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The Customer and
the Supply Chain

of the Future



Technology-enabled, created and driven 
change in the world is gaining speed. The news 
is full of the progress being made in autonomous 
cars that will transform our cities, save tens of 
thousands of lives and billions of dollars every 
year. Robots that were once limited to factories 
are now found in hospitals and will soon be in 
our homes. Gene editing technology that will 
ensure a sustainable food supply as our popula-
tion grows will one day eliminate disease and 
ultimately extend human life. To name but a few. 

Underpinning all of this are advancements in 
computing, data storage and communications. 
Artificial intelligence, neuromorphic processors, 
quantum computing and 5G cellular communi-
cation will supercharge the pace of introduction 
and the rate of tech-based changes that each of us 
experiences in our lifetime. 
Technological advancement 
is exponential and many feel 
that it has reached the point 
on the exponential curve 
where it will begin rising 
nearly vertically. Science fic-
tion is becoming science fact 
all around us.

In our world, Industry 
4.0 and Smart Factories are 
manifestations of leading-
edge technology at work. 
Industry 4.0 is a name given 
to the current trend of auto-
mation and data exchange in 
manufacturing technologies. 
Industry 4.0 fosters what has 
been called the Smart Fac-
tory. According to McKinsey Consulting, there 
are four design principles behind Industry 4.0: 

•	Interoperability – the ability of machines, 
devices, sensors and people to connect and 
communicate with each other via the Inter-
net of Things (IoT).

•	Information transparency – the ability of 
information systems to create a virtual copy 
of the physical world by enriching digital 
plant models with sensor data. This requires 
the aggregation of raw sensor data to higher-
value context information.

•	Technical assistance – first, the ability of 
assistance systems to support humans by 
aggregating and visualizing information 
comprehensively for making informed deci-
sions and solving urgent problems on short 
notice. Second, the ability of cyber physi-
cal systems to physically support humans 
by conducting a range of tasks that are 

unpleasant, too exhausting, or unsafe for 
their human coworkers.

•	Decentralized decisions - the ability of 
cyber physical systems to make decisions 
on their own and to perform their tasks as 
autonomously as possible. Only in the case 
of exceptions, interferences, or conflicting 
goals, are tasks delegated to a higher level.

A real world example of a Smart Factory is the 
new Adidas speed factory where athletic shoes are 
made using robots and 3D printing. These highly 
automated factories enable Adidas to manufac-
turer in close proximity to their customers rather 
than centralizing manufacturing in low-cost labor 
areas such as Southeast Asia — still home today 
to most of the world’s apparel manufacturing. A 
single Adidas speed factory employs 180 people 

and delivers the same output as 
a factory in Vietnam employing 
thousands. Low-cost labor coun-
tries once took jobs from high-
cost labor countries; however, 
increasingly today, technology is 
bringing those jobs back.

In order to keep up, the way 
commerce is conducted will also 
change. The blockchain, IoT, 
robotic process automation (RPA) 
and application process interfaces 
(API) that are becoming main-
stream will transform not only 
commerce but the very nature of 
work. Skeptical? You are using 
APIs today. These are software 
intermediaries that enable two 
applications on different plat-

forms to easily talk to each other and pass data 
back and forth. Each time you use an app like 
Facebook, send an Instant Message, or check the 
weather on your phone, you are using an API. 

Today, the early adopters in our customer base 
are using APIs to generate requests for quota-
tions, to check inventory availability and lead 
times, and even place orders. The use of APIs can 
make the entire transactional process between an 
OEM and a distributor occur, from start to fin-
ish, in minutes from the time the OEM’s bill of 
material and production forecast are finalized, no 
buyers or salespeople involved, only computers. 
The future of commerce is increasingly autono-
mous systems doing business with each other.

And the future of all work, even so called 
white-collar work, which includes selling, is 
increasingly automated. According to Forrester 
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(continued on next page)

In 2018 alone,  

RPA-based digital 

workers (bots) will replace 

or augment 311,000 

office and administrative 

positions and 260,000 

sales and related jobs  

to deliver enhanced 

customer experiences.

Michael Knight

President, TTI Semiconductor 
Group (TSG) and SVP Corpo-
rate Business Development, for 
TTI Inc. 

Michael Knight is the 
senior vice president of TTI 
Americas, a Berkshire Hathaway 
subsidiary, and is responsible for 
product management, corpo-
rate marketing and sales for 
key vertical markets. He also is 
responsible for mergers and ac-
quisitions at TTI, and he heads 
the newly-formed TTI Semicon-
ductor Group, which consists of 
two acquisitions — Symmetry 
Electronics in North America 
and Changnam in Korea.

Michael has worked in 
the electronic components 
industry since the mid-1980s. 
Prior to joining TTI Americas, 
he worked for a number of 
distributors and component 
manufacturers, including a 
manufacturers’ rep firm in 
Northern California.

He has held a variety of na-
tional and global leadership roles 
in sales, marketing, operations 
and general management. In the 
late 1990s, Michael launched 
a successful tech start-up in the 
semiconductor materials space.

by Michael Knight
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COVER STORY:  Supply chain of the future
(continued from previous page)  

Research, as businesses become more 
acclimated to automation RPA will 
take over more and more low-value 
repetitive tasks and rote work. In 2018 
alone, RPA-based digital workers 
(bots) will replace or augment 311,000 
office and administrative positions 
and 260,000 sales and related jobs to 
deliver enhanced customer experiences.

Today’s electronic component supply 
chain has evolved to deal with extreme 
inefficiencies that have become worse 
as supply chains have grown more 
complex. The singular goal of the sup-
ply chain is to deliver OEMs the parts 
they need, in the right quantities and 
packaging, at the right time, at the right 
place. With electronic systems being 
comprised of hundreds, sometimes 
thousands, of different component 
types, each made by different manufac-
turers, each of whom are manufacturing 
in different locations around the world, 
this is no small task. The largest OEMs 

have the clout and the volume to manage 
most of this directly with their chosen compo-
nent manufacturers. Although, as supply chain 
complexity has grown and recently been desta-
bilized by a supply/demand imbalance, even 
these OEMs are increasingly using distribu-
tion as a source. All other OEMs use resellers 
(ideally, authorized distributors) to secure the 
parts they need. 

Throughout the supply chain today there are 
salespeople bridging the communication gaps 
in the chain, educating the customer about the 
latest component technologies, matching up 
OEMs’ needs with component manufacturers’ 
capabilities, positioning, quoting, cajoling and 
finally, closing the deal. In this way, selling has 
been a contact sport since 9,000 B.C.; however, 
based on the changes being created through 
technology, it would be naive to believe it will 
continue like this into the future.

Studies by Ernst and Young, PwC and 

Sell the way you want with an easy-to-customize, smart CRM system.  
Now with sales trends on your mobile device.
Go to www.empoweringsystems.com to learn how.

Customer Relationship Management 
F O R  M A N U F A C T U R E R S  A N D  R E P R E S E N T A T I V E S

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

SELL from your in-box. 
SELL from your phone. 
SELL off-line. 

ERA Diamond Sponsor 
2019 ERA Conference

(continued on page 16)

ERA is excited to 

announce that TTI’s 

Michael Knight will close 

the ERA 50th Anniversary 

Conference in Austin, 

Texas, Feb. 24 - 26, 2019, 

with a presentation on 

“TECHNOLOGY IN THE 

ROARING ’20s: How the 

tech party rages on  

in the 2020s.” 



SOMEONE  YOU  SHOULD  KNOW

Tell us a little about yourself. 
I live in Stillwater, Minn., the birthplace of 

Minnesota, with my wife of 22 years, Dana. 
We have three children, Maddie (21), Sam 
(18), Ben (15), and our Boxer dog, Jazz (6). 
Currently, I am the president and outside 
sales rep at ArKco Sales, a second generation, 
family-owned rep firm that my father, Bob 
Karr, started 41 years ago. I have been with 
ArKco Sales for 25 years. 

What are some things you enjoy outside 
of the workplace? 

I enjoy many outdoor activities: bow hunt-
ing, hiking, camping, biking, alpine skiing, 
fishing, golf and ice hockey. My wife and 
I enjoy watching our daughter compete in 
gymnastics at the University of Denver, and 
our boys compete on their high school teams. 
I also enjoy participating in the local Relay for 
Life, practicing my faith, family time, travel-
ing and eating local foods when on the road. I 
enjoy reading, competition and trying to be a 
good person every day.

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

ArKco Sales has been an ERA member 
since 1978. I can remember 25 years ago, 
when I began working at ArKco Sales in 
outside sales, attending ERA conferences and 
local ERA events where Ray Hall and the 
membership spoke so well about the rep func-
tion. It was exciting and special to me because 
I was able to interact with the ERA member-
ship and our rep network that has been such 
an important component to our firm’s success.

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

I grew up with it. My mother and father 
taught us through their daily actions and 
around the dinner table about the values of 
discipline, teamwork, commitment to work-
ing hard and playing hard, developing strong 
faith, education, and the risk-taking associated 
with a successful rep firm. Eventually, it was 
the number of good people — reps, custom-
ers, principals and distributors — that I met 
through my father, along with the dynamic 
entrepreneurial environment and competi-
tive nature of the electronics industry that 
attracted me to a career at ArKco.

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

For me, it is about the people, travel and 
sense of purpose that makes up this profes-
sion. It is, without a doubt, the feelings I get 
when touring a manufacturing facility and 
knowing the importance of the sales function 
to all of the employees at the factory. Without 
sales, the principal doesn’t build components 
and the OEM doesn’t build a product for the 
market. When our function is done well, it 
is one of the best feelings to know that your 
performance can mean so much to others, 
locally and globally.

Briefly describe your rep firm.
Founded in 1977, ArKco Sales is an elec-

tromechanical solutions firm and long-time 
member of the Minnesota ERA Chapter. We 
have seven outside field sales reps and two 
inside sales team members at our main office 
in Mahtomedi, Minn., and a branch office in 
Cedar Rapids, Iowa. Our company is focused 
on providing consistent, professional sales 
and relationship management to our custom-
ers, for our principals, and with our distribu-
tor partners.  

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

Over recent years, we have implemented 
more team-based internal contests, fully 
transparent goal setting, latest sales technology 
integration and time management programs. 
We work to foster a consistent team-based 
culture with open communication where 
what’s good for our sales team ultimately ben-
efits the individual and those we service.

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?

People first; any company is only as good 
as its people. ERA has provided our firm 
the opportunity to network with many of 
the best sales professionals in the industry. 
The resources and opportunities that ERA 
provides to learn from others and establish 
industry relationships is second to none. Most 
important, ERA and its membership was 
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Steve Karr
President and Outside Sales Rep
ArKco Sales, Inc.

	 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 Steve Karr, president and 
outside sales rep for ArKco Sales, Inc., 
located in Mahtomedi, Minn.
	 The Representor asked Steve a few 
questions about his time in the electron-
ics rep business and his experiences with 
ERA. Here is what he had to say.

(continued on page 28)



FEATURE  ART ICLE
 

There is a workplace that keeps owners, 
executives and other leaders awake all 
night. Missing from that workplace 

is “respect.” The leaders know that every day 
brings the potential for turnover, poor produc-
tivity, low morale, legal problems with the state 
or federal government, or something much 
worse — violence.

Leaders who sleep well at night understand 
how to identify and eliminate offensive behaviors 
and how to create a culture where employees 
value “respect.” The company has a Standard 
of Conduct policy, disseminates it widely and 
enforces it vigorously. Every member of man-
agement is vigilant and stops acts of disrespect. 
Employees are empowered to report acts of disre-
spect with impunity.  

A great leader demonstrated his method in my 
presence after observing an employee on a lunch 
break with coworkers relate a conversation that 
included some profanity and sexual language. 
Later in the day, the company leader invited the 
employee to visit in his office and said, “I wanted 
you to know I heard your conversation at lunch 
time. It caused me to believe that no one has told 
you that ‘We don’t do that here.’ We believe that 
profane and sexual conversation is disrespectful 
and inconsistent with our culture. So, just in case 

you did not know that your conversation was 
inappropriate, I wanted to be the one to tell you. 
Thank you for your time.” He is a genius!

“We don’t do that here” was part of the com-
pany nomenclature (for acting disrespectful) and 
was invoked in a variety of situations to identify 
inappropriate behavior. Typically, the kinds of 
behavior that fit under the “We don’t do that 
here” can be defined into three types, but they are 
not uniquely different. None is more egregious 
than another and the consequences can be hor-
rifying, destroying the business and devastating 
the employees. 

Sexual harassment 
Sexual harassment has nothing to do with 

sex; it is about power. The offender uses position, 
influence, affiliation, or even physical size, to 
harass the victim. There are two kinds of sexual 
harassment. Submitting to sexual demands in 
order to keep a job, get a raise, or be promoted, is 
quid pro quo and most egregious when it involves 
employees of unequal power. It is not hard to 
describe but it is impossible to defend. The 
offending behavior could be jokes, inappropri-
ate touching, sexual remarks, videos, cartoons or 
sexual profanity. 

Sexual harassment is prohibited by federal law 

8   Fall 2018  |  The Representor
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by Nancye M. Combs

‘We don’t do that here’ — 
Protecting your human 

capital



and the laws of every state in the U.S. The Equal 
Employment Opportunity Commission (EEOC) 
enforces theses laws and they have published the 
2017 statistics regarding the claims filed with the 
Federal Government only. These numbers do not 
include claims filed at the state or local level and 
do not include those who filed a lawsuit directly in 
state or federal court. 

Number of Claims filed for Sexual harassment 
with the EEOC: 12,428

• Percent of claims filed by males:  
16.5 percent

• Claims determined to be without probable 
cause: about one-third

• Amount of money awarded to claimants: 
$46.3 million (just federal)

In addition to a workplace culture that con-
fronts inappropriate behavior, every company 
must have a well-written policy and a procedure 
to enforce it. The EEOC has clearly described the 
elements that must be included in the policy and 
exactly what a company must do to prevent puni-
tive outcomes.  

Hostile workplace
A hostile workplace is a workplace that inter-

feres with the ability to perform the work because 
of the hostile actions of a coworker, subordinate, 
supervisor, or other stakeholder. A workplace 
bully is the person usually responsible for a 
hostile workplace. This is a different challenge 
for companies to manage than a violation of the 
Civil Rights Law. There are laws in every state to 
prohibit bullying in schools but no such laws exist 
to prevent bullies at work. California is ahead 
on this topic and defines workplace bullying as 
repeated, health-harming mistreatment at work. 
Workplace bullying can include verbal abuse, 
intimidating or humiliating behavior, or interfer-
ence with the victim’s work. There is no specific 
law against workplace bullying in California, but 
California employees have the right to sue the 
bully or their employer if the workplace bullying 
violates workplace harassment or discrimination 
laws, such as the California Fair Employment & 
Housing Act (FEHA).

California also requires supervisors to be 
trained regarding abusive behavior and 30 states 
have introduced a bill called the Healthy Work-
place Law. The Workplace Bullying Institute 
in Bellingham, Wash., researched the cost of 
allowing a bully to victimize a workplace. The 
research is the gold standard used to demonstrate 
that allowing a workplace bully is financially 
prohibitive, and will assure the company earns a 
reputation as the Employer of Last Resort. The 
WBI research shows:

• Turnover: Combined salaries of departed 
workers x 1.5

• Opportunity lost: Lost revenue
• Absenteeism: Number of missed hours x 

hourly rate
• Presenteeism: Total salaries of checked out 

workers
• Legal defense: Varies
• Worker’s comp.: Varies
For an employee paid $50,000 annually, the 

grand total could look like:
• Turnover: $75,000
• Opportunity lost: $30,000
• Absenteeism: $250
• Presenteeism: $50,000
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Call us at 1.800.463.9272

newark.com

Engineering Products
 § 900+ new products added each week 

 § Custom services such as kitting, panel meters, 
enclosures, and many more

 §Market-leading online community  
of over 500,000 engineers

Discover Over a Million

from Suppliers You Know and Trust
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Here we are in the final quarter of the year 
... summer turns to autumn, autumn quickly 
turns to winter. For those of us in the “snow 
country,” we then hunker down and wait pa-
tiently for spring — a time when we “perenni-
als” (versus millennials) spring back to life and 
take up the cause for another year!

The fourth quarter of the calendar year 
brings a beehive of activity. The past year’s 
plans and budgets get reviewed. How did we 
do? Where did we fall short and why? We 
also start and finish the planning process for 
the upcoming year. What 
are our goals? What new 
products do we want to 
introduce? How many 
new folks do we want to 
add to our organizations? 
Where will we find them? 
Where will we find the 
time and resources to train 
them? How do we keep our 
existing team members up 
to speed on all of the new 
things that our industry 
throws at us? How can we 
address non-performers 
with tact and grace while 
always doing what is right 
for the organization as a whole?

How can any of us do all of this in the 
fourth quarter? We simply can’t! 

We are all human. Sometimes, we have 
a tendency to put off the tough things and 
hope that they will fix themselves — the non-
performers become rock stars; hard-to-crack 
customers suddenly open the doors to us; we 
finally sign that new supplier that we have 
been courting for years; we “get the nod” that 
we will be the new rep or distributor for the 
newly-merged companies; and new potential 
hires fall into our laps.

See, I told you that sometimes no action is 
the best action! Or is it? Did we just get lucky 
in a few areas? What if our inaction leads to 
continued erosion of non-performers or the 

issues simply get worse? In many cases, this is 
our reality.

We generally see a flurry of activity in the 
fourth quarter as we reflect on the past three 
quarters and plan for the next calendar year. 

But what if we tried to do a bit of this past-
reflection and forward-thinking during each 
quarter? What if we take each quarter as its 
own period — let it stand on its own mer-
its — and plan the next quarter on what we 
learned from the last quarter? Will we allocate 
the time and sweat equity into this process at 

the end of each quarter?
Our industry is thriving 

today. Try and explain to 
your non-industry family 
and friends that “Things 
are great when you can’t 
get parts.” It is counter-
intuitive for sure, isn’t it? 
But wait, we have all been 
through this before, haven’t 
we? It is not a question of 
IF these times of product 
constraint will change but 
WHEN they will change. 

What are YOU and your 
company doing TODAY 
to prepare for when the 

market turns? Have you provided any specific 
actions into your 2019 plan so you can be 
prepared, so that you can beat your competi-
tion to the punch? Or, will you let the market 
manage you versus you managing it?

Let’s not let the fourth quarter be the only 
quarter that we put on our thinking caps and 
PLAN. Try to find the time and COURAGE 
to do this each quarter. Your manufacturer 
principals, employees and customers will 
thank you for it, and perhaps, “punish” you 
with increased orders, new lines to sell and 
happier and better-equipped team members.

I gotta go now and do my own annual 
plan for ERA. Why did I put this off to the 
fourth quarter?

Your perennial CEO.

EXECUT IVE  COMMENTARY

by Walter E. Tobin
ERA CEO
wtobin@era.org
T: 617.901.4088

Time to take stock — the fall  
harvest of our entire year’s efforts!

Let’s not let the fourth 
quarter be the only 

quarter that we put on our 
thinking caps and PLAN. 
Try to find the time and 
COURAGE to do this 

each quarter.
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Celebrate the Past, Embrace Tomorrow
Feb. 24 - 26, 2019 • AT&T Conference Center • Austin, TX

50th Anniversary ERA Conference

ERA is celebrating its 50th Anniversary Conference on Feb. 24-26, 2019 at the AT&T Executive Education 
& Conference Center in Austin, Texas. Join us in honoring the significance of this milestone and the people 
who have laid the foundation to help make ERA the quality organization that is today. 

ERA extends its deep thanks to these generous organizations that have already 
signed on as sponsors of the 2019 Conference:

BENEFACTOR 
Triad Magnetics 

DOUBLE PROGRAM
Sensata Technologies

PROGRAM SPONSORS
Schaffner EMC
TTI Inc., Sager and Mouser Electronics

DIAMOND SPONSORS
Catalyst Sales Inc.
Empowering Systems, Inc.
Kruvand Associates Inc.
WESCO

PLATINUM SPONSORS
Allied Electronics & Automation
ArKco Sales Inc.
Astron Electronics Inc.
Brainard-Nielsen Marketing Inc.
CC Electro 
Cain-Forlaw Company
Cornell Dubilier Electronics Inc.
D-M Associates LLC
E-T-A Circuit Breakers
EK Micro
Fralia Co. & Associates
Luscombe Engineering of San Francisco (LECSF)
Net Sales Company
Performance Technical Sales Inc.
Pinnacle Marketing

For current details on ERA’s 2019 Conference or sponsorship opportunities, go to era.org.

PLATINUM SPONSORS, cont’d
R. C. Merchant & Co. Inc.
South Atlantic Component Sales (SACS)
Spectrum Sales
STRAUBE Associates Inc.
TDK-Lambda Americas Inc.

GOLD SPONSORS
Erickson Sales Inc.
JJM Search
Johnson Company Manufacturers’ Representatives
Laird Technologies 

SILVER SPONSORS
Chicagoland-Wisconsin ERA
Doran Associates
Huntsinger Group LLC
Logix Sales & Marketing
Metz Connect USA
Michigan ERA
OTTO Engineering Inc.
Signal Enterprises Inc.
Superior Technical Solutions Corp.
Tech Marketing

BRONZE SPONSORS
Aces North America/DNA Group 
Conquest Technical Sales
Empire Technical Associates
Schoenberg, Finkel, Newman & Rosenberg LLC 
Vicor Corporation



I would like to share an interesting dia-
logue on LinkedIn thanks to a recent post by 
ERA member Bill Herold, CPMR, of Con-
quest Technical Sales in Southern California. 
Bill’s post and the subsequent comments 
speak to the recurring theme of companies 
looking for new reps to grow their business 
without structuring an equitable program 
that recognizes the value brought by the rep; 
the investment necessary to grow their busi-
ness; and the need to build 
a trust-based relationship 
in order to make that invest 
together — a great dialogue 
indeed about the issue, 
stimulated by Bill’s post! 

It is exciting to see 
thought leaders, like Bill, 
initiate an open discussion, 
beyond the ERA com-
munity, to help reinforce 
the value of manufacturers’ 
representatives. 

Let’s take a look at 
the critical components 
needed to establish a 
foundation upon which a 
successful rep-manufacturer relationship can 
be developed. 

Recognition of the rep value proposition
Fundamentally, the core value of the 

manufacturers’ representative is his or her 
knowledge of and access to the markets they 
serve. Because they are selling products that 
have synergy with the prospective principal’s 
products and have been doing so, in most 
cases for years, if not decades, they know 
the territory and the territory knows them! 
Consider that the rep’s IP and don’t expect to 
get it for free! 

Return on investment
Make no doubt about it, taking on a new 

line is an investment of the biggest asset a 
rep has; their peoples’ time! As you look 
at investment options for your personal 
portfolios, let’s hope you do so with a clear 
understanding of the risks and rewards 

associated with your choices. Your rep agree-
ment should reflect recognition of the need 
for investment and provide a clear path to 
sustainable returns on those investments. 
Commission-only salespeople have a funda-
mental drive to win. You can avail yourselves 
of that fire in the belly if you help them win 
and ensure that they will receive equitable re-
turn on the investment of their time and IP. 

This might be seen as stating the obvious, 
but take a close look at 
your rep agreement and 
do a candid assessment 
of how you are ensuring 
that return. Imagine if 
the same conditions were 
offered to you by your in-
vestment advisor and ask 
yourselves if you would 
invest based on the condi-
tions in your rep contract. 
Reps needs are simple. 
Give them a product that 
delivers solutions to their 
customers’ needs and pay 
them when they win that 
business for you! 

A foundation of trust
Whether in sports, the military or busi-

ness, teams do best when they trust each other 
and know they have each other’s backs. That 
can’t be legislated by verbiage in a contract, 
although T’s & C’s are important parts of 
ensuring ROI. Trust is established by an hon-
est commitment to invest together, respect of 
each other’s contributions, and rewards that 
honor the work that’s been done. The best 
reps and the best manufacturers understand 
this and attribute their mutual success to an 
unyielding adherence to these principles. 

Thanks to Bill Herold and other thought 
leaders in our community for continuing 
to help develop the understanding of how 
manufacturers and reps can succeed together. 
Take every opportunity you can to help 
spread the word. It is not a complicated story 
but it is one that needs to be reinforced!

FROM  THE  TOP

Establishing a successful  
rep-manufacturer relationship 

by David Norris
Norris & Associates Inc.
ERA President
dnorris@norrisrep.com
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Trust is established by an 
honest commitment to 

invest together, respect of 
each other’s contributions, 
and rewards that honor 

the work that’s been done.



THE

MICHIGAN
ELECTRONICS	REPRESENTATIVES	ASSOCIATION

The	Michigan	ERA	is	revitalizing	our	chapter.		We	
have	elected	new	officers	to	our	board.		

To	get	involved	with	the	Michigan	ERA	Chapter,	
please	contact	a	board	member.

President
Matt	Cohen,	CPMR
CC	Electro	Sales
734-455-0000	

VP	of	Finance/	National	
Delegate

Mallerie	Merchant
RC	Merchant	&	Co.	
248-476-4600

VP	of	Membership
Brook	Merchant,	CPMR

RC	Merchant	&	Co.
248-476-4600

VP	of	Operations
Mike	Pecar,	CPMR

Mike	Pecar	Sales,	LLC
248-608-2660

VP	of	Industry
John	Wiedemann,	CPMR
R.O.	Whitesell	&	Associates

248-348-5454
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• Legal defense: $30,000
• Workers comp.: $2,000
TOTAL: $187,250
Our employees often mistake the hostile workplace created by a bully with the hos-

tile work environment covered by the Civil Rights Act sexual harassment regulations, 
although they are different. The conduct of a bully may actually violate the Civil Rights 
law when the victim was selected based on gender, race, national origin, or another of the 
classes protected by the Civil Rights laws. The employee complaint would then be called 
a discrimination claim — same church ... different pew!

Some employees, who complain about a workplace bully, become ill and file a Work-
er’s Compensation claim related to the stress. Substantiating a claim for workplace stress 
was once almost impossible to prove, but that has changed. Employees may also demand 
damages beyond lost income and medical bills.

Workplace violence 
If company leaders need any reason beyond their commitment to a culture of respect 

for ensuring that every employee understands that “We don’t do that here,” they need 
only consider what OSHA has to say about this subject.

OSHA defines workplace violence as “any act or threat of physical violence, harass-
ment, intimidation, or other threatening disruptive behavior that occurs at the work site.” 
A report commissioned by the Department of Justice suggests that there are about 1.7 
million incidents of workplace violence in the U.S. each year. Workplace assaults cause 
about 500,000 employees to lose 1,751,000 days of work annually. Employees who fall 
victim to workplace violence lose $55 million annually in wages. However, workplace 
violence is not only costly to employees; it also adds up to a $4.2 billion annual expense 
for employers as well. When indirect costs such as loss of public image, insurance, and 
lost productivity are added, the total cost to employers increases to between $6.4 and $36 
billion annually.

These statistics may seem mind boggling to a typical business person, but a more 
stunning statistic is that workplace murder is the third leading cause of multiple-fatality 
incidents on the job in the U.S. and is the leading cause of death on the job for women.   

Many states have workplace violence laws and almost every major company has a writ-
ten policy because their insurance company demands it. Few leaders still have the opti-
mistic view that an act of violence would not happen at their business. They know that 
employees have complicated personal issues, unrelated to work, that can escalate to an 
act of domestic violence that takes place in the workplace between the domestic partners. 
They also know they must not allow situations to exist that promote violence.  

If an employer allows a hostile workplace to exist, the potential for violence increases. 
Every bully must hear, “We don’t do that here.” Any employee who is allowed to abuse 
power is a target for violence and his/her colleagues may become collateral damage. This 
is particularly important information for those in positions of authority to remember. 
Disciplinary actions, especially those that end in termination, are especially concern-
ing. We know that preparation is essential, demonstrating respect is critical, and every 
employee must be allowed to leave with his/her dignity intact. At every termination, it 
is the goal of HR professionals that the employee leaves peacefully and no one gets hurt! 
Terminated employees are frequently the perpetrator of workplace violence with multiple 
deaths and injuries.

To the enlightened leader, who insists that respect is always the bedrock on which the 
company culture rests, you will sleep well tonight and you can be sure that your employ-
ees are grateful that you care and you are unafraid to always do the right thing. n

Nancye M. Combs, AEP, SPHR

President and CEO of HR Enterprise Inc.

Nancye Combs is a voice of authority 
on human resources and organizational 
development. She speaks, consults, writes 
and offers expert witness testimony on 
workplace issues. She is president and CEO 
of HR Enterprise, Inc., in Louisville, Ky., 
and spent 20 years as a corporate business 
executive before founding a consulting 
practice. She provides management advisory 
services to hundreds of executives in business, 
industry, education, and government in 
North America, South America, Europe and 
Asia. Nancye also is the retained consultant 
for the members of trade associations, such 
as Specialty Tools and Fasteners Distributors 
Association, one of America’s largest trade 
associations, and works extensively with 
distributors and manufacturers worldwide. 
Nancy has been a featured speaker at 
the White House on programs with the 
President, the Vice President and members 
of the U.S. Cabinet. She was named one of 
the top women business owners in Louisville 
and received the Award of Professional 
Excellence from the Louisville Society for 
Human Resource Management, which 
awards a scholarship in her name.

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

FEATURE ARTICLE: Protecting your human capital
(continued from page 9)  
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November 13–16, 2018

Connecting everything –
smart, safe & secure
Trade fair
• 17 halls

• Full range of technologies, products and solutions

Conferences & forums
• 4 conferences

• 16 forums

• New TechTalk for engineers and developers

Talent meets Industry
• electronica Experience with live demonstrations

• e-ffwd: the start-up platform powered by Elektor

• electronica Careers

co-located event

 

Connecting Global Competence

elec18-Anz-Dach-177,8x123,825-E-TheRepresentor.indd   1 05.09.18   15:13

COVER STORY: Supply chain of the future
(continued from page 6)  

McKinsey note that the number of salespeople in the economy has dropped more than 25 percent 
since the Great Recession, even while most sales volumes recovered and went on to reach record levels. 
Examples have been cited where salespeople are no longer involved in routine, repetitive transactions. 
All component salespeople today probably can agree that it is continually more difficult to get an 
in-person customer appointment — be they buyer or engineer. No surprise, given the availability of 
information on the internet and the speed and ease of communication enabled by email and texting. 
Most salespeople will also reluctantly agree that this depersonalization trend isn’t going to reverse itself. 
Given where technology is today and what is forthcoming, it is quite possible that in the future selling 
will no longer be a contact sport. Without the contact, is it really selling?

In the future, it is likely that many traditional elements of selling will be automated by technology. 
Activities such as pricing and delivery, recommending alternatives, data sourcing, expediting, and the 
like will be the first to go. Engineering support, supplier and product positioning, and value proposi-
tion delivery may soon follow. Without direct people-to-people interface, a salesperson’s ability to 
influence a decision will be greatly reduced, and when the decision is made by a computer, it disap-
pears altogether. 

That said, until all elements of the supply chain — from where the raw material components are 
produced to the end user of the electronic device or system that is manufactured — are perfectly con-
nected, and the entire supply chain is virtual, transparent and lightning fast, things will go wrong. In 
the near term, humans are still best equipped to deal with those problems and exceptions, whether 
caused by unexpected upsides in customer forecasts, sudden drops in those forecasts, product fail-
ures, and rapid changes in component lead times. The people dealing with much of this today are 
most often titled salespeople. Though not technically selling, this after sales service is vital to securing 

(continued on page 28)



WELCOME, New Member s !

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

REPRESENTATIVES

Blair Engineering Southeast Inc.
(Dixie) 

Stephen Fabian
steve.fabian@blairse.com

Enco Marketing
(Michigan)

Del Kauffman
del.kauffman@encomarketing.com

Kaltron Associates
(Canada)

Tom Martin
tom.martin@kaltron.ca

STCC
(New York)

Richard Martin
martin@sunels.com

Specialty Solutions
(Ohio)

Dane Love, CPMR
specialty.solutions@att.net

MANUFACTURERS

Key Electronics
Gary Lehren

sales@keyelectronics.com 

Keysight Technologies
Mike Stonebraker

keysight.com

LED Green
Jim Taylor

ledgreen.com

Manufacturers Components Inc.
Diane Pasley
mcicorp.com

Micro Circuits Inc.
Mike Sanghani

microcircuitsinc.com

Nextek Inc.
Mike Harden
nextekinc.com

Particle Industries Inc.
Raghavendra Balijepalli

particle.io

Royal Circuits
Milan Shah

royalcircuits.com

Transparent Products Inc.
Fred Bonyadian
touchpage.com

Winbond Electronics Corp. America
Jack Motz, Ed Comeau

winbond.com

DISTRIBUTORS

Brevan Electronics
Bob Purcell
brevan.com
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For more information, or to 

JOIN ERA, visit  

era.org/era-membership.
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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. 
www.cascade-sales.com 

Contact: Tim LeBrun 
tim@cascade-sales.com   

Doran Associates Inc. 
www.doransales.com 

Contact: Tim Doran, CPMR 
tim@doransales.com 

Duerfeldt Engineering Inc. 
www.deinw.com 

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 



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.

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.

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.

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.

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. 

GROWTH DYNAMICS provides business de-
velopment processes, executive coaching, employee 
recruiting and strategic planning services and 
products to its clients. For more information, visit 
growthdynamicsonline.com. 

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.

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.

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. 

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.

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. 

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.

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. 

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

ERA 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.

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

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

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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FROM  THE  FLOOR

Planning for disaster  
improves everyday confidence

Bill Dull is a leader in the power 
magnetics field with more than 35 years 
of experience in the industry. His back-
ground leading North American divisions 
of Japanese, Chinese and Taiwanese com-
panies has provided expertise in the glob-
al market, with key business and market-
ing strengths in the magnetics arena.

In his role as president of Triad Mag-
netics for the past 15 years, Dull man-
ages a diversified portfolio of standard 
power transformers, inductors and power 
supplies, as well as Triad’s U.S. Design 
Center in Perris, Calif., which provides 
extensive custom design services.

You can reach Bill Dull at  
wdull@triadmagnetics.com. 

by Bill Dull
President 
Triad Magnetics

Benjamin Franklin once said, “By failing 
to prepare, you are preparing to fail.”

As global manufacturers, and the compa-
nies who represent us, we have stakeholders 
who depend on us. We can’t afford to fail, 
so instead we need to plan. Proper planning 
ensures that both our products and our busi-
ness will not fail, even in the most dire situ-
ations — large scale environmental disasters, 
terror attacks and more.

Disaster relief ISO 22301
Our company recently went through the 

process to develop a comprehensive business 
continuity management system (BCMS) 
that successfully passed its audit by TUV 
Rheinland of North America to become ISO 
22301 certified.

As a representative, why would you want 
to know that your supplier has attained 
this certification? Completing the steps to 
achieve it was 
not merely 
a superficial 
exercise; it 
forced us to 
look at every 
aspect of our 
business to 
assess our risks 
and develop 
a plan to 
mitigate them. 
Through this 
audit, we re-
committed to 
our core com-
pany values 
of continuous 
improvement 
and reliability 
by involving 
every member of our staff and asking them 
to consider how they would respond to vari-
ous emergency situations.

What is ISO 22301?
Stemming from disaster recovery contin-

gency planning efforts dating back to the 
1980s, business continuity management 

(BCM) refers to the 
process of actively 
planning and pre-
paring for business 
disruptions caused 
by natural disasters 
and other unforeseen 
circumstances.

ISO 22301 is the 
international standard regulating BCM prac-
tices and management. Obtaining this critical 
certification illustrates a company’s commit-
ment to maintaining quality BCM practices 
and ensures that stakeholders are protected and 
customers receive high-quality, reliable services 
and products.

Comprised of 10 clauses, ISO 22301 out-
lines specific company requirements in clauses 
4 through 10. These guidelines are as follows:

Clause 4, Context of the Organization 
— This clause 
specifies that a 
company must 
have thorough 
knowledge of its 
organization’s 
BCM needs 
and strategies, 
and identify key 
stakeholders; 
this is integral 
to understand-
ing the overall 
scope and needs 
of the required 
BCM system.

Clause 5, 
Leadership — 
Clause 5 states 
that top man-
agement must 

understand the importance of BCM practices 
and how to effectively apply them in a BCMS.

Clause 6, Planning — This clause requires 
a company to have a full risk mitigation plan 
with clear objectives specified.

Clause 7, Support — Clause 7 states that 
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Burning container ship owned by Kosmo SVCS Inc., and previously 
registered to Hyundai Merchant. On March 21, 2006, the vessel was en 
route from ports in China and Singapore through the Gulf of Aden about 
60 miles south of the coast of Yemen.



a company must have sufficient access to the various resources required to effectively conduct 
BCMS procedures.

Clause 8, Operations — This clause, the longest of the standards, requires risk assessment 
and continued development of BCM strategies as assessed risks evolve over time, as well as 
detailed BCM plans and clearly defined response structures.

Clause 9, Evaluation — This clause sets requirements for regular performance evaluations and 
reviews of a company’s BCM program, as well as communication of the results to stakeholders.

Clause 10, Improvement — Clause 10 defines the actions a company must take to ensure that 
its BCM continues to develop and improve over time, such as practice exercises and audits.

What does this mean for our customers?
With this BCM plan in place, a company is positioned to recover and resume operations 

quickly after any interruption, so that your 
business doesn’t suffer.

Completing the certification process was 
a valuable way to go through department by 
department and look at all the systems in place 
to assess their effectiveness. In doing so, we were 
able to improve not only our planned disaster 
response, but our daily operations. We had to 
thoughtfully evaluate the way we would address 
various potential problems, and this exercise 
highlighted strengths and weaknesses that we 
otherwise might not have discovered. It gave 
both management and employees a greater 
confidence that we have the capability and 
experience to be able to address any unforeseen 
circumstance in a comprehensive, logical way.

If suppliers take the time to review their 
systems in this manner, it is a good indication 
of a well-organized organization that can tackle 
problems step-by-step. Having an ISO 22301 
certification can provide both you and your cus-
tomers an assurance that whatever difficulties 
arise, this company is ready to resolve them. 

Are your suppliers prepared for the next un-
foreseen disaster? Asking that question could protect you and your customers from costly business 
disruptions, whether it is under dire circumstances or just your everyday challenges.

About Triad Magnetics
Triad Magnetics is a global leader in the design and manufacture of transformers, power sup-

plies and inductors for a wide range of applications, including switch mode/high frequency, wall 
plug-in, power transformers, inductors and audio transformers. n

FROM THE FLOOR: Planning for disaster
(continued from previous page)  

A FedEx truck in an accident.

2019 ERA Conference registration is now open online.  
Register at 

era.org/era-events/era-conference/.
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Good facts and good judge support 
rep’s claim for breach of the duty of 
good faith and fair dealing

(continued on page 25)

by Gerald M. Newman
ERA General Counsel

Gerald M. Newman, partner in the 
law firm of Schoenberg, Finkel, Newman 
& Rosenberg LLC, serves as general coun-
sel 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

The commercial lighting products rep 
Boston Light Source Inc. (BLS) grew the busi-
ness in its territory, introduced its principal 
to many new customers and qualified for 
incentive-based bonuses as part of its suc-
cessful performance. Poised to collect on the 
incentive pay it had earned, the principal 
terminated and paid neither the incentive nor 
the earned commissions.  

BLS didn’t take the 
termination lying down, 
and sought recourse with 
more than one remedy. 
Sometimes, limiting the 
relief sought in a commis-
sions dispute to a breach of 
contract theory is akin to a 
rep calling on a customer 
with one product line tied 
behind its back. 

While asserting non-
payment for work per-
formed breaches the rep 
agreement is nearly always a 
viable claim, when short-
sighted principals terminate 
rep contracts solely to avoid paying com-
missions due (or to become due), one lesser 
known remedy can be a bad faith claim.

The law in many states holds that con-
tracts not for a fixed term can ordinarily be 
terminated for any reason or for no reason, 
but generally, not to avoid paying a debt for 
work already performed. This can be viewed 
as breaching what the law calls the “implied 
duty of good faith and fair dealing.” 

Asserting such claims can prove tricky 
because states view bad faith claims differ-
ently, and some jurisdictions are much more 
favorable than others. However, when a 

principal terminates a contract not for any 
legitimate or neutral reason, but to shed the 
rep before a sale closes and commissions 
become due, raising a bad faith claim, which 
may make additional damages available, 
should at least be explored. 

Asserting a good bad faith claim
Oftentimes when the 

affected rep is forced 
to take legal action and 
asserts a bad faith termi-
nation, the manufacturer 
will seek to dismiss the 
claim by arguing to the 
court that alleging a ter-
mination was carried out 
in bad faith is duplicative 
of the allegation that the 
termination breached the 
parties’ contract.

Fortunately, more astute 
judges do not get bamboo-
zled by such flawed views 
of bad faith theories and 
recognize the distinction. 
The BLS action brought 

in the Boston federal court late last year proves 
illustrative.

Axis Lighting Inc. terminated its 2007 
contract with BLS under a common provi-
sion enabling either party to terminate with 
30 days notice. The contract also stated, how-
ever, that BLS was entitled to commissions 
for three months for any orders registered 
with Axis within 30 days, or where evidence 
established that BLS worked on the order.

BLS performed under the contract with 
great success, helping Axis achieve brand 

… When a principal 
terminates a contract 
not for any legitimate 

or neutral reason, but to 
shed the rep before a sale 
closes and commissions 

become due, raising a bad 
faith claim, which may 

make additional damages 
available, should at least 

be explored.
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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

rtally@phoenixcomponentsllc.com
321-723-4414

Precision Marketing Services
Contact: David Penna

david.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

Conley & Associates
Contact: Lisa Dietrich

ldietrich@conleyrep.com
407-365-3283

Crossroads Electronic Marketing
Contact: Tom Plaggemars

tomp@crossroadselectronic.com
407-718-1690

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 rtally@phoenixcomponentsllc.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.
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recognition, increasing its sales in the BLS territory, and introducing its customers to Axis man-
agement personnel. When Axis added a “sales incentive program” in 2016, BLS became eligible 
to receive an “incentive bonus” upon achieving certain benchmarks.

Soon after, with many substantial orders pending, including BLS working to finalize the 
“largest specification for an order of Axis products it had ever created,” the incentive bonus was 
within reach. Then, Axis lowered the boom.

A “territorial reorganization” was offered as the rationale behind Axis terminating its long-
serving and highly successful rep, but BLS wasn’t buying it. In its complaint, BLS asserted Axis 
terminated in bad faith to avoid paying commissions and incentive bonuses.

Other facts alleged by BLS provided additional color. Axis deliberately delayed accepting 
orders it had worked on, concealed other orders BLS had generated, falsely credited orders 
for itself or other reps that BLS procured, and understated other commissions by withholding 
credit for orders from BLS.

The court recognized that, in Massachusetts, a covenant of good faith and fair dealing is 
implied in every contract. Massachusetts courts have construed this covenant to mean that 
“neither party shall do anything that will have the effect of destroying or injuring the rights of 
the other party to receive the fruits of the contract.” 

 
The Complaint filed by BLS sought to recover for both breach of contract and breach of the 

implied duty of good faith and fair dealing, among other claims. Axis responded by moving to 
dismiss all but the breach of contract claim.  

In its motion, Axis argued the bad faith claim “does nothing more than allege a breach of 
contract,” which BLS already pled separately. Suggesting the two claims were duplicative, Axis 
sought dismissal on the basis that both were based on the premise that after terminating, it 
failed to pay the commissions and bonuses due.  

Bad facts show bad faith
Fortunately for BLS, the perceptive judge determined that the bad faith claim did more 

than rehash the breach of contract theory. Far from merely repeating the allegation that Axis 
breached the parties’ contract, the court spotted BLS’s separate assertions that Axis consciously 
terminated “when it did because it knew there were several large impending orders which if 
fulfilled would obligate Axis to pay BLS a substantial commission and bonus.”    

Together with the other allegations of wrongfully withholding commissions, the court ruled 
the BLS Complaint “with ease adequately pleads that Axis acted in bad faith and breached an 
implied covenant of good faith and fair dealing.”  

This is not the same as entering judgment in favor of BLS, of course, but the denial of the 
motion to dismiss is a necessary hurdle to clear on the way to a potential recovery. The ruling 
proves significant because it contrasts with other court decisions that erroneously fail to draw 
the distinction between merely breaching a contract and operating in bad faith.

BLS had the goods to demonstrate its principal’s bad faith. When commissions are withheld 
following a termination, a bad faith claim may likewise lie, but such claims do not enjoy a high 
success rate. Each situation requires careful consideration of the circumstances surrounding the 
termination, the contract language, and the law of the particular jurisdiction. n

LEGALLY SPEAKING: Raising a bad faith claim
(continued from page 23)  



NEWS  BEAT

ERA announced that Curt Steinhorst, bestselling author of “Can I Have Your Attention? Inspir-
ing Better Work Habits, Focusing Your Team, and Getting Stuff Done in the Constantly Connected 
Workplace” will be the keynote speaker at the upcoming conference, scheduled Feb. 24-26, 2019, at 
the AT&T Center in Austin, Texas. Steinhorst will open ERA’s 50th Anniversary Conference program 
on Monday morning, Feb. 25, with a presentation titled, “Can I Have Your Attention? Reach the 
Distracted Customer.”

ERA 2019 Conference Committee Chair John Hutson, CPMR, of MacInnis Group, said, “A big 
thank you to our devoted Keynote Sub-Committee members who volunteered a great deal of their 
time and expertise to research the 2019 conference keynote speaker. Based on the talent pool of world-
class speakers that they came up with, it is no surprise that they found a keynote candidate as impres-
sive as Curt Steinhorst to kick-off the 50th Anniversary Conference. During the selection process, the 
sub-committee constantly kept at the front of their minds the need to have a keynote speaker who 
would offer conference attendees real tangible takeaways, and Curt fits the bill. His presentation will 
help attendees understand how to communicate with customers effectively and spark ideas about how 
to work smarter in this age of digital distraction. I am confident that Curt’s humor, energy and insight 
will keep everyone engaged and entertained.”

For more information about the 2019 ERA 50th Anniversary Conference, visit https://era.org/
era-events/era-conference/.

The Ohio Chapter of ERA awarded industry veteran, Harry Abramson, Life Membership in 
October 2017.

Harry founded Electronic Salesmasters Inc. in 1972. He established industry notoriety by virtue of 
his firm’s peak performance, hundreds of articles and speaking appearances at ERA’s national confer-
ences and chapter meetings and sister trade association MANA. Harry coined the acronym SOQNOP 
— selling on quality not on price — and his team walked the talk.

He has an electrical engineering degree from Temple University and entered the electronics industry 
as an engineer at RCA in Camden, N.J. He eventually transitioned to a marketing position at TRW 
while pursuing a B.S. degree in business at La Salle University. He was later recruited by Trinkle Sales 
(now TSI). After nine years, he was ultimately availed the opportunity to take over the Sprague Electric 
factory direct sales office in Ohio. Many TSI lines followed him as well as territory expansion into five 
contiguous states. Presently, his son Spencer is at the helm and ESI has just expanded into Florida.

Harry is quick to credit his early mentors for a major part of his success. Accordingly, he adopted 
the mantra that he expressed on the front or tailend of his presentations, “I share what I know to help 
others grow.”

His ERA involvement included serving as vice president of the Components Group and president of 
the Ohio Chapter. Under his leadership the chapter was awarded the National Chapter of the Year Award.

Harry states, “I am deeply honored and moved by the recognition of ERA’s prestigious Life Mem-
bership Award.”

Harry and his wife Linda reside both in Beachwood, Ohio, and Boca Raton, Fla. They enjoy their 
12 grandchildren, passion for jazz and cruising. He be reached by email at hja725@yahoo.com, or at 
216.406.4119.

Industrial Distribution reported that U.S. consumer confidence jumped to an 18-year high in September. 
According to the Conference Board its consumer confidence index climbed to 138.4 in Septem-

ber from 134.7 in August. The reading was the highest since September 2000. The index measures 
consumers’ assessment of current economic conditions and their outlook for the next six months. Both 
improved in September. The U.S. economy grew at an annual pace of 4.2 percent from April through 
July, the fastest rate in nearly four years. And the unemployment is 3.9 percent, near a 50-year low.

The strong job market impressed Americans responding to the Conference Board survey: 45.7 
percent said jobs were “plentiful” — most since January 2001.

Worldwide semiconductor manufacturing equipment billings, which hit a record high of $17 bil-
lion in the first quarter of 2018, dropped by 1 percent to $16.7 billion in the second quarter, according 
to SEMI. The billings level for second-quarter 2018 represented a 19 percent increase compared to a 
year earlier. 

China saw the largest sequential growth among all regions in the second quarter, with equipment 
billings rising 44 percent on quarter to $3.79 billion. Korea remained the largest market for semicon-
ductor equipment in the second quarter, with sales of US$4.86 billion, and Taiwan fell to the fourth 
position with sales of $2.19 billion in the second quarter, while Japan moved to the third spot with 
sales of $2.28 billion, SEMI reported.

ERA ANNOUNCES  
2019 CONFERENCE 
KEYNOTE SPEAKER

OHIO ERA HONORS 
HARRY ABRAMSON WITH  
LIFE MEMBERSHIP AWARD

U.S. CONSUMER 
CONFIDENCE RISES TO 

18-YEAR HIGH  
IN SEPTEMBER

GLOBAL SEMICONDUCTOR 
 EQUIPMENT BILLINGS 

REMAIN HIGH IN SECOND 
QUARTER OF 2018
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Stanton B. Herzog, CPA, principal 
in the firm of Applebaum, Herzog & 
Associates, 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

Overview of proposed regulations 
on the 20% income reduction 

We have the initial regulations on the new 
section of the tax law called Code Section 
199A. Understanding this regulation (reg) is 
more complicated than expected. Let’s start 
with a review of how the law is constructed.

The law allows a 20 percent deduction of 
income earned by all types of BUSINESS enti-
ties other than regular corporations conducted 
in the U.S. Past that simple statement, there are 
only complications reducing the deduction. 

The first basic complication is that  
the deduction is limited to 
the lesser of the above 20 
percent, or 20 percent of 
the individual taxpayer’s net 
TAXABLE income MINUS 
any net capital gains.

The IRS then announced 
a requirement that the net 
income of the business 
entity has to be reduced by 
any capital gains and invest-
ment income derived solely 
from investments of cash 
that the company might be 
using even if temporary. Of 
course, the exclusion would 
not apply to sales of assets 
used in the business.  

The next basic complication relates to tax-
payers whose net taxable income is greater than 
$157,000 for a single taxpayer, or $315,000 
on a joint return. For those individuals, there 
is a hurdle to overcome. They have to compute 
their reduction based upon the LESSER of the 
20 percent of business income, or the GREAT-
ER of 50 percent of “W-2 wages,” or 25 
percent of W-2 wages plus 2.5 percent of the 
cost of all assets whose “depreciation period” 
has not expired. The depreciation period is not 
the depreciation used on the tax return, but 
the regular depreciation period for that type of 
asset. Thus, even if first-year write-off was used 
for tax purposes, the asset would be eligible for 
the 2.5 percent calculation for the expected life 
of the asset.

The third hurdle is that individuals in 
certain areas of business are faded out of the 
calculation over the next $50,000/$100,000 
of income; i.e., they have no deduction after 

$207,500 as a single individual or $415,000 
on a joint return. These businesses are health, 
law, accounting, actuarial science, performing 
arts, consulting, athletics, financial services, 
brokerage services, investments, trading, and 
businesses that rely on “reputation or skills” of 
one or more of its owners. 

The new regs fortunately take a very 
limited stand regarding that last category. The 
IRS will limit this category to endorsements, 
photos or likeness of individuals, and appear-

ance fees. The regs also de-
fine consulting to exclude 
cases where income is 
derived from commissions 
on sale. Commission sales-
men and sales companies 
appear to be clear of this 
hurdle. Where the business 
has some minor income 
from the above factors, it 
won’t affect the computa-
tions if that income is less 
than 10 percent of gross 
income, with gross income 
less than 25 million, or 
5 percent of the gross if 
greater than that. 

The IRS reached an 
interesting conclusion regarding what consti-
tutes W-2 wages. S corporations must pay their 
officers reasonable salaries in arising at the net 
income eligible for the 20 percent deduction. 
This actually is in accordance with the long-
standing IRS position of expecting S corpora-
tions to pay payroll taxes based upon reason-
able salaries for officers. On the other hand, 
regarding partnerships, the IRS has ruled that 
partners do not have salaries, and even guaran-
teed payments are not salaries and therefore do 
not reduce net income.

Partnerships, LLCs and S corporations need 
to provide their partners/owners with the ad-
ditional information necessary for the partners 
to compute their 20 percent deduction. If the 
businesses qualify for the deduction, it doesn’t 
matter that the partners are not active in the 
business. The additional items are the partner’s 
share of W-2 income and their share of total 

The law allows a 20 
percent deduction of 
income earned by all 
types of BUSINESS 

entities other than regular 
corporations conducted in 
the U.S. Past that simple 
statement, there are only 
complications reducing  

the deduction. 

(continued on next page)
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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

Membership Outreach Coordinator:
Stephanie Tierney
stierney@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 
Association

COVER STORY: Supply chain of the future
(continued from page 16)  

SOMEONE YOU SHOULD KNOW: Steve Karr
(continued from page 7)  

assets for the 2.5 percent calculation.  
Note that since the calculation of the Alternative Minimum Tax (AMT) is done after the 

determination of taxable income including the 20 percent deduction, the deduction will 
take place before AMT is calculated.  

In a more permissive note, in the event that individuals own property that they rent to 
their business, that rental income can be eligible for the 20 percent deduction.  

The regs then throw in something about REITs. REITs are considered business income if 
they produce a profit; however, a loss will be carried forward to following years until there is 
a REIT profit, and will not offset other business income available for the 20 percent reduc-
tion. REITs are excluded from the limitations pertaining to W-2 wages and business assets.   

The above does not take into account the many situations that might occur which 
could complicate the deduction. This article should be considered a general introduction 
to the subject. n

THE SUBJECT IS TAXING: 20% income reduction
(continued from previous page)  

business in the future, and so it falls to the salesperson to manage expectations and dis-
ruptions for their customers.

All players in the component supply chain need to understand where technology is 
headed and the changes that will be enabled related to how electronic components will 
be selected, sourced, and acquired. Speed, efficiency and elimination of surprises are the 
promise. As new technology that will make that promise reality becomes ubiquitous, it 
will change the definition of the various roles in the supply chain of today, including that 
of salespeople. It won’t happen in the blink of an eye, but the pace of change will be more 
exponential than linear. In all change lies opportunity for those who understand it, master 
it and are proactive. Great salespeople have those skills in spades. In the supply chain of 
the future, they may not be titled salespeople anymore, but they will have a role to play. 
Now is the perfect time to start working on and defining that role. n

there for our firm and family when my only sibling and fellow ArKco Sales team mem-
ber, Sarah (Rooker) Karr, lost her warrior battle with brain cancer three years ago. We 
are forever grateful to ERA and the posthumous White Pin honor that she so very much 
deserved during her time with us.

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

I am active on LinkedIn and Twitter. LinkedIn is my business connectivity and Twitter 
is to follow my kids’ athletic teams, share experiences, and to follow interests outside of 
work. I follow ERA and it follows me. ERA updates have become more important over 
the past year as useful alerts.

What is one interesting fact that people may not know about you?
I was a varsity three sport athlete (football, ice hockey and baseball) in high school, 

played college baseball, and I continue to play hockey weekly today (started playing over 40 
years ago). Team sports gave me the tools and experiences to work with diverse people, situ-
ations and problems that are found in the ever-changing global electronics industry. n
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ASSEMBLY,  
PRODUCTION  
& SUPPLY

Troy Gunnin
Sun Rep
Tampa, Fla.

The importance of 
practicing good 
communication

“How long do you expect this drought of components to last?” If I had a dime for every time I’ve 
been asked this question over the past few months, I think I would be in a lounge chair sipping an 
adult beverage and relaxing on a beach somewhere. As I reported in my Summer 2018 article in The 
Representor, citing the conversation at EDS 2018, this continues to be the question on many people’s 
minds. The combination of the two trends continues; business seems to be booming with new con-
sumption and the supply is overtaxed.

In its August 2018 Report on Business, the Institute of Supply Management reported that the 
“New Orders Index registered 65.1 percent, an increase of 4.9 percentage points from the July read-
ing of 60.2 percent,” and that the “Production Index registered 63.3 percent, a 4.8 percentage points 
increase compared to the July reading of 58.5 percent.” Granted these figures take into account overall 
markets, but our electronics industry is lumped in there, and I venture to guess that our specific num-
bers are even greater. The ISM reported that its index has risen for 112 consecutive months; that’s 
solid growth.

Demand is strong as reported by many manufacturers and distributors. Take for instance Mick 
Elliott’s August 2018 Disty Blog where Elliott quoted Arrow’s Global Components Unit President, 
Andy King as saying, “We still have a fairly constrained supply situation on MLCC (multilayer ce-
ramic capacitors). There’s more product coming through and out to the marketplace, but the demand 
is outstripping that.”

In his EDS address, TTI’s Michael Knight opined, “Regardless of what happens to the economy in 
2019, it will be a good year for us as well, and hold onto your seats, 2020 is going to take off.” Knight 
sees a strong economy for his company as well as others in the electronics industry.

In an online article from Aug. 21, 2018, Advanced MP Technology stated, “Since the second half 
of 2016, OEMs have been coping with the limited supply of capacitors, specifically multilayer ce-
ramic capacitors (MLCC). Some experts believe the shortage will extend to 2019, while many others 
expect until year 2020.” 

So, will the allocation of components temper this dynamic growth? Once the double-booking 
comes home to roost, most everyone will get the product they need to fuel a booming 2020.  

How long do you think this will last?

Several events over the past few weeks have reminded me about the importance of communica-
tion. I am also reminded that communication is a two-part occurrence. There is the presentation — 
spoken, written or visual — and the reception. Now, there is the tricky part.

A number of years ago I was asked to address the subject of communication at an ERA DMR 
Conference. Some of you youngsters probably don’t remember the Distributor, Manufacturer, Rep 
conferences of the past. While preparing my notes, my oldest son walked by and I said, “Don’t forget 
the garbage.” About an hour later he came by again and I asked, “Did you take the garbage out?” to 
which he replied, “You said, ‘forget the garbage .’” Right then I had my major point for my presenta-
tion. Communication must be clearly presented and must be clearly understood.

In today’s fast-paced environment of acronyms, cryptic emails and voice mails, there is ample 
room for misinterpretation or just flat not understanding what is being transmitted. How many times 
have we all read the subject line of an email and responded , just to realize that we should have read 
the entire email?

What I am about to describe is one of the things that prompted me to write this. About three 
weeks ago, compliments of one of the infamous Tampa thunderstorms, lightning took out our phone 
system and the phone company interface, inside and outside, and of all things, the dishwasher in the 
break room. We contacted the phone company, and guess what? They informed us that it is going 
to be over a week before they can schedule a service call to do the repair. A rep firm just really can’t 
deal with that. No phones and internet for that long is not acceptable. So we elected to go to a Voice 
over Internet Protocol (VoIP) system that allowed us to make calls over the internet and we could get 
up and running the next day. We ported over three rotary lines and left detailed instruction for the 
remaining two lines and internet to remain intact. 

Here is where the communication part comes in. I guess the phone company only read part of 
the request. They pulled the plug on the entire package. Again, they could not schedule a tech for 
another week and a half to correct their mistake. As I write this, hopefully they will be here tomorrow. 
This brought to the forefront the need to be sure instructions are clearly communicated and clearly 
understood. It also brought to the forefront the need to be sure that we have redundancy to fall back 
on, which we are addressing now.

As reps, it is vitally important that we clearly communicate internally and with our customers 
and principals. It is just too easy for something to “slip through the cracks” and be forgotten or 
misunderstood. Communication is not a one-way, one-time event. Like forming good habits, repeti-
tion is essential. Be sure to practice clear communication, both as the communicator and listener, 
whether verbal, written or visual.

COMPONENTS

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

Economic boom sparks 
component crisis



ARIZONA
The Arizona Chapter sent a survey in 

September to chapter members on various 
event logistics. The chapter also is working 
diligently on the next series and dates of the 
In Plant shows.

CAROLINAS
The Carolinas Chapter is continuing its 

monthly networking breakfasts throughout the 
fall. The chapter held an educational network-
ing event on Sept. 10 about “The Rep of the 
Future.” John Mitchell, founder of Repfabric, 
“The Ultimate Efficiency Tool for Reps,” was 
the guest speaker at the event. 

CHICAGOLAND - WISCONSIN 
The Chicagoland-Wisconsin Chapter hosted 

its annual baseball event on Sept. 21. This year, 
it was the “crosstown classic” Chicago White 
Sox vs. Chicago Cubs at Guaranteed Rate Field. 
The chapter also is working on an Oct. 26 event 
called, “Lie to Me: The Science Behind Hidden 
Emotions.” Dan Seidman, CEO and founder of 
Got Influence will be the guest speaker.

DIXIE 
The Dixie Chapter held a social gathering 

and barbecue dinner on Sept. 25. The chapter 
is planning to conduct a survey on future 
events, fundraising ideas and featured topics to 
better serve and engage its members. 

EMPIRE STATE
Empire State ERA held its annual signature 

event on Aug. 6 at Ravenwood Golf Club in 
Victor, N.Y. The event featured a golf tour-
nament, scholarship program and presenta-
tion by the American Cancer Society for the 
charitable work and donations Empire State 
continues to provide. 

INDIANA-KENTUCKY
The Indiana Kentucky Chapter hosted an 

annual Electronic Industry Golf Outing on 
Aug. 10. Sixty attendees, including customers, 
distributors, principals and reps, participated 
at the event held at the Golf Club of Indiana.

 
MINNESOTA 

The Minnesota Chapter held an evening 
program on Aug. 1 featuring guest speaker Mi-
chael Knight, president of TTI Semiconduc-
tor Group (TSG) and senior vice president of 
Corporate Business Development at TTI Inc. 
Knight presented “The Evolution of Homo 
Sapiens Into Homo Technicaeus.” 

METRO NEW YORK
The Metro New York Chapter held a fall 

dinner event on “The New Tax Code and Its 
Implications” on Sept. 25. The event featured 
a dinner discussion with an accountant about 
the recent changes to the federal tax code.

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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COLT 2018 slated in 
October-November

ERA’s Chapter Officers Leadership Training 
(COLT) team will be hosting the one-hour 
educational webinar program for registered 
attendees on Wednesday, Oct. 24, 2018. The 
in-person meeting will be held in Chicago, 
Nov. 7-8, 2018, at the Double Tree Hilton 
O'Hare-Rosemont. 

COLT is a hands-on instructional program 
focused on chapter management and planning tactics. The program is a vital tool in 
chapter planning for chapter managers, board members and anyone taking a chapter 
leadership role. Attendance is full this year with a large group of attendees from 
multiple chapters!

For more information on COLT 2018, visit era.org.



NORTHERN CALIFORNIA
The Northern California Chapter hosted 

a “lunch and learn” event on Aug. 23 featur-
ing guest speaker Stephan Ord, a technology 
manager for the Flight Opportunities Pro-
gram at NASA. Ord shared an overview of 
the program and the latest NASA technology 
developments.

The chapter also held a social event on  
Sept. 19 at Campo di Bocce of Los  Gatos.  

SOUTHWEST CHAPTER
The Southwest Chapter held a lunch event 

in Austin, Texas, on Aug. 24. The event fea-
tured guest speaker Roland Peña, vice presi-
dent of economic development for the Austin 
Chamber of Commerce, who has nearly 30 

years of experience in economic development 
and serves as a member of both the Texas Eco-
nomic Development Council (TEDC) and the 
International Economic Development Council 
(IEDC). The chapter’s last event of the year 
will be held in Houston on Nov. 9.

SPIRIT OF ST. LOUIS
The Spirit of St. Louis Chapter held an 

annual golf tournament on Sept. 7. The event 
was well attended by local reps, distributors, 
manufacturers and customers. The chapter 
welcomed guest speaker ERA CEO Walter 
Tobin to meeting. Tobin provided some 
insight on future ERA National initiatives. His 
enthusiasm and humor were welcomed by the 
largest chapter audience in more than 10 years. 
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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 

members ($30 for non-members). Lis-

ten and learn WHENEVER and 

WHEREVER you choose.

REPS, DISTRIBUTORS AND MANUFACTURERS:



22 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.

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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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

REPS AVAILABLE

CLASS IF IED  ADS

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!



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
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/Marketing Strategy: Jeff Shafer .......... .....330-217-6501
Sales/Marketing Strategy: Steve Cholas.......... 949-413-1732
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 
•	 COLT Webinar - Oct. 24, 2018
•	 COLT In-Person Meeting - Nov. 7-8, 2018
•	 ERA 50th Anniversary Conference - Feb. 24-26, 2019
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A book review and recommendation by Dan Beaulieu

The Excellence Dividend: Meeting the Tech Tide with Work That  
Wows and Jobs That Last

by Tom Peters
Copyright: 2018 Vintage/Trade Paperback 
Price: $17
Pages: 460

Peters is back and he’s better than ever!
If you, like me, wait for the release of a Tom Peters’ book the way some people wait for 

a new Stephen King novel, then you are in luck because Peters finally has a new book and it 
is a winner.

This book covers a myriad of topics in pure Peters fashion. Who but Peters could bring 
good old meat and potatoes, common sense logic to this fast-moving, new-world order of 
social media and techno faux communications.

Here are just a few smatterings from this national treasure of business gurus:
•	“Whoever tries the most stuff wins, whoever screws up the most stuff sins.” 
•	“For every engineer and marketer on the experience design team, you need an artist, 

psychologist, musician, theater director and perhaps a shaman.” 
Oh yeah, you’ve got that right Tom!
Speaking about social media, here are Peters’  

“Big Five:”
•	Five minutes to lose a reputation that took 20 

years to build;
•	100 percent on employees in the brand with au-

thority to act independently;
•	Single Twitter exchange equals one Super Bowl ad;
•	Small town/small company/best-in-world via  

social media presence; and
•	Zmot/zero moment of truth.
There are 15 chapters covering everything from 

execution to excellence to innovation to design (my 
personal favorite) to the art of listening. Peters com-
bines all aspects of doing business today with the common sense historical values of doing 
business for the past hundred years.

The best part of this book is Peters himself, that he is back and as vital a business, nay 
a life voice as ever. Those of you who have followed Peters know what I mean. Those of 
you who have never heard of him, put down your phone and read this book, it will rock 
your world.

One last luring tidbit from this book:
According to Tom,“Every meeting that does not stir the imagination AND curiosity 

of attendees, AND increase bonding, AND cooperation and engagement, AND sense of 
worth, AND motivate rapid action, AND enhance enthusiasm is a PLO/permanently lost 
opportunity.”

	 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 re-
lationships. 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.



CLASS IF IED  ADS

REPS WANTED

TEWA SENSORS LLC 
HIGH PRECISION TEMPERATURE SENSORS 

Seeks Manufacturers Regs 
TEWA produces NTC Thermistor, PT RTD, 
and Tliermocouple elements as well as 
custom assemblies incorporating all of the 
listed sensors elements and more.
                 www.tewa-sensors.com

For Information Contact: Joseph A. Sgambato 
435-200-9550; joe.sgambato@tewa-sensors.com

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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www.iec-electronics.com

We are looking to expand our 
manufacturing rep coverage 
across the US. We need partners 
who can help us grow through 
solving challenges and 
minimizing supply chain risk 
for our customers.

 

IEC Electronics is an electronic 
manufacturing service (EMS) provider 

that specializes in life-saving and mission 
critical products in the medical, industrial, 
aerospace and defense markets.

We are looking to expand our 
manufacturing rep coverage 
across the US. We need partners 
who can help us grow through 
solving challenges and 
minimizing supply chain risk 
for our customers.

 

IEC
Electronics

®

Please contact Audra Gavelis at 
agavelis@iec-electronics.com 

or call 315-332-4559 to learn more.

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

SERVICES REPS AVAILABLE
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MRERF
Classes and certifications specifically 
designed for Manufacturers’ Reps  
and the Manufacturers they represent.

MANUFACTURERS’ REPRESENTATIVE EDUCATIONAL RESEARCH FOUNDATION

ENROLL OR CALL US TODAY!     WWW.MRERF.ORG     303.463.1801

• IMPACT your bottom line, energize your management & sales teams
• IMPROVE your rep/manufacturer relationships and partnerships
• DEFINE and IMPLEMENT your success goals more effectively

2019 MRERF CLASSES

ENROLL OR CALL US TODAY!
www.mrerf.org      303.463.1801

CPMR: 2019 (Certified Professional Manufacturers’ Representatives)

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

January 6 – 11, 2019 Austin, TX at the AT&T Conference Center

CSP: 2019 (Certified Sales Professional)

Becoming a sales professional didn’t come with a user’s manual. Get the consultative selling tools, 
and certification you need, right here!

2019 Dates & Locations TBD - Website will be updated once finalized

MBP: 2019 (Manufacturers’ Best Practices)

Facilitation and conversation with MRERF certified subject matter experts, and manufacturers across indus-
tries, will uncover tools and resources to boost your processes and bottom line.

March 5 - 6, 2019 Atlanta, GA
May 14 - 15, 2019 Denver, CO

PLEASE NOTE: THE AUSTIN, TX CPMR CLASS IS FILLING UP FAST. 
IF YOU ARE CONSIDERING ATTENDING, PLEASE SIGN UP TODAY!



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

THE COMPANY
WE KEEP 
DEFINES US... 
SINCE 1945.

Authorized Electromechanical &

       In
terconnect Components Distributor

Right Lines.
Right Inventory.

Right Service & Support.
800-285-2121

www.peerlesselectronics.com


