





Agenda

* The 4™ Industrial Revolution

* The Evolution of the Manufacturers Rep Firm
* Survey Process and Summary Results

e Capabilities of the Future Rep Firm

e Suggested Next Steps

* Panel Q&A

* Wrap. Up



The 4t Industrial Revolution

“We are at the beginning of a revolution that is fundamentally changing
the way we live, work, and relate to one another. In its scale, scope and
complexity, what | consider to be the fourth industrial revolution is unlike
anything humankind has experienced before.”

“We are witnessing profound shifts across all industries, marked by the
emergence of new business models, the disruption of incumbents and the

reshaping of production, consumption, transportation and delivery
systems.”

Klaus Schwab-Founder of World Economic Forum



Our Business and Personal Universe

Cloud computing
Blockchain Big data

Internet of things \  Virtual reality

Artificial intelligence A Augmented reality
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Autonomous vehicles Neurotechnology

Advanced robotics Synthetic biology

New materials Bioprinting
3D Printing Genetics

Source: John Grill Centre for Project Leadership and Silicon Valley Innovation Center







Tomorrow?
Optimize Digital Disruptors

Al
Today Digital Marketing
Yesterday Trusted Advisor Business Development
Relationships Strategic marketing

Technology Liaison



Survey

Goal: How do Reps, Manufacturer's and Distributors...

What roles will
4 change, and what g4 Value=Compensation
skills are needed?

View the Rep Firm of

the future changing?




All ERA Members Surveyed

% Respondents:
22% Reps
15% Manufacturers
27% Distributors

=\

Survey: 3-5 questions-multiple choice.
General topics:

ERA Member SUI’VEV What’s working today?

Major business disruptors?

Future skills and resources needed?

Activities that would support more compensation?



Field Product Training

Well Resourced

Timely lead follow up

Key Account Position

Source new product ideas

Top Attributes
Today’s Reps

Local market knowledge

Local customer support

Distribution support

Customer access

Line Advocacy

0% 20 40% 60% 80% 100%

B Manufacturers B Reps M Distributors




Blockchain

E Commerce

3D Printing
What |
”Disruptors” il Others (Margin Pressure)
most impact the IoT
Traditional Rep Off Shoring
Model

Outsourcing Design

Digital Marketing

T

0% 50% 100%

B Manufacturers ™ Distributors ™ Reps



E-Commerce Support

Relevant Line Revisions

Marketing /Business Deuv.

The Rep Firm Disty Strategic Lead
of the Future
Ca oF bilities Strategic Marketing

Millennial Work Force

il

Upgraded Tech Skills

0% 20% 40% 60% 80% 100%
B Manufacturers M Distributors ™ Reps



Manufacturers Survey Results

Distribution development of

future technology needs
Strong Technical partnership
Commissionable with customers
FUtU re Adding the "right" Technical

Resources

Capabilities

Strategic Local Marketing
and Business Development

No addittional Commission

0% 10% 20% 30% 40% 50%



Next-Gen Manufacturers Rep Organization

A Changing Definition of Sales
A Changing Role for Manufacturers Rep Firms

“Manufacturers Revenue Generation Organizations”
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e Highly Dlstracted Reps need to add Higher Level of Value
» Contacts transition within and out of companies every 2-3 years
» Less approachable through traditional methods
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The Manufacturer
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. P05|t|on|ng to better support the new customer rreeds

* Adjusting Growth Strategies: i ' 4
» Where is Human Interaction crltlcal?

e What is the ROl on the COS?




The Next Gen Manufacturers Sales Rep Firm

TradltlenakﬁGoals a Non-; %;Fadk,,_{, C f _

Rep F|rms Sustamable Profltable Success Keys
* Sales Process: | Afﬁif"gﬁkwizth the customers degign and buylng apEroach
* Manufacturers: Provide expanded support to evolving market needs
* Distributors:  Guide and collaborate on customer dynamics
* Profitability: Optimum use of Digital Tools and Technology



Proflle Next Gen Manufacturers fales Rep Firm
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Intumve Human Knowledge +Techno|ogy

. Capablllty to W1eld data in prlorltlzmg custom?ﬁ"f?’“;’-. development
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e Al — Admmlstratlve (CRI\/I) Forecastmg, Lead Qual DeaI
Evaluation

* Digital marketlng Expertlse

e Development of Regional Strategic Marketing Plans

* True Technology focused personnel

e E-Commerce — Connecting broken links in supply chain



£

RT3 [
EH Jf.‘._htr.s‘-‘e“_. R
X ¥ Al




Some Next Steps to ConSIder (3 5Year PIan)
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-8 Market Assessment —Reglonal and Beyond
>Growth segments and technologles7

; Technology and Serwce Offerlng | Lmes) s i G
>The Right Technology for the Future? s

> Future Horizon Limited?
»What capabilities'do the progressive I\/Ianufacturers require?
»New manufacturers that align with. Growth Focus

* Personnel - Next—Gen Training Needs Tools/Technology?

* Research Al Tools - Objective Productivity
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