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TRUE Strategic Partnerships
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• Planning

• Wrap-up

Today 



I was mentored by one of 
the greatest salespeople 

on earth!

Glenn Shirley 1933-2024



Are Reps the greatest thing since…



BRIEF BIO NOTABLES



who are you …

•REPS 
•MANUFACTURERS
•DISTRIBUTORS
•OTHER

• IDEAS to strengthen your relationships



Goals for TSP

Generate IDEAS to strengthen your relationships

• STOP doing what negatively impacts the relationship

• START implementing new ideas to create a strategic partnership

• CONTINUE doing what works, refine along the way
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“partnership”

  the old definition:  
‘when I want something, we are partners…. when 
you want something we are acquaintances…’   ☺



Definition(s) of TRUE Strategic Partnership

A true strategic partnership resembles a high-performing 
dream team, creating a win-win scenario where everyone 

gains advantages they wouldn’t achieve independently. 
Together, they can produce outstanding outcomes and 

mutually beneficial relationships



A true strategic partnership in business refers to a 
collaborative relationship between two or more organizations 

or entities where each party works together toward shared 
goals, leveraging their respective strengths and resources. It is 
characterized by mutual trust, aligned objectives, and a long-
term commitment to creating value for all parties involved. 

Definition(s) of TRUE Strategic Partnership



Definitions of a ‘TRUE Strategic Partnership’

A very close working relationship. Our reps are our eyes 
and ears on the streets in their local markets. They are very 

in tune with what is happening in their markets or 
potentially going to happen. Our reps have a clear vision of 
what we want our future to look like and we work closely 

with them to achieve that vision.   
   

~ from a manufacturer



An agency that is aligned with our strategies and executes flawlessly 
against them. 

Aligned and engaged in pursuit of identified common objectives.

Brutally honest and consistent communication.

  
  ~ from 3 different manufacturers

Definition(s) of TRUE Strategic Partnership



A true strategic partnership is a relationship between the 
manufacturers and rep firms that is one with common 

goals to grow market share, meet the customers needs and 
work closely to be profitable and sustainable across all 

channels of the market.    

       ~ from a representative

Definition(s) of TRUE Strategic Partnership



When truly viewed as an extension of their own sales 
force. Happens so rarely

Having an open line of communication and not being afraid 
to voice your opinions with respect  

Treat us like a partner vs. employee

     ~ from 3 different representatives

Definition(s) of TRUE Strategic Partnership



Really, it’s all about (your) 



The partnerships have to NAVIGATE from all sides

• Rep firms are very different from one another

• Manufacturers are also different from one another - it’s 
not just about products

• Distributors wildly different

Do you ‘want’ a TSP?

What is your company culture like? 

TRUE  STRATEGIC PARTNERSHIPS
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Manufacturers

• Of your Rep companies, what % do you have a     
TRUE Strategic Partnership with?  (0%-100%)

• Of the Distributors you work with, what % do 
you have a TRUE Strategic Partnership with?  
(0%-100%)

• Distributors ____ % TSP

• Reps     ____ % TSP



Distributors 

• Of the Manufacturer companies that you 
distribute, what % do you have a TRUE 
Strategic Partnership with?  (0%-100%)   
~think/maybe “corporate”

• Of the Rep companies you work with, what 
% do you have a TRUE Strategic 
Partnership with?  (0%-100%) OSP?

• Manufacturers  ____ % TSP

• Reps             ____ % TSP



Reps

• Of your Manufacturers that you 
represent, what % do you have a TRUE 
Strategic Partnership with?  (0%-100%)

  

• Of the Distributors you work with,   
what % do you have a TRUE Strategic 
Partnership with?  (0%-100%)

• Manufacturers     ____ % TSP

• Distributors  ____ % TSP



TRUE Strategic Partnership (0%-100%) 
    DISTRIBUTORS with your

Manufacturers     ____ % TSP
Reps    ____ % TSP

TRUE Strategic Partnership (0%-100%) 
    MANUFACTURERS with your

Reps       ____ % TSP
Distributors   ____ % TSP

TRUE Strategic Partnership (0%-100%) 
    REPS with your

Manufacturers     ____ % TSP
Distributors  ____ % TSP



< 10% 

11 to 20% 

21 to 30%

31 to 50%

Manufacturer’s View of TRUE Strategic Partnership Percentage

> 50%

8%

60% 32%

We asked MFRS:

Of your Rep companies, 
what % do you have a TRUE 
Strategic Partnership with?

No 
responses 

0-20%



Representative’s View of TRUE Strategic Partnership Percentage

< 10%

11 - 20%

21 - 30%

31 - 50%

> 50%

46%

16%

8%

12%

18%

We asked REPS:

Of the MFRS you represent, 
what % do you have a TRUE 
Strategic Partnership with?



TRUE  STRATEGIC PARTNERSHIPS

Range REPS MFRS

Less than 10% 12% 0%

11 – 20% 18% 0%

21 – 30% 8% 8%

31 – 50% 16% 32%

More than 50% 46% 60%



TRUE  STRATEGIC PARTNERSHIPS
HOW ABOUT WITH OUR CUSTOMERS?
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‘most important 2025’
1-Economy
2-Business partnerships! 
3-Supply chain disruption
4-Strategic Planning

Do you do Strategic 
Planning?  Share?

From the ERA Representor
               winter 2025 



1. Shared Mission/Vision and Objectives

2. Mutual Trust and Transparency

3. Complementary Strengths

4. Long-Term Commitment

5. Equity and Shared Risk/Reward

6. Continuous Improvement and Adaptability

7. Focus on Value Creation

TRUE  STRATEGIC PARTNERSHIPS



Relationship Hot Buttons

Mind share – Time 
share / Time 
Management

Productive Territory 
Visits

Reporting NBOs

Contracts, 
Commission & 
Incentives

Product/Application 
Training 

M&A/Conflicts



Breakdown of our TRUE Strategic Partnership:
conflicts and conflict resolution

• When …. A bad decision is made

• Y. K. I. K. –and-- I. K. Y. K. that I. K.  

• Emotional withdrawals (Covey)

• Contracts

• Commissions

• Line Conflicts

• Mergers/acquisitions 



‘this is a great deal for you’



Types of Reps 
(in the whole world)

•“A” Reps

•“B” Reps

•“C” (and “D”) Reps

30%

40%

30%
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• Mission Statements

• Fair and consistent contracts

• Reporting/NBOs

• VIP Visits to territory

• Rep Councils (Mfrs and Dist)

Tools for success 



Mission Statements

• Do you have one?

• Shared with ‘partners’?

• How do you align your goals, objectives and strategies?

• ERA Mission: It is the mission of ERA to advance and support the professional field sales function in 
the global electronics industry by providing programs, services and activities that educate, inform 
and advocate for manufacturers’ representatives, the principals they represent and the distributors 
who are representatives’ partners in the marketplace.

• ECIA Mission To promote and improve the business environment for the authorized sale of 
electronic components by manufacturers, their distributors and independent sales representatives.



CONTRACT CONVERSATION

YOUR Contracts – fair/equitable 



Reporting especially NBOs



QBR - Benchmarks, current standings, & past 
comparisons for some or all of the following

• Opportunity scores/rankings

• Pipeline status

• Win rate analysis

• Average selling price

• Market share &/or market events

• Sales & profitability

• Performance & book-to-bill

• Opportunities closed & in the pipeline



QBR – Cont’d

• Joint improvement activities

• Key news/updates (from both organizations)

• Products: New, retiring, technical issues, allocations etc.

•  Process review for unique and/or successful deals closed 

•  Technical support status and opportunities

•  Training progress: Product and sales 

•  Competitor updates by product, market, and individual customers

•  Design wins



TERRITORY VISITS

Passport into the Territory (MRERF)
• Arrange trip
• Pre-visit information
• Plan
• Itinerary
• Handling problems
• Joint calls
• Review call
• Visit review



Do YOU have a Rep Council ….



A mutually advantageous advisory board to 
build trust, understanding, and increase 

profitable sales.

REP COUNCILS– DEFINITIONS

A Rep Council is an advisory group comprised of key 
manufacturer/distributor sales leadership and 

executives and individuals selected from a cross section 
of the company’s representative organizations.



Rep Council - WHY DO IT?

▪ GET CANDID INPUTS FROM REPS

▪ MARKET INTELLIGENCE (CHEAP!)

▪ FEET ON THE STREET (ANON. SURVEY)

▪ BUILD TRUST WITH REPS

▪ ESTABLISH TRUE STRATEGIC PARTNERSHIPS

▪ AND (duh)– GROW SALES!



HOW DO WE CREATE TRUE STRATEGIC PARTNERSHIPS?

IN THIS BUSINESS, IT’S MOSTLY ABOUT

COMMUNICATIONS 

 EXPECTATIONS

 TRUTH, TRUST, RESPECT

BE a communications expert



To become emotional favorite of your partners:

esponsive
asy
un
elationships

This is the essence of a TRUE Strategic Partnership

R
E
F
R



D.U.N.   Different Unique New

• The next bright shiny object syndrome

•Distractions

• Fascinate me!!

•What have you D.U.N. lately?



Best Practices Capture Exercise

Stop--Start--Continue
• What are we doing that we 

shouldn’t be, that is hurting 
our success?

• What aren’t we doing that 
we should be that will 
enhance our success?

• What are we doing well and 
should continue to do?



coming this fall



Thank you for your time and engagement

Bryan C. Shirley, CPMR
211 Taunton Blvd

Medford  NJ  08055
Cell= 267-463-7898

bryan@bryanshirley.com
www.bryanshirley.com

LinkedIn = bryanshirley

http://web2.salesforcesearch.com/Portals/106409/images/success-resized-600.jpg

mailto:bryan@bryanshirley.com
http://www.bryanshirley.com/
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=_Dl6JGaTSSOorM&tbnid=0veV3z5zcZ8JxM:&ved=0CAUQjRw&url=http://web2.salesforcesearch.com/bid/113464/5-Steps-for-Sales-Success&ei=EXRAUpGXCeOd2QWspoG4DA&bvm=bv.52434380,d.b2I&psig=AFQjCNFoq-thGA-2iiBRxsRSP3mMJMAVjw&ust=1380042110927522


Many thanks….

• Bill Allen

• Jack Berman

• Tim Coakley

• Mark Conley

• Gene Foster

• Gerhard Gschwandtner

• Ray Hall

• Don Hutson

• Scott Lindberg

• Tom McCarthy

• John Mitchell

• Glenn & Joan Shirley

• Bob Trinkle

• June Windmuller

• ERA 

• And ….. YOU!



www.bryanshirley.com

bryan@bryanshirley.com
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