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According to Badour, “We had
 our retirement and medical

covered when we decided we
wanted to continue working —
preferably in our own business.
While I’d like to say that opening
our own agency was the culmina-
tion of a plan, actually it just sort
of evolved. We looked around
while considering what we might
want to do and decided that sales
was what we knew best. So that’s
the course we followed.”

The rep route was decided
upon, he explained because “we
both had strong sales  back-
grounds in serving the automo-
bile and after-market industry.
But the bottom line was that we
truly missed all aspects of sell-
ing for a living. We missed the
people-to-people experience,
working with customers, and we
wanted to have our own com-
pany without being dependent
upon anyone else.”

Trying Something New

Wanting something and mak-
ing it happen are two different

things, however, and Badour is
the first to admit that starting a
rep firm was something com-
pletely foreign to him. “Stressing
how things just sort of evolved for
us, while attending a trade show
that featured safety and ergo-
nomic products, one of the com-
panies that was a former
competitor to us asked if we’d be
interested in taking a consulting
position with them. They already
had some established business but
were looking to develop new op-
portunities. It looked like the
ideal starting point for us.”

With that as a beginning,
Badour and his wife quickly found
that there were other companies
seeking reps to pioneer new busi-
ness. Here’s the approach LDMF
found effective in dealing with
potential principals: “We met
with companies with no sales
force and very little, if any, busi-
ness. In our pioneering effort,
we’d work with them to establish
a sales force, manage their other
reps, build up the business and
then pass it back to them — if
they determined selling direct was
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the best approach. On the other
hand, if the manufacturer sells
through distribution, then we as-
sist them in establishing and
training the members of the dis-
tribution network. At the same
time, we’d look to establish long-
term relationships with those
principals.”

When it came to compensa-
tion for this primarily “pioneering
work,” “We’d work with a mod-
est retainer (to cover expenses)
and commission while we opened
doors and developed new busi-
ness,” he explained.

That approach has worked
thus far. “We’ve been able to re-
new our contracts with our prin-
cipals, and we continue to grow
the business for all of our princi-
pals. We’ve really taken some
stagnant territories and turned
them around so that they are now

productive. We feel good that
we’ve done a good job, and we’ve
grown the agency at the right
rate. We don’t think we’re ‘maxed
out’ yet.”

Plan for Future Growth

To ensure that LDMF doesn’t
‘max out,’ Badour explains that
one way they will continue to
grow the agency is to specialize
and hire retirees to work in
some of those specialized areas.
“What we’ve done and will con-
tinue to do is to hire recent re-
tirees — former salespeople —
who are friends. This type of ar-
rangement meets both our and
their needs. We’re looking to
grow, and many retirees find
that they want to continue to
work, not to mention the extra
income doesn’t hurt.”

When asked what philosophy
best describes what he and Bar-
bara are trying to follow with
LDMF, Badour doesn’t hesitate
when he says, “We’re unique,
and our goal is to communicate
that to our principals and cus-
tomers. We’re looking to estab-
lish a win-win-win relationship
between us and those we work
with. If we establish a relation-
ship with a principal, there’s got
to be something in it for them
and for us. Likewise, with our
customers — we’ve all got to

benefit. And finally in the end,
if it’s not a win for all, then it’s
not a ‘go.’”

Badour  emphas i ze s  that
whi le  the  agency  i s  in  the
growth mode, the fit for any
partnership has to meet those
“win-win-win” criteria. “We re-
al ly  are very part icular  and
careful in who and what we pick
up. We’ve been contacted by
some companies in the past and
turned them down. We decided
it wasn’t a good fit or our return
on investment wouldn’t be suf-
ficient to justify our effort. It
was a case of realizing that we’re
investing our time, money and
resources, and the return on
that investment wasn’t going to
be enough.”

According to Badour, an in-
tegral part of the success that
he and his wife have experi-
enced  has  been  due  to  the
couple’s early membership in
MANA. “Joining the associa-
tion was one of the smartest
things we did,” he says. “One of
the biggest mistakes we made
early on was to let ourselves
seem more likely to fall into the
trap of having our principals
treat us more like employees
than independent manufactur-
ers’ representatives. We were at
the point where we knew we
had better find a new direction.
If we didn’t change, we’d be out
of business in a hurry. When
looking around to determine
who could help us through this
situation, MANA stood out like
a sore thumb. In talking to
MANA staff, we learned about
the  s tandard  rep  cont rac t ,
found an attorney familiar with
rep law, and learned how to best
find new principals. In addition,
we look forward to receiving
Agency Sales every month.” p

“We’ve been able to renew our contracts with our
principals, and we continue to grow the business for all

of our principals. We’ve really taken some stagnant
territories and turned them around so that they

are now productive.”

“We’re looking to establish a
win-win-win relationship

between us and those we work
with. If we establish a

relationship with a principal,
there’s got to be something in

it for them and for us.”
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