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The Value of Reps:
A Renewed Look

Effective tools to drive
business relationships



In one respect, the breakout session presented 
at the ERA Conference in Austin, Texas, “Taking 
A Fresh Look at Manufacturers’ Reps,” was the 
last step on a journey. In another respect, it was 
the first step on other journeys as participants 
apply the material to their own businesses.  

The journey to Austin
For us, the journey began in mid-2017 

when ERA CEO Walter Tobin asked us to be 
part of a team tasked with creating a “value of 
reps” presentation. The current dynamic market 
environment with manufacturers’ leadership 
regularly changing, along with ongoing M&A, 
are routinely challenging the rep-principal 
relationship. It was critical that a rep value 
proposition be available that not only reflects 
today’s rep capabilities, but 
definitively matches those 
capabilities with the needs 
of the manufacturers. 

As ERA consultants, 
our role was to bring the 
manufacturers’ perspective to 
the organization. The other 
team members whom Walter 
assembled included some 
icons in the business: distri-
bution leaders Alex Iuorio 
and Craig Conrad; manufac-
turing executive Tim Conlon; 
and rep owners Mike Lasley 
and Tom Griffin, CPMR. With the broad range of 
real-time experience that this team had, the stage 
was set for a comprehensive and objective look at 
the value of reps. 

In the past, some team members had created 
independent presentations and white papers on 
the topic. After several conference calls to align on 
the general direction of the presentation, Walter 
decided that it might be best for a couple of us 
to try to synthesize the team’s input into a draft 
presentation. We were selected to pull it together. 
For the next few months, we worked to distill the 
key messages into a meaningful presentation. 

Our first decision was that this should not be 
a presentation per se. It truly needed to be a tool, 
one that a rep can use to create a framework for a 
discussion with a manufacturer. Fortunately, the 
concept fit perfectly with the theme of the 2018 
ERA Conference, “Tools of Our Trade — Con-
structing a Successful Future.” 

Next, we accepted that there is no perfect 
answer for every situation. A manufacturer’s 
selection of the most appropriate channel 
strategy for his or her business is dependent on a 

range of variables such as: What is 
the segment and regional strategy? 
Is my product unique or a com-
modity? What role does distribu-
tion play? 

As a result, we aimed for mate-
rials that were directionally correct 
but not perfect. We believed that 
approach would be the best for a 
discussion. 

Finally, while we were not reps 
ourselves, based on our experi-
ence, we had a clear sense of what 
manufacturers require from their 
sales channels. Thus, we grounded 
our materials on the needs of 
manufacturers. 

The goal is for 
reps to take this 
presentation mate-
rial, modify it based 
on the individual 
situation, and use 
it for a meaning-
ful discussion 
with manufactur-
ers. Whether the 
manufacturer is one 
that is considering the rep model 
or one that is challenging it, this 
is a tool that would resonate with 
either audience.

Manufacturers’ needs
The cornerstone of the presentation is our 

perception of typical manufacturers’ needs from 
their sales channels — direct sales, distribution, 
manufacturers’ reps and e-commerce: 

• Advocacy of manufacturers’ products  
with customers;

• Manufacturer control and influence on sell-
ing resources; 

• Product expertise;
• Customer fulfillment experience;
• Customer demand creation experience; and
• Full market coverage.
For each of these needs, the presentation 

addresses how reps can fulfill and support what 
manufacturers are looking for from their sales team.

Setting the stage
The initial presentation slides are geared to 

bring the audience up to speed on the ever-
changing dynamics of the business environment. 
The emphasis is on versatility and the ability to 
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(continued on next page)

The goal is for reps to take 
this material, modify it 
based on the individual 
situation, and use it for 
a meaningful discussion 

with manufacturers.

ERA consultants John Simari (left) and Cesare Giam-
marco (right) presented a breakout seminar, “The Rep 
Value Proposition: Taking a Fresh Look at Manufacturers’ 
Reps – A Framework for Discussions,” at the 2018 ERA 
Conference in Austin, Texas.

by Cesare Giammarco and John Simari 
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COVER STORY:  Value of reps: renewed look
(continued from previous page)  

(continued on page 20)

quickly adapt to the changing customer land-
scape. Customers continue to move, geographi-
cally, strategically, technologically and in how 
they expect to be served. A static sales organiza-
tion cannot move quickly enough to match these 
customer moves. Manufacturers’ reps, with their 
multiple lines and local relationships, are well 
positioned to quickly adapt to the ever-changing 
needs of the customer.

The ever-growing presence of e-commerce is 
addressed and how, although it may be an inde-
pendent go-to-market strategy, it may still require 
local sales presence to optimize its benefit.

From a manufacturer’s perspective, the fully 
loaded cost of acquiring and retaining a direct 
sales force can be extensive. Not having a local 

stable sales team creates disruption for the cus-
tomer and has a negative impact on the manufac-
turer’s top and bottom lines.

Reaffirming what a current manufacturers’ rep is 
as compared to a perception based on past experi-
ence, or none at all, is important to best align with 
the manufacturer’s needs. We wanted to include a 
current view of today’s manufacturers’ rep. 

The thermometer
We wanted to find a way to show how the 

relative ability of each of the sales channels 
addresses a specific need of the manufacturer. 
We chose to use a thermometer as a fun way to 
depict this. The sales channel that is best posi-
tioned to address the need would be at the top. 
For example, if “advocacy” is the most important 
need, then direct sales is probably the best option 
to satisfy this need. If “full-market” coverage is 
considered, then distribution is probably best 
positioned to meet this need. Each one of the 
manufacturer’s needs are reflected from a relative 
perspective on a thermometer with relevant com-
mentary on each slide. In all cases, how a rep can 
either directly or collaboratively support the need 
is noted for discussion purposes.

Again, this is a qualitative tool, not a quantita-
tive tool. We fully expect that others may disagree 
with the placement of the sales channel elements 
on each thermometer, and that’s fine. It means 
that people are thinking through these topics and 
tailoring them to their own needs. We hope that 
this will be a great part of the discussion with 
any manufacturer: Are these the most important 
needs? What would you add? Do you agree with 
the relatively ability of the sales channels to meet 
these needs?

We also put together a slide that details what 
we believe is the value reps bring to the distribu-
tion channel. Although this is referenced on other 
slides, we wanted to add a summary of this value 
if needed for the respective audience. 

Closing the deal
We have two “discussion guidance” slides with 

suggested steps manufacturers can take to either 
confirm the rep model will work for their business 
or how to objectively address concerns with a 
challenge to the model.  

The appendix contains a variety of important 
information slides that again may be relevant 
to the audience: slides validating the financial 
benefits of the rep model; how reps use the com-
missions received to fund their business; how a 
manufacturer benefits from the rep model on 



SOMEONE  YOU  SHOULD  KNOW

Tell us a little about yourself. 
I live in the Charlotte, N.C., area with 

my wife of 35 years, Donna. We have three 
adult children who all live in the Charlotte 
area also. I have been with South Atlantic 
Component Sales (SACS) for 25 years where 
I hold the position of managing partner. I 
am currently the chairman of the board of 
the Carolinas Chapter of the Electronics 
Representatives Association (CERA) after 
serving as president the past four years. 

How long have you been an ERA 
member and how long in the electronics 
manufacturing business? 

SACS has always been active in ERA. I 
joined the CERA board about eight years 
ago and became more involved personally at 
that time. We have an active chapter, led by 
President Buzz Reynolds, and a great blend 
of rep and distribution members. I have been 
in the rep business since joining Conley & 
Associates in 1980.  

How did you become interested in 
being a rep in the electronics industry? 

I grew up on a dirt road in a small town 
in central Florida. Johnie Conley and his 
family were our neighbors, and he hired me 
after I graduated from college. I had no idea 
what a rep was or did, but I had great teach-
ers/mentors in Mr. Conley and many others. 
I will be forever grateful to Mr. Conley for 
giving me my start in this industry. 

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

The friendships made through the years 
with coworkers, customers, principals, fellow 
reps and distribution partners are undoubt-
edly the most worthwhile part of being a rep. 

Briefly describe your company.
Founded in 1987, SACS started as a 

seven-state rep firm covering the Dixie states 
and Florida. We now cover 11 states as we 
expanded into the mid-Atlantic states about 
10 years ago. We have both a component 
and systems line card. We have five owners 
currently, including myself, Dave Winner, 
John Hurd, Todd Ford and Keith Bonucchi, 
all CPMR graduates. Although spread out 

over a large area, we are a close-knit group. I 
greatly value the relationships I have with my 
SACS brothers and sisters.

What recent innovations, best practices 
and/or changes has your company made?

SACS strives for continuous improve-
ment. Recently, we have upgraded our web-
site via Spyre, added a SACS LinkedIn page 
and increased our involvement with ERA. 
SACS’ Todd Ford and James Brooks serve 
as officers in the recently reactivated Dixie 
Chapter of ERA.  

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?

SACS has gained significantly from its 
association with other ERA reps, both locally 
and nationwide. We gain valuable customer/
market information at CERA’s networking 
breakfast meetings and have received recom-
mendations for new lines from our fellow 
ERA reps across the land. 

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

I am trying to become more active, mainly 
on LinkedIn. With the help of my daughter 
Jessica, we have established a SACS LinkedIn 
page where we post SACS updates and follow 
our partners and connections, like ERA, from 
my personal and business social pages.  

What are some things you enjoy outside 
of the workplace?

When I am not working, I enjoy reading, 
church and family activities, such as game 
nights (Linkee is my new favorite), escape 
rooms, ballgames and movie outings. We also 
like to vacation as a family and enjoyed a trip 
to San Francisco last summer. 

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

My sons and I are on a quest to visit all 
30 Major League Baseball ballparks. We 
have 22 down and only eight to go! This 
summer, we are heading to Dallas to visit 
the Texas Rangers.
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Greg Thompson, CPMR 
Managing Partner
South Atlantic Component Sales (SACS)

	 With so many ERA members, it 
is not easy to get to know every rep, 
manufacturer and distributor in the 
business.“Someone You Should Know” is 
The Representor department that gives 
readers the chance to learn about fellow 
ERA members, including how their time 
is spent both in and out of the office.
	 Meet Greg Thompson, CPMR, 
managing partner at SACS, located in 
Charlotte, N.C.
	 The Representor asked Greg a few 
questions about his time in the rep busi-
ness and his experiences with ERA. Here 
is what he had to say.
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New York ERA is proudly 
led by these volunteers:

Chairman of the Board: 
John Beaver
GSA Parallax

President 
& National Delegate:

Steve Alford
Superior Technical Solutions 

Corp. 

VP / Membership & Secretary:
Paul Pacent

Pacent Engineering Corp.

Treasurer:
Art Rea

Distribution Advisor:
Jeff Bergstein
GSA Parallax

Board Members:
Rick Vairo

Aurora Marketing

Robert Foertsch
Win-Cor Electronics

For information about 
New York ERA, visit 

erametrony.org

Aurora Marketing, Inc. 
(The Aurora Group)

www.auroragroup.net
rvairo@auroragroup.net

Cambridge Allen & Assoc., Inc.
www.cambridge-allen.com
gary@cambridge-allen.com

CBA Empire
www.cbaempire.com

cchapman@cbaempire.com

CFE-MacInnis
www.cfe-macinnis.com

hank@cfe-macinnis.com 

Fusion Sourcing Group, Inc.
www.fusionsourcingcom

ctanzola@fusionsourcing.com

GSA Parallax
www.gsatech.com

jbeaver@gsatech.com

R. P. Luce & Co., Inc.
www. rpluce.com

rich_boziwick@rpluce.com

Metro Tech Rep LLC
www.metrotechreps.com
toby@metrotechreps.com

Pacent Engineering Corp.
www. pacentengineering.com
paul@pacentengineering.com

Prime Manufacturers Representative
www. pmr-rep.com

mwasiluk@pmr-rep.com

SJ Associates, Inc.
www.sjassoc.com

mwachtel@sjassoc.com

Smith/Hartman Co.
(div. of Sidney Smith Assoc., Inc.)

smhtmnco@aol.com

Spectrum Sales
www.spectrumsales.com 

david@spectrumsales.com

Superior Technical Solutions Corp.
www. superior-tek.com
sales@superior-tek.com

Sylvester Sales Associates, Inc.
sylsales@earthlink.net

www.sylvestersales.com

Three Technologies LLC
www.threetechnologies.com

jfrank@threetechnologies.com

Vertical Engineering Sales 
www.verticalengineeringsales.com

eprevot@verticalengineeringsales.com

WIN-COR Electronic Sales Corp.
www.win-cor.com

wilson@win-cor.com 

For top sales coverage in metro 
New York, lower New York State, 
Long Island, northern New Jersey, 

Fairfield County, Connecticut, 
count on these member firms of
 
New York ERA!
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Finding qualified, passionate, new talent 
for your small to medium-size business 
can be a major challenge. With the entire 

manufacturers’ rep business model, manufactur-
ers, rep firms, distributors, wholesalers and even 
retailers all recognize the expensive time-sync 
in trying to find an energetic workforce for 
their tomorrows. Most realize that those peers 
and competitors who are successful have had to 
deliberately invest expensive resources and time 
to fill their candidate pipeline. 

PIPELINE. We’re all well-versed when it 
comes to a sales pipeline, but then wring hands 
and sweat bullets when it comes to find-
ing, onboarding and launching new sales and 
organizational talent for our own firms. No one 
will argue that recruiting is a major resource 
drain with no guarantees. Consider the benefits 
that many small to medium-size businesses are 
experiencing by using internships. 

According to www.internships.com, there are 
10 profitable benefits to internships.

	 1. Find future employees; year-round, local, 
and repeatable;

	 2. Test-drive the talent beyond the initial 
interview. Try out the fit while getting 
added manpower;

	 3. Increase productivity by handing off tasks 
and freeing up your experienced employees;

	 4. Increase employee retention rate as 

studies have shown that 40 percent of 
employers reported higher five-year 
retention rates with employees who 
started as interns;

	 5. Enhance perspectives through new 
talents’ ideas, strengths and skill sets;

	 6. Add low-cost labor without fully bur-
dened expenses and with very motivated 
attitudes;

	 7. Find candidates free-of-charge 
through local colleges, universities and 
trade schools, or by publishing on web-
sites like www.internships.com;

	 8. Build community collaboration and 
business goodwill by engaging local 
candidates;

	 9. Get out of the competition with 
big-name businesses looking for full-
time employees; and

	 10. Facilitate repeatable success with 
opportunities to grow. Students talk 
among themselves!

The ERA White Pin Group — through 
contributing members Mark Motsinger, 
Ellen Coan, Matt Cohen and Bryan 
Shirley, working with me — have found 
the challenging conversation of attracting 
(and keeping) workforce talent is not new. 
What makes the objective now different, 
is a specific focus to address this issue with 
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Liz Beerman, MA, CSP

Liz Beerman is past 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 for 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@mrerf.org.

(continued on page 34)

Photo courtesy of Pressfoto / Freepik. 

by Liz Beerman

Reaching 
profitable  
rep interns 
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Deepest thanks to these 
generous sponsors of ERA’s 
49th Management and 
Marketing Conference!

Save the dates — Feb. 24-26, 2019 — 
for ERA’s 50th anniversary conference! 

KEYNOTE Sponsor
Digi-Key Electronics

DOUBLE PROGRAM Sponsor
Sensata Technologies

PROGRAM Sponsors
Avnet Electronics
Master Electronics

Triad Magnetics
TTI, Inc., Sager & Mouser Electronics

DIAMOND Sponsors
 American Bright Optoelectronics Corporation

Cain-Forlaw Company
Catalyst Sales, Inc.

Empowering Systems, Inc. 
Fralia Company & Associates

Kruvand Associates
Norris & Associates

Schaffner EMC

PLATINUM Sponsors
Aces North America / DNA Group

Allied Electronics
Arkco Sales, Inc.

Astron Electronics, Inc. 
Bivar

Brainard-Nielsen Marketing, Inc.
Budde Marketing Systems

CC Electro 
Coakley, Boyd and Abbett, Inc.

Codaca (Shenzhen) Electronic Company
Control Sales, Inc. 

Cornell Dubilier Electronics
D-M Associates, LLC

Doran Associates
EK Micro

English Technical Sales
E-T-A

Hughes-Peters
MacInnis Group

Mel Foster Company
R. C. Merchant Company

Mornsun Guangzhou Science & Technology
Net Sales Company
New England ERA

PLATINUM Sponsors, continued
Newark element14

Northern California ERA
O’Donnell South, Inc.
Pacific Northwest ERA

Performance Technical Sales
Pinnacle Marketing

Qualtek Electronics Corporation
Rutronik, Inc. 

South Atlantic Component Sales (SACS), Inc.
TDK-Lambda Americas

Wallace Electronic Sales
WESCO Sales Group

GOLD Sponsors
Astec Components

Aurora Group
Chicagoland-Wisconsin ERA 

Dedicated Computing
Erickson Sales, Inc.

Florida-Sunshine ERA 
Fusion Sourcing Group

GSA Parallax
Huntsinger Group, LLC

JJM Search
Laird

New York ERA
Otto Engineering

Para Light Corporation
RFMW, Inc.

Rocky Mountain ERA
SMC Diodes

G. L. Smith Associates
Spectrum Sales

Sunland Associates
Tech Marketing

Vicor Corporation

SILVER Sponsors
Carolinas ERA

Conquest Technical Sales
Empire Technical Sales
Indiana-Kentucky ERA

Michigan ERA
Octopart

Schoenberg, Finkel, Newman & Rosenberg, LLC
Signal Enterprises, Inc. 
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When I was wearing a young(er) man’s 
clothes and was on the road selling electronic 
components, I would work hard all month 
to hit my budget. I would track my progress 
each week with my sales manager to assess 
my progress and get his/her advice as to what 
I needed to do better to hit my goal and 
achieve success for the month.

The month would end and, voila! I hit my 
budget (OK, sometimes I missed it but work 
with me here!) ... Whew! Success! I can relax 
and bask in the glory of success! 

However, I had this one sales manager 
who would review my performance for the 
month, hand me my sales budget for the 
next month, and tell me: “The rock is back 
at the door.”

All of my hard work and pushing that 
rock (my sales 
budget) up the 
hill for a month 
and achieving 
success, now 
meant little if 
anything. It was 
a new month and 
a new budget — 
another new, and 
perhaps, larger 
rock to push up 
the hill! I was 
allowed no more 
than a day to 
relax and bask in 
my success before I had to get back to work.

I never forgot this analogy. Success is 
fleeting, and there will always be new and 
bigger rocks that need pushing up new and 
steeper hills!

ERA just completed a GREAT conference 
in Austin. It was a HUGE success! Our many 
conference volunteers and sub-committees, 
under the leadership of the Conference Chair 
Rick LaPiana, rocked the house! They owned 
that rock and drove it up a huge hill ...

So ... what’s next?
The rock is back at the door!
We have already begun to plan for 2019! 

ERA has renewed its contract for the AT&T 
Conference Center in Austin, Texas, for Feb. 

24-26, 2019. Mark it down. Write It Now 
(WIN). We want to make 2019 an even bet-
ter conference with YOUR help and involve-
ment ... BUT we will need your help to push 
this bigger rock up a steeper hill! 

Our membership expects a world-class 
event for sure. 

John Hutson, CPMR, president of Ma-
cInnis Group, is the 2019 conference chair. 
He is putting together a team for the various 
committee chairs and subcommittees. Raise 
your hand up and let me or John know that 
you want to help us “push the rock.” 

In addition to the conference, ERA is 
heavily involved with ECIA in planning the 
EDS Connects Leadership Summit 2019 
event in Las Vegas on May 15-18. We have 
booked an exciting speaker for the ECIA/

ERA break-
fast session on 
Thursday, May 
17, at 6:45 a.m.  

Elizabeth 
Laderman, 
senior outreach 
economist for 
the Federal 
Reserve Bank of 
San Francisco, 
will deliver a 
presentation 
entitled “Recent 
U.S. Economic 
and Financial 

Developments and the Outlook.” I am con-
fident that her presentation will prove to be 
most timely and very helpful for all attendees.

EDS is a great venue for all of us to meet 
with our rep, manufacturer and distributor 
partners to share best practices, make new 
friends and reconnect with old ones. The 
Mirage Hotel is a great venue for this event 
— exciting, fast-paced and lively for sure. 

Stop by the ERA pavilion to meet our 
great staff, have a coffee and use our area as 
your base of operations. We would love to 
see you!

All of us at ERA will look forward to see-
ing you there ... And remember: The rock is 
back at the door!

EXECUT IVE  COMMENTARY

by Walter E. Tobin
ERA CEO
e: wtobin@era.org
p: 617-901-4088

The rock is back at the door!
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Abbey Sales Corp.
630-778-6966

patpajor@abbeysales.com

Advanced/PLM Sales & Marketing, Inc. 
847-695-5208

danb@advancedplm.com

ALT Technical Sales
630-373-4151

tomt@alttsinc.com

Artmor Ltd. of Wisconsin
262-569-1555

terry@artmor.com

Brainard-Nielsen Marketing, Inc.
847-734-8400

paul@bnmsales.com

Cain-Forlaw Company
847-202-9898

rick.lapiana@cain-forlaw.com

Carlson Electronic Sales Associates
847-956-8240

barryc@cesa.com

Control Sales
847-595-2110

kingc@controlsales.com

Dytec-NCI
847-980-8077

mlinke@dytecnci.com

EAS Sales - A Mel Foster Company
847-843-9700

freds@eassales.com

Eclipse Technologies, Inc.
262-754-0340

eallen@eclipse-tec.com

EK Micro
847-776-1758

bevans@ekmicro.com

Electronic Instrument Associates, Inc.
630-924-1600

frank@electronicinstrument.com

E M Sales, Inc.
847-772-6797

sales@em-sales.com

Emtronics, Inc.
800-258-3963

leej@emtronics.com

EPI Technologies, Inc.
847-395-1776

mikes@epitechnologies.com

ESA Technical Marketing
630-428-5662

tomm@esareps.com

Huntsinger Group, LLC
414-353-4874

jeff@huntsingergroup.com

L & W Power Corp.
630-448-5760

jdevine@lwpower.com

Larsen Associates, Inc.
262-293-9402

tcollette@larsenwi.com

Metcom Associates Corp.
847-993-1100

martyr@metcomassoc.com

RAH Associates
219-226-0539

richh@rahassoc.com

Rendell Sales Company
773-539-1820

bradr@rendellsales.com

Select Technology Group
630-539-1980

erics@stechnologygroup.com

Somers-Stanton, Inc.
847-732-7464

toddsomers@somers-stanton.com

Sumer, Inc.
847-991-8500

canderson@sumer.com

Synmark Sales, Inc.
847-390-9696

sales@synmark.com

Tech-Tron Sales, Inc.
847-843-7530

techtron@techtronsales.com

Richmar Electronics Corp.
630-968-0118

martins@richmarcorp.com

R. O. Whitesell & Associates
847-813-5770

mark_sekulich@whitesell.com

Victory Sales
630-421-2804

info@victorysales.com

DISTRIBUTOR MEMBERS
 

Hughes-Peters
262-542-9800

bfinnecy@hughespeters.com

Newark element 14
414-807-8653

mbychinski@newark.com

For details on Chicagoland-Wisconsin ERA,  

go to chiwisera.com.

The most productive and high-performance industry professionals belong to  

CHICAGOLAND - WISCONSIN ERA!
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There’s lots of talk these days about the 
extinction of the field salesperson. The premise 
for this argument rests on the customers’ appar-
ent ability to find everything they need on the 
internet, eliminating the need for a salesperson 
to call on them. 

Most field salespeople would likely agree 
that customers can be “less accessible” than 
they once were, but that’s not because they 
don’t “need” us any more. The voice of the 
customer will suggest something quite the con-
trary, in fact. We just need 
to listen in order to under-
stand the key to customer 
access and engagement. 

Talk to your customers, 
and most will agree that the 
internal resources available 
to them at their companies 
have been reduced. With 
consolidations, restructur-
ing and the incessant drive 
for bottom-line numbers, 
everyone is feeling the pinch. 
Where once OEMs were 
quite vertically integrated 
and staffed across the disci-
plines needed to design and 
produce their products, today’s model is quite 
different. More and more are either outsourced 
or consolidated to shrinking internal resources. 
It is the classic story of being asked to do more 
with less, and in many instances, for less!

It’s no wonder that our customers are more 
discriminating as to how they use their time 
and how much, or little, of it they make avail-
able to salespeople. That said, they are desperate 
for resources to help them achieve their goals 
and objectives. Where once those resources 

were internal and readily available, in today’s 
world of more with less for less, those who 
bring resources to the table have ready access 
to their customers as they are seen more as col-
laborators than simply salespeople. 

It’s difficult to establish that type of relation-
ship with the customer because you must have 
some access to get the audience, to understand 
the customers’ needs, and offer your resources 
and solutions to those needs. 

Manufacturers’ representatives have a 
unique advantage as 
they can engage with the 
customers’ design teams on 
many levels with a variety 
of resources from their 
principals that apply to the 
customers’ needs. Once the 
connection is established 
based on delivering real 
value to the customer, the 
rep can build on that access 
as a collaborative resource. 

There is a caveat, how-
ever, and one we all need 
to remember as customers 
grant us access based on a 
sense of perceived value. It 

is critical that we take the time to understand 
their needs and bring real resources to the table 
each and every time we meet. 

As we plan our customer visits with that 
next principal coming to town, we all need to 
keep that in mind. Our customers will wel-
come us back, and in fact, pull us in, as long as 
we do just that! They need outside resources to 
make those bottom-line numbers, and the field 
salesperson is the one who can deliver those 
resources. Don’t let anyone tell you otherwise!

FROM  THE  TOP

Bringing value and resources are key 
to customer access and engagement

by David Norris
Norris & Associates Inc.
ERA President
e: dnorris@norrisrep.com
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More and more are either 
outsourced or consolidated 

to shrinking internal 
resources. It is the classic 
story of being asked to do 

more with less, and in 
many instances, for less! 

ERA provides FREE access for members  
to teleforums that cover a variety of 
business and sales-related topics designed 
specifically for rep firm, manufacturer and 
distributor participants. 

Visit ERA.org for more information on the 
upcoming 2018 schedule.

June 21: Reviewing Your 2018 Goals
Aug. 2: Effective Professional Development: 
How to Do It and Make It Stick
Oct. 11: Evaluating Your Product Offering 
(Keeping/Finding Partners)

*2018 schedule is subject to change.

2018 ERA TELEFORUM SCHEDULE
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WELCOME, New Member s !

These companies joined ERA during the first quarter of 2018.  
(The ERA chapter of each rep firm is listed in italics after the company name.)

REPRESENTATIVES

C.W. Beach Co. Inc.
(Empire State)
David Beach
cwbeach.com

IRI of Kansas
(Spirit of St. Louis)

Matt Mitchell
irirep.com

MEC
(Florida-Sunshine)
Barbara Valentine

mec-corp.com

MMS Technical Sales
(New England)

Joe Rabbitt
mmstechnicalsales.com

Rovente Solutions LLC
(Dixie)

Lee Huffman
roventesolutions.com

Spectrum Sales
(Metro New York)

David Stein
spectrumsales.com

TAARCOM
(Northern California)

Ian Trevelyan
taarcom.com

Technical Products Inc.
(Florida-Sunshine)

Dan Monaco
tpisource.com

MANUFACTURERS

AVX Corporation
Bob Gourdeau

avx.com

Advanced Thermal Solutions
Stephen Nolan

qats.com

Anderson Power Products
Gregg Leighton

andersonpower.com

Cable and Connections
David Utterback

cableandconnections.com

Guangzhou Huaxin Electronics Co. Ltd.
Jason Wang

huaxintouch.com

Okaya Electric America Inc.
Joe Gee

okaya.com

Pickering Electronics
James Gould

pickeringrelay.com

Prototron Circuits
Russ Adams

prototron.com

Renesas Electronics America
Bill Hood

renesas.com

Surge Components Inc.
Ira Levy

surgecomponents.com

DISTRIBUTORS

Arrow Electronics Inc.
John Drabik
arrow.com

Carlton-Bates Company
Kevin Coursey

Manny Brunson
carltonbates.com

Future Electronics
Karim Yasmine

futureelectronics.com

PUI (Projections Unlimited Inc.)
Bob Gau

David Herring
gopui.com

WPG Americas Inc.
Rich Davis

wpgamericas.com
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FROM  THE  FLOOR

Productive paranoia:  
Understanding what customers value

Tom Wichert, executive vice president 
of sales and marketing at TDK-Lambda 
Americas, has extensive experience in 
managing a complex multi-tiered sales 
channel, as well as executive experience 
in international and domestic sales. He 
specializes in strategic relationships, busi-
ness plans and new product development.

Wichert enjoys managing and men-
toring people to perform to the best of 
their abilities. He has an MBA in mar-
keting from Hofstra University and a 
B.S.E.E. from West Virginia University. 
You can reach Tom Wichert at  
tom.wichert@us.tdk-lambda.com.

by Tom Wichert
Executive Vice President of  
Sales and Marketing
TDK-Lambda Americas

“Success breeds complacency. Compla-
cency breeds failure. Only the paranoid 
survive.” It’s a famous quote by Andy Grove, 
one of the founders of Intel Corporation. 
He described “inflection points,” the key 
points when your business model changes. 
These transitions could be driven by techni-
cal shifts, social forces, economic conditions 
or service disruptions. This voice of paranoia 
was extended and evangelized by author Jim 
Collins, described as “productive paranoia” in 
his book, “Great by Choice.”

Both authors empha-
sized a productive paranoia 
approach, where awareness, 
preparation and proac-
tive activity helped their 
companies not only stay 
ahead of the changes, but 
gain a better position for 
their companies as a result 
of them.

For sales representa-
tives, to truly understand 
the value they bring to 
customers has been an area 
of continuous change over 
the last 30+ years. These 
changes have been driven 
by the market inflection 
points Grove described in 
his 1996 book, “Only the Paranoid Survive.” 

For evidence, one only needs to consider 
the shifts in the way we communicate and 
interface with customers. Frequent and wel-
come in-person visits have morphed into text 
messages. Friendly lunch-and-learn visits with 
engineers have dwindled in favor of indepen-
dent surfing of the web, scouring the sites of 
high-service partners late in the evening to 
discover new products and study their speci-
fications. Product cost has become the top 
priority, with product design features second, 
and supplier credibility lagging behind, a 
distant third. 

Furthermore, larger customers often em-
ploy a team of supplier commodity managers, 
many of whom hide behind “strategy”and 
create barriers. These impediments block 
technical experts and supplier advocates 
from engaging directly with suppliers. This 
behavior causes these relationships to become 
transactional and impede the one attribute all 

good salespeople bring to a customer — trust.
This weakened bond between sales and 

end user has its drawbacks for customers as 
well. A lack of commercial and technical sup-
port may strike during times of crisis, reduced 
expediting and delivery support may materi-
alize when markets swing from down to up, 
and there may be a failure to adequately share 
detailed product roadmaps or collaborate to 
identify and support technology trends.  

So how do salespeople manage to stay in 
front of their customers and demonstrate 

their value? The need to do 
so is great, but the chal-
lenge is formidable. 

Design engineers, 
huddled in their cubicles, 
are hard at work. Manage-
ment requirements for 
blazing speed and minimal 
cost can cause engineers 
to miss essential specifica-
tions, cut design and testing 
corners, and choose lowest 
cost solutions without fully 
factoring in end environ-
ments or product life cycles. 
An engineer in a pressure 
cooker environment will not 
make time for a sales call, 
but he or she will make time 

for a trusted advisor. 
The phrase “trusted advisor” has been used 

frequently. It takes the value of a salesperson 
well beyond just selling products and makes 
him or her indispensable. 

For sales representatives to build customer 
trust, they must expect and prepare for change 
(technical, social, economic or service). Sales-
people must adopt a “productive paranoia” 
approach and embrace change by monitoring 
and adjusting their traditional ways of doing 
business. It is crucial for representatives to 
address key elements within their control: 
collect cell phone numbers of key contacts; 
support engineers outside of core business 
hours; highlight only those products relevant 
to the engineers’ needs; demonstrate the ability 
to pull in the second wave of field application 
engineers, suppliers’ design engineers, quality 
group or other reinforcements as needed, to 
solve a problem; provide facts and quantitative 

(continued on page 19)

The phrase “trusted 
advisor” has been used 
frequently. It takes the 
value of a salesperson 

well beyond just selling 
products and makes him 

or her indispensable.



The Carolinas 
eleCTroniCs represenTaTives assoCiaTion

extends its deepest gratitude to these generous sponsors of the 

2017 DiCk paDen MeMorial Golf TournaMenT

Altech Corp.

ComRep, Inc. 

ERA National

General Microcircuits, Inc.

Hughes-Peters

Laird Technologies 

Performance Technical Sales 

SACS, Inc.

Switchcraft / Conxall 

Triad Magnetics

Troutman Sanders LLP

Industrial Marketing & Sales

Jim & Libby McDaniel

Murata

Pinnacle Marketing, Inc.

Qualtek

Richey Capacitor, Inc.

SACS, Inc.

SAE Circuits

Sager Electronics 

Tech Marketing

Tenn Tech 

Triad Magnetics

TTI, Inc.

Vallen Electronics

Vexos

Wallace Electronic Sales

Wesgarde

Arrow Electronics / Intel

Aurora Technical Sales

Carlton Bates / Wesco

Cartwright & Bean 

Consolidated Electronic Wire & Cable

Cornell Dubilier

CTS

Digi-Key

Dixon Hughes Goodman, LLP 

EATON

Electro-Rep Associates 

E-Switch

E-T-A Circuit Breakers 

Future Electronics 

Tee SponSorS

The Dick Paden Memorial Golf Tournament 
benefits the Carolinas ERA Scholarship 

Fund and the American Diabetes 
Association. For details on the 2018 event, 

go to carolinasera.com or contact Penny 
Hoglund at phoglund@aemgrp.com.

evenT SponSorS

Bourns

Cornell Dublier

KEMET

Littelfuse

Molex

Nichicon

Vishay

Flag SponSorS
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OFF  THE  SHELF

Our industry is transforming.  
Are you? 

In our fast-moving industry with con-
solidation, margin compression, shifting line 
cards and expanding customer demands, 
companies that stand still get left behind. 
Fortunately, new opportunities are everywhere 
— from the power of digitization, predictive 
analytics and artificial intelligence (AI) to low-
cost support models and value-add solutions 
for customers of all sizes. 

When you consider this burgeoning 
environment in the con-
text of the current global 
economic landscape, with 
growth in 2017 estimated 
at 3.7 percent and 2018-19 
forecasts of 3.9 percent1, 
there are plenty of reasons 
for optimism in the global 
electronics industry. While 
everyone wants to take 
advantage of these brighter 
economic times, the ques-
tion that we frequently hear 
is where do we invest to stay 
competitive and relevant as 
the requirements of existing 
and emerging customers 
continue to evolve? 

At Avnet, we believe that 
the Internet of Things (IoT) 
and the multitude of inno-
vative capabilities born of “computing at the 
edge” will be the key to generating the kind 
of disruptive transformation needed to drive 
long-term business growth and deliver truly 
differentiated customer experiences. 

A trillion reasons to get excited
To appreciate the magnitude of these 

opportunities, let’s look back at some major 
technology shifts that have changed the 
course of the tech sector and, by extension, 
the global economy. 

During the 1970s, IBM and other main-
frame vendors sold tens of thousands of units 
each year. In the 1980s and 1990s, the market 
became saturated with personal computer 
manufacturers selling hundreds of millions 
annually. With the launch of Apple’s iPhone 
in 2007 and the first Android phone in 2008, 

we saw a billion-plus smartphones shipped 
globally each year. 

Today, we are in a very exciting era with 
the global IoT market forecasted to grow 
from $2.99 trillion in 2014 to $8.9 tril-
lion in 20202. Walking through CES 2018 
earlier this year, we saw all kinds of amazing 
new IoT gadgets, and nearly every category 
of device got “smarter” thanks to AI and 
voice assistants such as Google Assistant and 

Amazon Alexa. We saw 
wall-sized televisions, razor 
thin laptops, autonomous 
electric cars and the world’s 
first smartphone with an 
in-display finger scanner. 

The number of electronic 
components in these smart 
devices is increasing dramat-
ically, creating a whole new 
ecosystem for our industry. 
Each and every one of us 
has an opportunity to stake 
our claim. I feel fortunate to 
have a front row seat to all 
the innovation and transfor-
mation taking place. 

From top supplier 
partner to fast-growing 
global customer   

One thing has become abundantly clear 
— the traditional “swim lanes” that once 
separated the various players of the technol-
ogy supply chain are defunct. A great example 
of the blurring of lines within the technology 
ecosystem is illustrated by one of our longtime 
supplier partners, Molex. Acquired in 2014 by 
Koch Industries, Molex’s new parent company 
transformed the business to extend a solu-
tion strategy in 12 industries. Today, with 72 
factories worldwide, Molex is one of Avnet’s 
fastest growing customers. As a global provider 
of electronic solutions that are integral to a 
diverse range of end products — from smart-
phones and electric cars to robotic surgery 
tools and the Mars Rover — Molex seized IoT 
and computing at the edge opportunity to 

... the Internet of Things 
and the multitude of 

innovative capabilities 
born of “computing at 

the edge” will be the key 
to generating the kind of 
disruptive transformation 

needed to drive long-
term business growth and 
deliver truly differentiated 

customer experiences.

by Phil Gallagher
President, Core Distribution Business, 
Avnet

Phil Gallagher is president of the core 
distribution business for Avnet. He leads 
the company’s broadline distribution busi-
ness globally with three regional presidents 
reporting to him — spanning the Americas, 
Europe and Asia Pacific. 

Gallagher began his career with Avnet 
in 1983 and has held executive leadership 
positions in sales, marketing and opera-
tions during his 30-year career with the 
company. He has served as president of both 
of Avnet’s business operations, the electronics 
component business for the Americas from 
2004 to 2009, and the IT business globally 
from 2009 to 2014.  

A past president of the National Elec-
tronic Distributors’ Association (NEDA), 
now part of the Electronic Components 
Industry Association, Gallagher received 
one of the organization’s highest honors, the 
Gail S. Carter Award, in 2009. 

He holds a bachelor’s degree from 
Drexel University.

(continued on page 19)
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Graham Performance Tech, LLC
Contact: Art Scornavacca, Jr.

art@gptrep.com
772-463-1056

HHP Associates, Inc.
Contact: Barry Farber
bfarber@hhpai.com

407-468-0841

MEC
Contact: Barbara Valentine

barbara@mec-corp.com
561-995-1406

Phoenix Components, LLC
Contact: Rick Tally, CPMR

phnixhqs@cfl.rr.com
321-723-4414

Precision Marketing Services
Contact: Joe Penna

joe.penna@precision-marketing.com
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

Technical Products, inc.
Contact: Dan Monaco
dan@tpisource.com

407-352-2861

Brandel-Stephens & Co., Inc.
Contact: Ted Toomey

ttoomey@brandel-stephens.com
561-998-2790

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

352-735-2242

CBX Electronics
Contact: Pat Walsh

jpw@cbxelectronics.com
407-774-9100

Conley & Associates
Contact: Lisa Dietrich

ldietrich@conleyrep.com
407-365-3283

Current Solutions
Contact: Al Johnson, Jr., CPMR, CSP

aljr@currentsolutions.com
813-996-1922

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 more information, email rtally33@cfl.rr.com. 

The professional field sales firm members of

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.



data regarding the value of longer-life compo-
nents and cost of ownership; ensure your sales 
team is trained and highly knowledgeable on 
products; understand your supplier’s escalation 
procedure; and communicate the status of your 
project to your key contacts. 

Finally, anticipate your customer’s engi-
neering development and production needs 
based on your history with the customer!  

The last item is essential and highlights one 
of the bigger benefits of the sales representa-
tive model: a local relationship with knowl-
edge of the customer. Your commitment can 
and will help them be successful. 

An interesting example from another 
industry where local customer knowledge 
helped a small company achieve success 
against a large company, can be found in 
True Value Hardware’s comeback against 
Home Depot and Lowes. Home Depot and 
Lowes are big-box retailers focusing on cost. 

True Value Hardware made a conscious effort 
to focus on service. It hired employees who 
deeply understood their products, had local 
customer knowledge and relationships which 
allowed them to anticipate their customers’ 
needs. True Value Hardware used this model 
to out-service the large chain stores and 
achieve success.

The visionary ability to prepare for the 
unexpected is what separates a great selling 
organization from the mundane. What never 
changes are the two essential characteristics 
found at the core of every successful selling 
relationship — trust and commitment.

For the representative sales model, a rapidly 
changing environment of technology, service 
and social disruptions will continue to oc-
cur with little warning. Grove’s and Collins’ 
messages still prevail and offer up this great 
business advice: Beware. Only the productive 
paranoid will survive! n

FROM THE FLOOR: Productive paranoia
(continued from page 15)  

form a new value proposition and propel busi-
ness growth worldwide. 

Taking ideas from kitchen table to market  
The latest technology innovations also 

have served as a powerful enabler of a new 
legion of emerging customers in the maker 
community. Some of today’s most innovative 
and disruptive concepts are being developed 
by “recreational” designers in garages, dorm 
rooms and the kitchen table. We are also 
seeing new revenue streams for our industry 
coming from organizations that have not 
previously employed electronics, but are now 
seeking to remotely measure, monitor or 
control something. Farmers, for example, who 
have seen the technology in their tractors and 
equipment evolve, are now increasingly lever-
aging IoT, using low-cost sensors, drones and 
machine learning algorithms to improve farm 
productivity, reduce spoilage, monitor supply 
chains, manage water and much more. 

Winners in our industry will adapt to cus-
tomers of all sizes, supporting them with tools 
and resources needed to scale and take their 
products to market, including financing and 
infrastructure. Our customer, PNDULUM, is 
a fully integrated, consumer product develop-
ment and innovation company. They came to 
us at the prototype stage with technology for a 
smart, self-cleaning duffle bag that deodorizes, 
sanitizes and “anti-bacterializes” clothes, shoes 

and accessories. Through our partnership, we 
helped them bring their product to market in 
just six months, versus the two years that they 
had originally projected. 

Start your transformation journey
Ten years ago, I would never have dreamed 

that I’d be sharing customer stories like these. 
We are living in a time with so much innova-
tion that it’s hard to know where to go next. 
But, go we must. The time is now for new 
partnerships and collaborations. Smart people 
everywhere are finding new ways to solve 
business challenges and improve how we live 
by leveraging technology to make products 
and services more efficient, cost effective and, 
perhaps most crucially, more valued. 

While we talk about edge computing, AI and 
IoT today, who knows where the next technol-
ogy shift might take us tomorrow? One thing 
is certain: I’ll be ready to adapt and embrace 
change so that Avnet can continue to serve as a 
trusted partner to our customers and suppliers. I 
encourage you to do the same. n 

References 
1. The International Monetary Fund (IMF) - 

World Economic Outlook Update, January 2018, 
https://www.imf.org/en/Publications/WEO/Is-
sues/2018/01/11/world-economic-outlook-update-
january-2018

2. Statista
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COVER STORY: Value of reps: renewed look
(continued from page 6)  

long-term programs; and examples of hybrid 
sales structures.

Like every good sales presentation, we 
need to ask for the order. Our “close the deal” 
statement asks the manufacturer to ponder 
the following issues:

You may need to take a closer look at  
reps if…

• You are challenged to reach all the 
customers that you want to engage with 
your own sales team;

• Customers may not naturally go to your 
e-commerce portals without human 
sales interaction; 

• Distributors may not be positioned to 
actively advocate your products to strate-
gic markets and customers;

• You are concerned that your distributors 
are trying to satisfy you and all of your 
competitors at the same time; 

• Your understanding of what a rep can do 
for your company is from years ago or from 
a limited experience with one or two reps; 

• You require more flexibility to adjust local 
customer support as customers move, 
grow or disappear. And, you want those 
changes to happen quickly, without delays 
due to hiring, training and HR; and

• You think reps are “too expensive.”
These issues circle back to all the previ-

ous manufacturers’ needs highlighted in the 
presentation. They are meant to lead to an 
examination of what are the critical needs of a 
manufacturer and how reps can help address 
those needs. The last bullet is meant to position  
manufacturers to look at the financial aspect of 
funding their selling organization. The benefits 
of a variable versus a fixed cost model are 
easily defined, but manufacturers’ ROI from 
commission dollars needs to be emphasized. 
Manufacturers need to be encouraged to look 
at the rep model not as a “save money strategy,” 
but more of an “invest differently” one.

The journey from Austin
The true value of this tool is not the presen-

tation and discussion in Austin. Instead, the 
value will come from how conference attendees 
and ERA members use this tool to advance 
their own business goals. Most conference 
presentations (and any presentations from a 
consultant) are shared in a PDF file format so 
that they cannot be changed. This presenta-
tion is being shared as a Microsoft PowerPoint 
file so that it can be adapted to your needs. 
There may be points that you want to delete or 
add. You may want to personalize it with your 
company’s logo, or with the target of the pre-
sentation. The file also includes speakers' notes 
to refresh the memory of people who attended 
the session and, more importantly, help those 
who did not attend to guide the discussion.

We suggest that you take these actions:
• Take an hour to review the PowerPoint file 

and speaker notes in the next two weeks. 
• Think about how you might use this mate-

rial – with a manufacturer, your own team 
or a distributor. 

• Adapt the material for a specific session. 
Edit, modify, add in any way that meets 
your needs. 

• Share your real-world experiences with 
ERA (Walter Tobin). We want to know 
what worked, or didn’t work, so that we 
can consider changes for the future.

• Mark your calendar six months out. You 
may not have an immediate need for 
this material, but revisit it in six months 
because a new need may have arisen. 

We hope that you will find this presenta-
tion to be a valuable tool to drive your busi-
ness relationships. To download the Power-
Point file from this breakout, go to: http://
era.org/era-events/era-2018-management-
marketing-conference/2018-era-post-con-
ference-breakout-seminars/. n 

Cesare Giammarco
ERA Consultant

Cesare Giammarco has been in the field of sales and sales manage-
ment since 1971, with 35 of those years in the electronic component 
industry. In those 35 years, he has instituted, managed and integrated 
manufacturers’ reps globally into multiple organizations.

Starting in 1984 with Elmwood Sensors, a privately owned global 
manufacturer of temperature sensing products, he led successful integra-
tion of the rep sales model through four acquisitions of this business, 
culminating with Honeywell Sensing and Controls in 2002. He retired 
from Honeywell in May 2015 and is now a special consultant to ERA 
on best practices to further facilitate the rep sales model.

You can reach Cesare Giammarco at cesaregiammarco@gmail.com.

John Simari
ERA Consultant

John Simari held a range of sales and marketing positions at Texas 
Instruments (TI) prior to his retirement in 2016 after a 37-year 
career. For most of that time, John was a key contributor to TI’s 
worldwide distribution program. He has held positions as worldwide 
distribution director, Americas distribution director and worldwide 
account manager for distributor and OEM accounts.

Simari has been an active contributor to industry activities, hav-
ing served for eight years on the Electronic Components Industry As-
sociation (ECIA) Board of Directors and Foundation Board. He also 
is a business leadership center instructor at the Southern Methodist 
University Cox School of Business in Dallas.

You can reach John Simari at simariconsultingllc@gmail.com.
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As a public service, rep lawyers 
offer free advice to principals

(continued on page 23)

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 
partner, 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

LEGALLY  SPEAK ING

With surprising regularity, principals are 
taking legally flawed positions when reps must 
resort to legal action to collect commissions due, 
particularly following a termination. The assertion 
of defenses doomed to fail increases costs to both 
sides, fails to advance the litigation and generally 
serves no one’s interests. 

Based on the pursuit of commissions due 
and unpaid to independent sales representatives 
for a combined 50+ years, the authors are in a 
unique position to offer some (unsolicited) advice 
to our manufacturer friends on how to defend 
commission litigation, or more accurately, how 
not to defend such claims. 

Well aware that free advice is often worth the 
price paid for it, we respectfully chronicle below 
four commonly attempted — and consistently 
rejected — defense arguments. While they will 
not disappear, by explaining the futility behind 
these time-wasting positions, perhaps they will 
be thrown against the proverbial wall somewhat 
less often.  

Many valid, or at least colorable, defenses 
can be and are asserted in response to unpaid 
commission claims, but these four don’t cut it.

‘Best efforts’ clauses are vague and  
rarely enforceable

“Best efforts” clauses are not get-out-of-
jail-free cards. All too often, when suit must 
be brought to recover unpaid commissions, a 
principal attempts to defend by asserting that the 
rep firm failed to use its “best efforts” to promote 
the product line, as the contract requires. This 
is no defense and certainly does not support a 
counter-claim.  

If reps are truly not performing, they 
must hear from their principals about unmet 
expectations. Reps are used to receiving 
constructive criticism, and welcome open, two-
way lines of communication. In the worst case 
scenario, non-performance or underperformance 
is a sound basis for exercising the right to 
terminate contained in most rep contracts. It is 
not, however, grounds to allow the contract to 
remain in effect and withhold commissions.

The principal who attempts to pull out a con-
tract’s “best efforts” provision as a legal defense or 
even as a counterclaim after getting sued for non-
payment of commissions is what is sometimes 
known as an “amputee defendant” or a defendant 
with no leg to stand on.  

Any sales rep can be accused of failing to use 
“best efforts.” This is why judges look at this 
accusation with skepticism. It is far too easy for a 
principal who receives millions of dollars in new 
orders from the diligent efforts of its sales rep to 
claim that, had the rep only applied his or her 
“best efforts,” the yield would have been untold 
millions more in sales.  

Part of the reason judges don’t buy it is the 
phrase “best efforts” is usually undefined in the 
contract and as a practical matter, it is undefinable. 
Principals know at the time of contracting that 
independent reps carry multiple lines. The rep’s 
line card is usually disclosed and often featured on 
the rep’s website. Principals know they will receive 
less than 100 percent of the rep’s time. Full-time 
salespersons are readily available and are known 
as “employees,” requiring a guaranteed salary, 
insurance plan and other benefits: 401(k), use of a 
company car, travel allowance, expense reimburse-
ment, office space, etc.

A sale made for Supplier B could always be 
construed as infringing upon the efforts Supplier 
A expected to receive. Yet, time spent promoting 
Supplier B’s line is not evidence that the rep 
failed to use his or her “best efforts” on behalf 
of Supplier A; it is evidence that the rep serviced 
multiple lines, as virtually all independent reps do.

The solution for Supplier A is to incentivize 
the rep to spend disproportionate time promot-
ing its products, not to dredge up the tired “best 
efforts” argument when its non-payment gets 
challenged in court. This argument merely gets 
older, not better.

The right to terminate does not also 
bestow a right to reduce commissions

A principal who unilaterally lowers the 
commission rate forces the rep to either accept 
the reduced rate or resign the line. Such a 
reduction is usually a breach of contract, of 
course, and when it is challenged in court, the 
principal may argue that because the contract 
enabled it to terminate (with as little as 30 
days notice), it impliedly also gave it the right 
to take the less severe step of simply reducing 
the commission rate.

Such an argument ignores the economics at 
play for reps. Taking a product line at a 7 percent 
commission rate may yield enough margin for 
the rep, but working the same line at 4 percent 
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Pacific Northwest ERA 

In the Pacific Northwest,  
ERA promotes and  

advances the growth  
and professionalism of  

its member firms  
through educational  

programs, networking,  
local trade shows,  

industry events and  
community service 

projects.  

For the finest in field sales 
representation                                

in the Pacific Northwest 
territory,                            

contact one of these 
member firms. 

Join our LinkedIn Group at  
https://www.linkedin.com/

groups/13531787 

Or go to www.era-pnw.org

Adapt Electronics 
www. adaptelectronics.com 

Contact: Gary Hilgeman 
gary@adaptelectronics.com 

ATMI 
www.atmisales.com 

Contact: Kylan Gerard 
kylan.gerard@atmisales.com 

Jos. V. BeLusko Co.       
www.cascade-sales.com 
Contact: Brian French 

beluskoco@comcast.net 

Cascade Sales, Inc. 
Contact: Tim LeBrun 

tim@cascade-sales.com   

Doran Associates, Inc. 
www.doransales.com 

Contact: Tim Doran, CPMR 
tim@doransales.com 

Duerfeldt Engineering  
Contact: Phil Duerfeldt 

phil@duerfeldtengineering.com 

Electro-Design 
www.electro-design.com 
Contact: Casey Manfrin 
info@electro-design.com 

Electronic Component Sales 
www.ecsrep.com 

Contact: Brad Woolbridge 
ecsrep@ecsrep.com 

Halbar-RTS, Inc. 
www.halbar.com 

Contact: Robert Shane, CPMR 
halbar@halbar.com 

HALCO, Inc. 
www.halco-sales.com 

Contact: George Alecci, CPMR 
galecci@halco-sales.com 

W. Koop & Associates 
www. wkaei.com 

Contact: Walter Koop 
wkoop@wkaei.com  

Luscombe Engineering NW 
www.lec-nw.com 

Contact: Mike Volpigno 
mvolpigno@lec-nw.com 

MaRCTech2, Inc. 
www.marctech2.com 
Contact: Jennifer Eby 

jennifer@marctech2.com 

Northmar, Inc.  
www.northmar.com 

Contact: Robert A. Entrop 
rick@northmar.com 

Tom Stevenson & Associates 
Contact: Tom Stevenson 

emgpdx@nwlink.com 

Temco Northwest 
temconorthwest.com 

Contact: Tod Ege  
tode@temconorthwest.com 

Temper Technical Marketing 
www.temper.com 

Contact: William P. Schaer 
wschaer@temper.com 

WESCO Sales Group, Inc. 
www.wesco-sales.com 

Contact: Dave Fitzgerald 
davef@Wesco-sales.com 

Westmark Electronics, Inc. 
www.westmarkco.com 
Contact: Dave Wilkes 

dave.wilkes@westmarkco.com 

OFFICERS 
Tom Stevenson, Chairman – emgpdx@nwlink.com 

Dave Fitzgerald, President – davef@wesco-sales.com 
Tim Doran, Vice President – tim@doransales.com 

George Alecci, National Delegate – galecci@halco-sales.com 
Jennifer Eby, Secretary - jennifer@marctech2.com 



ERA Officers

Chairman of the Board:
Dan Parks, CPMR
dan@westelec.com

President 
David Norris

dnorris@norrisrep.com

Senior Vice President/Fiscal & Legal:
Chuck Tanzola, CPMR

ctanzola@fusionsourcing.com

Senior Vice President/Education:
John O’Brien, CPMR
jobrien@cbane.com

Senior Vice President/Membership:
Kathie Cahill, CPMR

kcahill@netsalesrep.com

Senior Vice President/Industry:
Bob Evans, CPMR

bevans@ekmicro.com

Manufacturer Delegate:
Ken Bellero 

ken.bellero@schaffner.com

Distributor Delegate:
Chris Beeson

chris.beeson@digikey.com

Chief Executive Officer (Ex-Officio):
Walter E. Tobin
wtobin@era.org

ERA Staff

Chief Executive Officer:
Walter E. Tobin
wtobin@era.org

Executive Assistant:
Karin Derkacz 

kderkacz@era.org

Communications Director:
Neda Simeonova

nsimeonova@era.org
Conference Coordinator:

Membership Outreach Coordinator:
Stephanie Tierney
stierney@era.org

Conference Coordinator:
Tess Hill

thill@era.org

Events Coordinator:
Erin Collins

ecollins@era.org

Database Manager and Webmaster:
Katherine Green 
kgreen@era.org

Finance Director:
William R. Warfield
bwarfield@era.org

ERA Office:
1325 S. Arlington Heights Rd., Suite 204

Elk Grove Village, Illinois 60007
T: 312.419.1432  •  F: 312.419.1660

info@era.org  •  era.org

Electronics Representatives 
Associationwas never bargained for or agreed upon. This reduced rate might well have led the rep to pass 

on the proposed contract altogether. Such a backdoor effort to obtain the rep’s services at a 
lower commission rate than agreed upon is virtually never endorsed by a court.

Were this approach to contract performance successful, consider the mischievous arguments 
that could follow: “We had the right to terminate the contract altogether in 30 days, Judge, 
and instead, all we did was demand the rep turn over her list of contacts in our territory.” Or 
perhaps, “Judge, we were set to terminate the relationship, but we thought we’d be nice guys and 
only halve the commission rate and pay it out when we had the cash on hand.”  

The right to terminate is self-limiting; it does not enable the principal to rewrite the rep 
agreement. Contract changes must get negotiated and agreed upon, and they cannot get 
imposed absent express authority in the contract.

Terminated reps are in no position to identify all withheld commissions 
Rep litigation often begins with the principal’s attorneys demanding the rep identify “each 

and every sales transaction” on which they claim commissions are due. Particularly when the 
rep is claiming post-termination commissions, the principal will ask, apparently with a straight 
face, for the rep to specify the commissionable sales at issue. “How can we be expected to 
defend this case,” they bellow, “if you don’t tell us which sales you are disputing?”  

In other words, the same principal who previously cut off the rep’s access to their sales data, 
often before the effective date of termination, will now point a hypocritical finger at its former 
rep for “withholding” that very data, the data only it possesses. Invariably, the judge comes to 
understand how the process works and the ploy fails, but not before both sides burn through 
valuable time, legal fees and good will.

When commissions are allegedly due and unpaid, the rep needs the sales records from the 
principal, not the other way around. The rep cannot specify the orders on which commissions 
went unpaid until the principal produces the complete sales history for the relevant time period. 

Customer order records are important not only to the principal, who manufactures and 
ships the product, but also to the rep, who creates the demand for the product and procures its 
sale. Although these orders are frequently directed to the principal, the rep’s compensation is 
equally tied to them, and they should be equally accessible.

And one more thing. The requirement to furnish the sales records is not met by producing 
a spreadsheet prepared after the rep filed suit. The rep cannot be expected to trust that all 
potentially commissionable sales will be disclosed under such circumstances. This is why, 
when pressed, courts will generally compel production of the underlying sales records that 
presumably form the basis for the spreadsheet. The integrity of the process demands no less.

Split commissions never get split with the house
Contract clauses enabling principals to split commissions among sales reps are the industry 

norm where, for example, the design work is performed in one territory and the shipment is into 
another rep’s territory. Splits are acceptable because they work both ways, and usually even out.

The customary system finds Sales Rep A, who spent years of time and countless resources 
procuring an order, splitting his or her hard-earned commission with Sales Rep B, who just 
happens to cover the faraway territory where the product is shipped. This isn’t altruism; it’s 
recognition that Sales Rep A may soon be the territory rep eligible for a partial commission 
after the design work is performed by faraway Sales Rep C. Importantly, 100 percent of the 
commission gets paid either way.

However, a principal without an independent rep in each sales territory may sometimes be 
tempted to pay only a partial commission nonetheless, keeping for itself the split for the rep-
less territory. This causes the entire rep-principal relationship to break down.

Without multiple sales reps eligible to receive a split commission, the prerequisite for a “split” 
is not met. When no Sales Rep B is in place, the entire commission is earned by Sales Rep A. If 
the principal retains any part of the commission, then it is paying a reduced commission, not a 
split commission, in violation of the contract as well as the industry standard.

In conclusion
Perhaps few principals read this column, and surely few readers of any sort read it to the 

end, but if principals used their best efforts to obtain sound legal advice, they would find 
they cannot rewrite contract law to serve their interests. They should identify legitimate and 
sustainable factual and legal positions, rather than reduce or split valid defenses with legally 
flawed arguments. n

LEGALLY SPEAKING: Free advice to principals
(continued from page 21)  
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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.

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

Nicki Weiss
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Stanton B. Herzog, CPA, principal in 
the firm of Applebaum, Herzog & Associ-
ates, P.C., Northbrook, Ill., serves as ERA’s 
accountant and is a regular contributor to 
The Representor. He is available to speak 
at chapter or group meetings on a variety 
of financial and tax-related topics. 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.

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

THE  SUBJECT  I S  TAX ING

New tax law: Interpreting key 
changes and their impacts in 2018

I have been asked to report on the new tax 
law. The law was passed so quickly that many 
technical questions remain unanswered. Most 
experts believe that a bill revising parts of the 
law will be required to clear up unaddressed 
questions. Here is the best I know so far. 

The most significant, completely new idea 
is the creation of a 20 percent deduction for S 
corporation stockholders, members of partner-
ships and limited liability companies (LLCs), 
and sole proprietorships. The deduction is on 
the personal returns of the 
owners and is not on the 
company at all. Appar-
ently, it will be a deduction 
on the level of standard 
and itemized deduc-
tions after adjusted gross 
income. It will be based on 
the combined S corpo-
ration and partnership 
holdings. Things get more 
complicated from here.  
The 20 percent deduction 
is good for each tax return 
until the adjusted gross 
income reaches $157,000 
for an individual return 
or $315,000 for a joint 
return.  Above that income, a calculation is 
required and the reduction becomes: 

The lesser of:
20% of the S corporation and partnership 

earnings (as above);
Or the greater of:
a) 50% of the W-2 wages of the S corpora-

tions and partnerships;
Or:
b) 25% of the W-2 wages plus 2.5% of 

the original cost of all assets whose individual 
“applicable depreciation period” has not 
expired. For autos, computers and electronic 
items, the period is five years; furniture, seven 
years, for example. This is different from the 
actual depreciation allowed on the business 
tax return.          

These figures will have to be supplied to 
all shareholder/partners on their form K-1s 
because the companies may not be in a 
position to know the income of the owners.  

However, there is still another complica-
tion. Above the $157,000/$315,000 income 

level, the income from certain businesses lose 
the deduction entirely over the next $100,000 
of income. These are the usual suspects of 
professional corporations, such as doctors and 
other health professionals, lawyers, accoun-
tants, consultants, athletes, brokers, etc. Spe-
cifically missing from this list are architects and 
engineers. BUT it includes businesses based 
upon the “reputation or skill of the employees 
or owners.” This presents an enormous prob-
lem: How could any business succeed if it was 

run by a bunch of morons? 
This phrase replaced a more 
specific reference in the 
“personal service” section to 
artists and performers.  

I would like to believe 
that sales representatives 
would be excluded because 
their income is based on 
commissions from sales, not 
personality or pure skill. 
Reps were definitely ex-
cluded from personal service 
corporations, but you just 
never know. Once again, 
under $157,000/$315,000 
of income this is not a 
problem.

Moving on to other personal law changes.
The most significant is the limitation on the 

deductions for real estate taxes, state income 
and sales taxes to a combined maximum of 
$10,000 per return.  

Congress further eliminated the 
miscellaneous deductions subject to the 2 
percent of AGI limitation. These included a 
number of important deductions: broker fees, 
tax preparation fees, legal costs pertaining 
to finances, employee job costs — including 
courses to maintain and improve job skills — 
and employee expenses related to their jobs 
that were not reimbursed by their employers 
(e.g., entertainment and auto use). Employers 
may need to reevaluate their reimbursement 
and compensation policies to alleviate this tax 
burden on employees.   

Also eliminated was the deduction for 
casualty losses except in the case of a federally 
stated disaster area. Your burglary, your fire 

The most significant, 
completely new idea is the 
creation of a 20 percent 

deduction for S corporation 
stockholders, members of 
partnerships and limited 

liability companies (LLCs), 
and sole proprietorships. 

(continued on page 30)



ERA’s 49th Management and Marketing 
Conference delivered many 
useful tools to attendees

 ERA’s 2018 conference, held Feb. 25-27, was the association’s 
first sold-out event. More than 300 reps, manufacturers, distrib-
utors, suppliers and consultants came together for two days of 
educational programming and networking activities. The agenda 
included a welcome reception, an opening keynote, four general 
sessions for all attendees, 16 breakout seminars and a theme party. 
 The 2019 Conference Committee is now forming, under the 
leadertship of the chair, John Hutson, CPMR, and the 2019 event 
is already scheduled on Feb. 24-26 at the same site, the AT&T 
Conference Center in Austin, Texas. Save the dates, and watch for 
details coming soon.  

Top left: With the weather cooperating, the conference welcome reception was a busy scene outdoors in the 
courtyard of the AT&T Conference Center. 

Center left: (l. to r.) Matt Pansing of Midtec Associates, Byron Holloway of Fralia Company & Associates 
and Hugh Shyba of Westech Associates toasted the opening of the conference. 

Lower left: Also at the reception, Mark Motsinger, CPMR, of Wallace Electronic Sales, chair of ERA’s 
White Pin Group, and Conference Committee Chair Rick LaPiana of the Cain-Forlaw Company may 
have been discussing the 2018 White Pin Reunion, which was held right after the receprion. 

Below: Michael Knight of TTI, Inc., was the conference closing speaker for the second consecutive year. His 
presentation focused on the customer and supply chain of tomorrow. 
 

Below left: At this year’s White Pin Reunion, John Hutson, 
CPMR, of MacInnis Group, received the 2017 Jess Spoonts - 
ERA White Pin Group Scholarship Award. 

Center: At the conference awards luncheon, ERA President 
Dave Norris (left) of Norris & Associates presented the 2017 
Ray Hall Spirit of ERA Award 
to Chuck Tanzola, CPMR, of 
the Fusion Sourcing Group. 

(Right) Kathie Cahill, CPMR, 
(left) was presented with the 
second annual Tess Hill Award 
by the award’s namesake, ERA’s 
retiring conference coordinator, 
Tess Hill.

(See News Beat in this issue 
for details on these awards.)  

Conference survey feedback:
“Every breakout I attended provided real 
tools to take away from the session.”
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Above left: Bryan Teen (far left) of Tech Marketing was 
another table leader whose discussiom notes captured 
attendees’ main takeaways from each general session. The 
notes were collated and provided to all attendees after 
the conference. Those notes are also now available on 
the post-conference pages on ERA’s website. All members 
and conference attendees have received a link to and 
password for those pages.  

SEEN AT THE CONFERENCE THEME PARTY:

Left: Jim Moore of Fralia Company & Associates and 
his Dallas-based Empty Pockets Band provided the 
musical entertainment at the party. 

Left: Enjoying the party were 
(l. to r.) Spencer Feller of 
Logix Sales & Marketing, 
Kurt Devlin of Ohmite /Arcol 
/ Davies Manufacturing and 
Derran Smith, also of Ohmite. 

Right: And yes, 
that’s ERA CEO 

Walter Tobin sing-
ing Sharp Dressed 
Man while doing 
his impression of 

ZZ Top lead singer 
Billy Gibbons. 

Conference survey feedback:

“This is one of the best managed 

conferences I have ever attended 

... The attention to detail and the 

quality of the programs, speakers 

and events is exceptional and one 

of the reasons I will stay involved 

and continue to attend ... ” 

Above: Paul Nielsen, CPMR (far left), of Brainard-Nielsen Marketing, a past 
president of ERA, was one of 34 volunteer table leaders who led discussions 
after each general session presented during the conference. 

Above: Also enjoying the party were ERA Membership 
Outreach Coordinator Stephanie Tierney (center) with 
Brook Merchant and his daughter Mallerie of R. C. 
Merchant & Company. Brook and Mallerie represent
the third and fourth generations of their family who 
have been involved in their rep firm and in ERA. 

Left: ERA’s legal counsels Gerry 
Newman (left) and Adam Glazer 
were accompanied to the event by their 
wives, Barbara and Leslie.

Below: The lively line dance instruction 
at the party was provided by Scott 
Lindberg of Quell (far right) with the 
assistance of his wife Cheryl (far left). 
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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. 

ITEM MEDIA is a results-driven marketing 
company that serves electronics manufactur-
ers, suppliers and representatives. The company 
specializes in brand awareness, content creation, 
online event creation and lead generation. Visit 
item.media for details.

BUDDE MARKETING SYSTEMS is a leading 
provider of point-of-sale (POS) reporting. With 
15+ years of experience, BMS provides solutions to 
drive business growth, improve efficiency and maxi-
mize 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.

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 presenta-
tion development services, along with packaged 
solutions. For details, contact Patrick Knoelke at  
913-499-6014, or visit spyregroup.com/reps.

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.

GROWTH DYNAMICS provides business de-
velopment processes, executive coaching, employee 
recruiting and strategic planning services and 
products to its clients. Visit growthdynamicson-
line.com for more information. 

The SALESWISE ACADEMY is specifically 
designed for engineers and other technical salespeo-
ple. Nicki Weiss offers bi-weekly, 10-minute 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.

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

ERA RepProtect is an insurance resource for 
manufacturers’ representatives. Full package cov-
erage is available, including commercial general 
and product liability. Unique to ERA, professional 
liability is available for reps who advise or provide 
design assistance which goes past what general 
liability covers. Learn more at normanspencer.
com/erarepprotect, or call Byron Spencer at  
800-842-3653, x223.

INSPERITY provides human resources and 
business solutions designed to help improve busi-
ness performance. Visit insperity.com/era, or call 
800-465-3800 for details.

ORGO SALES ENGINE is a software program 
for sales organizations on the go. It tracks sales from 
multiple manufacturers; reconciles commissions 
with ease; offers sales reporting tools; and makes 
communications with team, factories and customers 
intuitive and quick. For details, visit orgosales.com.

TSJM GROUP offers successful client and can-
didate placements within sales, engineering, quality 
and executive leadership, both in North America 
and internationally. For details, call 603-560-1673 
or email slcolantuone@tsjmgroup.com.

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. 

EMPOWERING SYSTEMS offers ERA mem-
bers discounts on its CRM tools for both reps and 
manufacturers. Online demos are available for both 
the AccountManager and AccountReporter pro-
grams. Visit empoweringsystems.com for details. 

ERA UNIVERSITY provides members, 
employees 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 access 
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, cover-
ing 30+ educational topics for reps, manufacturers 
and distributors, are now available at no charge to 
members. To review the teleforum library and down-
load files, go to era.org.

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 more informa-
tion, visit rembrandtadvantage.com.

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

MEMBER  SERV ICES

For a complete list of 

ERA’s Recognized 

Resources, check out the 

Member Services page 

at era.org. Then link 

to a service provider’s 

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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PRODUCTION  
& SUPPLY

Troy Gunnin
Sun Rep
Tampa, Fla.

Celebrating technology 
milestones while looking 
to the future

The 2018 ERA National Conference concluded at the end of February. It was the largest conference 
in recent years for our organization. More than 300 attendees gathered in Austin on the University of 
Texas campus. Attendees hailed from our three constituents — manufacturers’ representatives, manu-
facturers and distributors. The atmosphere was vibrant; the presenters were informative and thought 
provoking; and the conference content lived up to its title: “Tools of Our Trade — Constructing a Suc-
cessful Future.”

It occurred to me that if we do not “construct” our future, the future will “constrict” us.  
All of us who attended the conference were exposed to valuable tools with which to forge ahead in 

this economy and on into the future. At the same time, however, we were offered various views on how 
that future might look and how our activities and roles could change. I believe in these changing times 
there will be many challenges ahead for all of us. Adaptation and employment of these tools may well be 
the difference between success and failure in the years to come, and perhaps even this year.

According to Tom Derry of the Institute for Supply Management (ISM), 2017 was a good year for 
manufacturing in the U.S. Among the reasons cited was the overall resurgence of the global economy; the 
value of the U.S. dollar abroad was a contributing factor as well. In the Winter 2018 issue of The Repre-
sentor, ERA Industry Forecast survey results showed that more than 85 percent of respondents rated 2017 
as being a good to excellent business year; over 75 percent of the replies came from manufacturers’ reps. 
In addition, over 90 percent of the respondents believe that 2018 will be even better. 

I tend to share in this optimism, but the cloud of component shortages still seems to loom over our 
heads. Also in that issue of The Representor, in my column, I recounted many industry pundits talking 
about the sad state of affairs as it relates to component lead times and availability. All indications are that 
this is not going away any time soon. While 2018 looks good on paper, I wonder what kind of impact 
these shortages will have on our somewhat booming economy and global manufacturing picture.

This year’s conference was a great barometer of how folks in our industry are seeing the year unfold. 
I look forward with anticipation to EDS 2018 to see what kind of atmosphere prevails with many of the 
same participants, as well as many more manufacturers in attendance. See you there!

Feel free to share your comments and opinions; you can reach me at bevans@ekmicro.com.

On Dec. 23, 2017, we passed one of the most significant milestones in technology development. The 
transistor officially turned 70 years old. Wow! I’m older than the transistor. This brings to mind a com-
ment one of my professors made: “Scientists at Bell Labs have invented a device called the transistor that 
may one day replace the vacuum tube.” I would say that was an understatement. That development has 
certainly revolutionized our world as we know it. 

Today, it’s hard to imagine a TV with a CRT rather than a flat screen. Our phones have more com-
puting power than a very large room-size computer using vacuum tubes. It boggles my mind to look 
back at what has evolved from that development and think about what lies ahead. We are on the edge of 
using artificial intelligence, which allows machines, equipment and robots that “think” to perform many 
tasks we would have thought impossible just a few short years ago. Using what has evolved from that 
humble transistor, we have automated, mechanized and given machines the ability to perform many 
functions better, faster and more efficiently that we can ourselves. 

Without that development in 1947 and the evolution, or should I say revolution, that it has made in 
our history, we would not have the space station, Hubble Space Telescope, space travel, cell phones, the 
computer I’m using to write this column ... I could go on and on. It’s hard to imagine life as we know 
it today if William Shockley, John Bardeen and Walter Brattain of AT&T Bell Laboratories had not 
introduced us to the transistor. What and who will introduce us to the next “transistor?”

Today we are on the cusp of just getting into our car, or an Uber or Lyft, and saying: “Take me to the 
office,” or any place else, and the car — without a driver — will take us there. Or we will soon get into 
our “flying car,” back it out of the garage and take off to our destination. Public transportation is explor-
ing “driverless” buses. In fact, here in Tampa, we have some small buses in trial situations now. And look 
out for that driverless 18-wheeler! They are in fact being tested.

We are fortunate to be involved in this exciting industry that has and is pushing the boundaries that 
are moving us ahead at an amazing speed. Think about the contribution this one development has made 
to industries — automobiles, aircraft and space exploration — as well as the things in our business and 
daily lives that we now take for granted. 

As reps working with factories and customers deeply involved in this fascinating and exciting indus-
try, we have the opportunity to witness many of these advancements taking place right before our eyes. 
I remember the opportunity to see much of the development of the international space station. Prior to 
that, I was in almost daily contact with those involved in the C5A program. I was in awe of that behe-
moth. I’m sure we all have memories like this. I encourage you to look for and enjoy these experiences 
while you do your part in supplying the materials needed to bring projects to fruition. 

And, I ask one more time: What will be the next “transistor?”

COMPONENTS

Bob Evans, CPMR
EK Micro
Rol l ing Meadows, I l l .

Changing times bring 
challenges ahead
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(continued from page 25)  

– you own it.
The interest on new mortgage loans is limited to mortgages not exceeding $750,000, 

down from $1,000,000. Deduction for home equity loan interest also was eliminated. This 
will affect a lot of individuals. One helpful factor is that the overall reduction of itemized 
deductions was again eliminated.

As you can see, itemized deductions have been decimated. Charity rules were unchanged. 
In fact, the maximum allowable deduction was increased from 50 percent of adjusted gross 
income to 60 percent. There is one important limitation: Excess portions of college football 
tickets will no longer be allowed as a charitable deduction. Non-two-percent miscellaneous 
deductions, like gambling losses, were also untouched.

To offset some of this, the standard deduction was doubled to $24,000. BUT the 
personal exemptions were eliminated. So people with one kid are already at a disadvantage. 
For a married couple with no children, the decrease in taxable income is a mere $2,300.   

Alimony paid on divorces after Dec. 31, 2018, will no longer be deductible to the payer, 
and will not be taxable to the recipient. Just another item that will affect divorce decrees. 

One of the more helpful parts of the law is the reduction of the Alternative Minimum 
Tax. Formerly the tax could have been incurred after $39,375 of income for single indi-
viduals and $84,500 for married couples. The new law raises these figures to $54,700 and 
$109,400 respectively. Further, there was a phase out which cut into the minimum level 
as income increased. That elimination does not start until income reaches $500,000 for an 
individual and $1,000,000 on a joint return.

Finally, business losses on individual returns can no longer be carried back two years; 
such losses can only be carried forward. My personal reading is that such losses can still 
first offset current year income from all other sources. One of my sources indicates that 
the offset may be limited to 80 percent of taxable income. However, this remains a grey 
area because the law is not clearly written and the examples furnished do not adequately 
explore the situations.     

The estate tax exemption was doubled to $11,200,000 of net assets at death per person.      
Let’s discuss other business issues.
The corporation income tax rate has famously been reduced to a flat 21 percent. While 

large corporations sent up a cheer, it is important to realize that small corporations netting 
less than $50,000 per year have been paying 15 percent. This represents an INCREASE 
of 6 percent for them. I computed that such small firms would need a net income of over 
$90,000 per year before reaching parity with the new 21 percent rate. These firms should 
now consider Subchapter S status at the end of the corporation current year.

The special tax rate for service corporations (35 percent) was eliminated.
Entertainment has been completely eliminated beginning Jan. 1, 2018. The only deduct-

ible meals will be for those employees on travel status and only at 50 percent.  
Business assets have received super treatment for writeoff in the new law. For assets pur-

chased before 2023, companies can write off 100 percent of their equipment purchases as 
bonus depreciation. The allowance is actually retroactive to Sept. 27, 2017. Beginning with 
2023, the percentage drops 20 percent per year until it reaches zero on Jan. 1, 2027. This 
allowance includes vehicles over 6,000 pounds. For the first time, used property can use the 
bonus writeoff privilege. The privilege does not extend to property from a trade-in, except 
for new cash, or to property bought from related parties.

Depreciation for automobiles under 6,000 pounds in 2018 is: $10,000 for year of 
purchase, $16,000 in year two, $9,600 in year three, and $5,760 annually thereafter.

Business interest expense could become a problem for larger businesses. Businesses with 
income in excess of $25 million can only deduct interest to the extent of 30 percent of their 
taxable income plus interest income. Real estate businesses and auto financing are excluded. 

The Domestic Activities Deduction has been terminated, along with corporation AMT.  
Another somewhat significant provision is eliminating the “technical termination” of 

a partnership when the majority owner has died. This was a real downer for a partnership 
compared with a corporation which is considered to have a life of its own. Partnerships can 
now continue per the tax code. I cannot comment on state laws.

There are many more provisions that are too technical to advance here. I have not ad-
dressed estate changes and there may be re-interpretations of some items above. This is the 
best I can do right now. n
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	 ERA and ECIA (the Electronic Components Industry Association), the co-sponsors of the 
EDS Summit, will host their annual breakfast program at the event on Thursday, May 17, at 6:45 
a.m. in the Mirage Events Center in Las Vegas. The free breakfast is open to all EDS attendees.	
	 The guest speaker at the breakfast will be Elizabeth Ladermann, senior outreach economist in 
the Economic Education and Outreach Department of the Federal Reserve Bank of San Fran-
cisco. She says her presentation “will focus on explaining the ‘dual mandate’ goals of maximum 
employment and stable prices that Congress has given the Fed for monetary policy and reporting 
on where the U.S. economy is with respect to those goals and where it’s headed.”
	 Reservations for the breakfast are requested in order to ensure adequate seating. To register, go 
to era.org.

	 ERA’s major awards were presented at the association’s 2018 Conference, held in Austin, Texas, 
in late February. Two awards had been previously announced, and others were first announced at 
the conference awards luncheon.
	 The conference was the first opportunity to present the 2017 Ray Hall Spirit of ERA Award to 
Chuck Tanzola, CPMR, of the Fusion Sourcing Group. He is now ERA’s senior vice president/
fiscal and legal and is the immediate past senior vice president/industry. Tanzola has held many 
offices in the Empire State Chapter of ERA and was the 2008 recipient of the Jess Spoonts - ERA 
White Pin Scholarship Award. He also served on the 2018 ERA Conference Breakouts Sub-Com-
mittee and moderated a breakout seminar at the conference.
	 The Ray Hall Award was established in 2004 to honor the retired CEO who had served the 
association for more than 40 years. The annual award recognizes individuals who exemplify the 
spirit of ERA through their commitment to advancing the professional field sales function. 
	 At the ERA White Pin Group Reunion, held during the conference, the 2017 Jess Spoonts - 
ERA White Pin Scholarship, which was announced in December, was presented to John Hutson, 
CPMR, of MacInnis Group. He was recognized for his many years of leadership of ERA’s New 
England Chapter and his involvement in the national conference committees since 2013. The 
award is named for the late Jess Spoonts, an ERA past president and Hall of Fame member, and 
the long-time White Pin Group coordinator. 
	 The awards that were not announced previously included the 2017 Chapters of the Year (see 
Chapter News in this issue for the award recipients) and the second annual Tess Hill Award which 
was presented to Kathie Cahill, CPMR, of Net Sales Company. Cahill was recognized for her 
many years as an officer of Empire State ERA, her three-time chairmanship of the ERA Confer-
ence Committee, her current service on the ERA Executive Committee and her long-standing 
dedication to ERA’s educational mission. 

	 ERA’s 50th Anniversary Management and Marketing Conference has been scheduled to return 
to Austin, Texas, on Feb. 24-26, 2019. The venue will again be the AT&T Conference Center, 
site of the last three events. The 2019 Conference Committee is already forming under the chair-
manship of John Hutson, CPMR, and program planning will begin immediately. 

	 The Manufacturers’ Representatives Educational Research Foundation (MRERF) will conduct 
Certified Sales Professional (CSP) classes in Minneapolis on June 12-15, in Denver on Sept. 10-
14 and in Chicago on Oct. 8-12.  MRERF’s Manufacturers Best Practices courses are slated May 
22-23 in Denver and Sept. 25-26 in Chicago. The next Certified Professional Manufacturers’ 
Representative (CPMR) courses will be held on Jan. 7-11, 2019, in Austin, Texas. For details on 
all programs, go to mrerf.org. (Also see the MRERF ad on the back inside cover of this issue.) 

	 Multiple news sources have reported that the EU’s competition commissioner, Margrethe Ve-
stager — who led the charge to fine Google a record $2.7 billion last year for allegedly manipulat-
ing online shopping markets in a decision that is still being appealed — has cautioned that EU of-
ficials still harbor “grave suspicions” about the search giant. She said that they are still considering 
whether breaking up Google on anti-trust grounds is the only option to prevent it from becoming 
too large to challenge without disrupting the economy. 
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GOOGLE BREAK-UP



ARIZONA
Arizona ERA is proud to be named a 

recipient of the Chapter of the Year award for 
2017 activities. The award category was under 
special projects. 

CAROLINAS
Carolinas ERA is continuing its monthly 

networking breakfasts throughout the spring. 
The chapter also held its annual DTAM 
meeting on March 19. Carolinas ERA is 
proud to be the recipient of the Chapter of 
the Year award in the membership category 
for 2017 activities for aiding the start up of 
the Dixie Chapter. 

CHICAGOLAND - WISCONSIN 
Chicagoland-Wisconsin ERA is proud to 

have been selected as Chapter of the Year in 
the education category for its engineering 
panelist event in 2017. 

On Jan. 19, chapter members enjoyed a 
lunch and facility tour of Mhub, Chicago’s 
first innovation center focused on physical 
product development and manufacturing. 

Chapter members also gathered on 
March 16 for a conference highlights round 
table discussion.

EMPIRE STATE
Empire State ERA is pleased to announce 

that Laura Senn-Sanborn of SennTec and 
Rob O’Rourke of Nycom have been elected 
as directors-at-large to the board of directors. 
Senn-Sanborn will be spearheading a member-
ship initiative and O’Rourke is the 2018 golf 

committee chair. The chapter is pleased that its 
new directors are having an immediate impact 
on chapter operations as membership contin-
ues to grow. 

Empire also held its annual DTAM event 
on Tuesday, March 20. This signature event 
has been a cornerstone of the chapter value 
proposition and is always well attended by 
the rep and distribution community. Well-
known beyond the territory, the Empire 
DTAM features market data compiled for 
more than 20 years. Special thanks to Rick 
Wray, Dave Dasson and all participating 
DTAM member organizations for continuing 
to believe that sharing and discussing market 
data benefits everyone.

FLORIDA-SUNSHINE
The Florida-Sunshine Chapter is proud to 

be a recipient of the Chapter of the Year award 
in the marketing services category for 2017 
activities. 

The chapter also introduced new leadership. 
Chapter members cast their votes in December 
2017, naming Rick Tally, CPMR, of Phoenix 
Components as chairman; Pat Bamberg of 
HHP Associates as president; Chuck Mathias 
as vice president/fiscal & legal; Lisa Dietrich of 
Conley & Associates as vice president/mem-
bership; Greg Warren of Brandel-Stephens as 
recording secretary; and Seth Brock, CPMR, 
of CBC Electronics as national delegate.

 
MID-LANTIC 

The Mid-Lantic ERA Chapter hosted an 
organizational and social meeting on April 16 

to address the election of 
chapter officers and to 
discuss upcoming events.

METRO NEW YORK
The Metro New York 

ERA Chapter is planning 
for its 3rd Annual Char-
ity Golf Outing which 
will be held again at St. 
George’s Golf & Country 
Club in Stony Brook, 
N.Y., on June 25, 2018.

NORTHERN  
CALIFORNIA

The Northern Cali-
fornia Chapter of ERA 
hosted its first members 
event of 2018 on Feb. 
13. The chapter also 

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.
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Congratulations, ERA Chapters of the Year!
During its 49th Management and Marketing Conference in Austin, Texas, the Electronics 

Representatives Association (ERA) announced that four chapters have been selected as the 
Chapters of the Year for their 2017 activities and projects. The award recipients and their 
entries, by category, are:

• Education – Chicagoland-Wisconsin ERA;
• Membership and Member Services – Carolinas ERA;
• Marketing Services – Florida-Sunshine ERA; and
• Special Projects – Arizona ERA.

Each award recipient will receive a full-tuition scholarship to ERA’s Chapter Officer 
Leadership Training (COLT) program that can be used in 2018 or 2019.

There were 20 entries this year from 11 chapters. The Chapter of the Year judges, who 
reviewed all entries and selected award recipients, are: Todd Ford, Dixie Chapter, of South 
Atlantic Component Sales; David Gassman, Ohio Chapter, of CC Electro; Mike Long, Spirit 
of St. Louis Chapter, of Seltec Sales; and ERA CEO Walter Tobin.



attended the 2018 State of the Valley Confer-
ence on Feb. 9.  

SOUTHERN CALIFORNIA
On March 8, the chapter held a Cyber 

Security Educational Speaker-Flight Simula-
tor Event.  

SOUTHWESTERN CHAPTER
The Southwestern ERA Chapter held a 

meeting at the 2018 ERA Conference in 
Austin, Texas, to confirm event dates for 2018. 
The dates for the chapter’s upcoming lunch 
events are: DFW - June 29; Austin - Aug. 24; 
and Houston - Oct. 26. 

A few casual breakfast meetings will be 
hosted in Dallas, with some planned for 

Austin in 2018 as well. The first Dallas break-
fast was on April 6. For more information, 
contact Chapter President Jim Moore at jim.
moore@fralia.com or Chapter Secretary Tobi 
Cornell at tcornell@kruvand.com.

SPIRIT OF ST. LOUIS
The Spirit of St. Louis Chapter sponsored 

the Electronics, Electrical, Engineering and 
Manufacturing Show (EEE&M) on Wednes-
day, April 11. The show featured 59 exhibi-
tors, including reps, distributors and manu-
facturers, as well as eight technical seminars 
throughout the day. The EEE&M show draws 
local engineering attendees, with the daily 
attendance reaching 250+. For more infroma-
tion, go to erastl.org.

 The Representor  |  Spring 2018    33

C
H

A
P

T
E

R
 N

E
W

S

ALL EDS ATTENDEES:

Make ERA's Business and Hospitality Center 
in the Mirage Grand Ballroom, Booth #103, 

YOUR headquarters for FREE information and 
services to boost your field sales.

And save your place at the ERA-ECIA Breakfast 
at EDS on Thursday, May 17, at the Mirage 

Events Center in Las Vegas. 

Register by April 28 by email at info@era.org, 
or visit era.org for details. 



collaborative experience, information and responsiveness to programs that can benefit ERA reps 
and manufacturers immediately. But how realistic is this approach? That’s what this group is 
committed to finding out. Make it ACCESSIBLE, EASY, SUCCESSFUL and PROFITABLE!

The group calls itself MRTAC — Manufacturers’ Representatives Talent Acquisition Council. 

Do you have an opinion or an idea? MRTAC would love to hear it. Its objective is to estab-
lish an information baseline from which ERA rep firms can launch a successful intern program 
to support their workforce needs. This will be a step-by-step process with all the resources 
required to find those capable and eager interns, and make it as easy as possible. 

MRTAC wants rep firms to feel confident approaching an unknown institution, with the 
tools required to identify the right contact, represent their workforce need and walk away with 
several qualified candidates — all in their own geographic location. MRTAC has already started 
collaboration with several colleges/universities where it has established contacts. The objective is 
to learn more from their workforce development teams and placement offices in as geographi-
cally diverse cross-section as possible. The next step will be to contact individual instructors 
to learn how they present manufacturing sales and rep business firms in their business cur-
riculums. What is their reality and perception about manufacturers’ reps? How can students 
take their selling beyond transactional “dollars for parts” to a relationship or consultative level 
representing several related manufacturers?

Success measurement is based on linking qualified talent with rep firms and manufacturers 
looking to grow and update their employee teams. Why should finding good talent be so diffi-
cult and such a resource drain? ERA members, the White Pin Group and this council recognize 
the importance and urgency of doing whatever they can to help firms who need new talent and 
are ready to find those qualified candidates. n

FEATURE ARTICLE: Rep interns
(continued from page 9)  
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. 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! 

• I 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 I and II • Turning Objections into Sales

• Valuing, Buying, Selling or Merging a Rep Firm

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

Access to ERA education 

programs has NEVER been easier 

or cost less!

All ERA WEBINAR files are 

available for just $20 per program for mem-

bers ($30 for non-members). Listen and learn 

WHENEVER and 

WHEREVER you choose.

REPS, DISTRIBUTORS AND MANUFACTURERS:



ERA Member Service Action Lines
Avis Car Rental...........................................................era.org

(Click the link on the Member Services page.) 
Budde Marketing ......................................... 708-301-2111

buddemarketing.com
Empowering Systems......................................888-297-2750

empoweringsystems.com
ERA Customized Survey Service................................era.org

(Click the link on the Member Services page.)
ERA RepProtect..............normanspencer.com/erarepprotect
ERA Teleforum Audio Library...................................era.org
ERA University (online courses).................................era.org
EYOND: MRSware........................................866-795-8386  

mrsware.com
Growth Dynamics.....................growthdynamicsonline.com 
Hertz Car Rental........................................................era.org

(Click the link on the Member Services page.) 
Insperity .................................................www.insperity.com
ITEM Media ..........................................http://item.media/
JJM Search ....................................................402-721-6590

jjmsearch.com
MRERF (CPMR/CSP programs)	��������������������������mrerf.org
Orgo Sales Engine	������������������������������������������orgosales.com 
Rembrandt Advantage	�����������������������������������800-292-7182 

rembrandtadvantage.com
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.............................................................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..................................312-648-2300
Rep & Mfr. Services: Bryan Shirley, CPMR .....267-620-6000
Rep Network Mgmt.: Cesare Giammarco .....401-595-7331
Sales/Business Strategy: Craig Conrad..............817-917-8268
Sales Consulting/Coaching: John Simari .........214-325-4117
Sales Team Mgmt.: Timothy L. Conlon...........314-378-3612
Start-ups: Alex Gabbi...............................alex@alexgabbi.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 - Oct. 18, 2018 
•	 50th Management and Marketing Conference - Feb. 24-26, 2019

A book review and recommendation by Dan Beaulieu

Questions That Sell: The Powerful Process for Discovering What Your  
Customer Really Wants

by Paul Cherry
Copyright: 2018 Amacon
Price: $17.95
Pages: 227 and Index

The one book to read and study if you truly want to know who is your customer.

This is a great book to help salespeople learn how to win over their customers. It is 
an even better book to help companies, particularly their inside salespeople, learn how 
to turn their customers into customers for life.

Creating a customer-focused company is all about knowing everything possible 
about your customers. The best way to find out everything about your customers is to 
ask them.

In his book, author Paul Cherry, president and chief executive officer of one of 
the country’s foremost sales and leadership training organizations, demonstrates his 
complete mastery of the art of asking questions. He 
focuses not only on the right questions to ask in the 
appropriate situations, but also how to ask those 
questions at the right time, in the right place and 
even with the right pace of questioning. He makes 
the reader realize that questioning is an art, a craft 
that must be studied and perfected.

Have you ever been in any of these situations? 
1.	 You’re talking to a prospect, and you need to 

stop talking and get her or him talking. How do you 
do that?

2.	 You’re in deep trouble with a customer. Your 
company has really screwed up this time, and the cus-
tomer is really mad. How do you handle the situation by asking questions that will not 
only get to the heart of the matter and solve the problem, but also calm the customer?

3.	 You have to tell a customer that if they don’t start paying, you will have to cut 
them off, or other sensitive messages that salespeople often have to deliver.

4.	 You have to find out if you are going to get that big order that they are awarding 
next month, but you need to know now because it is so vital to your company.

5.	 You know that the buyer is stalling for some reason, but you don’t know why, 
and it is your job to find out.

In addition to demonstrating to the reader how to handle these type of situations, 
the author also provides lists of actual questions designed to help you develop your 
own line of questioning. 

This book will help you learn everything you need know about the art of asking 
questions that will not only help you sell, but more importantly, develop a long-lasting 
and productive relationship with your customers.

I would urge anyone interested in their customers and knowing everything about 
them to read this book. If you truly want to know your customers, this is the one book 
you should buy and 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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AKI Enterprises, Inc.
Dean M. Akiyama

303-756-0700
dean@akienterprises.com

akienterprises.com

CTM, (Con-Tek Marketing)
Alan W. Foss

303-699-7100
alan@ctmrm.com

CTMRM.com
 

Component Technology, Inc.
James J. Beam
303-850-0087

jbeam@comp-tec.com
comp-tec.com

 
Elotek Systems, Inc.

Steve Visosky
888-435-6835

sales@elotek.com
elotek.com

Federal Engineering & 
Marketing Associates, Inc.

Francis E. Abate
240-401-4624

francis@femareps.com
femareps.com

For information about ROCKY MOUNTAIN ERA 
membership, programs and activities, go to rmera.org.  

Increase your sales in the COLORADO, UTAH, 

ARIZONA and NEW MEXICO territories 

with these ERA member firms!

W. Howard Associates, Inc.
Steve Chiles

303-766-5755
stevec@whoward.com

whoward.com
 

J. F. Hurlbut Company
Dave Hurlbut, CPMR

303-279-7796
dfh@jfhco.com

jfhelectronics.com
  

Moss Marketing
David C. Basila, CPMR

303-979-1131
dbasila@mossmktg.com

mossmktg.com

Seale & Associates
Gary Swanson
303-779-8005

gary.swanson@sealeinc.com
www.sealeinc.com

Straube Companies
Matt Ogden

Matt@straubemtn.com
303-426-0890

straubemtn.com 

Technical Marketing 
Specialists (TMS)

Charles Badzik, CPMR
303-488-0220

cbadzik@tmssales.com
tmssales.com

 
Thorson Rocky Mountain, Inc.

Greg Miner
303-773-6300

gminer@thorsonrm.com
thorsonrm.com

 
Trembly Associates Corp.

Gary Mulryan
505-266-8616

gmulryan@trembly.com
trembly.com

 
Williams & Associates

Pete Petrou
303-289-5647

ppetrou@wacoelectronics.com
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THANK YOU to all the advertisers in this issue of The Representor! 
ERA is deeply grateful for your support.

DISTRIBUTORS

Newark element14.........................................................................39

MANUFACTURERS

Board Shark PCB ..........................................................................42

Schaffner........................................................................................40

Super PCB.....................................................................................40

REPRESENTATIVES

BMA Technologies.........................................................................45

Brandel-Stephens & Co. Inc..........................................................43

Cartwright & Bean Inc..................................................................45

C C Electro....................................................................................44

Conquest Technical Sales...............................................................40

Doran Associates............................................................................44

Dytec-NCI Inc...............................................................................45

DEG Components.........................................................................46

GSA...............................................................................................46

Jacobsen Associates Inc..................................................................43

MacInnis Group............................................................................45

Power Component Sales................................................................45

PMR..............................................................................................42

RAH Associates..............................................................................44

RK Sales.........................................................................................41

SW Marketing Associates...............................................................41

PRODUCTS & SERVICES

Empowering Systems.....................................................................38

The Representor’s Special Advertising Supplement begins on the next page.  
Participating advertisers are listed in alphabetical order by type of company.
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Customer Relationship Management
for Manufacturers and Representatives

30 Turnpike Road  Southborough, MA 01772       P 888.297.2750      www.empoweringsystems.com

EDS 
Booth 201
Las Vegas, NV
May 15–18, 2018 

       

Sell the way you want with an easy-to-customize, smart CRM system.
Go to www.empoweringsystems.com/EDS to learn how.

SELL from your in-box. 

SELL from your phone. 

SELL off-line. 
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Your Trusted Source for Engineering Solutions
newark.com  | 1 800 463 9725 

Industry’s First Catalog
88 Years of Publication

Industry’s Best Website
Voted #1 by United Business Media
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Quality PCB Supplier seeks 
sales representation.

Rigid PCB, Flex PCB, Rigid-flex PCB, Aluminum PCB, RF PCB, etc.
Fast turn prototypes and high volume productions.
Quality certifications (IS9001, 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!

High quality + low cost = great earning potential!!

Contact us today!
Jeff James

E-mail: jeff.j@superpcb.com
Phone: 214-550-9837, Ext. 710

If you are looking for a sales team that you can call your own ... look no further. 

Conquest Technical Sales has you covered. 
 

With 6 Sales Reps strategically positioned in each of the major markets/ 
geographies within the So. California area, we can provide the  

bandwidth you need to grow your sales. 
 

Our line-card is unique and takes us into virtually  
every market segment allowing significant visibility in to our  

customer base that many “component reps” simply won’t see. 

So CALL us and introduce yourself and let us explain how our limited  
Principal line card can help you expand your foot print in So. California. 

805-241-5118    LA Office
949-825-5223    OC/SD Office

805-402-7490   Bill Herold - President 



- Aerospace
- Agriculture

- ATV/UTV
- Automotive

- HVAC
- Industrial

- Medical- Medical
- Networking

- Security
- TelecomDedicated to providing professional sales & engineering 

solutions for OEM customers in the Upper Midwest

Total Solutions Manufacturers Representative

Owner: Tom Ginter
Tom@rksales.com
763-571-1001

11979 County Rd. 11 
Ste. 140
Burnsville, MN 55337

wwwww.rksales.com

SW Marketing Associates

If you are looking for a rep firm that’s growing 
instead of downsizing, call SW Marketing and 
put our experience to work for you.

Ph. 214-341-8631 Fax 214-340-5870

SW Marketing Associates
10557 Metric Drive, Dallas TX 75243

Larry Keller
Vice President of Sales

214-534-2271

Manufacturer’s 
Representative 

since 1980

Servicing the electronic 
and electrical markets in the 

South for more than 30 years.

Serving and supporting
OEMs, CEMs and Distributors

Degreed sales engineers

OEM design specialists

Experienced distributor 
management

Warehousing 
and inventory 
programs available

Outside Salespeople: 6

Inside Salespeople: 3

Let us help you spread your message

OF107R2 SW Mrkt Ad_(v2).pdf   1   1/29/18   10:25 AM
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PMR is a Manufacturers’ Representative firm consisting of 
four experienced sales reps serving the Metro New York, Long Island, 

Westchester, Rockland and Northern New Jersey territory. 

Our mission is to provide our customers with quality engineering 
and purchasing support. We do this by seeking out Principals whose 

products and services are leaders in their respective fields. 

To learn more about PMR’s capabilities, contact: 
Steven Lane at 631-244-1414 or slane@pmr-rep.com. 

HDI and Advanced

HDI Capabilities
• Laser via structure: Stack / Step / Skip
• Thinnest Dielectric: .002”
• Thickest Dielectric: .0045”
• Smallest Trace:  .0015” 
• Smallest Space: .0015”
• Sequential Build-Up (SBU):    ALIVH (any layer)
• Outer layer smallest 
• Laser via pad: .007”
• Inner layer smallest
• Laser via pad: .009”
• Smallest via (laser): .002”
• Any Layer Interstitial Via Hole (ALIVH)
• Laser Direct Imaging
• Laser Drill and Mechanical Drill

Advanced Capabilities
• Probe Cards, DUTs, load boards, burn-in boards 50+ layers, high aspect 

ratio, metal substrate, substrate PCB with .0015” trace/space, 
flex and rigid-flex circuits, hybrid construction

• Laser cut cavity
• Max Board Size: 21x31” multilayer,  Up to 48” 1L-2L
• Max thickness: .500”
• Min annular ring: .0015 / .0015”
• Max Cu 35oz
• Smallest Mech. Hole: .003”
• VIPPO: Via-In-Pad-Plated-Over
• Layer Count: 52 Layers
• Aspect Ratio: 30:1
• ENEPIG, ENIG, Immersion silver, Immersion tin, OSP, Carbon Ink, HASL,               

Lead-Free HASL, Hard Gold
• 370HR, polyimide, FR408, Rogers materials, Arlon, Taconic, Megtron

Ask us about equivalent materials for cost savings!
• Direct bonded copper, Iceberg Copper, Extreme Copper

Save Time, Increase Profits!

Board Shark
2808C NE 65th Ave
Vancouver, WA  98683   USA
888.768.9058 x 101
jennifer@marctech2.com
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Serving the Southeast technology 
markets for 52 years. 

The Brandel-Stephens engineering 
team brings outstanding customer
relationships and technical competence 
to every principal represented.

To learn how Brandel-Stephens can boost your sales, contact
Ted Toomey at the corporate headquarters: 

4720 NW Boca Raton Blvd., Suite D-102, Boca Raton, FL 33431
Phone: 551-998-2790
Email: ttoomey@brandel-stephens.com
URL: brandel-stephens.com

Offices in FL, GA, AL, NC, MD, PR

Manufacturer s ’ Representat i ve

Meetinghouse Professional Bldg.
499 Easton Road
Horsham, PA 19044

www.JacobsenAssociates.com
sales@JacobsenAssociates.com

215.674.2937

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,  building strong 
relationships  with our customers,   

distribution partners  and the  

companies we represent.

Contact Michael Jacobsen
215.674.2937  •  Fax 215.441.8706
Michael@JacobsenAssociates.com
www.JacobsenAssociates.com
499 Easton Rd., Horsham, PA 19044

Connections count.
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Responsive to Customers,  
Distributors and Principals

IN/KY/OH/MI

715 N. Senate Ave., Indianapolis, IN 46202
317-612-5000  FAX 317-612-5005

carol_cohen@ccrep.com
www.ccrep.com

“THE RESPONSIVE COMPANY”

Manufacturers’  
Representative
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41 years of electronics industry 
experience in the Southwest

ISO 9000-9002 / AS9100 Manufacturers
• PCB Fabrication

• Flex Circuits
• PCB Assembly

• Metal Fabrication
• Precision Machining

• Wire & Cable Assembly
• PCB Design

Contact: BILL MILLER  •  E-mail: bill@bmatech.com
Call: 214-544-3777 or 972-740-0993.

Visit www.bmatech.com.

Since 1982, making YOUR sales 
OUR business!

Our most important assets are
customers and principals.

For experienced, professional representation 
in Chicagoland, Wisconsin and 

Northwest Indiana, contact::

Rich Hobby, CPMR
219-226-0539

richh@rahassoc.com
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317-578-0474
www.dytecnci.com

    Dytec-NCI has decades of experience  
providing professional technical electronics 

sales representation in the Midwest  
(IL, IN, WI, OH, MI, WPA, MN, KY) region. 

 • Are you a technical salesperson looking for a 
new challenge? We currently have openings for 

outside Sales Engineers in our WI and IL markets.

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

 • 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 40 Years of Integrity, Determination and Results ~

Dytec-NCI, LLC

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

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

                           
New brand...
Same dedication  

to exceeding expectations!

Cartwright & Bean, Inc.
3870 Peachtree Industrial Blvd., Suite 340-246

Duluth, GA 30096
770-416-6075

dmccoy@cartbean.com
www.cart-bean.com 

Covering SIX Southeastern States:
NC, SC, GA, AL, TN, MS

Respected • Efficient • Professional 
Sales Representative Company
Serving This Area for 75+ Years 
from Offices in Atlanta, Raleigh 

Greenville and Smithville

We specialize in Passive, Electromechanical and 
Sub-System Products. 

Adding Value Is Our Stated Job. 

TEL 508-434-1401
FAX 508-434-1405

sales@powercompsales.com
www.powercompsales.com

QUALITY 
REPRESENTATION 
NEW ENGLAND & 

UPSTATE NY



DEG Components is looking to expand 
in the states of MO, OK, AR and KS.

We provide Plastic, Rubber and Metallic 
Components along with Packaging and 

Automation Equipment. 

This expansion could be done by hiring 
a salespersonm in the area, 

merger or acquisition. 

To explore these possibilities, 
please contact DAVE GASTEL  at 

408-718-5233 or 
dgastel@degcomp.com.

 

Manufacturers’ 
Representative

Celebrating more than 50 years of providing Technical 
and Sales Support to the Electronics Industry

The GSA organization consists of 23 outside and 7 inside 
sales professionals, including 3 electrical engineers. 

Serving ERA territories 5 (MD & VA), 18 (Mid-Atlantic), 
20 (New England) and 21 (Metro NY/NJ)

www.gsatech.com
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Electronics Representatives Association
1325 S. Arlington Heights Road, Suite 204 
Elk Grove Village, IL 60007

Conference Committee Members
Rick LaPiana, Cain-Forlaw Company, Committee Chair, 

John Hutson, CPMR, MacInnis Group
Committee Vice Chair & Breakouts Co-Chair

John Beaver, GSA Optimum
Ken Bellero, Schaffner EMC, Keynote Chair

David Foster, Sensata Technologies, Sponsorships Chair
Barbara Jorgenson, Electronic Purchasing Strategies (EPS) 

Dawn Lowery, Sumer, Inc. 
Holly Myers, CPMR, Wallace Electronic Sales, 

Breakouts Co-Chair 
John O’Brien, CPMR, Coakley, Boyd and Abbett, Inc., 

General Sessions Chair
  Todd McAtee, Mouser Electronics

Bryan White, Catalyst Sales
Cindy Williams, Vicor Corporation

Jeff Bade, Budde Marketing Systems
Jim Bird, WorkLifeBalance.com

Ken Bellero, Schaffner EMC
Mike Budde, Budde Marketing Systems

Mike Budde, Jr., Budde Marketing Systems 
Julie Carr, MacInnis Group

Debbie Castrodale, The Unsale
Charles Cohon, MANA

Tim Conlon, ERA Consiltant
Tom Derry, Institute for Supply Mamagement (ISM)
Zach DeVillers, CPMR, Brainard-Nielsen Marketing 

Kurt Devlin, Ohmite Manufacturing
Brian Flynn, Sager Electronics

David Foster, Sensata Technologies
Cesare Giammarco, ERA Consultant

Adam Glazer, Schoenberg, Finkel, Newman & Rosenberg
Steve Gomez, Avnet Electronics

Holly Good, Cornell Dubilier Electronics
Richard Greaves, Empowering Systems

Tom Griffin, CPMR, Catalyst Sales
Amy Hain, RFMW, Ltd. 

Charlie Hauck, Growth Dynamics
Byron Holloway, Fralia Company & Associates

Alex Iuorio, Avnet Elewctronics
Karen Jefferson, Orgo Sales

Gabrielle, Jenkins, RM Boston
Graham Kilshaw, ITEM Media

Michael Knight, TTI, Inc. 
Mike Lasley, ION Associates

Scott Lindberg, Quell
Scott Mayo,Empowering Systems

Jim Moore, Fralia Company & Associates
Holly Myers, CPMR, Wallace Electronic Sales

Gerald Newman, Schoenberg, Finkel, Newman & Rosenberg
Kate Rhoten, MRERF 

Chris Scholl, Growth Dynamics
Bryan Shirley, CPMR, ERA Consultant

John Simari, Simari Consulting
Mike Swenson, CPMR, Mel Foster Company 

Chuck Tanzola, CPMR, Fusion Sourcing Group 
Cameron Ward, RS Components 

Tom Wichert, TDK-Lambda Americas

Sub-Committee Members
Craig Anderson, CPMR, Sumer, Inc. 
Chris Beeson, Digi-Key Electronics

Mike Budde, Budde Marketing Systems
Kathie Cahill, CPMR,  Net Sales Company

Jim Clark, Kruvand Associates
Ellen Coan, CPMR, CC Electro 

Charles Cohon, MANA
Kingsland Coombs, CPMR, CSP, Control Sales

Lisa Dietrich, Conley & Associates
Jani Duffy, American Bright Optoelectronics Corp. 

Bob Evans, CPMR, EK Micro
Brian Flynn, Sager Electronics

Cesare Giammarco, ERA Consultant
Tom Griffin, CPMR, Catalyst Sales

Bill Herold, Conquest Technical Sales
John Lanzillo, Zonk Group

Chris Straube, Straube Associates
Terri Straube, Straube Associates 

Chuck Tanzola, CPMR, Fusion Sourcing Group
Bryan Teen, Tech Marketing

Program & Activity Participants  

ERA is indebted to these VOLUNTEERS
and others for their invaluable contributions 

that made the 49th Management and 
Marketing Conference so successful!


