
 1 

 

RDM Pulse Check Breakout Session Mid-Year Update 

The objective of this section is to provide an update on follow-up actions from the RDM Pulse 

Check breakout sessions that were hosted at the February 2022 ERA Conference. This does not 

resolve the issues raised during those discussions. As a first step, we have identified existing 

ERA resources that touch on the RDM topics. Additionally, the planning committee for the 2023 

ERA Conference is considering how to address some of these topics during that conference.   

The prominent comments from the conference have been categorized into five macro topics: 

1. Communications, Alignment and Trust 

2. Operations 

3. Supply-Chain and Inventory Issues 

4. Effective Marketing 

5. Demand Creation and Design Registrations 

The following pages outline the key comments on each topic as well as existing, available ERA 

resources.   

We hope that these resources will offer some help/insight. We will continue to work to develop 

other resources before and during the 2023 Conference.   

The comments captured below represent feedback given by conference attendees during 

the RDM breakout sessions and are not necessarily a reflection of ERA’s position on these 

topics.  
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Macro Topic – Communications, Alignment and Trust 

Comments from RDM Sessions: 

• What are the expectations of each group from other groups? Most importantly, what do 

manufacturers expect from distributors and reps? 

• Need to understand how each group gets measured and paid. 

• Communications have suffered the past few years. Trust in the most important attribute of 

partner relationships. 

• Not enough leadership interaction between top management at manufacturers and 

distributors outside of a handful of large suppliers.  

• There are many things that a manufacturer can do to add clarity for reps and distributors: 

o Clarity on territory and customer assignments. 

o Clarity on authorized product offering. 

• Concerns about the effectiveness of some meetings. 

• Manufacturers often exclude distributors and Reps from some customer interaction.   

• New customer/new opportunity discussions between manufacturers and reps have 

declined as focus has been on supply-chain issues.  

• Need to enhance relationships and communications between rep owners and 

manufacturer executives.  

Existing, Available ERA Resources: 

ERA Water Cooler Sessions 

• April 26, 2022 - Promoting and Expanding the Manufacturer’s Rep 

Model:  What is Different Now and Perhaps Forever?  

ERA White Papers 

• Introduction to Manufacturer’s Reps 

• Rep to Manufacturer Communications: Reinforcing the Mutual Value 

Items on ERA Representative’s Tool Kit 

• Podcast, Episode 14 - The Value of the Rep Model for Manufacturers 

• 2018 Conference Breakout Presentation - The Rep Value Proposition: Taking a 

Fresh Look at Manufacturers’ Reps - A Framework for Discussion 

 

 

 

 

 

 

 

 

https://era.org/era-events/era-water-cooler-teleconference-series/
https://soundcloud.com/user-997117715/era-water-cooler-promoting-expanding-the-rep-model?utm_source=clipboard&utm_medium=text&utm_campaign=social_sharing
https://soundcloud.com/user-997117715/era-water-cooler-promoting-expanding-the-rep-model?utm_source=clipboard&utm_medium=text&utm_campaign=social_sharing
https://era.org/oops-this-content-is-members-only/?wlfrom=%2Fera-publications%2Fera-white-papers-industry-standards%2F
https://era.org/wp-content/uploads/2020/09/ERA-White-Paper-Introduction-to-Manufacturers-Reps.pdf
https://era.org/wp-content/uploads/2020/11/ERA_WhitePaper_Reps_and_Manufacturers_Reinforcing_the_Mutual_Value-REV.pdf
https://era.org/era-publications/era-manufacturers-rep-toolkit/
https://era.org/era-media-center/era-talks-podcast/
https://era.org/era-events/2018-era-post-conference-breakout-seminars/
https://era.org/era-events/2018-era-post-conference-breakout-seminars/
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Macro Topic – Operations 

Comments from RDM Sessions: 

• Manufacturers need to provide more generous and simpler return privileges, especially on 

new products.  

• Global revenue tracking is still an issue. 

• Too many excuses for manufacturers to expect lower margins/commissions on certain 

pieces of business.  

• Rep input on suggested resale pricing and resale management is often missing or 

undervalued.  

• Leads and lead management is entirely owned by reps today, rather than distribution.   

• Training is changing but still very important. Web training is a must. Publish big wins – 

share best practices so reps can learn from one another (and brag about successes). 

• Tracking splits is a challenge. 

• Splits business is increasing.  

• Distributors need to identify the end customer on POS to CMs.  

• POS data is often late.   

• Many comments on commissions: 

o Reps want a “fair” commission rate.  

o Negotiated commissions are more common now.  

o Reps deserve added incentives for additional services – data entry marketing, etc.  

o Some manufacturers have reduced commissions on POS from high-service 

distributors – why? This penalizes reps because other distributors don’t have 

inventory.  

o Commissions should be paid on POS not POA. All parties should be motivated to 

maximize the POS price.  

o Lack of factory documentation on POS.  

Existing, Available Resources: 

ERA White Papers 

• POS Technical Standards 

• Split Influence (Commission) Recommendation for the Electronics Industry  

Items on ERA Representative’s Tool Kit 

• 2020 Conference Breakout Session - Best Practice in Rep Compensation: 

Driving Behavior to Achieve Mutual Success 

 

 

 

 

 

 

Macro Topic – Supply-Chain and Inventory Issues 

https://era.org/era-publications/era-white-papers-industry-standards/
https://era.org/era-publications/era-white-papers-industry-standards/recommended-technical-standards-for-point-of-sale-reports/
https://era.org/era-publications/era-white-papers-industry-standards/recommended-split-influence/
https://era.org/era-publications/era-manufacturers-rep-toolkit/
https://era.org/wp-content/uploads/2020/03/2020-conf-Best-Practices-Rep-Compensation_Breakout-PPT-Final.pdf
https://era.org/wp-content/uploads/2020/03/2020-conf-Best-Practices-Rep-Compensation_Breakout-PPT-Final.pdf
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Comments from RDM Sessions: 

• Many comments on supply chain and Inventory: 

o High-service distributors often best positioned with inventory. This can create 

issues around DRs and commissions.  

o All distributors need to carry adequate inventory.   

o Reps often not included in expedite communications between manufacturer and 

distributor.   

o Manufacturers need to continue to invest in capacity to alleviate supply-chain 

issues.  

o Distributors are often not communicating back to the rep on supply-chain changes 

(ship dates, etc.) that reps need for customers.  

• COVID changed the dynamic. The supply-chain issues changed the dynamic again. Reps 

do not have a role in expedites which has been a top priority for the past year.   

• Supply-chain issues have amplified the importance of distributor inventory and factory 

backlog. These discussions general take place directly between the distributor and the 

manufacturer. Reps are rarely involved in these discussions.  

• Some manufacturers see a narrow view – distributors are inventory and backlog providers; 

reps are demand creation partners. 

• Current supply-chain shortages and inventory have highlighted the value of a distributor 

holding inventory.  

o Issues and uncertainty with committing precious inventory to specific customers.   

o Everyone making too many assumptions about who will get manufacturer 

shipments or open backlog.   

o Manufacturers are often unrealistic when demanding that distributors use inventory 

for missed shipments, etc. That includes margin expectations (i.e., distributors 

should part with value inventory at a low margin to help a shortage situation.) 

• Communications are frayed regarding shortages and availability. The people that need the 

information (customer-facing reps and distributors) are not getting good information.  

Communication is often bypassing rep and distributor with customers engaging directly 

with manufacturers.   

Existing, Available ERA Resources: 

ERA Water Cooler Sessions 

• Feb 1, 2022 - Logistics - Current Challenges and Long-Term Outlook 

 

 

 

 

 

 

Macro Topic – Effective Marketing 

Comments from RDM Sessions: 

https://era.org/era-events/era-water-cooler-teleconference-series/
https://soundcloud.com/user-997117715/feb-1-2022-era-watercooler-logistics-current-challenges-long-term-outlook?in=user-997117715/sets/era-water-cooler
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• Role of Marketing is evolving from manufacturer-provided “co-op” programs with 

distributors to specific content and messaging intended for the reps. Not enough reps have 

a solid structure to handle marketing in the territory.   

• Many comments on marketing: 

o Reps would like more co-marketing with manufacturers to customers. 

o Manufacturers sharing marketing info with reps for use in (rep) marketing 

campaigns. 

o Rep marketing is a value add to manufacturers and distributors. 

o Reps would love to have leads from marketing campaigns. 

o Potential co-marketing between distributors and reps. 

o If co-op dollars are available to reps, let us know! Would be helpful to budget. 

• Manufacturers’ YouTube Channels are great.  

• Manufacturers need to share “latest and greatest” product information with reps. A rep 

should never learn about a product from their customer.   

Existing, Available ERA Resources: 

ERA Water Cooler Sessions 

• July 6, 2021 - Innovative Marketing Strategies 

• October 20, 2020 - Improving your Digital Image 

• Aug 25, 2020 - Use of Data Analytics to Improve Business Effectiveness 

Items on ERA Representative’s Tool Kit 

• 2022 Conference Breakout Session - Digital Marketing: Broaden Your Reach 

with Use of Digital Marketing Tools 

 

 

 

 

 

 

 

 

 

 

 

 

Macro Topic – Demand Creation and Design Registrations  

Comments from RDM Sessions: 

• Many comments about design registrations: 

https://era.org/era-events/era-water-cooler-teleconference-series/
https://soundcloud.com/user-997117715/july-6-2021-era-watercooler-innovative-marketing-strategies?in=user-997117715/sets/era-water-cooler
https://soundcloud.com/user-997117715/october-20-2020-era-watercooler-an-open-forum-for-these-uncertain-times?in=user-997117715/sets/era-water-cooler
https://soundcloud.com/user-997117715/august-25-2020-era-watercooler-an-open-forum-for-these-uncertain-times?in=user-997117715/sets/era-water-cooler
https://era.org/era-publications/era-manufacturers-rep-toolkit/
https://eraorg.nyc3.digitaloceanspaces.com/wp-content/uploads/2022/03/11200417/Digital-Marketing-Tools-2022-ERA-Conference.pdf
https://eraorg.nyc3.digitaloceanspaces.com/wp-content/uploads/2022/03/11200417/Digital-Marketing-Tools-2022-ERA-Conference.pdf
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o Distributor should be paid on a DR when they book the order. If the distributor asks 

for a DR and they do not book the business, the DR becomes moot.  

o All distributors should be allowed to file a DR.  

o Standardize DR rules and DR inventory expectations.  

o No “drive by” registrations.   

o Eliminate a distributor’s ability to register an opportunity at multiple manufacturers. 

o DR programs need revamping – sheer number of DRs, multiple manufacturers for 

one socket.   

• The rep needs to be the “local” customer-relationship manager whether it be a direct 

customer or a distributor's customer. It's now too easy for a manufacturer to have direct 

contact and dilute the rep's role in the process of managing, strategizing and contributing 

to the tactics for success/winning business. 

• Demand creation is a top priority for all three channel partners.  

o Often appears that reps and distributors are competing for demand creation “credit” 

from manufacturer.   

o Demand creation metrics (e.g., number of opportunities or wins) are often 

meaningless. 

• Little consistency in manufacturer’s design registration programs.  

o Expectations and measurements 

o Targeted margin (and actual vs. targeted) 

o Too many traps or loopholes to void (or not approve) a registration. 

o Registrations often meaningless once project moves to EMS or offshore.   

o IPE suppliers appear to be a generation behind SC suppliers in design registration 

programs – why would they want to follow this same rocky path? 

• Often challenges getting broadline distributors to stock adequate inventory in anticipation 

of demand creation activity. As a result, customers often find sample/small initial quantities 

at high-service distributors. This often confuses the design registration process.  

Existing, Available ERA Resources: 

 2019 Conference Breakout Session - Design Registration Tune Up 

 

https://era.org/wp-content/uploads/2019/03/2019-Conf-Design-Registration-Simari.pdf

