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editorial
in the fieldin the field

Manufacturers educate reps on capabilities, quality 
systems, lead times, polices and procedures and best 
practices that they feel will assist the rep to be more 
successful in marketing and selling their respective 
lines. Do we ever stop to think about how impor-
tant it is for reps to reciprocate this education back to 
the manufacturer?

Manufacturers should always consider their rep 
agencies as extensions of their business. The commu-
nication should be transparent, open and frequent, 
for the two sides are truly “partners” in business and 
should be perceived as such. It is incumbent upon reps 
who may feel they are not treated as a “partner” to ex-
press this need to the manufacturer. This is the found-
ing principle for a successful rep-principal long-term 
and flourishing relationship. The rep needs to educate 
on this basis.

In our world, programs take time to develop and 
the expectations of the manufacturer and the custom-
er do not always align. The rep needs to educate the 
manufacturer that the timeline of the customer can 
move and be fluid as engineering changes, prototyp-
ing, pre-production builds and myriad other launch 
conditions can arise. The manufacturer should remain 
engaged, communicative and supportive of the rep. It 
is up to the rep to educate the manufacturer through-
out the process regarding customer needs and how to 
ensure success.

In the ever-evolving relationship 
between manufacturers’ 
representatives and their principals, 
the need to educate one another 
remains vitally important.

Education 
Is a Two‑Way Street
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Support in a timely manner demonstrates to the 
customer that the manufacturer truly wants and de-
sires their business. This means turning quotes in on 
time, meeting critical milestones in timelines and dur-
ing production and meeting schedules and releases as 
set forth by the customer. If these tasks are not execut-
ed properly it will affect the credibility of the rep as 
well as that of the manufacturer or supplier. It will also 
serve to demonstrate to the customer what they can ex-
pect from the level of service and relationship over the 
long haul. The rep needs to educate the manufacturer 
on the importance of hitting commitments.

Manufacturers need to take a vested interest in the 
territory. This means making scheduled and well-
planned territory visits so the customer feels that the 
manufacturer wants to learn about their business and 
products and support the rep and their ongoing ef-
forts. Reps should educate their manufacturers on the 
importance of this face-to-face relationship-building 
best practice. Even in today’s environment this can be 
achieved through virtual meetings.

In order to best market their principals, reps should 
educate the manufacturer on the need to establish cur-
rent relevant print, social media, company presenta-
tions and electronic media. These should be concise, 
informative and convey the core competencies and 
overall capabilities messaging the manufacturer is try-
ing to convey.

In summary, education is a two-way street. While 
we are all used to the manufacturer’s side of the ed-
ucation process, let us not forget about what the rep 
can teach the manufacturer. Listen to each other; both 
sides bring value and work together to create a mutu-
ally beneficial relationship. When worked correctly, 
all parties benefit.
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