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OFF  THE  SHELF

Connect the selling strategy dots to 
engage and reward the sales team

In our industry today, suppliers want 
increased value from their distributors, value 
beyond traditional fulfillment. When that 
value is delivered in the form of improved 
design efforts, suppliers have responded by re-
warding those efforts with design registrations 
programs that have largely been successful. 
This works especially well where the opportu-
nities are discovered, designed and delivered to 
a customer in a single location. 

But how does one moti-
vate and compensate both 
distributor and manufac-
turers’ rep salespeople for 
business that is outsourced 
or moved outside of their 
primary sales regions? The 
answer has primarily been a 
split commission program, 
but not enough progress 
has been made toward a 
system that rewards op-
portunity development that 
leads to a design registra-
tion and compensates 
everyone appropriately. 

Distributors may eventu-
ally see the quote opportu-
nities emerge from wherever 
the purchase is taking place, 
but for reps, if they don’t get the sales in their 
territory or spend an inordinate amount of 
time chasing down information, they lose. 
If distributors can work with reps to supply 
information that results in reps getting their 
deserved credit, they emerge as more advanta-
geous partners.

A quality program starts by addressing 
the sales process from inception to produc-
tion. The market today is demanding more 
specialization and specialization costs money. 
A comprehensive splits program allows for 
more specialization within the sales team, 
working backroom engineering while ad-
dressing the customer’s point of purchase. 
Plans should be commensurate with the 
contributions of each member with design 
efforts receiving the majority of the reward, 
but plans should also recognize the service 
levels required for fulfillment.

Detailed reporting becomes the next pillar 
of an effective program. The process must 
allow for early communication, from the team 
working the design end to the team that will 
eventually service the business. This is critical 
in creating customer engagement and future 
supply chain programs. 

The ability to track and reward this design 
effort without burdening the salesperson with 
over-documentation allows for more selling 

time and, therefore, more 
engaged salespeople.  As 
a distributor, the demand 
creation aspect of the busi-
ness often times is a team 
effort with manufacturers’ 
representative partners. 
Manufacturers’ representa-
tives value distributors who 
cover OEMs where design 
work is done. The ability 
of a distributor to provide 
detailed reporting to a 
manufacturers’ rep ensures 
that partners can track busi-
ness they’ve participated in 
creating as POS reporting 
generally lags real time ship-
ments to the customer.  

A robust CRM is a criti-
cal tool in a split commission program, offer-
ing functionality to follow and communicate 
the work throughout the design process and 
track book to win business. This is especially 
so given that organizations may have multiple 
sales representation involved in a program. 
With field and inside sales representatives, 
sales specialists and manufacturers’ representa-
tives all potentially involved in the design to 
fulfillment process, a distributor’s CRM needs 
to provide detailed reporting and the necessary 
tracking to properly compensate all contribu-
tors to the win. All of these people involved in 
the design must be part of the communication 
flow, and all must be in position to update 
the opportunity as it develops. To facilitate 
this, the distributor CRM must contain a base 
of data of assigned personnel, including the 
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by Brian Flynn
Vice President of Sales,  
Sager Electronics

As vice president of sales at Sager Elec-
tronics, Brian Flynn leads an organization 
of 175 inside and outside sales representa-
tives and is responsible for driving his team 
to achieve Sager’s sales goals. With more 
than 20 years of experience at Sager, Flynn 
is well-versed in all areas of the business, 
from distribution to sales. Many of his 
years at Sager were spent in sales opera-
tions where he is credited with refining 
and implementing many of the company’s 
sales processes and reporting. Upon joining 
sales, he led a number of Sager’s service 
centers in multiple regions before returning 
to corporate to join the company’s executive 
leadership team. Flynn is a current member 
of ERA’s 2018 Conference Breakouts Sub-
Committee. 

You can reach Brian Flynn at  
bflynn@sager.com.

(continued on page 24)



ERA 

MEMBERS

SAVE 

UP TO

34%
ON UPS®

SHIPPING!SHIPPING!

24    Winter 2018  |  The Representor

F
E

A
T

U
R

E
 A

R
T

IC
L

E
 A

N
D

 C
O

L
U

M
N

S
, 

C
O

N
'T

.

FEATURE ARTICLE: One percent difference
(continued from page 9)  

2. Resilience
The 2018 Winter Olympic Games are almost upon us. Did you know that in the 2014 

games the difference between a gold and a silver medal in men’s giant slalom was 0:00:48? 
That’s 0.48 hundredths of a single second. 

How many times did those skiers fall, smash into the rock-hard course and consider 
not getting up? Your last lost sale might have felt just like that. This is your life. YOU are 
responsible for the results of your own races. 

There is an argument that one cannot run at 212 degrees all the time. At some time 
or another, we all fall and need help getting up. When you fall down, do you know 
where to reach for help, internally or externally? Resolve to strengthen YOUR resilience. 
Identify the one percent difference factors you can grab in your tool box, skill set, inter-
nal core strength and available external resources. 

3. Action
There is a saying by E. Hubbard: “The line between failure and success is so fine that we 

scarcely know when we pass it, so fine that we are often on the line and do not know it.” 
Do you believe in the possibility of achieving what you have never even tried? It isn’t the 

contest; it is the belief that you can do it. Most of us unfortunately are held back thinking 
we must see it to believe it. Resolve to believe first in the one percent difference, even if you 
can’t immediately see it.

Your sales can outdo any goal set. Make one more call each day, follow up on one 
uncomfortable challenge, research one new tool, recognize someone’s one outstanding 
achievement. Each is an example of the one percent difference that will impact you and 
your goals for 2018. n

rep in the territory, and the specific folks, both at the rep and distributor, assigned to the 
OEM and CEM. Also included must be any specialized sales team such as sales engineer-
ing or field application engineering, the inside sales team and the managers of all those 
assigned. When this is done properly and the data are maintained, information flows easily 
and is inclusive to all the key parties. It also sets up the next evolution, where ideally this 
information can be provided on distributors POS reports to suppliers.

The sales process can be complex. Take the time to connect the selling strategy dots to 
engage and reward the sales team. It will definitely pay off in the end. n
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knowledge or training. In today’s manufacturing environment, there are likely more 
computers (or computer-based machines) than machine tools on the floor. This means that 
the workforce of today must be more skilled and trained in various duties. They need to 
be a mix of a machine operator, engineer and service technician. In another report I read, 
respondents listed the top three challenges they faced, in the following order: 1) keeping 
pace with evolving technologies; 2) managing client (customer) expectations with reality as 
new solutions are promoted; and 3) finding and retaining technical and sales staff. 

We, as salespeople, and our customers face the daunting task of keeping up with the 
fast-moving changes in technology. It requires that we are constantly vigilant in our quest 
to at least stay current and hopefully have enough insight to visualize and prepare for the 
future innovations that seem to constantly bombard us.

We look forward to 2018 as we prepare for an exciting future for us, our principals 
and customers. n
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