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Finding New Opportunities
During Unusual Times



The rep model is more relevant than ever 
and has been a shining success during the 
pandemic.  As the rep model has shifted to 
a more consultative entity of engineering 
acumen over the past many years, reps have 
become trusted advisors to their customers. 
The frequency of engagement, enhanced by 
multi-line selling and multi-project activity 
across a single customer, have led to the 
ability to maintain powerful influence in the 
customer decision process during this crisis. 
More importantly, as the crisis unfortunately 
continues, we now turn our attention and 
this discussion to the task of identifying new 
opportunities, be that at existing accounts or 
new accounts, from a socially distant, work-
from-home approach. New opportunities are 
the lifeblood of future business, so let’s dive in.

Finding and developing new 
opportunities in existing accounts  
during COVID-19 and beyond

The impact of COVID-19 on many 
businesses is unlike anything most of us have 
experienced in our lifetime. OEMs have cut 
back on staff, narrowed product offerings, 
and focused on/pivoted to only the most 
relevant new product developments that have 
the highest probability of success. Knowing 
that, reps can dig in deeper into customer 
projects offering more of their time and 
resources. The patience and support reps 
provide during this stressed time will be 
remembered by their customers and will have 
a positive, long-term effect.

Finding new opportunities with existing 
customers requires the same diligence now as 
in the past; however, reps have more tools and 
methods at their disposal than before.

The proven methods of phone calls and 
email communication to maintain the 
customer relationship and learn about new 
projects will continue to be the most effective. 
However, many customers are so strapped for 
time, that they may not pick up the phone or 
read their email so other strategies are needed.

Scrubbing first-time buy reports (FTBs) 
is essential and must be done often. Most 
distributors have their own FTB and are 
willing to provide them to reps, but only if 
they get value in return. Reps provide value 
to distributors on their FTBs by evaluating 
and reporting if there is a new project behind 
the billing. Reviewing and actioning from 
a FTB on a weekly basis (if fresh data are 
available) minimizes the task and makes it 
part of a routine. Performing the scrub on a 

monthly basis, as typically done in the past, 
can be an overwhelming task due to the 
amount of data. Also, working with older 
data risks missing the narrow window of 
opportunity to get in early on a project and 
could be too late to take advantage of a fresh 
new project in its incipiency.  

The algorithms used in FTBs are important 
to understand because not all results will 
meet the criteria of an actual first-time buy. 
For example, distributor share shift, new 
customer contact, part number variants 
(spaces, hyphens), 12-18 months between 
buys, understandably show up on distributor 
FTBs. If the rep deems a particular line item 
of interest, some diligence must occur by 
scrubbing their existing customer billings 
history to confirm a true first-time buy.

Exporting distributor first-time buy data 
and analyzing it in an Excel Pivot Table is the 
best way to review these new billings. Reps 
can sort the data based on their manufacturer, 
but even better is to sort the data by 
customer. This way, reps can view several of 
their manufacturers shipping to a particular 
customer in a short time leading to higher 
confidence of new project recognition.

Creating a FTB using the reps own 
commission data is another impactful method 
for finding new projects. However, the data 
can be somewhat stale because reps’ receipt of 
data is usually linked to principal commission 
payments. Some principal payments are offset 
one month for direct OEM and two months 
for POS; others, longer. An alternative data 
source is Budde Marketing, which, if available,  
offers a fresher monthly in-territory shipment 
view. Data analysis using tools like Excel Pivot 
Tables or PowerBI is a business requirement 
for rep firms in today’s world. Fortunately, 
there are many tutorials available on the 
internet and reps can and should invest the 
time to learn these skills. 

Other tools for developing new 
opportunities during COVID-19 and beyond 
have been virtual meetings and trainings. 
New product introductions via Zoom, Teams, 
WebEx and other platforms have become an 
essential tool to engage with customers. It is 
best when the customer agrees on the topics to 
be covered and the presentation is as focused 
as possible to the current or next program in 
development. A time allocation of 20 minutes 
max per one or two topics is usually optimal 
for the customer. Content presented by the 
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Kingsland Coombs, CPMR, CSP, is 
president of Control Sales. 

Coombs can be reached at kingc@
controlsales.com.

Greg Miner is president and CEO 
of Thorson Rocky Mountain. 

Miner can be reached at gminer@
thorsonrm.com.

by Kingsland Coombs, CPMR, and Greg Miner
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(continued from previous page)  

principal’s subject matter experts (SME) is the 
most effective and recommended.

Maintaining existing customers
Because deeper project engagement/

coordination is more time consuming, it is 
critical that reps are mindful of relationship 
falloff with other customers whose projects 
are not as front and center. Reps must check 
in with their customers routinely and create a 
cadence in which the customer is expecting a 
call. Customer’s time is limited, so providing 
a several bullet point agenda in advance of 
your call helps keep the call focused. A concise 
conversation providing value is paramount to 
the customer’s acceptance of your next call.

Email blasts should be done with careful 
consideration of your contact list. It is easy 
to become irrelevant by marketing products 
to the wrong target customers who will either 
remove themselves from your list or will learn to 
disregard your content. Email blast contact lists 
must be maintained by product interest. Also, 
keep in mind that some of the most effective 
marketing is done by individual emails from 
salespeople to customers. Specific NPIs targeted 
to a customer known to design with similar 
components/assemblies is key to keep customer 
attention. Providing application-specific studies 
or white papers written by a rep’s principal or 
even a market SME is very effective, creating a 
lasting impression toward enabling the role of 
trusted advisor.

Most of reps’ medium to large-size principals 
have marketing departments. Reps must be 
vocal with their principals to let them know 
what material and medium their customers 
require to obtain and maintain attention. 
Besides NPIs and white papers, virtual day-long 
seminars with multiple topics during the day 
are proving to be effective. Customers can pick 
and choose the topics and tune in accordingly. 
Also, participation in industry-wide seminars 
like the recent Thermal Live provide an excellent 
platform to showcase talent and knowledge 
which leads to future engagement.

Creating meaningful and topical industry-
related content on LinkedIn is very effective 
and encouraged. Not all reps are comfortable 
creating and posting original content. 
Alternatively, reps can share posts from various 
sources and add relevant content in the share 
process. For example, a rep can share a principal 
NPI post and add a brief comment on why they 
think the post is important to their followers. 

This is a much stronger approach than simply 
liking content on LinkedIn.

For new project development, customers 
routinely require samples to aid in their 
design. If the territory size and customer allow, 
hand delivering samples is an effective way to 
maintain relationships. COVID-19 has enabled 
creative ways of delivery. With masks on, 
visiting a customer in the company parking lot, 
or just outside their office building helps keep 
the relationship moving forward. Going the 
extra mile and visiting a customer in their home 
driveway will also leave an impression. 

Communication methods
With customers being strapped for time 

more than ever before, getting attention, and 
engaging in a phone or email conversation 
can be difficult. Never assume that a single 
communication method will work for 
all. Reps need to figure out the preferred 
communication method for all their customers 
who they want to engage.  

Texting can be effective; however, reps should 
always ask for permission to communicate via 
text. For those customers who do allow for text 
communication, limit the text message content 
and maintain brevity. For example, texts can 
alert a customer about an email sent or a recent 
voice mail requesting a phone conversation.

If attention via email is not successful, 
sending a calendar invite for a 15-minute phone 
call with a several point agenda is often effective. 
Invites typically are actioned one way or the 
other. Be careful to not overuse this method if 
the customer is not engaging.

In addition to face-to-face and phone 
conversation, emails are the most effective 
communication method. Personal email 
styles vary but a bullet-type format is often 
preferred as it is easier to digest. Even very 
experienced salespeople must continue to 
adapt, learn and improve.  

New opportunities, new accounts
It’s a changed environment when it 

comes to engaging new customers with new 
opportunities. Many of the tried-and-true 
methods still apply but amplifying those 
methods and combing some new approaches 
will serve you well.

First, look to the data. Whatever CRM 
tool you use, there is likely the ability to run 
data analytics over the top of aggregate sales 
data. Similar to looking for new programs in 



existing accounts, here you’re looking for data 
that would coalesce on meaningful activity 
from a new account. Recency is everything 
when engaging with a new account, so establish 
a dashboard view that can be updated every 
week, two weeks, or monthly at the very least, is 
important. One part, one unfamiliar customer, 
may be a repair, whereas nine parts from three 
different lines might be a project. Prioritize 
the latter and turn your attention to making 
personal outreach. That’s one example where 
data might lead to new opportunity.

Second, now is the time to invest in more 
homework behind new activities being pursued 
and funded in this environment. Venture capital 
and entrepreneurs are placing their bets more 
carefully during challenging economic times, 
so what is being funded should be of very 
high interest. Following VC funding in the 
region, projects crowd-funded on platforms like 
Indiegogo or Kickstarter, or even following the 

start-up scene in your state will lead to some 
interesting opportunities.

Finally, when it comes to finding new 
opportunities, generating new opportunities, 
and engaging prospective new customers, 
now is the time to step up the digital side of 
your business. More effective and frequent 
e-marketing campaigns, a stronger presence 
via social media platforms, and offering up 
more compelling virtual activities can all help 
in this regard. For example, tech seminars on 
specific vertical segments rather than single 
technical solutions are effective — “Artificial 
Intelligence Applied to Autonomous Vehicles” 
tends to draw more potentially new customers 
than “64-bit Microprocessor roadmaps.” Also, 
don’t neglect your own e-tools at hand. Step up 
your LinkedIn activity and membership level 
to expose more contacts, reach new customers, 
and make you and your firm more present in 
current times. n

Sell the way you want, now with interactive analytics.
Schedule a time to learn how at empoweringsystems.com

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

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 
2021 ERA Conference
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During these challenging times, manufactur-
ers need to be very dynamic in their approach to 
shifting business trends. In addition to mar-
ket access flexibility, it is especially important 
to manage costs during shifts in strategy. The 
benefits of a more cost-effective model that the 
sales rep strategy offers are obvious to executive 
business managers. However, it is not always 
as obvious that a well-connected and well-net-
worked representative is much more effective 
than direct reports. 

During these challenging times, manufac-
turers are finding that a well-connected rep 
network can pivot to accommodate shifting 
macro-economic market shifts. Suppliers who 
choose to deploy representatives are moving in a 
dynamic direction. In many cases, they engi-
neer their organization in such a way that their 
network of rep partners is embraced as a true 
extension of their team. 

Here is what one manufacturer has done to 
optimize their rep network successfully. 

The proof is in the results 
A recent conversation I had with Jason Hal-

lums, sales manager for Qualtek Electronics, left a 
big impression. 

First, Jason confirmed that his company has 
demonstrated over many years a consistent and 

committed strategy to the rep model. Second, I 
would like to add that Qualtek has a commitment 
to ERA and the industry associations in general.

Qualtek is a privately owned manufacturer 
established in 1980 based in Mentor, Ohio, 
focused on the manufacturing and design of 
cooling fans, fan accessories, power supplies, 
power cords, USB cords, AC receptacles and 
EMI power line filters, as well as many other 
broad line products associated with power and 
power distribution. 

The following is a brief Q&A with Jason 
which focuses on how manufacturers’ sales 
strategies are evolving in the face of challenges 
like COVID-19 and changing markets and the 
benefits of the representative model.

As a manufacturer who uses reps exclu-
sively, what are some of your sales 
management strategies and how do you 
interact with your reps?

We use our reps primarily to generate new 
sales leads and to follow up locally with leads 
we can provide from cold calls, internet traffic 
and distributor POS. Many of our products are 
what can be described as associative products. If 
a customer is using a fan accessory, they are also 
using a fan. We can use some of this informa-
tion to develop new customers and to nurture 

Why a Representative Strategy 
Thrives in Challenging Times?

by Cameron English, CPMR
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existing customers to accommodate their needs. 
We rely on the rep’s local knowledge of custom-
ers and their ability to read the pulse of the 
industry within their respective territories. This 
is accomplished through typical formats such 
as emails, phone calls and now, more than ever, 
Zoom or any other array of communications 
apps to communicate and develop relationships 
with our reps across the country. While I do not 
feel this will ever replace face-to-face interac-
tion, given the state of the world we live in cur-
rently, these methods suit their purpose.

How do you see the industry changing 
and have you modified your approach to 
how you support your reps?

We recently redesigned our website (www.
qualtekusa.com) and are utilizing social media 
in more ways in an effort to find new customers. 
I think this approach will only serve to help us 
within the rep model. More customers driven to 
our products creates more demand and, in turn, 
creates more opportunity for rep interaction. We 
make sure to include our reps in correspondence 
with new and potential customers and rely on 
their relationships with distribution within their 
territory to help facilitate design wins.

Please explain how you use reps and how 
you view a rep strategy versus the option 
of maintaining a direct sales force?

It is true, a direct sales force could replace the 
rep model but not without very hefty upfront 
costs, and then you are left with only one person 
doing the job of what can be accomplished with 
a rep group that can serve a territory with mul-
tiple people. The other component lacking with 
a traditional direct sales force is the additional 
non-competitive lines that reps have. These non-
competitive lines can easily turn other products 
into opportunities for Qualtek. 

What are some best practices that a 
manufacturer looks for in a rep? 

The best practices we see are constant com-
munication, new opportunities and follow 
up. We want our reps to be in the field and 
engaging with customers and although we do 
not require the inundation of weekly reports 
from our reps, we can see the results as simple 
as increasing opportunities and design wins 
that come from being in front of customers on 
Qualtek’s behalf.

What else can you share with us about 
Qualtek?

Qualtek is constantly evolving and has been 

The “GO-TO Law Firm” 
for Sales Reps Nationwide

NationalSalesRepLawyers.com

With Over 70 Years Experience Protecting Independent Sales Reps

(Formerly Schoenberg Finkel Newman & Rosenberg, LLC (SFNR))

Interested in succession planning or buying, selling or merging a rep �rm?
We handle dozens of such transactions annually and are experienced in rep 
�rm economics.

✔

Need a rep, sub-rep or employment contract drafted or reviewed?
We have decades of experience preparing rep contracts.

✔

Terminated after landing the big customer?
We know how to obtain payment and to seek attorneys’ fees and statutory
damages in many cases.

✔

✔

Is a principal refusing to pay  (or underpaying) commissions due?
We have recovered millions in commissions for reps.

300 S. Wacker Drive |Suite 1500 Chicago IL 60606|

COMPLIMENTARY
20-Minute

Initial Consultation
with NO obligation.
Just mention ERA.

FORWARD THINKING

STRATEGIC COUNSEL

312.648.2300

           ADAM GLAZER                                                                   GERALD NEWMAN
adam.glazer@sfbbg.com                               gerald.newman@sfbbg.com

for four decades now. This year was no different. 
We were able to allocate some resources nor-
mally allocated for business travel, trade shows 
and exhibitions for other things like inventory 
and new marketing ideas, like our new website. 
With the pandemic creating more work at home 
scenarios, getting our website up and running 
was paramount to getting in front of customers 
that were impossible to reach otherwise. That 
being said, we have continued the commitment 
to our distribution network and our reps, not 
forgetting what has contributed to our successes 
in the past. The future is uncertain, however, 
with 2020 behind us, we are confident that our 
network of reps can continue the successes from 
last year into 2021. Throughout 2019 and 2020, 
we have moved some production into Cambo-
dia, Thailand and Taiwan to avoid tariffs. This 

(continued on page 26)

Cameron English, CPMR, is 
President/CEO of English  
Technical Sales.

English can be reached at  
cenglish@englishsales.com.

https://www.sfbbg.com/
mailto:cenglish@englishsales.com


2020-2021 ERA Industry Survey
ERA strives to stay on top of industry trends and opportunities. To keep its members up-to-

date on current industry issues, ERA put together its fifth annual industry survey.
The survey was conducted online in December 2020. It offers a current industry assessment 

and 2021 business outlook based on rep, distributor and manufacturer ERA member feedback.
Key highlights of the report include demographics of the surveyed respondents, business 

performance, operating costs and areas of importance.
When asked how COVID-19 has impacted their business and operations in 2020, ERA 

members had a wide range of responses — from little impact to surprisingly less impact than 
initially anticipated to significant impact, including a decrease in sales, project delays, 10-30 
percent decrease in revenue, etc. 

In addition, surveyed members also reported having to adapt to working from home, travel 
restrictions, implementing virtual strategies, greater use of social media, investing in training 
and more. 

Despite these challenges, over 75 percent of members anticipate that 2021 will be a good 
business year for their organization. 

ERA  SURVEY

Please identify your firm. How do you rate 2020 as a business year for your organization?
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How would you rate the overall health of your firm today?How do you expect to rate 2021 as a business year for your 
organization?
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Tell us a little bit about yourself.
I was born and raised in Indianapolis. I 

studied Business Management and Electrical 
Engineering Technology at Purdue University 
in West Lafayette and Indianapolis, Indiana. 
In 1989, I accepted a full-time position at C C 
Electro Sales Inc. to cover southeast Michigan. 
Shortly thereafter, I met my wife Diane who was 
born and raised in southeast Michigan. We have 
three children: Zach, Hannah and Luke.

What are some things you enjoy outside 
of the workplace?

Listening to live music, seeing new landscapes 
and hitting a golf ball long and straight.

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

Since I started at C C Electro Sales in 1989.

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

I’ve always been interested in tearing apart 
electronics’ modules and putting them back 
together. I remember the look on my Mom’s 
(Carol Cohen) face when she walked down to the 
basement and saw an antique radio in pieces and 
my pre-teen face concerned with how I would 
get it back together. I suspect that might be 
where my interest in electronics began. Relative 
to the rep business, it’s in my bloodline. My Dad 
worked at a distributor (Radio Distributing; now 
PEI Genesis) in the early 70s and then when he 
passed away, my Mom asked for and was given 
his OSR job in 1973 to support us. She left there 
and established C C Electro Sales in 1981. As a 
result, I grew up hearing about circular connectors 
and the industry in general while eating dinner. 
As time moved on, I was stickering catalogs, 
operating the Telex machine and doing other odd 
jobs for C C Electro Sales through high school. 
So, I think I was subliminally sold throughout my 
life on becoming a rep in the electronics industry.

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

I get to see a lot of leading-edge innovations 
in development and it continues to fascinate me. 
I couldn’t imagine being in a lab working on 
one specific market segment’s family of widgets. 
I enjoy tackling a wide variety of problems to 
advance technology, quality and supply chain. 
I also enjoy telling my friends and family 
when they come to me with a problem on an 
electronic gadget that can’t be fixed today, that 
it’s job security for me!

Briefly describe your rep firm.
C C Electro Sales was established in 1981. 

Our World HQ is in Indianapolis. We cover 
Indiana, Kentucky, Michigan, Ohio, western 
Pennsylvania and West Virginia. We have 11 
people on our team now and looking to add. 

We sell to the consumer, medical, automotive, 
industrial and military market segments. 

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

Our VP of Operations & Outside Sales Rep 
(OSR), Ellen Coan, engineered an intern pro-
gram that landed a candidate, and her 10-week 
program proved very effective. He is now a full-
time OSR and a key piece of our team. We also 
brought on another next-generation employee 
that has streamlined our administration needs 
to the point where she has asked for and has 
been given the additional role of OSR. We also 
created three databases that have leveraged our 
ability to throw a lot of opportunities at the wall. 
Our team can manage all three databases with 
near automation and remarkable flexibility.

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?

I have been to many national conferences 
and until recently, I was able to blend into the 
crowd while I absorbed everything from Tim 
Coakley to Ray Hall. As time has progressed 
to the Walt Tobin era (pun intended), I find 
myself exposed and in a position to TRY and 
give back. The bottom line is that ERA has 
given way more to the development of me as a 
rep and C C Electro Sales as a rep firm than I 
will ever be able to pay back.

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

Yes, yes and yes. As part of our company’s 
content marketing strategy, I look to the ERA 
website for items to leverage. I’m passionate 
about educating the world that a rep’s line card 
is THE toolbox for advancing technology. We 
bring technology to market more efficiently 
than any other sales and marketing discipline. 
But the world needs to clearly understand what 
a rep is and does; ERA publishes a lot to be 
shared on that topic.

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

During high school, I worked at the same 
grocery store in Indianapolis (Atlas Supermarket) 
as the former Late Night host, David Letterman. 
He was long gone when I started working there. 
Rumor has it that he was fired for building a 
canned goods display that went to, and was 
wedged into, the ceiling; so no one could remove 
a can for purchase. His mother continued to 
shop there long after he became famous. So my 
connection is that I bagged groceries for David 
Letterman’s Mom and carried them out to her 
car. I think she may have even tipped me a time 
or two — $0.25 went a long way back then! 

SOMEONE  YOU  SHOULD  KNOW

Matt Cohen, CPMR
Vice President Sales & Marketing
C C Electro 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 Matt Cohen, CPMR, VP Sales 
& Marketing for C C Electro Sales Inc.
 The Representor asked Matt a few 
questions about his time in the electronics 
rep business and his experiences with 
ERA. Here is what he had to say.
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WELCOME, NEW MEMBERS!

These companies joined ERA since October 2020  
(The ERA chapter of each rep firm is listed in italics after the company name.)

REPRESENTATIVES
A-D Technical Solutions

(Rocky Mountain)
Will Dahlquist

will@a-dtech.com

Bunting, Earls & Associates Inc.
(Chicagoland-Wisconsin)

Randy Earls
office@meddevrep.com

Century Industries Group LLC 
(New England)
Bruce Westcott

bwestcott@centuryindustriesgroup.com 

Circuit Technologies Company
(Chicagoland-Wisconsin)

Al Bickner
abickner@circuittek.com

ERA Inc.
(New York)

Mark Hovaniak
markhov@erareps.com

Alan Lupton Associates Inc.
(Empire State)

Alan Lupton, II
alupton@luptons.com

Mission Critical Sales LLC
(New England)
Larry Goldberg

larry@missioncriticalsales.com
Staffco-Campisano

(Ohio)
JIm Weinfurtner
jimw@s-cinc.com

Tandem Technical Sales
(Southwest)

Richard Bass
rbass@tandemtechsales.com

Transit Components Inc.
(Canada)

Richard Emery
remery@transitcomponents.com

MANUFACTURERS
InsulFab

Shelby Ricketts, Andy Webb
insulfab.net/electromechanical-

solutions.html

EB-LCM Corp.
Bill Shih

eb-lcm.com

TT Electronics
Julia Hintz

ttelectronics.com

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 Teleforum Audio Library .................................era.org
ERA University (online courses) ..............................era.org
Hertz Car Rental .......................................................era.org

(Click the link on the Member Services page.) 
JJM Search....................................................402-721-6590

jjmsearch.com
LECTRIX.....................................................lectrixgroup.com
MRERF (CPMR/CSP programs) .........................mrerf.org
Repfabric ............................................. 844-737-7253, x225 
RPMS software. ............................................800-776-7435 

rpms.com
Spyre Group.......................spyregroup.com/reps/index.htm
UPRIGHT ........................................................upright.nyc
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: Steve Cholas.......... 949-413-1732
Sales Consulting/Coaching: John Simari ... .....214-325-4117

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
• 2021 ERA Virtual Conference - March 1-3, 2021
• ERA Annual Board Meeting (Virtual) - March 4, 2021

Interested in becoming an ERA member? Contact ERA 
Membership Director Stephanie Tierney at stierney@era.org 

to learn more about the different ERA programs, resources and 
benefits, or visit era.org.
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I never really understood this saying. I 
thought it was a bit self-serving. Like we 
were super-humans who survived where 
perhaps others died. How could that be fair? 
Why should we survive when others did not? 
Were we better than they were? Smarter? I 
think not.

Why should other organizations or associa-
tions be so badly affected by something so evil 
that their very survival was at stake, forced 
to close their doors while 
others lived on? Were they 
worse managers than we 
were? I never understood 
this saying until 2020. 

COVID-19 is an 
unbiased killing machine. 
It does not care if you 
are rich or poor. It does 
not care about your race, 
wealth, house of worship or 
political beliefs. It attacks 
— some worse than others, 
some survived the attack 
and others succumbed. 
Folks died and companies/
organizations collapsed.

There was simply no 
rhyme or reason to it. We 
all took precautions that 
we were comfortable in taking and yet, 
these same precautions protected some but 
not others.

At the start of the pandemic, ERA 
looked internally and asked: “What do our 
members NEED from us? What do they 
WANT from us?”

What new activities or services do we have 
the budget and expertise to take on? How 
could we step up or pivot (the word of 2020) 
while trying to survive?

We first looked within ourselves and then 
took an honest assessment of our talents and 
capabilities. We matched our resources against 
the “wishlist” of what we were hearing from 
our members or what we felt we needed to do 
NOW to help our members (and non-mem-
bers) get through each day.

Off we went, pivoting from our Teleforum 
series to our Water Cooler initiative, and also 
launched a podcast, ERA Talks. All in an 
effort to provide several different platforms 
for our members to share common fears, 
questions regarding software and hardware 
options, how to communicate best practices 
to our customers, manufacturers and fellow 
reps or channel partners so that they could get 
things done in this “New Normal” world.

We listened and cali-
brated our products as we 
went along, all to make 
ERA better and stronger ... 
to become an even better 
resource for our members 
than pre-COVID.

Guess what happened? 
The industry responded. 
Attendance of our Water 
Coolers grew each week, 
the number of downloads 
of our Podcasts grew with 
each release, our mem-
bership grew even at a 
time when we had put 
our membership drive on 
hold to not come across 
as “tone-deaf.” We went 
with a softer approach in 

soliciting new members while companies were 
closing and many were losing their jobs.

As we began to develop a cadence, we were 
feeling pretty good about ourselves and how 
our messaging seemed to support what the 
industry was seeing — the manufacturers’ rep 
model “rose like the phoenix” in supporting 
the customers in their local territory. The reps 
maintained their existing “book of business” 
and developed NEW opportunities at both ex-
isting and new companies. They never missed 
a beat. Their customers were grateful that the 
reps were there to support new designs and 
partner with their channel partners to ensure 
that the supply chain was in place. 

However, another challenge reared its 
ugly head in the June-July time frame — our 
annual conference, scheduled for March 1-3, 

EXECUT IVE  COMMENTARY

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

What doesn’t kill us, makes us 
stronger

(continued on page 22)

We listened and 

calibrated our 

products as we went 

along, all to make 

ERA better and 

stronger … to become 

an even better resource 

for our members ...
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VIRTUAL

2021

CONFERENCE

Thank You Conference Sponsors!

DIAMOND SPONSORS

ERA extends its deepest gratitude to these generous organizations for their 
sponsorship of our 2021 Virtual Conference. Thank you for your support!

(Current as of Jan. 25, 2021)

CHICAGOLAND WISCONSIN

PATRON SPONSOR

KEYNOTE SPONSOR ENTERPRISE SPONSORS

BENEFACTORS

PROGRAM SPONSORS
SILVER SPONSORS

PLATINUM SPONSORS

GOLD SPONSORS

BRONZE SPONSORS

https://era.org/era-events/era-conference-sponsors/
https://www.ttiinc.com/
https://www.arrow.com/
https://www.alliedelec.com/
https://www.avnet.com/wps/portal/us/
http://www.crowleyassociates.com/
https://www.digikey.com/
https://www.sensata.com/
https://www.triadmagnetics.com/
https://catalystunity.com/
https://www.masterelectronics.com/
https://www.schaffner.com/
https://www.auroragroup.net/
http://www.bnmsales.com/
https://www.cde.com/
https://www.crouzet.com/
https://www.empoweringsystems.com/
https://emtengineering.com/
http://www.fralia.com/
https://www.gsatech.com/
https://www.kruvand.com/locations
https://www.logixsales.com/
http://www.lecsf.com/
http://macinnis-group.com/
https://www.melfoster.com/
http://www.era-ne.org/
https://www.norrisrep.com/
https://era-pnw.org/
https://www.pinnacle-mktg.com/
https://www.eeseal.com/
https://www.sacs-rep.com/
https://www.us.lambda.tdk.com/
https://www.tech-trek.com/
https://wesco-sales.com/
https://www.westmarkco.com/
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https://www.brandel-stephens.com/
http://www.buddemarketing.com/
http://www.ccrep.com/
https://www.cain-forlaw.com/
https://www.cbane.com/
https://controlsales.com/
http://www.dmassociatesllc.com/
http://www.ekmicro.com/
http://www.ericksonsales.com/
https://www.e-t-a.com/home/
https://www.erasunshine.org/
https://www.fusionsourcing.com/
https://lectrixgroup.com/
https://www.rcmerchant.com/
http://www.milltechsales.com/
http://www.ncalera.org/
https://www.odonnell.com/
https://www.odas.com/
https://www.ohmite.com/
http://www.glsmith.com/
https://www.sumer.com/
https://techmarketing.biz/
https://www.thorsonrm.com/
https://www.u-blox.com/en
https://displaylogic.com/
https://www.englishsales.com/
https://ii-vi.com/
https://johnsoncompany.com/
https://www.metz-connect.com/home~1e.en.html
https://www.peerlesselectronics.com/
https://www.rcominc.com/
https://recom-power.com/en/index.html?1
https://redtree-solutions.com/
https://repfabric.com/
http://erascal.org/
https://www.superior-tek.com/
https://www.womeninelectronics.com/
https://www.aereps.net/
http://chiwisera.com/
https://www.conleyrep.com/
https://www.doveonline.com/
http://www.electrareps.com/
https://www.geniegroup.com/
https://ionassoc.site/
https://www.mrinetwork.com/jjmsearch/
https://www.erametrony.org/
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https://era.org/#1495561926224-7a0d4763-0402
https://www.power-sonic.com/
http://signalent.com/
http://www.smc-diodes.com/
https://www.sunlandrep.com/
https://t6electronics.com/
https://www.ttelectronics.com/
http://wes-inc.com/
https://xgrtec.com/
https://carolinasera.org/
http://empireera.org/
https://era.org/#1495561487057-a64b5321-1570
https://www.jfkilfoil.com/
https://era.org/#1495562527665-49479ba9-c237
https://www.paralightusa.com/
http://www.pravahtec.com/
https://www.senntec.com/
https://synergy-inc.com/
https://www.xidas.com/


RIS ING  STARS

To gain a better insight into how young 
professionals in the electronics industry have 
turned challenges into opportunities and ensured 
continued success, The Representor interviewed 
Rob Brunson, sales representative of Wallace 
Electronic Sales. 

Brunson shared his experience in the electron-
ics industry and why he believes that the rep 
business can be a very attractive and gratifying  
profession for young professionals. 

Please provide a little background 
about yourself.

I am 29 years old and grew up in Colum-
bia, South Carolina. With my amazing fiancé, 
Alexandra Erickson. I totally outkicked my 
coverage. I am also a dog enthusiast; we have a 
small army at our house, and we are proud to 
say all our dogs are rescue dogs. I will not say 
how many I have because I do not want anyone 
reading this to think I am a crazy person.

Thirty pounds ago, I played college bas-
ketball at a relatively large division II program 
(Barton College) where I studied political 
science.

After college, I pursued a career as a chef 
and ended up becoming the head chef at 
Alodia’s Cucina Italiana in Lexington, South 
Carolina. If you are ever in that area, you 
should check it out (yes, this is a plug) and let 
Adam know Rob sent you. 

Fast forward to now. 
Wanting to take my life and career 

to another level and having always loved 
electronics, technology, and connecting and 
learning about people, naturally, I was drawn 
to sales, and more specifically, the electronics 
industry. In April 2019, I met Wallace Elec-
tronic Sales’ Emmett Ellis and Mark Mots-
inger and as the story goes, the rest is history.

What made you choose this industry as 
your current career path?

I love working with people and providing 
them with solutions. Developing relationships 
and learning about people on a more personal 
level is a really gratifying part of this job. I also 
love the competition. Waking up in the morn-
ing knowing that if I work hard, I will reap 
the fruits of my labor.

As a young professional, what are some 
of the main challenges you encountered 
as you embarked on your career journey?

Not knowing what I do not know. 

What steps have you taken to overcome 
these challenges and to ensure that  
you can establish and nurture a suc-
cessful career?

First and foremost, I listen to Mark and 
Emmett. I try to be a sponge. They have 
so much knowledge and experience; it is 
comforting and gives me a secure feeling to 
have them to lean on and to learn from. The 
second thing I do when trying to overcome 
challenges is not having what I call a “galaxy 
brain.” Usually, the simple and most practical 
thing to do is the right thing to do. Do not 
overcomplicate it.

What were some training tools that were 
beneficial to your professional growth?

A lot of the same ideas from the previous 
question apply here. Leaning on and using 
your mentor’s knowledge and experience I 
think is the most valuable tool for any young 
person in any industry. Take in as much 
knowledge as you can by listening to podcasts, 
watching YouTube videos, and dare I even say 
read some books? Other than that, I think the 
basics are the most important thing. Do what 
you say you are going to do. Be on time. Lis-
ten. BE HAPPY. Be empathic. Work hard. Be 
an advocate for your customer. Be a problem 
solver with solution-driven ideas. Be authen-
tic. Do not worry about making mistakes. 
HAVE FUN.

Do you think that there is enough new 
talent entering the electronics industry 
and what could make this field more 
attractive to future young professionals?

The electronics industry has plenty of tal-
ent but at the same time, you can never have 
enough talent. Just ask the Kansas City Chiefs 
or Los Angeles Lakers. I think our industry 
needs to be constantly trying to add more new 
talent. The more talent, the better. I would 
love to see in the future more youth, women 
and diversity injected into our industry. The 

(continued on page 24)
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Developing relationships and gaining knowledge

Rob Brunson and Alexandra 
Erickson



It’s a new year — time for new resolutions. 
As we turn the calendar page, there seems 
to be a universal determination to put 2020 
behind us; an aspirational hope that life will 
return to normal in 2021; and a renewed 
realization based on the start of the new year 
that hope is not a strategy. 

So, as my term as president of ERA moves 
toward its natural conclusion, recognizing the 
fatigue of talking about COVID-19, and at 
the risk of “waxing philosophical,” with my 
last From the Top column, I’d like to leave 
you with four thoughts from various sources 
that have served me well as the basis of a life 
strategy. I hope they do the same for you.

1. Put yourself on the other side of the 
table. At various times over my business 
career, I have been in the position of having 
to evaluate if the deal I am working on is 
fair — is it reasonable? The best advice I was 
given was to answer the question, “If you 
were sitting on the other side of the table, 
and positions were reversed, would you 
sign the deal?” This can apply to contracts 
between reps and manufacturers, deals 
between a rep and a distributor partner, or a 
distributor and manufacturer. (On a larger 
scale, I think this applies to the current, 
caustic political environment in our country 
today.) Relationships and being connected 
make it much easier to accomplish this. 
That’s why the theme of the upcoming ERA 
Virtual Conference — “Stronger Together: 
Reconnecting & Reinventing for Success” — 
is so appropriate.

2. If you think you’ve done it well enough, 
do it a little more. This is a lesson from a 
father to his son. The son was given the task 
of sanding some wood to be applied in the 
remodeling of a dinghy; and as 10-year-olds 
are prone to do, after a quick, minimal sand-
ing, the son pronounced the job done to his 
father. With the wisdom of a father, the wood 
was returned to the son with the instruction, 
“If you think you’ve done it well enough, do it 
a little more.” Again, and again, and again the 
process repeated ... can you say infinite loop? 
While this may simply have been a strategy 
to keep the son occupied and out of the 
father’s way during the remodeling project, 

it also conveyed a drive for excellence from 
the father to the son. As a note, I regularly 
see examples of this drive for excellence in 
our industry. One such being the production 
of the annual ERA Conference. (Yes, this is 
a second shameless plug for the upcoming, 
first-ever, virtual ERA Conference scheduled 
for March 1 – 3.) On a personal note, this has 
been perhaps the most influential lesson in my 
life – thanks, Dad! I’ve tried to pass it along to 
my son (again, and again, and again ...).

3. Of those to whom much is given, 
much is expected in return. I first heard this 
statement, attributed to Sir Edmund Burke, 
from my high school Political Theory teacher, 
Dr. Vincent Buscareno. Initially, I interpreted 
this through the filter of an over-confident, 
brash 18-year-old; believing that the “much is 
given” part of the statement was referring to 
some extra special ability inherent in students 
in advanced placement classes (which Dr. 
B’s class was). As I’ve been humbled over the 
years, I have since come to the realization and 
belief that I have received far more than I have 
deserved from those around me — I’ve been 
given much. Either way, this statement has 
always led me to feel a responsibility to give 
back. I suspect that same feeling is inherent in 
the 50-plus volunteers that have been working 
so diligently to put together the upcoming 
ERA Virtual Conference (March 1– 3). Yes, 
that’s yet another shameless plug, but also a 
shout out to the entire conference committee 
and especially the Conference Chair Craig 
Anderson and Co-Chair Bryan White, who 
are devoting extensive hours to giving back. 
Thanks, guys!  

4. A cord of three strands is not easily bro-
ken. This lesson (based on Ecclesiastes 4:12) 
became a personal goal as a result of a Promise 
Keepers event I attended several years ago. I 
have been fortunate to have many mentors 
that came before me who have “taught me the 
ropes.” At the event, I was challenged by the 
speaker to recognize the need for those who 
build into my life; as well as being willing to 
build into the lives of those who come after. It 
is something I try to do regularly. The cord of 
three strands principle not only applies gen-
erationally but across our industry as well. We 

FROM  THE  TOP

Hope is not a strategy 

by Chuck Tanzola, CPMR 
Fusion Sourcing Group Inc.
ERA President
ctanzola@fusionsourcing.com 
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SCHOENBERG FINKEL BEEDERMAN 
BELL & GLAZER LLC offers legal Expert 
Access services to all ERA members. An 
initial consultation on any commission re-
covery or other rep-related business matter is 
available without charge. For more informa-
tion, visit sfbbg.com, or call Adam Glazer at 
312-648-2300. 

EMPOWERING SYSTEMS, an ERA Rec-
ognized Resource for over 20 years, helps elec-
tronic manufacturers’ representatives grow their 
business. The company’s cloud solutions are 
designed for reps and how reps work. Account-
Manager, SalesAnalysis, Analytics, Mobile and 
Microsoft 365 integration keep reps in front 
of their customer and away from administra-
tive work. Ask about the ERA member special 
discount. Contact Carroll Boysen at 888-297-
2750 x709 or visit empoweringsystems.com 
or for more information. 

ERA TALKS is a new podcast series 
featuring informative interviews with industry 
leaders in a quick conversational format. For 
details, visit era.org/era-media-center/era-
talks-podcast/.

RPMS offers sales analysis, commission 
reconciliation 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 on-
line 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.

UPRIGHT supports businesses through 
web design, development, branding, 
content strategy, and corporate innovation. 
With diverse backgrounds in the startup 
tech community, we provide resources for 
companies to expand their growth through 
technology. Upright is familiar with the 
manufacturers’ rep model and its interaction 
with manufacturers and distribution partners. 
For more information, go to upright.nyc.

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

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

ERA WATER COOLER is a free biweekly 
teleconference providing an open forum dis-
cussion for members and non-members. For 
details, visit era.org/era-events/era-water-
cooler-teleconference-series/. 

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 maximize profitability. 
BMSoffers a vast selection of standard reports 
or can customize reports to achieve your busi-
ness goals. For details, call 708-301-2111, or 
email sales@buddemarketing.com. 

LECTRIX is a results-driven marketing 
company that serves electronics manufac-
turers, suppliers and representatives. The 
company specializes in brand awareness, con-
tent creation, online event creation and lead 
generation. Visit lectrixgroup.com for details.

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.

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

MEMBER  SERV ICES

For a complete list of ERA’s 

Recognized Resources, check 

out the Member Services page at 

era.org. Then link to a service 

provider’s home page for more 

information. Or take advantage 

of services from companies like 

Avis and Hertz Car Rentals 

(which are accessible ONLY via 

the ERA website).

https://era.org/member-services/
https://www.sfbbg.com/
https://www.empoweringsystems.com/
https://era.org/era-media-center/era-talks-podcast/
http://www.rpms.com/
https://www.ed2go.com/era/
http://www.upright.nyc/
http://www.spyregroup.com/
mailto:info@repfabric.com
https://era.org/era-events/era-water-cooler-teleconference-series/
http://www.buddemarketing.com/
https://lectrixgroup.com/
http://www.jjmsearch.com/
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Young Cutco Knives sales rep 
slices liability in thirds

(continued on next page)

LEGALLY  SPEAK ING

A sales rep legal column that doesn’t speak 
of terminations or commissions? That doesn’t 
mention succession planning or tax issues? 
Not even a state sales rep statute?

What’s left to discuss?
Well, there’s Walter Blockmon III. Or 

more precisely, the late Walter Blockmon III.

The background
One summer day back in 2014, Walter 

was cruising along on I-80 
in a suburb south of Chi-
cago. At the same time, 
Cutco Knives sales rep, 
Jakobi McClellan, all of 18 
years old, was at the wheel 
of his mom’s car trying to 
reach his next sales call. 
Running late, McClellan 
was speeding while using 
the mapping and GPS 
functions of his cell phone 
instead of looking at the 
road. He rear-ended Wal-
ter, who did not survive 
the accident.

In addition to McClel-
lan, Walter’s estate filed suit 
against Cutco Corp. and 
its subsidiary, Vector Marketing Corp., which 
markets, sells and distributes cutlery and other 
Cutco kitchen equipment. The estate claimed 
Cutco and Vector were vicariously liable for 
Walter’s death by failing to train McClellan 
not to use his cell phone while driving. 

To establish such vicarious liability, the 
estate had to show that McClellan was not 
only a sales rep for Cutco and Vector at the 
time of the accident, but he was acting as 
their agent.  

The main issues for the jury involved 
whether Vector and Cutco owed a legal duty 
to Walter and whether McClellan was operat-
ing as their agent at the time of the accident. 
Though offering some fascinating legal analy-
sis, the duty issue does not neatly fit into a 
sales rep article. 

More germane is the law of agency. 

While differing state to state, the principles 
followed in Illinois are not unique. “The 
Hallmark of agency,” according to Illinois 
courts, “is the principal’s right to control 
the manner in which the agent performs the 
work.” An independent contractor “under-
takes to produce a certain result but is not 
controlled as to the method in which he 
obtains that result.”

Cutco and Vector fought hard at trial to 
show McClellan was an 
independent contractor, 
meaning they were not 
responsible for his actions. 
The Cook County jury 
disagreed, however, and 
entered a verdict in favor 
of the estate and against all 
three defendants for over 
$4.7 million.

In a very real sense, this 
outcome was almost as 
significant for McClellan as 
it was for Walter’s family. 
Had the jury determined 
that McClellan was treated 
as a legitimate indepen-
dent, he could have been 
responsible for the entire 

verdict all by his teenage self. Naturally, 
Cutco and Vector appealed.  

The rep agreement terms 
The Vector rep agreement contained the 

usual language proclaiming McClellan to 
be an independent contractor. It sought to 
buttress this view by expressly stating he 
would not be treated as an employee for tax, 
worker’s or unemployment compensation 
purposes, and recited that he could set his 
own schedule and develop his marketing 
methods.

Other relevant terms in the rep contract 
stated that McClellan: lacked authority to 
incur liability in Vector’s name; needed prior 
written approval to use Vector’s or Cutco’s 

by Gerald M. Newman
ERA General Counsel

Adam Glazer
ERA General Counsel

Gerald M. Newman and Adam J. 
Glazer are partners in the law firm of 
Schoenberg Finkel Beederman Bell and 
Glazer LLC, and they serve as general 
counsel to ERA. They are also regular 
contributors to The Representor, and 
participate in Expert Access, the program 
that offers telephone consultations to  
ERA members.

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

The estate claimed 

Cutco and Vector 

were vicariously liable 

for Walter’s death 

by failing to train 

McClellan not to  

use his cell phone 

while driving.

https://www.sfbbg.com/
mailto:adam.glazer@sfbbg.com


LEGALLY SPEAKING: Slicing liability
(continued from previous page)  

trade names or trademarks; and could not 
use the Vector or Cutco names on his busi-
ness cards, stationery, advertisements, direc-
tories or social media.

The trial 
As the jury learned, prior to the accident, 

McClellan had just graduated from high 
school and was hired by Vector with no sales 
experience. He attended a single group train-
ing session on how to demonstrate Cutco’s 
products, was told to dress professionally and 
handed a sales training manual.  

After he e-signed Vector’s sales rep agree-
ment, McClellan received a web ID and 
log-in information from Vector so he could 
place orders, and was loaned a Cutco knife 
sample kit. He testified that he considered 
himself a Vector employee. A desk and tele-
phone at Vector’s office were made available 
to him, although McClellan acknowledged 
using his personal cell phone to schedule 
most demonstrations.

McClellan chose the hours and sales 
methods that he preferred, developed his 
own customers, and paid his own taxes. 
Vector did not reimburse for travel expenses 
or provide its reps with health insurance, 
company cars, cell phones, laptops, email 
accounts, or sales leads. 

Reps were required to submit at least 
one order per week to remain active and to 
submit reports after performing sales pre-
sentations. Weekly sales meetings were held 
to help the rep “learn more so they can sell 
more,” but attendance was optional.

According to the Vector branch manager, 
McClellan “was serving not only his own 
needs and hopefully making a commission” 
at the time of his accident, but also serving 
Vector and Cutco. He further testified that a 
rep could serve as “an independent contrac-
tor for tax purposes but also an agent based 
upon right to control issues.”

After listening to all the evidence, the jury 
deliberated and entered a verdict in favor of 
Walter’s estate for a total of $4,768,351.47. 

The appeal
Vector and Cutco asserted on appeal that 

no evidence at trial showed they controlled 
“the means and manner” of McClellan’s 

performance of his activities, and in fact, the 
record showed the opposite. Not surprisingly, 
they cited to supporting language in the rep 
contract, and to such factors as McClellan 
choosing the manner of his performance, as 
well as the number and scheduling of hours 
worked; the use of his own car and gas; that 
he was not required to work out of the office 
or to attend the weekly sales meetings; that 
he could decide whether to offer sales presen-
tation in person or online; and the payment 
of his own taxes.

Walter’s estate countered by pointing to 
various other indicators of employment, 
including that McClellan considered himself 
an employee; Vector and Cutco controlling 
whether reps could use their business cards 
or make internet sales; that sales presenta-
tions were to be performed consistent with 
the training received; that he was to have 
each customer cut food during demonstra-
tions; that he was instructed to call his sales 
manager if trouble was encountered closing a 
sale; and that he was provided office space to 
make sales calls.

The appellate court also considered how 
the jury heard from the Vector branch 
manager that at the time of the accident, 
McClellan “was serving not only his own 
needs,” but also Vector’s and Cutco’s, and 
that a rep could act as an independent 
contractor and an agent simultaneously.

Because “there was evidence presented 
from which reasonable jurors might reach 
different conclusions on the issue of agency,” 
the appellate court could not disturb the 
jury’s verdict against all three defendants.

The upshot
Ordinarily, reps and their principals share 

a common interest in carefully safeguard-
ing the rep’s independent contractor status. 
It is usually with an eye on the potential 
tax liability that principals draft most rep 
contracts to steer clear of controlling the 
rep’s activities. That Walter’s estate was able 
to hold Vector and Cutco jointly liable for 
young Jakobi McClellan’s fatal car accident 
with Walter Blockmon III vividly shows the 
importance of drafting rep contracts and 
establishing roles for independent reps that 
honor and preserve their independence. n
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THE  EARLY  DAYS

by Harry J. Abramson 
Founder (Retired)
Electronic Salesmasters Inc. 

ERA’s evolution and thoughts

Harry Abramson 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 na-
tional conferences and chapter meetings 
and sister trade association MANA. He 
has an electrical engineering degree from 
Temple University and entered the elec-
tronics industry as an engineer at RCA in 
Camden, N.J. 

His ERA involvement includes serv-
ing as vice president of the Components 
Group and president of the Ohio Chap-
ter. Under his leadership, the chapter 
was awarded the National Chapter of 
the Year Award. Abramson recently was 
recognized with ERA’s prestigious Life 
Membership Award. 

You can reach Harry J. Abramson  
at 216-406-4119 or email him at 
hja725@yahoo.com.

For the past two years, I’ve been privileged 
to present the “Where Are They Now?” 
column to readers of The Representor. These 
groundbreakers made immense contributions 
to ERA and the electronics industry. Now, 
we are going to visit the early times of our 
association and some of the unique challenges it 
had faced. Additionally, I’ll be injecting some 
contemporary op-ed views.

Question: Who helped launch the 
electronics industry as we know it today? 

Would you believe it was The Lone Ranger, 
The Shadow, or Fibber McGee and Molly? 
The answer is all three and more! That era was 
known as the Golden Days of Radio and every 
home had to have one. It was truly the kick 
start of electronic home entertainment. When 
was this you ask? Well, it was in the mid-
1930s, precisely the same time when ERA 
reps and distribution (Arrow Electronics) were 
born. Yes, we were joined at the hip from the 
very beginning.

Are you an ERA rep? 
This was a common interview question by 

the best and most sophisticated prospective 
principals. It often was the initial utterance 
when suppliers met with today’s reps (once 
referred to as peddlers). The term was less 
than flattering and fortunately was changed to 
the representatives of radio parts and later to 
manufacturers’ representatives or agents. These 
manufacturers were seeking to hire the most 
professional and productive rep firms in the 
country. They knew that our proud association 
served as a mecca for the advancement of 
professionalism and peak performance. 
Shortly after, the formation of chapters 
followed. In the mid-50s, ERA officially 
became a professional trade association rather 
than a fraternal group of salesmen in business 
to “businesspeople in sales!”

By the way, early rep agreements were 
typically handshakes. That was the ultimate 
expression of mutual trust and confidence. 
While on the subject of reps, the hackneyed 
old term “independent manufacturers’ 
representatives” always bothered me. We have 
always been interdependent on our partners, 
both principals and distributors.

1935 was the semiofficial year that ERA 

was born. Those were the glory days of vacuum 
tubes or valves as they were called in Europe. 
Likewise, they sold condensers, not capacitors, 
aerials not antennas, and cat whiskers, not 
diodes. Some of our veteran/retired reps 
refer to the early days as “low or heavy tech.” 
Semiconductors were not yet on the drawing 
board: i.e., transistors, IC’s, microprocessors, 
etc. Could you imagine trying to explain in 
technical terms AI (artificial intelligence) 85 
years ago? 

Back to ERA. The founding fathers of 
repdom were clearly visionary. They took 
their post-war knowledge of technology 
to the emerging electronics industry that 
included radio, telephone and transportation. 
Those reps pioneered our function and we 
are their successors.

In the early days, many upstart 
manufacturers could not afford to pay a 
full commission and in many cases paid a 
discounted commission. Often, they offered 
compensation in the form of highly speculative 
stocks. Needless to say, some of these same 
companies had explosive growth and their reps 
became fabulously wealthy. Hence, one of my 
favorite credos applies, “Partners in Profit.” 
While that alternative does not exist today, 
some reps would welcome the opportunity to 
buy stock options ... sound reasonable? What 
could be a better motivator than having even 
more skin in the game?

Was it a windfall? I don’t think so! Like 
today, our first-generation counterparts 
were huge “risk-takers.” The best and the 
brightest were aptly rewarded. Perish the 
thought that reps are “middlemen” as it 
applies to both distributors (originally called 
jobbers) and ourselves. Both add value in 
their own unique way. Interestingly, some 
reps branched out into distribution, and not 
to be outdone, some distributors ventured 
into the perceived green pastures of the rep 
world. Nowadays, we seldom, if ever, see 
this dual function.

And again, back to ERA. Would you 
believe that we had a barrier to membership 
and that potential members had to be vetted 
for acceptance? I recall that it required two 
or more product lines and an ethical history 

(continued on next page)

mailto:hja725@yahoo.com
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THE EARLY DAYS: Evolution and thoughts
(continued from previous page)  

was essential. Believe it or not, some firms 
were rejected because they allegedly stole lines. 
Yikes, today’s reps realize that competition 
is fierce and most lose lines because of poor 
performance, not thievery. Yes, there are some 
snarky reps amongst us, but relatively few! The 
same applies to all aspects of the business.

It is interesting to note that the majority of 
rep principals served in the military during the 
1940s, 50s and 60s. In a future issue of The 
Representor, we plan on honoring those veterans 
who have proudly served our country. 

If you didn’t know it, ERA is international 
in scope with member firms on virtually 
every continent. Do we have more rep 
companies than ever before? No, just bigger 
and better ones. Why? Because like the 
rest of the business world there have been 
consolidations, M&A and reps covering 
larger territories. Will it continue? Most 
likely, yes, based on the current trends, which 
seem to be working just fine.

Here is a challenging question. Does any 
reader think that more products are sold today 
by the outsourced sales rep professional than 
ever before? I believe that we are experiencing 
record high sales just like the stock market. I 

also predict that re-shoring/in-sourcing will 
continue to increase dramatically and stimulate 
our domestic electronics economy. It’s a sensitive 
political thing!

I also believe it’s essential that U.S. 
manufacturers remove as much labor 
content out of products as soon as possible. 
In other words, “automate before it’s too 
late.” Dependence on China and some other 
countries is risky at best. If we build high-tech, 
high-speed automation on our shores, it will be 
a boom to all reps and distributors. By the way, 
commission tracking and split commissions 
will surely be less of an issue.

In our next issue, we will review how 
ERA established an industry leadership 
role by establishing an annual conference 
that ultimately became an industry-wide 
function. It was tantamount to the past 
D-M-R (Distributor-Manufacturer-
Representative) territory conferences. It is 
now the quintessential marriage of our three 
market segments and serves as a platform for 
strengthening and reinforcing relationships. 
New product introductions, sales promotions 
and a whole lot more take place. Stay tuned for 
the next issue. n

EXECUTIVE COMMENTARY: What doesn't kill us makes us stronger
(continued from page 13)  

2021, in Austin, Texas. Surely COVID would 
be gone in nine months ... “We all want to 
get back to Austin, to see each other again …” 
was the battle cry.

Unfortunately, the news was not getting 
any better, and we would NOT risk the health 
of our members or our staff in any way just to 
hold a conference.

So, another pivot! We reached out to the 
ATT Center in June and inquired about 
canceling our in-person conference that was 
nine months out! They thought we were crazy. 
Surely the virus would be gone by then; it will 
be okay to travel to Texas by February ... back 
to normalcy, etc.

However, we wanted to be cautious and 
safe and concluded that the ONLY way to 
guarantee that we would have a conference 
was to do it virtually! Thus, our first-ever 
virtual conference will be held on March 1-3, 
2021. Are you registered?

We have never planned a virtual event, 
but our ERA National team said: “Let’s do 
it!” And here we are — well-into the plan-
ning process with speakers hired, the virtual 
platform secured, breakout sessions finalized. 

Here we go! 
As the saying goes: “If you build it, they 

will come.” So, we encourage you to sign up 
and be proud of your association who built 
this conference from ground up. We are the 
“Little Engine that Could,” so to speak, but 
think of ourselves as a giant locomotive, 
trust me!

EDS Update
ERA has partnered with ECIA and GEDA 

to reschedule EDS to late August 2021. The 
decision was driven again out of concern for 
the safety of our staff and attendees. 

What does all of this mean to you? YOUR 
ERA will emerge from the horror of COVID 
an even-stronger organization! We were battle-
tested and faced the challenges of 2020 with 
thoughtful analysis and honest introspection, 
and we decided, “We can do this!”

None of any of this would have been possi-
ble without the support of you, our members, 
and the trust that you have given to ERA! We 
work hard every day to never let you down ... 
that would be worse than letting COVID win 
... Learn new ways of doing things. n



NEWS  BEAT

ERA ANNOUNCED 2021 
VIRTUAL CONFERENCE 
BREAKOUT SESSIONS  

ERA UPDATES  
CHAPTERS OF THE YEAR  

AND COLT PROGRAMS 

ERA RELEASES NEW 
MANUFACTURERS' REP 

TOOLKIT

SEMICONDUCTOR R&D 
SPENDING TO RISE 4% 
AFTER 2020 RECORD 

ERA ANNOUNCES 
PASSING OF  

BOBBY HUDSON

ERA announced the Breakout Session lineup for the 2021 ERA Virtual Conference, sched-
uled for March 1-3. Over the past nine months, volunteers on the Breakout Sessions Sub-
Committee have been working diligently to develop 13 Breakout Sessions for the upcoming 
conference, including:

• How to Collaborate Effectively While Everyone is Working Remotely 
• Guidelines Used by Reps and Distributors to Assess a Manufacturers ROI 
• Selling Through Storytelling: How the Art of Storytelling Can Help You Engage Customers 

and Improve Sales 
• Incubators to Accelerators, Start-Ups to Scale-Ups: Sound Strategies for Calling on Develop-

ing Accounts 
• Nefarious Business Experiences: Protecting Yourself in Today’s Work Environment 
• Onshoring: Myth or Reality? 
• Services Selling: New Revenue Areas in Subscriptions, Software and Solutions 
• Strategies for Success for Manufacturers’ Rep Firms of All Sizes 
• Successfully Managing and Motivating Your Remote Sales Team 
• The Five Best LinkedIn Strategies for Generating Qualified Leads 
• Using Data in Real Time to Drive Sales 
• Virtual Selling: How to Survive and Thrive in the Virtual Sales World 
• Work Smarter, Not Harder: Powerful Time Management Strategies to Boost Your Productivity

For more information about the upcoming conference and details about speakers and sessions, 
visit https://era.org/era-events/era-conference.

Due to safety restrictions for in-person meetings in 2020, many ERA Chapters have transi-
tioned their in-person chapter activities to virtual events. To reflect these changes, the new Chap-
ters of the Year program introduced new recognition categories — Education, Membership and 
Networking. ERA chapters were invited to nominate their member activities in January. 

ERA also announced that the 2021 COLT Program is moving to a virtual platform and will be 
available free for any chapter members who wish to attend. As such, Chapters of the Year award 
recipients will no longer receive a scholarship to the COLT Program. In its place, each Chapters 
of the Year award recipient will receive one conference attendee registration for the ERA Confer-
ence in 2022. The registration will apply to a selected member of the awarded chapter and is not 
transferrable outside of the chapter.

All Chapters of the Year award recipients who have not been able to use the COLT scholarship 
from previous years also will be awarded an ERA Conference registration for 2022. The follow-
ing chapters are eligible to receive this from prior years: Empire State, Chicagoland-Wisconsin, 
Florida-Sunshine, Southwest, and Arizona.

ERA released a new Manufacturers’ Rep Toolkit which contains many different ERA 
tools — videos, white papers, PowerPoint presentations. This ERA members-only resource is 
designed to build on and validate the specific elements of the rep value proposition. The toolkit 
was developed by ERA Special Consultant Cesare Giammarco and is available as a download-
able PDF, PowerPoint file and interactive digital flipbook on the ERA website. These different 
products are copyrighted documents of ERA and available ONLY for use by ERA members 
(password required).

Research and development (R&D) spending by semiconductor companies worldwide is forecast 
to grow 4 percent in 2021 to $71.4 billion after rising 5 percent in 2020 to a record high of $68.4 
billion, according to IC Insights. Total R&D spending by semiconductor companies is expected to 
rise by a compound annual growth rate of 5.8 percent between 2021 and 2025 to $89.3 billion.

ERA is saddened to report the passing of Bobby Hudson on Nov. 29, 2020. He was 92.
Hudson owned the rep firm of Arva-Hudson in Bellevue, Wash. He served as an officer in the 

Cascade Chapter (now Pacific Northwest). Hudson was a national vice president of ERA and be-
came a White Pin member in 1982. Hudson is survived by his wife Gloria of 55 years.

Condolences can be sent to Gloria Hudson, 44035 Royal Troon Drive, Indio, CA 92201. 
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FROM THE TOP: Hope is not a strategy
(continued from page 17)  

are much stronger together! You will recognize that theme of the upcoming ERA Virtual Confer-
ence (March 1– 3). Okay, that’s my fourth, and final (probably not) shameless plug. I encourage 
each of you to build your three-strand cord. It is important Now - More Than Ever! (By the way, 
that’s the theme for the EDS Summit and my first shameless plug for that event, scheduled for 
Aug. 30 – Sept. 2 in Las Vegas. Does it strike anyone as ironic that what might be the first in-
person event of the year would be held at the Mirage?)

As I bring this article to a close, two thoughts came to mind: 1) In the future, Neda 
Simeonova, who edits The Representor, will have a better chance of getting this article submitted 
on-time (thanks for your continued patience Neda!); and 2) I look forward to seeing you 
virtually in early March and in-person in Las Vegas in late August, and I hope 2021 fulfills all 
your aspirations!

By the way, have I mentioned the upcoming ERA Virtual Conference yet? More importantly, 
have you registered? As always, I can be reached at ctanzola@fusionsourcing.com and welcome 
your comments and feedback. n 

more our industry reflects the world around us, the better off I believe our industry will be mov-
ing forward. 

One thing we can do as an industry is to work on our messaging to younger people. 
Why? Because this is a profession that a lot of young entrepreneurs would want to do. I 

imagine a conversation about our industry with someone my age or younger than me would go 
something like this:

Do you want to set your own schedule? Yes.
Do you want to dictate how much money you make? Yes.
Do you want to travel and be a part of up-and-coming technology? Yes.
Do you want to effectively be your own boss? Well, yes again.
Do you want to feel like you made a difference and be gratified in your work when you come 

home for the night? Yes.
All the key parts of being in sales in the electronics industry are and will continue to be of 

interest for younger people. Technology is exciting. Having the opportunity to be a part of that 
growth is so much fun. 

A group inside ERA is working to create an intern program and I think this is a great idea. 
Who knows, maybe in the future we can invite students to be a part of the ERA Conference. I am 
certain that if we get young people engaged in this industry, they would want to be a part of it.

Professionally, what keeps you up at night?
Emails. All those emails! I do my best to be as organized as possible, but I worry sometimes, 

did I forget to send that email? Mark always says, “We don’t want to have the customer feel like 
they need to follow up with us.” 

The other thing that keeps me up at night is thinking about things that I can do better. Is there 
more technology that I should be using to reach customers? Is there something I am missing? 
How do I take my weaknesses and turn them into strengths?

Of course, the most pressing and last thing most salespeople think about before they go to sleep 
is, “Did I remember to fill up the Keurig with water and did we run out of K-Cups yesterday?” n

RISING STARS: Relationships and knowledge
(continued from page 16)  

mailto:ctanzola@fusionsourcing.com
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Troy Gunnin
Sun Rep Inc.
Tampa, Fla.

Keep the faith and move 
forward

As I write this, we are heading rapidly into the holiday season, and of course the end of 2020. 
So much has been written and said about putting this tumultuous year behind us. The onset of the 
COVID-19 pandemic, social unrest and the divisive presidential election, have left us tired and worn 
out. But I am a “glass-half-full” kind of guy, so I am encouraged by recent developments. As a dear 
departed friend of mine, Don Sitter, used to say, “When I step in horse droppings, I look around and 
say, oh boy, there must be a pony ride around here.”

In addition to the recent positive signs in the stock market, there are signs within our industry 
that should have us heading into 2021 with cautious optimism. At the end of November, Adam 
Hwang reported in DIGITIMES Online that “Production indexes for Taiwan-based makers of 
various electronic components for fourth-quarter 2020 remain high, according to Taiwan Institute of 
Economic Research (TIER).” Also in DIGITIMES Online, in December, Joseph Tsai wrote, “Foxconn 
Electronics (Hon Hai) saw its consolidated revenues climb 11.2 percent sequentially and 13.1 percent 
on-year to a record high of NT$681.38 billion ($24 billion) in November 2020.” As Foxconn goes, so 
goes the world. These are encouraging reports that indicate recovery within our industry. 

The reports from Asia are not unique, here is a report that offers a more global perspective. 
In a December article on the online news outlet, Evertiq (Electronics Vertical Intelligence) we read 

the following quote from a fresh semiconductor market forecast generated in November 2020. “The 
World Semiconductor Trade Statistics (WSTS) expects the world semiconductor market to be up 
by 5.1 percent to $433 billion in 2020. This reflects expected growth in all major product categories 
except Optoelectronics and Discrete Semiconductors. The largest growth contributors are memory 
with 12.2 percent followed by Sensors with 7.4 percent.” And here in the U.S. specifically, the U.S. 
Census Bureau released a report the first week of December stating that “New orders for manufactured 
goods in October, up six consecutive months, increased $4.9 billion or 1 percent to $480.8 billion ... 
This followed a 1.3 percent September increase. Shipments, also up six consecutive months, increased 
$4.9 billion or 1 percent to $488.6 billion. So perhaps we will see a good start to the coming year.

On a personal note, this is my last column in The Representor Market Group Digest. The 
responsibility for this series of articles was an unexpected “perk” of my role on the ERA Executive 
Committee, as Senior Vice President, Industry. While it started as a bit of a chore, it evolved into 
something I looked forward to with each issue. My predecessor in this role, our current and esteemed 
ERA President, Chuck Tanzola, and his archived articles, were an invaluable source of inspiration and 
counsel for me. Thank you, Chuck, you may not know how much you helped me. Issue after issue, 
Neda Simeonova has been my editor and reminder of due dates. Thank you, Neda, for this and for 
everything you do for ERA, much of which is not widely known.

ERA is the standard-bearer for our profession. I ask all of you to support, volunteer, promote and 
participate in our association as much as you are able. It takes everyone to carry the load.

By the time you read this column, 2020 will be in your rearview mirror. It has been a year like no 
other I have experienced in my considerable years on this planet. I remember the end of WWII, the 
Korean War, the Vietnam War, the Gulf War, and many others. There was polio, tuberculosis, AIDS, 
the many iterations of the flu, MRSA and many other health issues, but never have I seen anything 
bring the nation and the world to its knees like the COVID-19 pandemic. It has played havoc with the 
economy, our personal lives, our business lives and so much more. It has sparked panic buying, mask-
wearing, social distancing, fist bumps, virtual meetings, empty shelves (reminiscent of the gas lines of 
the 70s), many lost their jobs, and a major shift in how we conduct our business.

On the positive side, we have seen the drug and health care industry mount a monumental effort 
to combat this virus. As I write this, the FDA has just approved the first vaccine for treatment and just 
yesterday, here in Tampa, Florida, the first vaccine was administered to a healthcare worker at Tampa 
General. All this sparks hope that the “light at the end of the tunnel” has arrived. We certainly look 
forward to getting this under control and being able to return to some sense of normalcy.

We are strong, and by working together, we will come out of this with greater resolve. If we apply 
what this experience has taught us, we will be stronger, more agile and be able to adapt to what the 
world throws at us. Keep the faith and move forward. The best is yet to come!

COMPONENTS

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

Year-end optimism
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Electronics Representatives 
Association

also has helped us keep our customer costs lower. At the end of the day, our customers are 
the force that drives our success.

Author’s notes
As I sit at my home office writing this article, my iRobot is terrorizing my dog as it uses 

AI to sweep around my feet. How my dog responds to this technology, and how we as 
humans respond are good object lessons on how our world is continuously evolving. 

During times of great change, the uncertainty of the future becomes the great disruptor. 
We are firsthand witnesses to the shifts in supply and demand. Global conflicts are changing 
the nature of historical supply chain demand fulfillment. Emerging manufacturing coun-
tries are now not so stable. We have dealt with tariffs, factory closures, trade wars, all while 
observing major new technologies pushing the future of our technological boundaries — AI, 
5G, Starlink Sat networks, BEV – Tesla, Lucid, Nikola, autonomous driving, to name a few 
— all technologies that will continue to leave a changing footprint in our immediate and 
long-term future. 

What does the manufacturer want from you as a representative?
I often think of what makes the rep model attractive to our suppliers. We are fortunate 

to have a wide range of suppliers embrace the rep model, both large and small organizations 
spanning a broad range of products and technologies. What are the driving characteristics 
that our suppliers care about? Some of the feedback I have received points toward some 
unexpected metrics.

• Ability to stay simultaneously connected to both the supplier and the customer, provid-
ing a bridge between emerging markets and the supplier

• Ability to flex and pivot, roll out new technology and develop new product initiatives at 
an efficient cost

• Driving new business, staying ahead of market trends 
• Leveraging our network of contacts, both physical and extended virtual networks 
• Ability to focus on the supplier and the ability to communicate to their distribution 

network what is a priority for their future product roadmap
Manufacturers are depending on reps to show extreme ownership of their market. As reps, 

we have the challenging role to provide frontline feedback to our manufacturers about cus-
tomers’ needs, emerging technologies and competitive profiles. Our suppliers want us to be 
the source of reliable information and the gateway to new business opportunities in emerg-
ing markets. Of course, in many cases, we are also tasked with customer support and service. 
All while the ground is shifting under our feet. Are you up for the task?

Manufacturers want what we want — a strategy to meet the challenge of a changing 
macro-economic new world reality. I purposefully avoid using the “new normal” cliché as 
I am convinced there is no such thing as normalized standard business strategy practice in 
this fast-changing environment. The very reason why you are viable as a rep is the fact that 
you are a pure entrepreneur. By entrepreneur, I mean you are more versatile, more adaptable 
and more flexible than any existing direct sales force. Our specialization is the ability to shift 
resources in real-time. Show me a direct sales force that was recruited and hired by HR based 
on a fixed set of qualifications, and I will show you evidence of the very definition of a sales 
team that is not highly flexible or dynamic. Now compare that same sales team to a profes-
sional manufacturers’ representative organization, and I will show solid evidence of a team by 
design that is locked-and-loaded to pivot and capture new business opportunities. n

FEATURE ARTICLE: Representative strategy
(continued from page 9)  
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CAROLINAS 
At the end of 2020, Carolinas ERA hosted 

a virtual networking lunch that was attended 
by almost 20 distributors and representatives 
from the region. Hosted by Wireless Research 
Center of Youngsville, North Carolina, the 
team provided data showing the current 5G 
rollout in the U.S., with roadmaps for future 
expansion and technology roadmaps. The 
Wireless Research Center offers memberships 
via sponsorship and is very well utilized 
throughout the southeast engineering 
community. They host virtual lunch-and-
learns for manufacturers through rep and 
distributor members. These events are well 
attended in the designing community.

CHICAGOLAND-WISCONSIN
Chicagoland-Wisconsin ERA will continue 

its monthly virtual meeting series titled — 
“There’s No Such Thing as a No-Sale Call.” 
The meetings are held on the third Friday of 
each month. The chapter also held elections. 
The new chapter officers are: VP Market-
ing and Social Media - Zachary DeVillers, 
CPMR, CSP, Brainard Nielsen Marketing; 
Director - Fred Schneider, EAS Sales, a Mel 
Foster Company; Chairman - Tom Trzeciak, 
ALT Technical Sales; President - Rick LaPiana, 
Cain-Forlaw Company; VP / Fiscal & Legal 
- Diana Nawrocki, Control Sales; VP / Edu-
cation - Jon Ogden, Cain-Forlaw Company; 
VP / Membership - Joe Braun, CPMR, EK 
Micro; Director - Kingsland Coombs, CPMR, 
CSP, Control Sales; National Delegate - Jeff 
Huntsinger, Huntsinger Group LLC; Al-
ternate Delegate - Eric Sagendorph, Select 
Technology Sales and Director - Bob Evans, 
CPMR, EK Micro.

EMPIRE STATE 
Empire State ERA is planning a rep-

distributor event to be held virtually on Feb. 
25. Chapter members are advised to save the 
date and be on the lookout for registration 
details coming soon.

FLORIDA SUNSHINE
Florida Sunshine ERA held its annual 

Christmas Toys for Tots Space Coast Golf 
Tournament in Melbourne, Florida, in 
December. There were 72 industry partners 
in attendance and the chapter raised 
approximately $1,000 worth of toys for 
the cause. The chapter and ERA National 
sponsored three of the tournament holes.

INDIANA/KENTUCKY
In November, the Indiana/Kentucky 

Chapter members attended a lunch and tour 
of DIVaero located in Indianapolis. The event 
was attended by 15 members and was hosted 
by Tammie Fish, Stan Bentley and Nick 
Mates. Masked up and socially distancing, 

the attendees walked through a hidden 
gem of Indiana for military and aerospace 
assembly and beyond. DIVaero plans to have 
CMMC Level 3 certification in 2021, the 
new cybersecurity compliance stipulation for 
Department of Defense (DoD) contractors. 

METRO NEW YORK
In December, Metro New York ERA held 

its first virtual event featuring Stephen Turner 
of Turner Communications. Turner provided 
an excellent tech tip session for Microsoft 
Office/Teams and other similar office suites. 
More than 50 people attended the session. 
The presentation was received very well. The 
event was free to members; non-rep member 
could attend for a fee. Based on the success of 
this event, the chapter plans to follow-up with 
several additional similar events.

MINNESOTA
The Minnesota Chapter is continuing 

its series of virtual breakfasts. The first 2021 
event kicked off with Sam Richter, founder 
and CEO of SBR Worldwide/Know More, 
and leading speaker on sales intelligence who 
presented “Web Search Secrets to Find the 
Right Leads, at the Right Time, With the 
Right Message.”

NORTHERN CALIFORNIA
Northern California ERA recently 

announced its election results for new chapter 
officers for the 2021 term. They are: President 
- Jo Ann Morgese of Meridian Technical Sales
Inc., Vice President - Larry Flores of Ross
Marketing Associates, Treasurer - Terri Straube
of Straube Associates, and Secretary - Joe
McGovern of Meridian Technical Sales Inc.
Congratulations to all!

SOUTHERN CALIFORNIA
Southern California ERA continues to 

host virtual monthly educational meetings. 
In 2020, the chapter held seven virtual meet-
ings. In the last quarter of 2020, the chapter 
hosted virtual seminars on “Getting Paid for 
the Functions You Perform” and “Succession 
Planning” presented by attorney Andrew Bell 
of SFBBG. The chapter finished the year with 
an Owners Forum on the current state of the 
manufacturers’ representatives profession on 
the West Coast.

Planning for 2021 events is underway. The 
board has scheduled virtual monthly meet-
ings focusing on legal and contract education, 
hands-on LinkedIn marketing, panel discus-
sions with engineers and purchasing, a presen-
tation on the health of the local economy, and 
discussions of distribution in this new reality. 
The chapter also plans to host a virtual trade 
show, hopes to hold its charity golf tourna-
ment in November and will investigate in-
person meetings when it is safe to do so.

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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How do you expect your total operating cost to change in 2021 
compared to 2020?

0 10 20 30 40 50 60 70 80

No Change

Increase

Decrease 7.37%

23.16%

69.47%

Rate how important each of the following topics will be in the coming 
year to your organization (1 = not at all important, 7 = very important).

0 1 2 3 4 5

4.65

3.59

2.98

2.83

4.32

4.27

3.21

4.12

3.37

3.25

4.08

3.86

3.82

3.58

3.64

Economy

Sta�ng

Company Expansion

Consolidations, Mergers 
and Acquisitions

COVID-19 Impact

Revenue Streams

Training/Education

Cash Flow

New Technologies

Moving into New Markets

Government Regulations

Business Partnerships

Strategic Planning

New Marketing Initiatives

Social Media

How has your organization’s revenue changed in 2020 
compared to 2019?

How do you expect your organization’s revenue to change in 
2021 compared to 2020?

0 10 20 30 40 50 60

No Change

Increase

Decrease 53.68%

22.11%

24.21%

0 10 20 30 40 50 60 70 80

No Change

Increase

Decrease 10.53%

10.53%

78.95%

ERA SURVEY: 2020-2021
(continued from page 10)  

Visit era.org to view the complete  
ERA 2020-2021 Industry Survey results.

https://era.org/era-member-surveys/
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Advancing Technology, Quality 
and Supply Chain Since 1981

IN/KY/OH/MI

715 N. Senate Ave.  
Indianapolis, IN 46202

317-612-5000 
carol_cohen@ccrep.com

www.ccrep.com

“THE RESPONSIVE COMPANY”

Manufacturers’ Representative

89 Access Road, Suite 10, Norwood, MA - 781-762-8090

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

                           
New brand...
Same dedication  

to exceeding expectations!

The Leading Power Electronics  
Manufacturers’ Representative Firm  

in the Midwest 

ILLINOIS – MICHIGAN – WISCONSIN 

Experienced Technical Sales 
Strong Inside Sales Support 

For Representation Contact:
Jack Devine, President: 630.448.5762

jdevine@lwpower.com 
www.lwpower.com 

Power Electronic Solutions Since 1982

CLASS IF IED  ADS

https://www.lwpower.com/
http://www.ccrep.com/web.nsf/vwContent/Home
http://www.dytecnci.com/
http://macinnis-company.com/
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https://www.blaireng.com/
mailto:jim.upchurch@blaireng.com
mailto:steve.fabian@blaireng.com
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QUESTIONING
your power supply?

Sager Power Systems offers over 30,000 world-class AC-DC and DC-DC  
standard solutions, the widest range of modular power supplies available 
in North America and custom design services. 

As an authorized distributor of 21 world-class power supply manufacturers, 
a team of dedicated power sales engineers and a 20,500 SF value-add  
Power Solutions Center, we’re here to help.

PERFECTING POWER

ad-layout7x9-2019.indd   1 3/22/19   11:17 AM

https://www.sager.com/
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VIRTUAL

2021

CONFERENCE

Thank You!

KEYNOTE SPONSOR ENTERPRISE SPONSORS

BENEFACTORS

ERA recognizes these generous sponsors for their support
of our 2021 Conference. Thank you!

PATRON SPONSOR

PROGRAM SPONSORS

https://era.org/era-events/era-conference-sponsors/



