within nology and the flexibility of current browsers do
finding the value of the intangible returns or not have a foreseeable near-term major advance-
opportunities the site provides. Websites for this ment to outdate websites built with modern
industry are primarily used to present the brand coding. Websites built on mobile responsive
and professional image of the company, with some  frameworks should be compatible for at least five
information on lines, product types and com- to 10 years.
pany contact details. They probably aren’t going The updates in how browsers read code and the
to directly sell a product, but they do sell the capability of the content management platforms
company. The targeted audiences that have been have led to one very significant benefit to busi-
typically seen for rep firm websites are prospec- nesses — the cost for websites has decreased
tive manufacturers and customers seeking contact significantly. Site development used to range from
information. $4,000 to $10,000, but it can now be available for

What is the value of finding the right manufac-  less than $50 per month.
turer or product line? This question does not lend Prior to the availability of mobile responsive
itself to a simple answer, as it could be years before ~ design, companies needed to develop two ver-
it is possible to truly quantify. If the primary sions of each website for mobile and desktop
purpose of a website is to attract new manufactur- viewing. Responsive design lies within the code
ers and product lines, the investment and design to resize and reorganize the content, based on
should focus on that goal — ultimately creating the device screen size. For instance, an area that
value that will exceed the investment. has three horizontal columns on a laptop will

automatically reshape and stack those columns
Major Web changes since 2007 vertically to fit a phone.

The past decade has brought two significant In a recent analysis of rep firm website traffic
advancements in how browsers display websites, we conducted, an average of 19 percent of viewers
which has outdated those developed prior to these were accessing through a mobile device.

8 Summer 2017 | The Representor



Going responsive

Among Web developers, it is assumed that all
new sites will be created in a mobile responsive
framework, but when looking to build or rede-
velop a website, there are a few questions to ask
yourself, beyond “What's the price?”

1) How much time do you/your team want
to dedicate to write and manage the text, find
images, etc.?

2) How frequently will updates be needed with
changes in manufacturers or team?

3) What is the primary audience and purpose
of the site — manufacturers, distributors, OEMs
and clients?

All the other “add-ons” typically offered with
Web development projects will be difficult to justify
the spend, including; search engine optimization,
pay-per-click and content marketing. The target
audience driven to a rep firm website is presum-
ably limited. Fifty-one percent of the traffic from
rep firm websites we recently analyzed was not
through search engines, meaning the majority of
traffic comes from someone that has been contacted
previously, already has some company information,
or entered the website from a link on a referring
website. With nearly one-fifth of this viewership
using mobile devices, the primary source may be
linking to the site from a received email.

You are always advertising your website
Often overlooked, every time you send an
email or display your email address on a line card,
you are promoting your company website. Clients
and contacts may only go to your website if they
need contact information or to do a quick screen-
ing of the company, but the invitation to visit is
very visible. How often do you pull up a prospec-
tive client’s website for a pre-meeting screening?

Choosing a platform

Web developers are a dime a dozen, from
media design agencies to family friends, and the
options to host and manage are equally as exten-
sive. Each platform has a purpose and fits certain
users, but unfortunately, most are not transferrable
to other platforms.

Open source |WordPress, Joomla, etc.
These are great tools to build and maintain
company websites that carry only minor hosting
costs. The one knock on these platforms is they
periodically update to a new version, which leaves
users susceptible in two areas: Updating the plat-
form can require changes to the code to display
the website, and not updating can lead to hacking
vulnerability from the deprecated platform.

DIY | Wix, SquareSpace

The do-it-yourself platforms have come great
lengths in the past few years. They are pre-
ferred for companies looking to get started with
minimal costs or to manage themselves without
learning HTML code. The cons of using these
platforms are they can look generic and custom-
izations are limited.

Paid content management platforms

There are additional platforms requiring
monthly fees that offer the capacity to fully cus-
tomize the front-end and administration panels
for websites. These often come with higher hosting
costs, but websites are not susceptible to issues
with the platforms like open source or limitations
in customizations.

Finding the value

The value of a website is always going to be
contingent upon return on investment versus
price. This industry naturally poses a challenge
to quantifying the return, especially because
sales reps operate with very quantifiable and
tangible elements such as sales, opportunities
and commissions. Every organization should
weigh the value of redeveloping or launching a
website with the cost, considering the time and
expense to maintain an up-to-date site, as there
are many options to keep up with the growing
use of mobile devices. Websites remain a modern
necessity for all businesses. They can bring great
value to every sales organization, but it is up to
each company to quantify the intangible value of
the opportunities it may provide.

Patrick Knoelke

Patrick Knoelke is managing director
and founder of Spyre Group, a sales force
Jfocused design and technology firm. Patrick
leads his team in providing rep firms and
manufacturers with Web, digital, print and
cloud collaboration solutions.

Spyre Group is an ERA member service
provider. For more information about Spyre
Group, visit spyregroup.com/reps.

Patrick can be reached at pknoelke@
spyregroup.com, or at 913-499-6014.
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FEATURE ARTICLE

What does the future look like? Whatever the

answer, it is in front of you — ready or not!

What does “being ready” mean? Anyone can
believe it, and scurry to get ready once IT arrives
and they can see it. Consider that “being ready”
means believing in your ability to craft a future that
stands every chance of being the way you want it to
be. Believe it to see it.

So, are you ready ... is your firm ready to BE the
rep of the future?

Both the Electronics Representatives Association
(ERA) and the National Electrical Manufacturers
Representatives Association (NEMRA), among oth-
ers, recently crafted surveys, interviews, reports and
white papers that serve as the baseline for the ques-
tion, “What is the rep of the future?” Unfortunately,
many of these suggestions, as valid as they are, are
a continual remix and reblending of once tried and
true, but now questioned tactics. So, who is the rep
of the future? YOU ARE.

The rep of the future shifts, focuses and creates
a versatile and value-driven role as a specialized

10 Summer 2017 | The Representor

solution provider. We are not talking about a
complete reconstruction or reinvention of yourself
or your firm. We bet you are already using solution
positioning and selling with some manufacturers,
partners and customers. Now is the time to take it
up a level.

Looking into the future, what do you believe will
be the biggest challenge you face? Is it digital sales
and business capabilities; specialization: technology,
product and application; or multi-generational issues?

Digital sales and business capabilities mean:

* A fully responsive website. This is your digital
footprint that allows customers to see who you
are and how you are responding to market needs.

* Fully responsive technology sales tools that are
mobile ready. This includes CRM, market-
ing, line card, competitive information and
analysis, territory information, white papers
and case studies.

e Active conversation stream with current cus-
tomers, prospects and referrals.



¢ Data science to drive sales (see www.
buzzboard.com).

Specialization: technology, product and
application mean:

* Times, technology and people are changing
daily. You can’t afford to stay put!

* Represent products and processes that
customers will need first and fast when they
are in trouble.

* Make it easy for customers to contact you
first and fast when they are knee-deep in
crisis. Move beyond phone and email.

Be known for your dependable crisis
management.

Multi-generational issues mean:

Hire right and develop deliberately. By now,
you have read all kinds of articles and listened
to a constant barrage about the difficulties of
attracting and hiring younger generations. We
bet you have stories of your own. However, are
you deliberately doing the following?

* Sell well, leave well. Have your departing
boomers mentor younger employees. Grab
and transfer that intellectual property your
retirees spent years accruing.

SWOT your sales teams. Have young and
experienced salespeople call on your buyers.
You know what happens when experienced
salespeople call on experienced buyers, and
you know the challenge of young salespeo-
ple calling on those same buyers. Show your
entire sales team what to do when they are
in unfamiliar multi-generational situations.

Maximize technical focus, bottom line
profitability knowledge, communication
expertise and goal-oriented vision in your
sales team. These are the values specialized
sellers deliver.

NOW, develop deliberately. Provide oppor-
tunities for your team to acquire the skills

they need. Create collaborative opportuni-
ties to share the information and grow sales.
How do YOU BELIEVE reps will sell in
the future? Here are three insights that may
help answer this question.
1. New game, new rules — differentiate;
2. Technology above relationships; and
3. Specialized system/solution sellers.

New game, new rules — differentiate
Do you prefer chess or poker? Are you a

strategist, anticipating two or three moves ahead
of where you are now, or do you play your cards
close to the vest? Regardless of how you choose
to play in the future, the only way you can fully
control your business is by “owning” the rules.
Differentiate yourself by identifying how you

bring the greatest
value to your custom-
ers; then prove it with
every interaction.

Technology above .
. > creates a versatile and
relationships

None of us wants value-driven role
to believe that key ey specz'ﬂll'zed
relationships will ) )
take a backseat to solution mea’er'

technology and not
be as valuable in the
future as they are
today. Regardless of
which side of the fence you stand on, know
that everyone has become an instant informa-
tion addict.
¢ Collect, sort, quantify, measure and analyze
information. Use the analysis to bring value
to your customers. Offer them trends and
insight into what is in the R&D pipeline
and competitive info.
e Use new and valuable resources to continu-
ally up your game.
* Lastly, be sure to read “Smartcuts: How
Hackers, Innovators, and Icons Accelerate
Success” by Shane Snow.

Specialized system/solution sellers
* Stronger reps get stronger. Few barriers-to-
entry exist for an energetic new rep. Market
research shows that a specialized system/
solution seller will thrive.

Specialized reps do more than promote
application opportunities for their syner-
gistic products. Use every available tool to
create demand and make it easy for your
customers to implement it. Provide analysis
to support the new solution.

Move beyond your current purchasing role

contacts. Find the engineer, contractor,
owner or end-user to frame the opportu-
nity; provide the specifications; and open
the platform for your specialty and your
ability to provide and deliver.

* Provide more than what your customers
can find online with a simple search.
Unless you have a crystal ball, becoming

a successful rep of the future requires hard
work, deliberate action, strategy and dedica-
tion to your profession. We are eager to see
how you use the suggestions mentioned in

this article. Regardless of what you see as your
biggest challenge, or how you define your key
differentiators, there is no question that the rep
of the future will respond to the market as a
specialized solution provider. Believe it to see it
... and BE it!

The rep of the future
shifts, focuses and

Liz Beerman

Liz Beerman is executive
director of MRERF/IPA —
Manufacturers’ Representatives
Educational Research Foundation.

Liz’s background includes
extensive terms as director of
operations for CQG, Inc.,
corporate marketing manager
Jor Arrow Electronics and global
training in consultative sales and
marketing, for Hewlett-Packard.
A graduate in psychology and
education from California State
University in Los Angeles, she
received her Masters Degree at the
University of Northern Colorado.

You can call Liz Beerman at
303-463-1801 or email her at
liz@mrerfoorg.
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If it’s February, it’s time for ERA’s 49th
Management and Marketing Conference!

... for ERA’s return to the AT&T Center in Austin, Texas.

ERA extends its deep thanks to these dedicated volunteers
who are serving on the 2018 Conference Committee:

Rick LaPiana, Cain-Forlaw Company, Conference Committee Chair
John Hutson, CPMR, Macinnis Group, Conference Committee Vice Chair
John Beaver, GSA Optimum
Ken Bellero, Schaffner EMC
David Foster, Sensata Technologies
Barbara Jorgensen, Electronics Purchasing Strategies (EPS)
Dawn Lowery, CSP, Sumer, Inc.

Todd McAtee, Mouser Electronics
Holly Myers, CPMR, Wallace Electronic Sales
John O’Brien, CPMR, Coakley, Boyd and Abbett, Inc.

Bryan White, CPMR, Catalyst Sales
Cindy Williams, Vicor Corporation

For information on ERA’s 2018 Conference, go to era.org.
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EXECUTIVE COMMENTARY

EDS 2017 — Were you there?

So ... three weeks after EDS (at the time
this column was written) and I find myself
STILL trying to get caught up on my day-to-
day meetings and emails. I am still following
up on numerous action items from meetings
I attended and discussions with old and new
friends at EDS.

But isn’t this what EDS is all about? It’s
about holding meetings and developing ac-
tion items to remain on track, or get back
on track, with your manufacturer, rep or
distributor partner to ensure
that you are aligned to the

but in reality, it takes 30 minutes just to get
there. These off-property meetings only add to
already full schedules. If only ALL of the EDS
attendees would stay at the Mirage! EDS gets
all of us to attend, and we ALL benefit from
attending. Yet, EDS does not benefit from “off-
property” meetings, which actually hurt at-
tendees’ ability to effectively navigate meetings
and manage their schedules. ALL of us need
to support EDS as good electronics industry
citizens. We all benefit as one ecosystem.

So what did you get out
of EDS? All in all, it was

common goals and business a GREAT show for ERA.
plans. A week’s worth of We signed up many NEW
meetings, dinners and golf As we continue to dig out members. We had more than
tournaments SHOULD ) 500 attendees at the ECIA/
result in a treasure-trove from emails and follow up ERA breakfast. We had a

of NEW and EXCITING action items, remember great turnout at the SPARK
plans. All these existing and that it is NEVER 100 late session which drew more
NEW relationships will than 50 young and bright at-

help our organizations grow
in the months ahead.

However, for every
meeting we attended or new
person we met, there should
be an appropriate amount of
time spent FOLLOWING
UP so the time INVESTED
at EDS was not wasted.

Yet, some of us come
back and get frustrated with all of the new
work added to our already-full “IN Basket,”
aka email inbox, and how these new partner-
ships and relationships “get in the way” of
doing our jobs. We now look at the time we
have to SPEND on following up rather than
viewing it as time to be INVESTED.

I found EDS 2017 to be great. There were a
lot of folks running between the elevators, the
Roasted Bean, the STILL bar, and lunch and
dinner meetings. All had the goal of checking
in with existing partners or gearing up to meet
new ones.

A few of you found yourselves having to
go “off property” for meetings and navigating
the famous “Las Vegas Block” that may show
an off-property meeting to be “next door,”

1o send a thank you note
or follow up from your
meeting. Weve all heard
the saying, ‘What gets

measured gets done.”

tendees from YOUR compa-
nies. They came to learn the
ropes as they try to get ready
to take over this industry.
Lets help prepare them as
they are our future!

As we continue to dig
out from emails and follow
up action items, remember
that it is NEVER too late to
send a thank you note or follow up from your
meeting. We've all heard the saying, “What
gets measured gets done.” Hold yourself ac-
countable to invest the time to follow up.

All of the time that you have to SPEND af-
ter EDS was as a result of the time that you had
to INVEST in attending EDS. Reap the fruits
of your efforts! Do not let these valuable meet-
ing action items or new connections wither and
die because your competitor may be springing
into action and reaping YOUR rewards.

Be sure to put EDS 2018 on your calendar!
It promises to be even more hectic and won-
derful than this year’s event, and your competi-
tors already have it on their calendar.

See you at the ERA booth next year!

Good selling!

by Walter E. Tobin
ERA CEO
e: wtobin@era.org

p: 617-901-4088
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The professional field sales firm members of

E

ap Florida-Sunshine ERA

know YOUR markets and YOUR customers!

To discover all the value ERA members bring to YOUR company,
contact one of these focused-on-quality rep firms.

Graham Performance Tech, LLC
Contact: Art Scornavacca, Jr.
art@gptrep.com

CBC Electronics, Inc.
Contact: William Keikes
bill@cbcelectronics.net

Precision Marketing Services
Contact: Joe Penna
joe.penna@precision-marketing.com

352-735-2242

CBX Electronics, Inc.
Contact: Pat Walsh
jpw@cbxelectronics.com
407-774-9100

Conley & Associates, Inc.
Contact: Mark Dietrich
mdietrich@conleyrep.com
407-365-3283

Cornerstone Technical Sales

Contact: Doug Martell
doug@ctsrep.com
727-789-4802

Current Solutions
Contact: Al Johnson, Jr.,
CPMR, CSP
aljr@currentsolutions.com
813-996-1922

321-504-1042

HHP Associates, Inc.
Contact: Barry Farber
bfarber@hhpai.com
407-468-0841

PANAMTECH, Inc.
Contact: Ric Carreras
carreras@panamtech.com
954-587-3769

Phoenix Components, LLC
Contact: Rick Tally, CPMR
phnixhgs@cfl.rr.com

321-723-4414

954-752-1700

South Atlantic Component Sales
Contact: Keith Bonucchi, CPMR
kbonucchi@sacs-rep.com
813-855-6542

Southeastern Sales RF
Contact: Glenn Oliver
goliver@sesrf.com
321-591-0349

Sun Rep
Contact: Brian Gunnin
bgunnin@sunrep.com

813-884-4805

Sunland Associates
Contact: Rick Callinan, CPMR
rickcallinan@sunlandrep.com

407-365-9533

Florida-Sunshine ERA is the proud sponsor of the
annual Florida DTAM data collection and reporting project,

annual scholarship awards to member firms and many educational programs.
For details on the association and its members, go to

floridaera.org
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FROM THE TOP

Thriving through mutual respect,
collaboration and partnership

Building on the theme of “Why Reps,” I had
the opportunity to meet with Phillip Gerard, the
vice president of sales and general manager at
C&K Components Americas. Founded in 1928,
C&K is one of the world’s most trusted brands
for electromechanical switches. Throughout its
history, C&K has used manufacturers’ represen-
tatives as its field sales partners. Phillip helped
articulate the value proposition of reps and how
C&K has benefited by engaging with reps as its
go-to-market partners.

Access and influence
Simply stated, Phillip
notes, the C&K rep firms have
more “touches” with C&K’s
customers in their territories

managers at the rep firms with the tools they
need to support these efforts.

Customer reach

Manufacturers’ reps have solid, well-
entrenched sales teams in the market. While it
is recognized that the coverage measure is on
a full-time equivalency basis, it still stands to
reason that the rep sales organization will simply
touch more customers or potential customers
than C&K could without them. This is where
Phillip feels C&K has a responsibility to identify
the markets which C&XK wishes to penetrate and
has a formal and disciplined
approach to lead generation,
market identification, op-
portunity tracking, transfer

by David Norris

Norris & Associates, Inc.
ERA President

e: dnorris@norrisrep.com

because of C&K and its other,
complimentary lines. The

reps are influencing designs at
stages other than where a deci-
sion for C&K product may be
made. With this early involve-
ment, the reps have insight to
projects in some cases well in
advance. The C&K reps have
access and influence across the
key marquee customers and

What struck me most from
my time with Phillip was
the very strong sense that
C&K views its reps as an
extension of its team and,

as CaoK grows and evolves,
it does so in partnership

with its field sales force —

business compensation and
the creation of tools/col-
lateral to focus the rep team
where both can win. This
creates what Phillip calls a
“purpose built” sales force
versus a “spray and pray”
approach.

Evolving together
What struck me most

emerging customers. The “pull
through” this yields benefits all
the reps’ principals and creates
a more substantial, influential
relationship with the custom-
ers in the market.

Enabling and support

C&K focuses on training and support to
enable its field sales representatives although
some, Phillip noted, know more about C&K
products than many C&K employees due to
their tenure of service. That long-term relation-
ship serves not only C&K, but its customers
and channel partners. The historic knowledge
of C&K, its products and customers all serve
to build the “trusted partnerships” for which
C&K strives. The scope of the reps’ relationship
with the distributors in the market is much
more substantial than that of C&K alone.
Complimentary training, prospecting and joint
account planning with distributor partners
are far more in depth than what could be with
C&K alone. C&K enables the distributor sales

manufacturers’ reps.

from my time with Phillip
was the very strong sense
that C&K views its reps as
an extension of its team and,
as C&K grows and evolves,
it does so in partnership with its field sales force
— manufacturers representatives. No surprise
then that, based on this spirit of mutual respect
and collaboration, C&XK continues to outpace the
market and its competitors as it thrives together
WITH manufacturers’ representatives!

Hats off to the C&K representatives who,
through their excellence, raise the bar for the
entire rep community: AKI, Crowley Associ-
ates, Conley Associates, Control Sales, Ewing
Foley, GMA, Hannah Lind, Interep, Ion As-
sociates, Kruvand, Luscombe, Millennium Al-
liance, Spectrum Marketing & Spectrum Sales.

And thanks to Phillip Gerard and C&K for
their longstanding partnership with manufac-
turers’ representatives!

Note: ERA member firms are highlighted in
bold rext.
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¢+ Connections count

For over 30 years we have proudly served the

Mid-Atlantic & Chesapeake Regions,
successfully partnering with global
electro-mechanical manufacturers

with a design-in focus, bU|Id|ng strong
reIationships with our customers,
distribution partners and the
companies we represent.

PENNSYLVANIA

DELAWARE

VIRGINIA

Contact Michael Jacobsen

JACOBSEN

ASSOCIATES, INC.

)

Manufacturers’ Representative

215.674.2937 o Fax 215.441.8706
Michael@JacobsenAssociates.com
www.JacobsenAssociates.com

499 Easton Rd., Horsham, PA 19044

Sales Pipeline Management

for the Electronics Industry

Automatically Update Your Principals’
Salesforce CRM

Design Win Commission Management
Opportunity Management
Sales and Commission Management

e AccountManager Mobile for
tablet/smartphone

e Microsoft Outlook®

sales@empoweringsyste
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Visit www.empoweringsystems.com
to see our New Demonstrations

Empowernng Systems

Avtomate - Collaborate - Innovate

ms.com 888-297-2750




LEGALLY SPEAKING

From impotent to vigorous:

A look at state sales rep statutes

“Gerry and Adam,” begins an incom-
ing office call, “the principal who stiffed me
this time didnt remember our contract calls
for Tennessee law (or Utah, Colorado, New
Jersey, Georgia, etc.). I can get triple commis-
sions, right?”

“Well,” begins the technical response to
many such calls. Then, the very first legal
phrase taught in law school is invoked: “That
depends.”

Many independent reps are familiar with
sales rep protection statutes.
These state laws generally
are intended to help level
the playing field with their
principals when a commis-
sion dispute arises.

When a rep is termi-
nated and the commissions
due go unpaid, the rep may
face the daunting prospect
of taking legal action against
a typically much larger and
better-funded manufacturer.
The availability of a sales
rep statute, offering the
potential recovery of attor-
neys fees and “exemplary”
damages, can ease the rep’s
decision to pursue a com-
mission recovery action.

Virtually no two statutes are identical,
however, and the relief available when commis-
sions are wrongly withheld under Texas law, for
example, can prove vastly different than under
Delaware law.

Not every state has enacted a sales rep
statute. Of those that have, some are toothless
tigers, offering no relief beyond what a breach
of contract action provides, while others offer
significantly meatier remedies.

Exemplary damages range from 0 to 3x
the amount of unpaid commissions

In deciding to protect reps in California,
the state legislature expressly determined that
“independent wholesale sales representatives
are a key ingredient to the California econ-
omy.” That statute expressly states: “Whole-
sales sales representatives spend many hours

Not every state has enacted
a sales rep statute. Of
those that have, some are
toothless tigers, offering
no relief beyond what a
breach of contract action
provides, while others
offer significantly

meatier remedies.

developing their territory in order to properly
market their products, and therefore should be
provided unique protection from unjust termi-
nation of the territorial market areas.”

Like several other states, the robust
California statute establishes liability against a
manufacturer who fails to timely pay commis-
sions “for treble the damages proved at trial,”
plus attorneys’ fees.

A few states like New York provide for a
more modest double damages recovery, while
certain states like Washing-
ton have statutes requiring
timely payment, but offer-
ing no additional remedy
for a violation. These well-
intentioned statutes offer
sales reps no tangible relief.

In a league by itself is
the Minnesota statute.
While no exemplary dam-
ages are available under that
act, it precludes manufac-
turers in most cases from
terminating their sales rep
agreements without “good
cause” (unlike the tradi-
tional “any reason or no
reason” standard), and even
then requires providing
the rep a 60-day cure period. For Minnesota
reps, or reps whose territory includes Minne-
sota, this statute can help overcome adhesive
contract terms.

Limiting an act’s reach to sales within
the state

Other notable differences among the
statutes consist of certain states limiting the
protection to sales of goods and not services,
some covering only sales made to “wholesalers”
not “consumers,” and some applying only to
sales made within their states.

Principals sued under the various statutes
will often seize on their lack of uniformity and
mount challenges based on particular language.
For example, a manufacturer hauled into the
Columbus, Ohio, federal court in 2016 for

(continued on page 22)

by Gerald M. Newman
ERA General Counsel

Gerald M. Newman, partner in the law
firm of Schoenberg, Finkel, Newman &
Rosenberg, LLC, serves as general counsel
to ERA and is a regular contributor to The
Representor. He participates in Expert
Access, the program that offers telephone
consultations to ERA members.

Gerry co-authored this article with his
pariner, Adam Glazer.

You can call Gerry Newman or
Adam Glazer at 312-648-2300 or send
email to gerald.newman@sfnr.com or
adam.glazer @sfnr.com.

Adam Glazer
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WEL'C"OME;,'-Nev'\-I Members!

These companies joined ERA during the first quarter of 2017.

(The ERA chapter of each rep firm is listed in italics after the company name.)

REPRESENTATIVES

Alliance Southbridge, Inc.
(Florida/Sunshine)
Thomas Johnson, CPMR
asb-inc.com

Brandel-Stephens & Co., Inc.
(Florida/Sunshine)
Ted Toomey
brandel-stephens.com

CSC Sygnum
(Canada)
Frank Sultana
cscsygnum.com

Joule Systems, Inc.
(Southwestern)
Wade Williams, Sandi Lucas

joulesales.com

Ki Group
(Mexico)
Doris Escoto, Klaudia Kofler
kigroup.com.mx

Luscombe Engineering
(Southern California)
Doug Canterbury
lecc.com

MaRCTech2, Inc.
(Pacific Northwest)
Jennifer Eby, Mike Gunderson
marctech2.com

Omega Electronic Sales
(Midlantic)
Ken Kidd

omegasales.com
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PSI Technologies
(Arizona)
Richard Duveneck, Eric Butler
psitechnologies.net

Pan American Technical Sales
(Mexico)
Rob Orsini

panamsales.com

Schillinger Associates, Inc.
(Indiana/Kentucky)
Des E. Schillinger

sai-rep.com

Techni-Source Corp.
(Arizona)
Kevin Davis, Steve Davis
tcaz.com

XTRONICS
(Canada)
Claude Hajji

xtronics.ca
MANUFACTURERS

Abracon, LLC
Mike Calabria, Michael White

abracon.com

Standex Elecronics
Julie Dargie

standexelectronics.com
RECOGNIZED RESOURCES

ITEM Media

item.media

TSJM Group

slcolantuone@tsjmgroup.com

This convenient, low-cost
educational service offers ALL
ERA member company
personnel (and your families)
HUNDREDS
of ONLINE COURSES to
boost your knowledge, skills and
professionalism.

ERA UNIVERSITY,
in partnership with ed2go, an
affiliation of 1,500 U.S.
educational institutions, delivers:

Instructor-facilitated
classes with live interaction to
connect with both faculty and
fellow students.

Access to lessons when you
choose, where you choose,
any time, 24/7.

A vast array of courses,
covering sales and
marketing,
business skills,
software training and
technology, personal
development and much,
much more.

Easy online registration
... with NO textbooks required ...
and NO minimum or maximum
class sizes, so there are NEVER
any cancellations.

Certificate of completion
for each course.

Most classes run for six weeks

and include 12 two-hour lessons
(that's 24 hours of

instruction!) for just $79 per

course. To view the entire catalog
... read all the details about each
class and instructor ... and then

register, go to ed2go.com/era.




THE SUBJECT IS TAXING

Payroll taxes are not simple

We have much political agitation. We are
going to have big changes to income taxes; we
are going to simplify the tax code; and we are
going to change the IRS. In the meantime,
however, we are not going to do anything.

What has happened in the interim seems
to be a renewed interest in payroll taxes.
What could possibly be new? They follow
an employee’s pay like night the day. Yet,
here we go. These cases all arise out of the
employer’s responsibility to pay withheld
taxes to the IRS. The IRS has managed to
convince the courts that the individuals
in management have a
trustee type relationship to
turn over payroll taxes to
the IRS. They are merely
middle persons; the mon-
ey is never theirs. If they
don’t send payroll taxes to
the IRS they are stealing
it, and they can be held
PERSONALLY liable.

turn over payroll taxes to
the IRS. They are merely

middle persons; the money

Outside payroll service
We begin with a case
recently decided that dealt
with a genuine problem
that any management could
face. The firm in this case
hired an outside service to
handle its payroll. Many firms do this. ADP is
one example, though definitely not involved
in this case. The service properly collected
funds to cover the wages and taxes from the
company and properly withheld taxes from
the employees’ wages. The service just didn’t
bother to turn the funds over to the IRS.
While not specified in the case, the as-
sumption has to be that the payroll service
spent the money on itself and had nothing
left. The IRS came after the company, even
though it had done everything right. The
court ruled that the company still had the
responsibility to make sure the taxes were
paid, and would have known if it had ob-
tained copies of IRS correspondence or had
checked on its filing status with the IRS. The
company was held responsible for all unpaid
taxes. Thus it was out the tax money twice,

The IRS has managed

to convince t/?f courts

management have a

trustee type relationship to

is never theirs.

plus penalties and interest.

Tipping

When is a tip not a tip? You and some
friends eat at a restaurant. The bill comes,
you arrange payment and add a tip. The
IRS considers this a tip as long as you, the
customer, decide the amount. But suppose on
this occasion there are six in your party. Very
often, the restaurant adds a flat 18 percent or
20 percent tip to the amount, while encour-
aging you to pay more. The IRS says the flat
addition is not a tip. It is simply additional
wages paid by the restau-
rant to the waiters and sup-
port staff included in the
tip; regular withholdings
should be deducted.

that the individuals in

Detached management

The third case is an
important win for de-
tached management. The
collectability by the IRS
for unpaid payroll taxes
from management indi-
viduals rests solely on their
involvement in the payroll
process, causing a custo-
dial relationship. The IRS
has used this successfully
to enforce rulings where management never
touched the payment process, but ordered its
employees to pay suppliers or others rather
than pay the payroll tax liabilities. We finally
have a case where management was not in-
volved in such a practice. Instead, it kept tell-
ing its employees to pay the taxes, changed
employees when it found the taxes weren’t
paid and even hired an outside company to
make sure the payments were paid. Still, pay-
ments to the IRS fell way behind; the payroll
returns were filed but not paid. The IRS went
after the company officers, but lost because
it couldn’t prove the officers had participated
in any way with the mismanagement of the
money. So there is a way out of the liability;
if management has no control over either its
employees or the disbursement of funds, it
can avoid the IRS collection process.

by Stanton B. Herzog, CPA
ERA Tax, Audit @Accounting Consultant

Stanton B. Herzog, CPA, principal in the
Jfirm of Applebaum, Herzog & Associates,
PC., Northbrook, Ill., serves as ERA%s
accountant and is a regular contributor to
The Representor. He is available to speak
at c/mpter or group meetings on a variety
of financial and tax-related ropics. He also
participates in Expert Access, the program
that offers telephone consultations to ERA
members.

You can call Stan Herzog at 847-564-
1040, fax him at 847-564-1041, or email
him at sherzog@theahagroup.com.
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MEMBER SERVICES

For a complete list of
ERA’ Recognized
Resources, check out the
Member Services page
at era.org. Then link
to a service provider’
home page for more
information. Or take
advantage of services
[from companies like Avis
and Hertz Car Rentals
(which are accessible
ONLY via the
ERA website).
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ITEM Media, a new ERA member resource,
is a results-driven marketing company that serves
electronics manufacturers, suppliers and represen-
tatives. The company specializes in brand aware-
ness, content creation, online event creation and
lead generation. Visit item.media for details.

RPMS offers sales analysis, commission rec-
onciliation and sales force data exchange software
designed exclusively for manufacturers’ reps. For
more information, go to rpms.com.

ERA RepProtect is an insurance resource for
manufacturers’ representatives. Full package coverage
is available, including commercial general and prod-
uct liability. Unique to ERA, professional liability is
available for reps who advise or provide design as-
sistance which goes past what general liability covers.
Learn more at normanspencer.com/erarepprotect,

or call Byron Spencer at 800.842.3653, x223.

REPFABRIC is a mobile efficiency tool that
speeds up the entire workflow of business includ-
ing email, opportunity tracking, commission
reconciliation and principal reporting. Contact
Repfabric at info@repfabric.com, or call
844-737-7253 x225 to schedule a consultation.

The SALESWISE ACADEMY is specifically
designed for engineers and other technical sales-
people. Nicki Weiss offers bi-weekly, 10-min-
ute audio lessons with follow-up calls to help
participants feel more confident in working with
customers. For a free trial, go to
saleswiseacademy.com/era.

EYOND brings you Software as a Service (SaaS),
an application that integrates customer relation-
ship management (CRM), sales force automation
(SFA), invoice and commission tracking, document
management, reporting, data analysis and more. For
details, visit mrsware.com, or call 866-795-8386.

SPYRE GROUP offers resources that help sales
rep firms provide value to the manufacturers they
represent and increase efficiencies for their sales
teams. It provides Web, print and presentation de-
velopment services, along with packaged solutions.
For details, contact Patrick Knoelke at 913-499-
6014, or visit spyregroup.com/reps.

BUDDE MARKETING SYSTEMS is the
industry’s leading provider of point-of-sale (POS)
reporting. With 15+ years of experience, BMS pro-
vides solutions to drive business growth, improve
efficiency and maximize profitability. BMS offers a
vast selection of standard reports or can customize
reports to achieve your business goals. For details,
call 708-301-2111, or email
sales@buddemarketing.com.

INSPERITY provides human resources and
business solutions designed to help improve business
performance. For more information, visit insperity.

com/era, or call 800-465-3800.

TSJM Group, a new ERA member resource,
offers successful client and candidate placements
within sales, engineering, quality and executive lead-
ership, both in North America and internationally.
For details, call 603-560-1673 or email slcolantu-
one@tsjmgroup.com.

EMPOWERING SYSTEMS offers ERA
members discounts on its CRM tools for both reps
and manufacturers. Online demos are available for
both the AccountManager and AccountReporter
programs. For information, visit
empoweringsystems.com.

REPCARE is the employee benefits resource for
manufacturers’ reps. It provides information and
advice about employee benefits and helps rep firms
obtain the insurance coverage they need. RepCare
offers group life, long-term disability, voluntary life
and accident insurance. For details and/or to request
a proposal, contact John Doyle or Lisa Gido at
Repcare@adcbenefits.com. You can also visit
repcare.com or call 888-243-0174.

UPS is now ERA’s member service provider
for shipping of all kinds. For discounts of up to 34
percent, call 800-MEMBERS (636-2377).

JJM SEARCH is the global executive search
firm founded by Carla Mahrt, a 20-year electronics
industry veteran. JJM is part of the MRI Network
— leaders in the search and recruitment industry for
over 40 years. Let Carla connect your company with
bright, qualified candidates for your openings. For
details on JJM, go to jjmsearch.com.

SCHOENBERG, FINKEL, NEWMAN &
ROSENBERG, LLC, offers legal Expert Access
services to all ERA members. An initial consultation
on any commission recovery or other rep-related
business matter is available without charge. Visit

salesreplawyers.com. Or call Gerry Newman or
Adam Glazer at 312-648-2300.

REMBRANDT ADVANTAGE offers tools
for employee selection, development and evalua-
tion. ERA members say they can't do without this
company when bringing new people on board or
evaluating current personnel. For details, visit rem-
brandtadvantage.com.

ERA UNIVERSITY provides members, employ-
ees and families with hundreds of online college,
business, technology and special interest courses
through 1,500 educational institutions. The
instructor-led classes offer live interaction and ac-
cess to lessons 24-7. Most classes run six weeks and
include 12 two-hour lessons for $79. For details, go
to ed2go.com/era.

ALL ERA TELEFORUM AUDIO FILES,
covering 30+ educational topics for both reps and
manufacturers, are now available at no charge to
members. To review the teleforum library and
download files, go to era.org.



TECH TOOLS AND TIPS

Five steps to getting attention online

Recently I conducted a survey where I asked
my subscribers what questions they would
have if they were visiting me in Orlando and
we were going to get together for just a few
minutes for a “snack with Terry.”

I used Google Forms (great tool) to reach
out to my subscribers, and I think you could use
a similar approach to survey your community.

In this survey, one of the top questions
coming through was (I'm paraphrasing here),
“Terry, how can I get attention online with so
much going on out there?”

This is a tough problem, and it is tougher
today than ever for entrepreneurs to break
through the online content clutter.

‘The problem is there is so much good mate-
rial. We simply can’t keep up with it all. I have
subscribed to about 50 great, not just good,
podcasts that I love. However, I would have
to listen somewhere between 20 to 30 hours
each day to process all of them. Then there
are another 40 to 50 subscriptions I have with
great channels on YouTube. Oh, did I mention
all the great websites and Facebook groups that
are bursting with amazing content?

We are overwhelmed with good, even great
content today. That can be bad, but you can
still do well, even in a hyper-crowded market-
place. Here are some steps that I've found from
research, personal experience and from my
clients, that have worked.

Be tightly focused

Identify a niche where you have expertise
and where there is a market that is ready, will-
ing and able to pay for your services.

Provide problem-solving info —

Not just “feel good” ideas. We don’t need
another “happy talk.” In business, we need solid
answers to real-world problems, delivered in a
pleasing and fun way.

Make it fun —

And even funny, where appropriate. Go-
ing with the flow and not making waves are
sure-fire ways to be ignored. That’s not good
in business.

Today, the world is crowded with lots of
people jumping up and down saying, “Pick me,
pick me!” Think of the donkey, who was voiced

by Eddie Murphy in the movie Shrek. When
you've got literally thousands jumping and ask-
ing for attention, you can’t be boring.

Push the edge

Sometimes you have to push the edge, but
still focus on your mission. Obviously, a fun
social event will have a different tone than
a solemn profession. However, within the
parameters of your focus, make yourself more
human and stand out in a favorable way that
is context sensitive.

Keep it current

Nothing says, “I dont give a flip” like a
page, podcast or other content platform that
is woefully ancient (think six months or more
since last update). If you can’t stay current,
don’t be there.

Survey your audience

Find out what they want. I am getting re-
sults from my survey even today as I create this
article for you.

I've found that using Google Forms is one

of the best ways to reach out to people for ques-
tions, collect information that is relevant (this is

primary research from your own community),
and provide serious value.

I like to make sure everyone who responds
gets something of value back by either provid-
ing a direct answer to their questions or a way
to get help. I also like creating a custom video,
as it helps people know this is really me, not
some staid form letter, and [ really do care
about them.

Create dazzling headlines

This is the most important part of your blog
post, your YouTube video and the title of your
podcast episode. We are all busy today and
don’t have time to wade through time-wasters.

Here is a hot tip: Go to a YouTube channel
that is similar to yours and search for videos by
“most popular.” Notice what titles have gained
the most attention.

Yes, this will take work. It won’t be easy;
however, this is what separates the chaff from
the wheat in marketing. Applying these prin-
ciples can help you not only get attention, but
get business.

by Terry Brock

Terry Brock is a marketing coach who helps
business owners market more effectively
leveraging technology. He shows busy pro-
fessionals how to squeeze more out of their
busy days by using the right rules and tools.
You can reach Terry at 407-363-0505,

by email at terry@terrybrock.com or through
his website at terrybrock.com. Also, look for
Terry on Twitter @TerryBrock.
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LEGALLY SPEAKING: State sales rep statutes
(continued from page 17)

non-payment of commissions moved to dismiss the claim, arguing the Ohio statute did E R A
not apply to reps making sales outside Ohio.

The manufacturer apparently relied on the original version of the Ohio statute
drafted in 1988. That version made exemplary damages available for unpaid com-
missions to a sales rep, defined as “a person who contracts with a principal to solicit

wholesale orders for a product within this state and who is compensated, in whole or in
part, by commission.”

However, the Ohio legislature amended the statute in 1999, including by omitting
the “within this state” phrase. Accordingly, the manufacturer’s motion was denied.

Alas, other states, including Texas and Kansas, have failed to update their statutes
and retain the “within this state” limitation. Such an unnecessary and counter-produc-

tive restriction operates to the significant detriment of sales reps in these states. S AV E

Distinguishing between sales made to wholesalers and end users
As amended, the Ohio statute not only enables reps to solicit orders outside the
state, but also to solicit orders for services as well as products, and is no longer limited

to “wholesale orders.” These welcome changes extended the statute to reach many more
deserving reps. U P I 0

A similar approach was adopted in a notable 2013 California appellate court case.
The court examined the statute’s exclusion of sales made to “ultimate consumers,” and
rejected as “absurd” the manufacturer’s contention that this referred only to end users.
Instead, the court recognized that OEMs and other entities who buy components are
also consumers of goods. The court then affirmed a jury award of more than $2 million o
in unpaid commissions to the rep, as well as the trebling of this award under the Cali-
fornia rep statute, for a total award of well over $6 million, plus attorneys’ fees. o

Many statutes, however, remain applicable only to “wholesale” sales and exclude
sales made to end users. This shortsighted yet common approach is found in states
ranging from Oregon to Colorado to Maine. It is hoped these states too will update

their statutes and follow the Ohio approach of eliminating this unhelpful and ground-
less distinction.

ON UPS®

Statutory damages # punitive damages
Some states have expressed concern with “out-of-control” punitive damage awards,
typically arising in highly publicized, personal injury cases. Indiana, for example,
restricts such awards by capping amounts and diverting 75 percent to the state’s coffers.
Fortunately, awards under Indiana’s sales rep statute (which authorizes treble damages) S H I P P I N G '
are not considered punitive and are not subject to these restrictions. .
A similar approach would seem to apply in most jurisdictions where awards entered
against a principal for failing to timely pay commissions under a sales rep act are viewed
as exemplary or statutory, not punitive damages. Efforts by states to rein in punitive

damages should not spill over to awards specifically authorized by their legislatures to C A L L :

deter principals from wrongfully withholding commission payments.
Of course, exceptions are found here too, such as in the body of South Carolina’s 1 -8 00 -M E M B E RS

statute, which unartfully describes its treble damages hammer as “punitive damages.”

Because punitive damages are usually discretionary while statutory damages are not, (1 -8 00'636'2377)

use of this language promotes confusion. With sales rep statutes, including South

Carolina’s, the only discretion to be applied by a judge should involve the amount to be

awarded, not whether to award damages.

Ending the call

After covering some or all of the above points, the phone call with the rep nears its
end. “Thanks for the help, Gerry and Adam,” winds down many a call. “And we’re not
on the clock yet, right? B
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SA1ESWISE

Five steps leaders can take to
honor their workers’ dignity

My work has brought me up close to all
kinds of leaders. They all report the same
major leadership challenge: knowing what to
do in charged, emotional situations. Despite
collecting degrees, experience and intellectual
capital, leaders rarely feel confident when fac-
ing people who are outraged, who think they
are being treated unfairly, and whose unac-
knowledged grievances have made them irate
fighters. They don't know what to do when
facing people who have experienced repeated
violations of their dignity.

While I witnessed the
powerful impact that a
violation of dignity created,
I also saw how ill-equipped
some leaders were in
handling these emotional
upheavals. Their default
reaction was to use their au-
thority and position power
to control the situation,
often leaving the aggrieved
people angrier, more
resentful and less willing to
extend themselves in their
jobs or roles. Their dignity
violations remained unad-
dressed, contaminating the
work environment.

Dignity is defined as being worthy of
esteem or respect.

People in leadership positions need to
be educated in all matters related to dignity
— both the human vulnerability to being
violated and the remarkable effect it has on
people when they feel seen, heard, understood
and acknowledged as worthy.

Leading with dignity

The emotional impact of treating some-
one well and honoring the person’s dignity
has benefits that are incalculable everywhere
people cluster — in families, communities,
workplaces, religious gatherings and nations.
It is the easiest and fastest way to bring out the
best in people. The opposite is equally true.
Treat people as if they don’t matter, and watch
how fast a destructive, if not violent, emo-
tional storm erupts.

People in leadership
positions need to be
educated in all matters
related ro dignity — both
the human vulnerability
to being violated and the
remarkable effect it has on
people when they feel seen,
heard, understood and

acknowledged as worthy.

Leading with dignity means leaders recog-
nize this and willingly embody what it looks
like to treat others well, to know what to do
with people when they have been violated and
to know what steps to take when they have
violated them.

Crating a culture of dignity

Here are five steps that leaders can take to
create a culture of dignity.

e Commit to learning about the role
dignity plays in establishing a healthy and
productive work environ-
ment.

* Be aware of the power
you have to affect others.
Know that if you treat
people with dignity, it will
strengthen your relation-
ship — and that treating
people badly will have
immediate negative con-
sequences. Leaders set the
tone in the work culture.

e Make an effort to
honor the dignity of your
employees, in everyday
interactions and in poli-
cies you create, using the
10 elements of dignity
as a guide: accepting identity, recognition,
acknowledgment, inclusion, safety, fairness,
independence, understanding, benefit of the
doubt and accountability.

¢ Create a culture in which people feel
safe to speak up about dignity violations they
are experiencing. Invite them to talk to you
regularly about ways that you or company
policies might be harming them. Inherent in
hierarchical structure is the possibility that
leaders are insulated from taking responsibil-
ity for their hurtful behavior, and those expe-
riencing violations from them do not feel safe
to speak up for fear of retribution.

e Take action to address the situation
when it is reported to you that other manag-
ers are violating the dignity of others. Make
it company policy to take responsibility for
the harm one causes others. No one is im-
mune to accountability.

by Nicki Weiss
Certified Professional Sales Management
Coach and Master Trainer

Nicki Weiss is an internationally recognized
Certified Proféssional Sales and Leadership
Coach, Master Trainer, thought leader,
speaker and facilitaror. Since 1992, she has
trained and coached more than 20,000
business leaders, sales teams and reps. Nicki
has a particular passion for working with
manufacturers, distributors and rep firms
in the electronics industry.

Nicki is ERA’ sales consultant, the
brainchild and facilitator of ERAS free
teleforum programs and the founder of
the SalesWise Academy. Every day, leaders
wake up knowing that they, their techni-
cal reps and field sales engineers need ro
sharpen their focus and their skills. But
they don’t have the tools, resources or
patience to continually help enhance their
strategy, communication and relationship
building skills. The SalesWise Academy fills
that void and delivers those skill-building
lessons. To learn more, go to saleswise.ca or

call 416-778-4145.
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COVER STORY: Millennial employees

(continued from page 6)

The newest generation in the work-
place wants a sense of belonging. They
grew up on a teeball team, a soccer team
or one of the many school-sponsored
teams during their educational years.
They competed as a team and they liked
having a coach, boundaries, clear rules
and a strategy to win. Few found sat-
isfaction competing against classmates
and friends. Individual quotas are not as
much fun as a team goal. If you see one,
you can be sure there are more. Don’t
believe me? Just go to the mall and see
for yourself.

Flexibility

Supervisors have begun to recognize
that millennials need specific attention.
They expect to have supervisors who are
flexible. Millenni-
als may not embrace
standard work hours,
and they may not
be ready to stay over
two extra hours just
because a truck driver
was late delivering
parts. Don’t threaten
them because there is
a job on every corner
and two on some! In
addition to on-the-
job training, they will
benefit from learning
how a business works.
Those with a degree
in business will not
be in the warehouse
pulling orders, staging deliveries, load-
ing trucks and managing the inventory.
No matter where they work, they need
basic business education to understand
how they fit into the overall success
of the company and how just-in-time
delivery affects their paycheck. They
need help to connect the dots between
how their work fits into the overall
company operation and their influence
on profit and loss. Mindless and mean-
ingless work will not engage them, but
they are super cool with whatever they
can do to earn the money they need to
experience life on their terms. They are
also willing to help the team — in this
case, the company — win too!
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Mindless and meaningless
work will not engage them,
but they are super cool
with whatever they can
do to earn the money they
need to experience life on
their terms. They are also
willing to help the team —
in this case, the company

— win too!

They may stay with the company
if they need a specific benefit, such as
health insurance, but don’t count on it.
What they want is paid time off. Paid
time off allows them to do what they
like best, which is travel and experience
new technology. Fewer are getting mar-
ried at a young age and having children
because they are not ready for a home,
and they may have enormous student
debt that must be paid off. Although
owning a home at an early age is
beyond their sight, they will donate
dozens of hours to build a house with
Habitat for Humanity.

Money, job growth, paid time off
and an encouraging supervisor may
seem like a tall order, but the reward
will be worth it.
The return on
that investment
is a young, smart,
energetic, healthy
employee, who
can be amazingly
productive, who
can unfreeze your
computer screen in
a flash, and show
you how fast two
fingers can find
the best price and
quickest delivery
for that broken part
that has your entire
conveyor system
down. Although you
are completely frustrated, they see that
assignment as fun, and they can do
that without breaking a sweat. Their
bottom line is they get what they want,
and you get what you want.

The future of a business lies in
its ability to find and keep a stable
workforce. Because we know that as
many as 70 percent of employees come
to us through employee referral, the
challenge is to find the pathway that
leads everyone to a profitable company
where employees will be happy to be
a recruiting resource and will tout to
everyone that your place is “a great
place to work.” W
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NEWS BEAT

ERA ANNOUNCES
2018 CONFERENCE
COMMITTEE

INTEL TO BRING VR, Al
AND OTHER HIGH TECH
TO OLYMPICS

CELL PHONE USE WILL
STILL BE BANNED
DURING FLIGHTS

ERA has announced the appointment of the chair, vice chair and members of the committee
tasked with developing the program of its 49th Management and Marketing Conference, sched-
uled Feb. 25-27, 2018, at the AT&T Conference Center in Austin, Texas. The chair of the com-
mittee is Rick LaPiana of the Cain-Forlaw Company, and the vice chair is John Hutson, CPMR,
of the Maclnnis Group. Both are returning committee members.

In addition to LaPiana and Hutson, other returning members of the ERA 2018 Conference
Committee are: Holly Myers, CPMR, of Wallace Electronic Sales, who chaired the 2017 event;
Ken Bellero of Schaffner EMC; and Todd McAtee of Mouser Electronics, Inc.

New members of the committee are: John Beaver of GSA Optimum; David Foster of Sensata
Technologies; Barbara Jorgensen of Electronics Purchasing Strategies (EPS); Dawn Lowery, CSP,
of Sumer, Inc.; John O’Brien, CPMR, of Coakley, Boyd and Abbett, Inc., ERA Senior VP/Educa-
tion; Bryan White, CPMR, of Catalyst Sales, Inc.; and Cindy Williams of Vicor Corp. ERA staff
members on the committee are: Walter Tobin, CEO; Tess Hill, conference coordinator; Neda
Simeonova, Crowd Compass coordinator; and Stephanie Tierney, sponsorship coordinator.

LaPiana says, “I am so happy to be working on the 2018 National Conference Committee.
This year’s conference was incredible, and our 2018 committee is dedicated to taking another step
forward to ensure a meaningful and motivating educational experience for everyone who attends.
This will be a do-not-miss event.” For details about the 2018 ERA Conference, visit era.org.

Intel Corporation reported in late June that it would become a major sponsor of the Interna-
tional Olympic Committee, making the chipmaker the latest technology company to put market-
ing dollars behind the global sporting event. IOC President Thomas Bach and Chief Executive
Officer Brian Krzanich said Intel’s sponsorship will open up new experiences for athletes, fans
and spectators in emerging areas such as virtual reality. “We'll allow people online to feel like they
are there,” Krzanich said. Intel says it will provide 5G wireless technology, virtual reality, artificial
intelligence platforms and drones that could be used in aerial filming or light shows during the
Olympics. The Intel sponsorship deal extends through 2024.

Federal regulators have decided they will not roll back any existing restrictions on air travelers’
use of cell phones after all, according to a recent newsletter from Howe & Hutton, a Chicago law
firm whose clients include many trade organizations. A rollback of the long-standing cell phone
prohibitions was proposed by former Federal Communications Commission (FCC) Chairman
Tom Wheeler, who thought advances in in-flight communications had eliminated concerns about
cell phone usage interfering with pilot radios. However, Wheeler’s successor, Ajit Pai, has with-
drawn the proposal, calling it “ill-conceived” and not in the public interest.

(Left) At ERA’s Business and Hospital-
ity Center during EDS 2017 in May,
&l Tom Stevenson of Tom Stevenson As-
mocson sociates visited with ERA staff members
Stephanie Tierney (center) and Karin
Derkacz. New this year in the ERA
center was a private meeting space that
was used by many members.

(Right) The annual ERA-ECIA
breakfast program at EDS drew

a full house of reps, manufac-
turers and distributors to hear
Paumanok Publications CEO
Dennis Zogbi present his industry
outlook for the next year.
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MARKETING GROUP DIGEST

Gary Ponto, CPMR
GP Marketing
Kirkland, Wash.

AV market is
undergoing a shift

Troy Gunnin
Sun Rep
Tampa, Fla.

Impact of technology
on business
and day-to-day life
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The AV and security industries are doing very well so far this year. Installation companies are
very busy and looking to hire technicians to handle their current work demands. This is very
encouraging as many companies, which experienced reduced workloads during the recession
a few years ago, were laying off people. The forecast for both of these industries projects an
increase in sales of about 6 percent over 2016.

The business, however, has shifted from bid work to negotiated work for the most part.
Integrators are moving their existing customers into new technology, upgraded software and
hardware solutions for both AV and security application improvements. It is more profitable
for companies to go back to their existing customer base for upgrades rather than compete in
an open bid spec. This is also driving brand loyalty in the channels because, in most cases, they
don’t want to switch a customer from what was first sold to them. This is a nice change from
the lack of brand loyalty we have witnessed in the past few years.

We are also seeing IT companies entering the AV and security space, specifically in tenant im-
provement projects and new construction where structured cabling and network improvements
are a part of the overall scope of the project. This is mostly datacom, paging and sound masking;
however, we are seeing datacom companies getting into AV as more products are becoming IP
addressable. Integrators and electrical contractors are looking to grow by taking on as much as
they can of the low-voltage projects. They are subcontracting less of the projects to other compa-
nies if they can manage these systems internally.

The move in the industry from electrical contractors doing more of the low-voltage work is
driving a change in the distribution channel as well. Distributors are looking for more AV product
lines to fill the requests from their contractors who are branching out into the AV space. In turn,
the distributors who have primarily an electrical contractor, security or datacom customer base,
are driving AV into alternative channels. As reps, we need to get a handle on these new channels
of customers/integrators to capture the potential growth.

There is definitely a change coming in the AV market. National accounts and newcomers from
the electrical side of the market are challenging the traditional AV integrators whom reps have
worked with for years. Distribution is going to play a larger role in our businesses going forward,
which is very different for this industry. However, national accounts, datacom accounts and secu-
rity integrators that are looking to enter this market, or are already into AV projects, are buying
through a national distributor, so we need to support this new channel as well.

Do you remember the “Greatest Show on Earth?” No? Good, because now it is only a
memory. Here in Tampa, Fla., we are only a few miles from the home of Barnum & Bailey
Circus, and nostalgia reigns as we remember the excitement of the circus. The availability of
entertainment at our fingertips, movies as close as the “select” button on the remote, and the
desire for instant gratification make change inevitable. We see it all around us.

Do you remember when travel agents used to book our flights and hotel rooms? Do you
remember standing in line waiting for a cab, or trying to hail one from the street corner? Do
you remember when a company’s inventories played a large part in determining its worth?
Now fast forward to today. We probably use our cell phones to book a flight or hotel room, or
to schedule Uber, and the ride is waiting for us.

Now, about that inventory ... Airbnb is the world’s largest provider of accommodations,
and the company doesn’t own any real estate. Uber is the world’s largest car service but owns
no cars. Both have no inventories to manage, no supply chain to manage and very little
overhead to maintain. They don’t have to negotiate with any unions and don’t have too many
employees who require full benefits.

Let’s look back with a little more nostalgia. Do you remember the “Sears Roebuck Cata-



log?” First you had to fill out the order form and mail it in. Maybe a week later you received
your order. Now fast forward to Amazon where you place your order online, and in many
cases, your order is ready the same day.

Do you remember the typewriter? Does anybody still have one in his or her office? How about
the original 3M thermal copy machine and the innovative Xerox? Do you remember your first fax
machine? Today you can do all of these functions using a desktop, laptop or your cellphone.

Think about the position technology holds in our world today. The “Frightful Five” —
Apple, Amazon, Alphabet, Facebook and Microsoft are worth a combined $2.87 trillion. Who
will be the next technology giant?

Technology continues to shape the way we do business, and indeed, the very way we live
our day-to-day lives. What does that mean to us as reps? It means that we have to stay on top
of our game and utilize every tool available or we will become another “Greatest Show on
Earth,” a casualty falling behind as progress passes us by.

REPS, DISTRIBUTORS AND MANUFACTURERS:

Access to ERA
education programs
has NEVER been
easier or cost less!
All ERA WEBINAR files
are available for just
$20 per program for
members ($30 for non-
members). Listen and
learn WHENEVER and
WHEREVER you choose.

=

TITLES AVAILABLE:

- Becoming Your Reps’ Emotional Favorite + Boosting Your Time Management Skills
- Closing for Commitment Starts in the First 10 Seconds
- Consultative Selling Skills for Reps
- The Five Worst Mistakes Reps Make and How to Fix Them
+ Goal Setting: If You Don’t Know Where You're Going,
You'll Probably End Up Somewhere Else!

- | Hate Cold Calling: Alternatives for High Impact Prospecting
-Managing Your Line Portfolio - Negotiating with Both Customers and Principals
- Redesigning the Rep-Principal Relationship
- Strategic Planning for Any Size Rep Firm
- Time and Territory Management: Parts | and Il - Turning Objections into Sales
- Valuing, Buying, Selling or Merging a Rep Firm

For details and an order form, go to era.org.
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CHAPTER NEWS

Chapter News reports the local
activities of the 22 chapters

of ERA. The chapters sponsor
educational and training
workshops, local trade shows,
legislative and industry projects
to enhance the professionalism
of individual members and to
advance the goals and mission

of the national association.

CAROLINAS

The chapter held a board meeting on June
23,2017, and is continuing its monthly net-
working breakfasts throughout the summer.

CHICAGOLAND - WISCONSIN

On June 16, the chapter hosted a round
table discussion featuring expert engineer
panelists from Northrop/Grumman, Cambium
and Shure. Tom Trecziak, chapter president,
was the moderator.

The chapter also is preparing for its annual
baseball outing. This year, the event will be
held at a Chicago White Sox game, at Guaran-
teed Rate Field, on Aug. 2.

In addition, Joe Braun, CPMR, chapter
board member, recently participated as a co-
facilitator in the May ERA teleforum, “Time
and Territory Management.”

Bob Evans, CPMR, chapter board member
and chair of the Chapter Leadership Council
for ERA, is currently preparing for the upcom-
ing Chapter Officers Leadership Training
(COLT) event in the fall.

EMPIRE STATE
The chapter Annual Charity Golf Event
will be held at Ravenwood Country Club, on

COLT 2017 slated in October-November
ERA’s Chapter Officers Leadership Training (COLT) program is scheduled to

run this year in a one-hour webinar on Tuesday, Oct. 24, followed by an in-person

workshop on Wednesday and Thursday, Nov. 8 - 9 in Chicago.

COLT is a training program for anyone interested in taking a leadership
position in their local ERA chapter. Chapter officers, both current and future,
come together for an intensive program teaching practical knowledge, tips and
ERA insider information to help them meet the challenges of serving as a volunteer
leader. The COLT program details how to effectively run a chapter, including
hosting events, chapter bylaws, member recruitment, educational programming

and more.

COLT is coordinated by Bob Evans, CPMR, president of EK Micro and chair
of the Chapter Leadership Council, Stephanie Tierney, chapter management
coordinator for ERA, and Walter Tobin, ERA CEO.

“The COLT program remains a vital part of ERA. Program participants share
invaluable ideas, brainstorm, network and leave the program with a new sense
of wisdom and energy to take back to their chapters. We are looking forward to
another successful training program this year with a great group of candidates,”

Tobin said.

For more information on ERA’s COLT program, visit era.org/?p=16026.
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Monday, Aug. 8. A signature event, Empire
uses the tournament to raise money for a
scholarship, facilitate a cancer charity donation,
and have a day of fun with industry colleagues,
customers and members of the community.

Empire installed new board members as
directors who have been active in taking roles
in event planning, fundraising and chapter
management in 2017. The chapter thanks
Audrey Mastro of IEWC and Steve Bognacki
of Covalent Tech for stepping in and rolling up
their sleeves to keep Empire moving forward.

Empire also thanks departing board mem-
ber Scott Caliel of LD Allen for his service as
vice president of programming and especially
for his mentorship of the golf tournament.

FLORIDA - SUNSHINE

On June 5, the chapter hosted a rep-
distributor forum. ERA CEO Walter Tobin
opened the program with an ERA update. Ce-
sare Giammarco, special consultant for ERA,
followed with a presentation called, “Reps/
Distributors and the Manufacturers Channel
Directives-Singular Goal, Shared Challenges.”
Barry Farber, president of HHP Associates,
and Lisa Dietrich of Conley and Associates
also presented the 2017 DTAM survey report

at the event.

INDIANA - KENTUCKY

Indiana-Kentucky ERA is currently plan-
ning its annual golf tournament. The event is
set for Sept. 8.

NEW ENGLAND

The chapter held a program on May 3. The
“Technology Swap Shop” breakout presenta-
tion from the 2017 ERA Conference was
presented to reps, distributors and manufactur-
ers at the event.

'The chapter also honored Norm Maclnnis,
who received the ERA Life Member award at
the National ERA Board Meeting.

NEW YORK

The chapter held its 2nd Annual ERA Char-
ity Golf Outing on June 19 at St. George’s Golf
and Country Club, in Stony Brook, N.Y. The
event concluded with dinner, prizes and awards.
A portion of the proceeds from the event were
donated to several local organizations dedicated
to improving the welfare of veterans.

NORTHERN CALIFORNIA
The chapter held a Golf Classic on June 7
at the Santa Clara Golf and Tennis Club. The



event concluded with a barbecue at David’s
restaurant on the golf course.

PACIFIC NORTHWEST

The chapter announced the appointment
of two new officers. Dave Fitzgerald, owner
of WESCO Sales Group, was appointed as
chapter president, and Tim Doran, CPMR, a
second-generation owner of Doran Associates,
was chosen as chapter vice president.

The appointment of Doran and Fitzgerald
has been met with increased enthusiasm among
the chapter members, especially with the
involvement of the Seattle-based members. The
new officers will be instrumental in moving the
Pacific Northwest Chapter forward.

SOUTHERN CALIFORNIA

On June 7, the Southern California ERA
held a program, “Keeping Partnerships in Har-
mony,” at the House of Blues, in Anaheim, Ca-
lif. Bryan Shirley moderated a rep and distribu-
tor panel discussion. The panel included Bruce
Kellar of Sager Electronics, Robert Platter of
Future Electronics, John Crawford of Digi-Key,
George Gibbons of O’Donnell South and Dan

Parks, CPMR, of West Electronics.

SOUTHWEST CHAPTER

On June 23, the chapter held a “Cyber
Security” networking lunch. The guest speaker
was Jeff Shaffer, director of PricewaterhouseC-
oopers LLP. Shaffer joined PricewaterhouseC-
oopers in 2015 after 25 years with the U.S.
Secret Service as a senior special agent and
director of the top ranked Secret Service Digi-
tal Forensics Laboratory. Shaffer has worked on
hundreds of forensic investigations related to
cybercrime, IP theft and fraud, across numer-
ous industries including energy, retail, banking,
healthcare, telecommunications and federal/
state governments.

SPIRIT OF ST. LOUIS

The chapter welcomed Marshall Strouse to
its May meeting. He is currently an instruc-
tor at TechShop, a resource center including
mechanical (CNC/milling machines, water jet,
3D printer), electrical, software tools, classes,
etc. The TechShop resources are valuable to the
rep community because reps can direct small
and start-up customers to utilize this facility.

SAVE THE DATES!

ERA’s conference is coming back in 2018 on Feb. 25-27 in a return to
Austin, Texas, at the AT&T Conference Center.
Visit era.org for more details!
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ADVERTISE'in
Representor

THE VOICE OF MULTIPLE-LINE SELLING IN THE ELECTRONICS INDUSTRY

Don’t miss the opportunity to place your company's ad
in front of The Representor’s 3,000+ highly engaged rep,
manufacturer and distributor readers!

EXTENDED EXPOSURE

e Three months bonus exposure on ERA’s website at era.org for all ads
e Bonus distribution at the ERA Conference (Winter 2018 issue)

e Bonus distribution at EDS (Spring 2018 issue)

e Bonus distribution at Electronica Germany (Fall 2018 issue)

¢ Bonus distribution of all issues at ongoing ERA chapter events

QUARTERLY ADVERTISING OPPORTUNITIES INCLUDE

¢ Prominent display ad positions

e Simplified sizing options for classified advertising

¢ 20% discount on all classified rates for ERA members
* Full-page display ads for only $525

for all ERA chapters

Fall 2017 issue ad orders
are due by Sept. 8.
Reserve your ad online now
at era.org, or contact

Stephanie Tierney
at stierney@era.org.
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BUSINESS BOOK REVIEW

ERA Member Service Action Lines
Avis Car Rental..........cccoooevviiiiiiiiiiciecnennns

.era.org
(Click the link on the Member Services page.)

Budde Marketing ...........cccoooevvviiniiininnnnnns 708-301-2111
buddemarketing.com

Empowering Systems.............cccccvuniuruniinunnne. 888-297-2750
empoweringsystems.com

ERA Customized Survey Service...........cccoveurieuiinnne era.org
(Click the link on the Member Services page.)

ERA RepProtect.............. normanspencer.com/erarepprotect
ERA Teleforum Audio Library ...........cccccocovuniiininine era.org
ERA University (online courses)... era.org

EYOND: MRSware ....866-795-8386
mrsware.com
Hertz Car Rental .........ccccocvviiiiiiiiiiiccne era.org

(Click the link on the Member Services page.)

Insperity ... www.insperity.com
ITEM Media ...htep://item.media/
JJM Search 402-721-6590

jjmsearch.com

MRERF (CPMR/CSP programs)....
Rembrandt Advantage

mrerf.org
....800-292-7182
rembrandtadvantage.com
....888-243-0174

RepCare insurance.

Repfabric............ .844-737-7253 x225
RPMS software.. ....800-776-7435

rpms.com
Spyre Group. spyregroup.com/reps/index.htm
TSJM Group . ....603-560-1673

UPS shipping .......ccoovcuiiciiiiiiicic s era.org
(Click the link on the Member Services page.)

Consultants Available for Expert Access
Accounting & Taxes: Stan Herzog... ...847-564-1040
Executive Searches: Carla Mahrt ...402-721-6590
Insurance: John Doyle 888-243-0174
Legal: Gerald Newman.........cccoeuvueivicunnnes 312-648-2300
Rep & Mfr. Services: Bryan Shirley; CPMR .....267-620-6000
Rep Network Mgmt.: Cesare Giammarco ....401-595-7331
Start-ups: Alex Gabbi alex@al

g bbi.com

Other ERA Services & Publications
(Call 312-419-1432 or go to era.org.)
Locator Online Directory of Manufacturers’ Reps

Lines Available Service

Guidelines for: Becoming a Successful Rep; Establishing

and Benefiting from Rep Councils; Agreements between
Sales Reps and Manufacturers; Agreements between Stocking
Reps and Manufacturers; Agreements between Reps and
Sub-Reps; Agreements between a Rep Firm and Its Sales-
people; Evaluating a Prospective Principal; Evaluating a
Prospective Rep; Developing New Markets with Professional
Field Sales Reps

Line Portfolio Evaluation

Outsourced Field Sales: Adding Value for the Customer (CD)
Outsourcing Field Sales (Fortune Magazine Reprint)

'The Value of Outsourced Field Sales (EBN Reprint)

Selling Through Manufacturers’ Representatives

ERA Code of Ethics

Recommended Technical Standards for Distribution

Point-of-Sale Reporting
FAQs Manufacturers Ask About Representatives
Split Influence Recommendations for the Electronics

Industry

State Rep Commission Protection Acts
¢ ERA Membership Pins
ERA Logos

ERA Meetings & Programs
Board of Directors Meeting - October 2017
49th Management and Marketing Conference - Feb. 25-27, 2018

A book review and recommendation by Dan Beaulieu

Ask More: The Power of Questions to Open Doors, Uncover Solutions, and
Spark Change

by Frank Sesno/Foreword by Wolf Blitzer
Copyright: 2017

Price: $54

Pages: 249 and Index

Great interviewing tips from one of the pros

Yes, this is a book about asking questions. More importantly, it is a book about
the power of asking the right questions, in the right order to find out what you need
to know, when you need to know it and more.

Longtime CNN anchor and Washington bureau chief Frank Sesno has written a
book that is a tool that all of us can use. For those of us in business, the chapter on
how to ask the right questions of job candidates to ensure that you choose the right
candidate is in itself worth the price of the book. For example, questions such as
“You have to cut 15 percent of your budget.
What do you do? Where do you start?” can be
very helpful during interviews. I think I am
going to use these in every interview I conduct
from now on.

This is a book of questions for every occa-
sion — from finding new and innovative ideas
from your creative team to doing a confron-
tational interview with someone from whom
you have to get answers right away. It offers

advice about how to talk to famous celebrities,
including how to put them at ease enough to
give one of the best and most candid interviews
they have ever done. The book is also filled with many true-life examples from some
of the best and most famous interviewers in the world.

One interesting example in the book of how questions can change the course of
history is when a reporter asks President Reagan’s White House Press Secretary Larry
Speakes to talk about the AIDS epidemic back in 1982. Speakes did not even know
what AIDS was at the time. He tried to make a joke of the exchange, and in doing
so, he made himself and the president look bad.

I can’t say enough about this unique and very useful book. For anyone who has
to interact with anyone, this is the right book. For anyone who asks questions for a
living, whether it be a teacher, an investigator, a sales manager interviewing potential
sales candidates, or a turn-expert looking for the things he is going to have to fix,
this is the most important book on this subject I have ever read.

Dan Beaulieu is the president and founder of D.B. Management, LLC, a consulting firm
specializing in all aspects of sales, marketing and branding with a focus on rep-principal
relationships. His latest book is The PCB 101 Handbook which can be purchased online by
emailing danbbeaulieu@aol.com. Dan is also the author of “It’s Only Common Sense,”
a weekly sales column appearing at pcb007.com. Dan can be reached at 207-649-0879.
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CLASSIFIED ADS

REPS AVAILABLE

New brand...
Same dedication
to exceeding expectations!

Maclnnis Company
New England

CFE-MacInnis
Metro New York, New Jersey

CFE-Maclnnis
Mid-Atlantic

Maclnnis Group

Manufacturers’ Representatives

375 Vanderbilt Avenue, Norwood, MA - 781-762-8090

1650 Sycamore Avenue, Suite 9, Bohemia, NY - 631-567-3377

dio Vatic

Dytec-NCl Ing.
317-578-0474
www.dytecnci.com

Since 1975, Dytec-NCl has been providing
professional technical electronics sales
representation in the Midwest
(IL, IN, 1A, WI, OH, MI, W. PA, KY) region.

e Are you a technical salesperson looking for
a new challenge? We currently have openings
for outside Sales Engineers in our IA, WI, and
IL markets.

e Are you looking to merge or sell your rep firm?

e Are you a manufacturer looking for sales
representation?

If you answered YES to any of these questions,

Please contact Dan Connors at 317-919-0000 or
email dconnors@dytecnci.com to discuss further.

~ Over 35 Years of Integrity, Determination and Results ~

EPI Technologies, Inc. is a
Best-In-Class Manufacturer’s Rep Firm

Are you a best-in-class manufacturer pursuing rep firms
that are also best-in-class but already working for a
competitor? Look no further, EPI Technologies is the
firm for you. We are a multi-person agency that offers
outside sales, inside sales support, marketing plans,
market research and customer service to our
manufacturing partners.

We serve IA, IL, IN, KY, MI, MN, MO, NE, ND, OH, SD
and WI. Call us today to learn more.

Mike Saxton
President & Owner
847-395-1776
mikes@epitechnologies.com
www.epitechnologies.com

S
Hi

TECHNOLOGIES, INC,
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DORAN ASSOCIATES

Serving the Pacific Northwest since 1968

OREGON
1500 NW Bethany Blvd. Suite 200
Beaverton, OR 97006
503.640.4500

WASHINGTON
19125 NORTHCREEK PKWY. SUITE 120

P
ENGINEERED! COMPONENT SALES
SERVING OEMS & DISTRIBUTORS

D@R{&KLES.CO M

i

ASSOCIATES

Our most important assets are
customers and principals.

For experienced, professional representation in
Chicagoland, Wisconsin and NW Indiana, contact

Rich Hobby, CPMR
219-226-0539
richh@rahassoc.com




CLASSIFIED ADS

REPS AVAILABLE REPS WANTED

PROTOTYPES
PRODUCTION

“THE RESPONSIVE COMPANY”

Manufacturers’

Representative Proven
PCB Source
Since 2003

Responsive to Customers, — ~k
Distributors and Principals " SUPe!C B_-‘ www.superpcb.com

INIKY/OH/MI O R
715 N. Senate Ave., Quality PCB Supplier seeks
Indianapolis, IN 46202 sales representation.
317-612-5000 FAX 317-612-5005 Rigid PCB, Flex PCB, Rigid-flex PCB, Aluminum PCB, RF PCB, etc.
carol_cohen@ccrep.com Fast turn prototypes and high volume productions.
www.ccrep.com Quality certifications (1IS9001, UL and TS16949).
We make it easy for you! Bring us RFQs, we handle the rest!
Very competitive pricing means you can close a high
percentage of sales!
19 Years Serving the SW High quality + low cost = great earning potential!!
PCB Design, Fabrication & Assembly,
Flex Circuits, Metal Fabrication, Wire & Contact us today!
Cable Assembly, Precision Machining Jeff James
E-mail: jeff.j@superpcb.com
BILL MILLER « bill@bmatech.com Phone: 214-550-9837, Ext. 710
TECHNOLOGIES Call 972-740-0993
Electronic Mfg Representative Visit www.bmatech.com

REPS WANTED

HUFFY CONTROLS, INC.

wnwftyoontls com 442240673 MR PRODUCT SELECTION GUIDE
Y TS1 Series SAT Series ;
g&';ﬁ HE2 SERIES Rt insTes Eﬂﬁ:&u
wu\ﬁ SEALED, ROBUST HALL EFFECT FINGERTIP Fall Bfoct Techoology Hall Bfect Tockaclogy Bl BfectTechnolegy
(S JOYSTICK e et Sprig et SpeagBetan
* ALL CONFIGURATIONS lPd? SEALED Satled Room. 307 Defectizn from Cester 13° Deflecton i Cozter
FOR HARSH ENVIRONM Py vw Paal) Fully Sealed (TPST Above Panel) Fally Sealed (P67 Abore Puzel)
* ELASTOMER OVERLAY HANDLE PROVIDES :f'ﬁnmwm :;‘x&oﬂm WW)NM
A SOIT TOUCH FEEL WITH OPTIONAL eghe <1" Kbowe Fanal Buight
INTEGRATED PUSHBUTTONS.
* ROBLST STARLESS STEEL AND BRASS EI Se!‘ Hﬂ se .
XY MECHANISM < 'u ries
* PRE-PROGRAMMED PROPORTIONAL 2 ord A Joystick Zee 3 his oysick
ANALDG OUTPUT OR USE ecisi Procisin Fall Bt Precision Hall Elfect
Fiagartp Cenmelled Fingertp Controded
A S oG OnoNs { Speg et Cotc Spring B b e
8 Million i Cycles £ ¥ilioa e Cycles
T Seled up o ST Seed i BH
G 'l“‘ HE3 SERIES g [1BudeOpen 10Hann Opions

INDUSTRIAL FINGERTIP HALL EFFECT

JOYSTICK WITH REDUNDANT SENSOR HS1 Seri

]
TECHNOLOGY 455 ey Tt Swih
* AVAILABLE 1N 708 3 AXES Fully Sealed to 8]

* EACH AXIS PROVIDES DUAL REDUNDANT
ANALOG CUTPUT -

* INDEPENDENT 5V POWER SUPPLIES —
-mm WORWME— -

PAREL FLANGE

GENERAL NOTES:

T+ BUNLD EACH PRODUCT USING OUR WEBSITE
. ~ SIMPLE TO BUILD & GUOTE ANY CONTROLLER

05/25/43VD0

mmﬁcnww
- FRODUCT DIMENSIONS AND MOUNTING INFO.
- CONFIGURATION GUIDE

* DOWNLOAD 30 FLES OF PRODUCT ONCE BUILT

AL PRODUCTE ARE DESIORED, UANUFACTURED A STOCKED
14 OUA CAALSHAD. CA FLANT WITH A 3 WEEK LEAD TIME
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Powerful Tools
Powerful Results

10-minute lessons for sales managers, reps, and sales
engineers that can last a career.

Keep your sales team focused, motivated, inspired, and skilled.

Specifically for highly technical, complex sales.

Add millions to the bottom line.

Nicki Weiss

The SalesWise Academy delivers the tools and support you and your team need.
Visit www.saleswiseacademy.com or contact us at (416) 778-4145 or e-mail nicki@saleswise.ca
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MRERF stands ready to partner with you.
ENROLL or call us today! www.mrerf.org 303.463.1801

YOU can impact your bottom line, energize your management and rep teams,
improve your link between manufacturers and reps, define and implement your
succession plan - TODAY.

UPCOMING MRERF CLASSES
CPMR: 2108 (Certified Professional Manufacturers’ Representative)

I Your opportunity to access exceptional subject matter experts, build and
develop your business foundation and avoid the rep firm potholes on your
path to success. Set yourself apart from the pack as a CPMR.

AUSTIN, TX January 7-12, 2018
at the AT&T Conference Center

CSP: 2017 (Certified Sales Professional)

[ Becoming a sales professional didn’t come with a user’s manual. Get the
consultative selling tools, and certification you need, right here!
DENVER, CO  April 3-7
BOSTON, MA May 16-18
DENVER, CO September 11-15
CHICAGO, IL  October 9-13

MBP: 2017 (Manufacturers Best Practices)

M Facilitation and conversation with MRERF certified subject matter experts,
and manufacturers across industries, will uncover tools and resources to boost
your processes and bottom line.
DENVER,CO May 22-24
KANSAS, MO September 25-27
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Electronics Representatives Association
era 1325 S. Arlington Heights Road, Suite 204

Elk Grove Village, IL 60007

Road Warriors Welcome

Let Allied’s Sales Offices throughout North America
be your home base for:

e Local account and territory planning
e Joint customer fairs
e Joint sales calls

R -
CANADA Local training

ALLIED ELECTRONICS®

thinkallied.com e 1.800.433.5700

© Allied Electronics, Inc 2017.



