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Put together under the theme
of “Many Industries — One

Profession,” the three-day Key-
stone 2005 conference served as
a summit for professional inde-
pendent manufacturers’ represen-
tatives.  The purpose of the
rep-only meeting was to present
“an event at which participants
could focus on improving their
expertise by learning with — and
from — each other.”

And that’s exactly what par-
ticipants did when, for example,
they listened to a panel of reps
who have already gone through
the succession process.

The Succession
Planning Process

Kicking off the session entitled
“Preparing for the Sale or Succes-

sion of Your Agency,” Marc
Lewyn, CV Financial Advisors,
Atlanta, Georgia, who has worked
with many firms that have suc-
cessfully completed the succes-
sion process, explained, “An
individual’s ultimate success de-
pends upon an exit plan. Like any
other process within a business,
planning for your inevitable exit
pays off in:
• “Creating a higher value for
your business.
• “Matters of tax liability.
• “The area of allowing you to

Reps Network
At Keystone 2005

Conference
Succession planning, globalization, communication and the continued evolution

of the rep were just some of the elements that provided the framework for Keystone
2005, the rep summit sponsored by MANA and NEMRA in Louisville, Kentucky.

objectively consider several pos-
sible options — none of which
may be a sale to a third party.”

Among the steps that Lewyn
advises are these:
• Establish your objectives.
• Promote the value of the busi-
ness.
• Clarify whether the goal is to
sell to an insider or an outsider
• If the goal is to sell to an in-
sider, determine how the buyer
can generate cash necessary to
make the transaction happen.
• Rely on a great advisory team.

“Your transition needs to be slow and well thought out
to be successful. I’d recommend five years for preparation

and five more for its execution.”
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Above: Robert Nadeau, Industrial Performance Group, covered
learning how to promote your services as an indispensable part
of the sales equation.

Michael Rowe (left), Rowe Marketing Group, speaks on internal team selling. Seated are the rest of the
internal team selling panel (left to right) George Hayward, United Sales Associates; Kurt Nelson, Nelson &
Associates; and Rick Johnson, CPMR, Andrews-Johnson-Brusacoram.

Steve Waterhouse, The Waterhouse Group, addressed the
group on the advantages and disadvantages of strategic
selling alliances.
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Pat Cobb, CPMR, World Class Industries, Inc., emphasized
the need for reps to be prepared while anticipating the
opportunities and threats presented by a “globalized” world.

Nancy Sciotto, NEMRA, speaks with a Keystone attendee
during a break.

Above: Panel moderators (left to right)
Bill Fitch; Rick Johnson, CPMR; Jamey
Yore, CPMR; and Mack Sorrells, CPMR,
responded to a variety of questions during
an open discussion.

Left: David Cunningham, Hugh M.
Cunningham, Inc., taking a break during
a panel discussion on how the changing
marketplace affects the role of the rep.

Assisting Lewyn in the discus-
sion was a panel of manufacturers’
representatives well acquainted
and experienced with the exit or
succession-planning process.

A slow, gradual approach to a
succession plan is what is advo-
cated by Joe Yore, CPMR, Elec-
trical Marketing Services, Inc,
Altamonte Springs, Florida. Ac-
cording to Yore, “Your transition
needs to be slow and well thought
out to be successful. I’d recom-
mend five years for preparation
and five more for its execution.
It’s equally important to have the
right person involved with you in
your succession planning. All your
work will collapse if that individual
lacks character and competence.”

Echoing Yore’s thoughts was
Ken Blank, Mahx F. Linster, Inc.,
Alpharetta, Georgia, who empha-
sized that any exit plan “should
be in place at least five to ten
years prior to its actual execution
date. In addition, al l  of  an
agency’s principals should clearly
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know what this plan is, and you
should get each of them to sign
off on it. Above all else, avoid
surprises in order to ensure that
what results is a win/win/win
proposition. By that I mean it
should be good for the agency,
good for the buyer, and good for
principals/customers.”

Among the major points made
by John McNellis, McReps, Inc.,
Oconomowoc, Wisconsin, as he
looked back over the execution of
his agency’s succession plan with
his father, were the following:
• “We drew up an employee con-
tract with my father. The contract
contained all the benefits and
detailed his responsibilities. In-
cluded in the agreement was 5
percent of the stock in the agency.
That went a long way toward hav-
ing him keep his interest in the
agency and contributing to the
success of the agency.”
• “Because it was a lengthy
(eight-year) plan, it allowed for
gradual principal acceptance of
the change.”
• “It’s important to jointly hire
a CPA and attorney, or make sure
that each of the parties has the
counsel of those advisors.”
• “Make sure you have a busi-
ness plan in place and review it
regularly.”
• “While my father has retired,
the company has hired him back
in an amount of five to six hours
a week. He receives salary plus
incentives and that has resulted
in a win/win for all of us.”

The panel was moderated by Bill
Fitch, Component Management,
Inc., Spartanburg, South Carolina.

Impact of Globalization

The more than 125 Keystone
attendees got their first taste of
the globalization discussion when
Pat Cleary, senior vice president of
communications for the National
Association of Manufacturers
(NAM), spoke on “Globalization
and the Changing Marketplace.”

According to Cleary, a veteran
when it comes to addressing rep
groups, free and fair trade remain
important issues in today’s busi-
ness world. At the same time, glo-
balization has served as a
double-edged sword for U.S. reps
and their principals — presenting
both opportunities and threats.
Increased markets for their prod-
ucts represent the opportunities,
and greatly increased competition
from offshore manufacturers rep-
resent the threats. Many products
continue to be manufactured in
America as U.S. business still pro-
vides strategic advantages to the
world. And while U.S. exports
created tens of thousands of jobs
last year, those exports have fallen
below the level of imports.

Among the reasons that ex-
ports trail the level of imports,
according to Cleary, is the fact
that the United States “carries a
22-percent cost disadvantage on
its back in terms of legal costs. We
carry the heaviest corporate tax

burden of any country in the
world. We spend more on envi-
ronmental compliance than any
other country, and a total of 2
percent of our gross domestic
product (GDP) goes to legal
costs.” Terming those legal costs
a “rat hole,” he continued that
“we spend seven-and-a-half times
what our closest competitor (Ger-
many) does.”

He concluded by saying that
manufacturing “is critically im-
portant to the United States’
economy and our standard of liv-
ing. We are challenged today as
we have never been challenged
before. NAM is there to help us
meet that challenge.”

A Global View for Reps

If Cleary introduced the sub-
ject of globalization to Keystone
attendees, John Cower, vice presi-
dent and general manager of
Hubbell Electrical Products, ad-
vanced the subject in his presen-
tation entitled “Globalization —
A Focused View for Manufactur-
ers’ Representatives.”

Cower has been involved in
international outsourcing for just
about every component of the
supply chain for more than 35
years. Over that period of time,
he’s seen firsthand how out-
sourcing on a global scale impacts
manufacturers’ representatives,
manufacturers and customers.
Cower and two manufacturing
colleagues shared some of that
experience during their presenta-
tion, the goal of which was to de-
scribe what’s happened globally
and illustrate why it’s important
at the end of the day for agents
to make a jump wholeheartedly
one way or the other when it
comes to embracing globalization.

Speaking from his perspective

Globalization has served as a double-edged sword
for U.S. reps and their principals —

presenting both opportunities and threats.
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of working almost exclusively with
reps over the years, Cower ex-
plained, “When I started working
globally in 1969, the driving force
for us as manufacturers was to sell
as much U.S.-manufactured prod-
uct overseas as we could. Then in
the 1970s, the view was held that
anything imported from Japan
and China was ‘junk.’

“Times have changed, and
we’ve changed with them.
Changes have taken place either
because labor is chasing capital or
capital is chasing labor. Regard-
less of the reason, today the
United States is viewed by the
world as an important market.
And we, in turn, view the rest of
the world as a critical market for
our products. As those changes
have occurred, manufacturers’
representatives and their princi-
pals have been impacted.”

Cower emphasized, “I’ve always
bet heavily on the rep’s side of the
equation because manufacturers’
representatives provide me with
the luxury of being able to marshal
a number of skills to sell products
in all sorts of creative ways — ways
that would never be available to me
by using a direct sales force. Reps
allow me to market and sell a
large collection of products world-
wide, all under one umbrella.”

To explain his company’s view
of reps and global marketing,
Cower described a complex

project Hubbell secured and
showed how globalization came
into play for the rep. According
to Cower, “This project involved
multiples of agents and resulted
in tens of millions of dollars in
orders. That’s what globalization
is all about.”

Assisting Cower in his presen-
tation were Robert Cochran, who
has responsibility for Hubbell’s reps
located outside the United States
and Don Organ, a former rep, who
is in charge of insourcing and out-
sourcing every component in the
supply chain for the manufacturer.

The Inevitability of Evolution

When the subject turned to
evolution of the rep firm, a panel
of reps who have actually gone
through a “morphing” process
explained the need to take advan-
tage of change whenever possible.

“How Will the Changing Mar-
ketplace Affect the Role of the
Representative?” served as the
umbrella theme under which a
panel of four representatives
discussed the implications of glo-
balization and offshore manufac-
turing and how those factors can
affect the role of the rep.

According to Mack Sorrells,
Mack W. Sorrells  Co.,  Inc.,
Rockwall, Texas, who moderated
the panel, “Each participating rep
has to some extent moved beyond

the traditional rep model. Each of
them will describe how they’ve
taken a variety of proactive steps
that have allowed them to reinvent
themselves and be successful.”

The reps who have changed
and taken advantage of the op-
portunities change presents were:
• Pat Cobb, CPMR, World Class
Industries, Inc., Hiawatha, Iowa.
Cobb emphasized the need for
reps to be prepared while antici-
pating the opportunities and
threats being presented by a ‘glo-
balized’ world. “For instance,
we’ve changed ourselves as a
company to more than accommo-
date the process. We’re no longer
a rep in the traditional sense.
What we’ve done is to position
our warehousing and computer
capabilities to enable us to serve
an international market. Our
feeling is that if we’re not pre-
pared for tomorrow, the world will
pass us by.”
• Gene Morris, Morris Market-
ing Group, Greenville, South
Carolina, explained that his
agency services construction sup-
ply houses. “We’ve been able to
grow our business by focusing on
what the customer and the indus-
try need now — not necessarily
on what we thought the industry
needs. Part of what we do is to
bring customer awareness to the
job site. We say to the consumer,
‘We can do whatever you want,
and we get paid for doing it.’ The
key for us has been to do things.
We don’t get paid when all we do

“Manufacturers’ representatives provide me
with the luxury of being able to marshal a

number of skills to sell products in all sorts of
creative ways — ways that would never be

available to me by using a direct sales force.”

“Our feeling is that if we’re not
prepared for tomorrow, the

world will pass us by.”



40 AGENCY SALES MAGAZINE DECEMBER 2005

is whine and complain about
things. We make up our minds
and we do something. Once you
do something, it’s up to you — the
rep — to tell your principals and
your distributor what you did and
how you did it. You’ve got to take
credit and communicate what
you’re doing in serving the mar-
ket. If you become invisible, you
will go away. Make sure you have
a trail of your accomplishments.
Review all that you’ve done and
once again take credit for it.”
• According to Chuck Hopper,
CEH Consulting, Inc., Punta
Gorda, Florida, “When I retired
as a rep four years ago, I decided
that it was time to look at some-
thing new and different. We
started an import company and
established relationships with for-
eign manufacturers.” The com-
pany that he started took aim at
serving the telephone structured
wiring market — “a vertical mar-
ket with major competitive play-
ers.” He explained that “part of

our motivation was to learn some-
thing new while becoming less
dependent on others. At the same
time, we wanted a reasonable
chance to succeed, and succeed
we have.”
• A desire to be less dependent
upon a single manufacturer or
customer was part of the motivat-
ing force that drove Dave
Cunningham, Hugh Cunningham
Company, Dallas, Texas, to con-
struct a company made up of
seven business groups serving
multiple construction markets.
“In total we have 102 people
working for us. Our business
groups can be one- or two-person
operations, each of which has
separate profit and loss responsi-
bility.” He adds that “we offer
product diversification with syn-
ergistic and complementary lines.
All together, we rep about 90 dif-
ferent product categories.”

The Importance of
Communicating

When Charlie Ingram took the
podium in front of the audience
of reps during his presentation
entitled “Keeping Your Represen-
tatives Informed — One Manu-
facturer’s Story,” he followed up
on a point made earlier in the
conference — the importance of
communicating with your manu-
facturers. According to Ingram,
vice president sales and market-

ing, Eriez Magnetics, Erie, Penn-
sylvania, it’s critical that the rep
not remain “invisible” in front of
their manufacturer. “You don’t get
the credit unless you take the
credit,” he advised. “Your manu-
facturer doesn’t know all the
functions you perform for them
unless you tell him. Now, does that
mean submitting sales call reports?
No! Sales call reports are stuff.
They’re nothing more than clutter.”

Ingram explained that his reps
communicate with him when
something has to be communi-
cated. “I’m interested in what
your plans are for the coming year.
Do you have succession plans for
your agency? That’s something
we’ll lose sleep over. Are you add-
ing any lines? Are you dropping
anyone? Are you doing anything
different in the territory com-
pared to how you operated in the
past? How’s our headquarters’
support? Is there anything you need
that you’re not getting from us?

“That’s what it’s all about when
we talk about communication.”

These presentations represent
just a portion of the programming
available to reps during the Key-
stone 2005 conference. Among
the other highlights were panel
discussions on internal team sell-
ing, high-tech tools that reps are
using, presentations on legislation
of importance to reps, how reps
sell value, and the value of form-
ing strategic selling alliances. p

You’ve got to take credit
and communicate what you’re
doing in serving the market.

If you become invisible,
you will go away.
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