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 We are hearing a lot lately 
about manufacturers that “get it.” 
When I had my manufacturers’ rep 
business, I was fortunate to work 
with several principals that “got it,” 
and without exception, they were 
very successful companies. I began 
thinking, “What is it about these 
companies that makes them this 
way?”
 About 15 years ago, I was in-
terviewing a prospective principal 
that came highly recommended 
by a fellow rep. He told me it was a 
great company, one that got it. We 
reached an agreement and I trav-
elled to Houston for product train-
ing and to meet the people with 

whom I would be interfacing. It 
became very obvious that all of the 
employees really loved what they 
were doing and the company they 
worked for.  
 A few weeks later, the sales 
manager visited the territory and 
we called on some new prospects, 
as well as a number of existing 
customers. It was apparent that 
the customers loved this company 
too. So it should come as no sur-
prise that at the fi rst sales meeting 
I attended, I learned the manufac-
turers’ reps felt the same way.  
 What was the reason for this 
company’s success? Th e owner/
CEO understood relationships – 

how to value the employees, cus-
tomers and manufacturers’ reps, 
and how to work with each for 
mutually benefi cial, long-term re-
lationships. Th at’s what we mean 
when we say they get it. 
  Th ere was a seamless inter-
dependence between the manu-
facturer, the manufacturers’ reps 
and the customers, all working 
together for a common purpose. 
So much for the rep being “inde-
pendent.” Th is was the common 
thread between these principals I 
represented that got it. With my 
other principals, there were three 
separate relationships, without a 
strong common purpose.
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MANA and reps come to 
the rescue, aiding principals 

in understanding how to 
develop mutually benefi cial 

relationships.
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LOOK at this as an investment 
that can bring signifi cant returns. 

Working with a principal that  GETS IT 
can notably BOOST sales for them in your territory and 

consequently increase your profi ts. 

 At MANA we have learned that 
there are three types of principals: 
those that get it, those that don’t but 
want to, and those that don’t and 
believe it’s their way or the highway.
 As manufacturers’ reps, we are 
always looking to represent the fi rst 
group and avoid the last, but what 
about those that have the potential 
to get it, particularly if they have 
a product that really fi ts your line 
card? What if you already represent 
these companies? Is there a strategy 
to help convert these companies to 
good principals?
 We believe, based on experience 
and past history, that these compa-
nies can learn how to get it. If they 
have a willingness to learn, there 
are programs available for them. 
MANA off ers several programs in 
Chicago to assist manufacturers in 
the process. Th e following is the 
schedule for the spring series:
• Successfully Building a Rep 
Network (March 18-19);
• Rep Channel Management Suc-
cess Strategies (April 15-16);
• Mutual Action Planning: Th e 

Process Th at Leads to a Collabora-
tive Rep-Mfg Culture (for manu-
facturers and manufacturers’ reps, 
May 13).
 MANA also conducts in-house 
programs, in which we visit a facili-
ty to educate and transform the cor-
porate culture into one that gets it. 
See our ad on page 16 or visit www.
MANAonline.org for full details 
and to register. MRERF (Manufac-
turers’ Representatives Educational 
Research Foundation) also off ers 
seminars for manufacturers. 
 How do you get these principals 
to attend the appropriate program? 
Start by telling them about MANA 
and what we do. If you know other 
reps that are MANA members that 
represent the company, enlist them 
to help convince the principal of the 
benefi ts of learning how to work 
successfully with reps. Let MANA 
help too, inform our offi  ce and we 
will be glad to send the principal in-
formation.
 Th is requires some action on 
your part, but look at this as an in-
vestment that can bring signifi cant 

returns. Working with a principal 
that gets it can notably boost sales 
for them in your territory and con-
sequently increase your profi ts. 
We’ve spoken to MANA members 
that have gone so far as to cover the 
seminar registration fee for prin-
cipals, and they tell us it was well 
worth it. If you did not read Paul 
Pease’s article,  “Surviving or Th riv-
ing – Is Th ere an Option?” in the 
January 2009 Agency Sales   maga-
zine, I suggest you go back and do 
so. It will give you an idea of the re-
sults you can expect. 
 MANA even off ers an educa-
tional package for manufacturer 
members. Th e package includes at-
tendance to one MANA seminar, 
as well as a premium ad at a sub-
stantial discount. Get all the details 
about the manufacturer education 
program on the MANA website, 
just click the “Seminar” link on the 
home page.
 Some members have told 
us they would feel threatened if 
their principals joined MANA.  
What if the manufacturer uses the                       
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resources to fi nd a replacement 
rep? If you are a professional, this 
shouldn’t be a concern. If you get 
the manufacturer to join and they 
end up “getting it” as a result, the 
odds are good they will appreciate 
what you have done for them and 
place even more value in your rela-
tionship. If a non-MANA member 
were to try and steal the line from 
you (a violation of the MANA code 
of ethics), our belief is they will not 
prosper. Just ask yourself what it 
is worth to you, in real dollars, if a 
principal doesn’t get it but wants to. 
If the principal then learns to have 
better, more successful relation-
ships with you and their other reps, 
isn’t that worth the risk?
 What if you currently represent 
a principal that doesn’t get it and 
has no interest in learning how? 
Have you fi gured out, again in real 
dollars, how much that principal 
is costing you? Have you sat down 
and done a profi tability analysis 
on their line to see if it is generat-
ing any profi ts at all? You may be 

surprised at the results. Your best 
course of action may be to termi-
nate the relationship and replace it 
with a new principal that gets it.
 Th e strategy that we recom-
mend, implemented by most suc-
cessful manufacturers’ reps, is to 
always be working towards rep-

resenting only those high quality 
principals that get it. You can start 
by dropping those that don’t and 
helping those that want to learn. 
Th e end result is a line card with 
nothing but high quality principals. 
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WHAT IF you currently represent a principal 
that DOESN’T  GET  IT  and has 

NO INTEREST IN 
LEARNING? 

 




