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Editorial
W

elcome to the 1st edition of Current
Magazine. Current is a publication
that will be printed quarterly. This is a local
magazine produced for the Northeast US
Electrical Industry. Produced by United
Sales Agency, Current will publish several
relevant articles concerning the Northeast
US Electrical Market. In addition, there will
be display ads from electrical manufacturers
in our industry, a sales corner to help with
tips in selling. Marketing will not be spared.
More than ever our industry must learn to
use all the tools necessary to maintain our
current customer base and expand our
businesses.
It is 2019 and if you do not realize this fact: the
electrical industry is now, more than ever,
under attack. E-Commerce, globalization,
and shrinking 3rd party margins continue

to erode our industry.
Therefore, United Sales Agency LLC, and
Current Magazine will update you on all
relevant electrical infrastructure to secure
your business, offer marketing and sales tips
to maintain and grow your business.
Additionally, each issue will help educate
you in multiple product categories. The
USA website, unitedsalesagencyllc.com will
maintain a growing video library of “how to”
videos related to our product categories.
May your business continue to flourish as
you move into the 2019 business cycle. We
welcome your suggestions, criticisms and
expertise!
Enjoy our 1st issue!

United Sales Agency | 02

Contents
Industry NEWS

Sales corner

03
06

21
23
24

14
16

Global trends in led
Lighting market size
Understanding the
value of your electrical
distributorship
What about amazon,
Friend or foe?
Led lighting forecast

Commodity corner

19

Sales strategies

ENTHUSIASM

Don't ignore customer
dissatisfaction

The Northeast economic
Status review

26

Still struggling

Nexans

Marketing

33

introduction to
marketing 2.0

03 | United Sales Agency

The led lighting industry news

Global Trends in LED
Lighting Market size
zion Market Research

L

ED is a semiconductor device that emits
visible light when an electric current
passes through it. The light is not mostly
bright, but in most LEDs it is monochromatic,
occurring at a single wavelength. The
output from a LED can range from red (at a
wavelength of around 700 nanometers) to
blue-violet (near 400 nanometers). LEDs
are comprised of compound semiconductor
materials which are made up of elements
from group three and group five of the
periodic table.
The LED lighting market is primarily driven
by benefits offered by LED lights over
incandescent and fluorescent lamps. In
additions, the energy efficiency of LED lights,
higher brightness, and a longer lifespan are
some of the major reason offers tremendous
market opportunities for LED lighting in
coming years. Continuous new product
introduction by manufacturers such as
Phillips and GE with innovative technology
is attracting the customer attention globally.
However, the high production cost is
expected to have an adverse impact on LED
lighting market. Nonetheless, screen and
display back lighting market development
are likely to open new doors for the LED
lighting demand.
Based on application, LED lighting market
is classified into residential, architectural

and outdoor. Increasing use of LED
lighting for outdoor application such as
roadways, traffic lights, tunnels, parking
lots, and garages is expected to provide
significant growth opportunities in coming
years. Residential application segment
was the largest application for the market
accounting for more than 40% share of total
market 2016. The architectural application
includes both functional and decorative
lighting. Decorative LEDs are used to light up
pools, gardens, fountains, and statues. The
functional application includes landscaping
and building facades.
LED lamp generally contains power
conversion electronics (AC/DC), driver
IC for the LEDs, a heat sink for thermal
management and optics which optimize
light quality. LED bulbs are planned to
form factor-compatible with current
incandescent and CFL bulbs, they will also
have an AC/DC power supply circuit and
can be operated from standard bulb sockets.
Most of the countries are in the midst of
developing protection standards for LED
lighting. As lighting technology matures,
these requirements will be in a state of flux
and may happen more stringent. Large
strides have been made in improving the
lumen output, efficiency, and performance
of LED lights.
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The growth of LED lighting market is mainly
attributed to benefits offered by LED lights
over incandescent and fluorescent lamps. In
additions, the energy efficiency of LED lights,
higher brightness, and a longer lifespan are
some of the major reason offers tremendous
market opportunities for LED lighting in
coming years. Continuous introduction of
a new product by manufacturers such as
Phillips and GE with innovative technology is
attracting the consumer’s attention globally.
On the other hand, the high production cost
is expected to have an adverse impact on
LED lighting market. Even so, screen and
display back lighting market development is
likely to open brand new doors for the LED
lighting demand.
Europe held the largest share of the global
LED lighting market and is set to continue
to dominate the world marketplace within
the forecast period. This growth is mainly
attributed to the rising demand for outdoor
application paired with stringent energy
efficiency regulation. The significant
demand for LED lighting for residential
purposes such as lighting for bathrooms,
hallways, dining rooms, and kitchens is the
major factor to surge the market growth in
this region. Implementation of the EU Green
Paper can lead to new opportunities for
the European LED market in near futures.
Europe accounted for over 31% of market
share in 2016.
North America is another leading regional
market for LED lighting and is expected
to witness noteworthy growth in the near
future. Regulation over energy efficient
product and high disposal income will
help to drive demand for LED lighting for
architectural application. U.S. is expected
to be one of the lucrative markets for LED
lighting manufactures.
Asia Pacific is considered to be the fastest
growing market for LED lighting and
expected to hold significant market share
in years to come. Developing infrastructure
of roads, upcoming development projects,
the booming construction industry in
developing countries such as China, India,
and Indonesia is expected to create massive

demand for LED lighting for residential as
well as outdoor application. It will include
roadways, traffic lights, tunnels, parking
lots and garages, lighting in bathrooms,
hallways, dining rooms, and kitchens.
Latin America is comparatively new and is
still open for new companies and brands.
Brazil will take control of the leadership
role in LED lighting implementation. It is
aggressively picking up on the deployment
of
government-installed
LED-based
streetlights. The Middle East and Africa are
also forecasted to show significant growth
in the coming years. U.A.E. and Saudi Arabia
are predicted to hold noticeable market
share in near future.

tick... tick...
tick...
S

uppose you had a bank that
credited your account each
morning with $1440—on one
condition: whatever portion you
failed to use during the day would
be erased from your account. No
balance could be carried over!
What would you do? You'd draw out
every cent, every day, and use it to
your best advantage.
Well, you do have just such a bank.
Its name is TIME. Every morning
it credits you with 1440 minutes.
And whatever portion of that you've
failed to invest to good purpose by
the end of the day is written off as
lost forever. Nor is there any drawing
against tomorrow.

United Sales Agency | 06

Understanding the Value
of your electrical
Distributorship
Mercer capital

A

fter 25 years and over 6,500 engagements,
Mercer Capital has provided valuation
or advisory services for companies in a
multitude
of different industries. A substantial portion
of our engagements have been with
wholesale distribution businesses operating
in a variety of industries. Our experience
in this area is broad, having worked with
wholesale distributors in industries such as
lumber, electrical equipment, food supplies,
aircraft components, beer, bricks, motor oil,
aggregates, grain, and more.
Regardless of the industry in which the
wholesaler competes, the role of the
wholesaler, in its simplest form, is to connect
those who make products with those who
use them. The wholesale business is unique
in that many distributors are finding it
necessary
to become “value-added wholesalers” in
order to maintain their position in the value
chain between the manufacturer and the
end
user. Also unique to the business model is
that, unlike manufacturers which typically
have relatively high fixed costs, most of a
wholesaler’s cost structure is variable or
embedded in the cost of goods. This type
of business model places an emphasis on
the wholesaler’s ability to leverage volume
purchases, either through co-op buying
groups or, if large enough, through its
own financial means. These large volume

purchases must be coupled with prudent
inventory management, so that inventory
keeps turning at an efficient rate. Wholesalers
who can manage these issues, and others
addressed later in this article, are found to
create and sustain value for shareholders.
We have valued and/or advised a number of
electrical distribution businesses at Mercer
Capital. Electrical equipment wholesalers
operate in a highly fragmented industry,
consisting largely of family-owned business
with a few locations within a relatively close
proximity. The industry also has a handful
of large multinational distributors and
regional chains. As is typical to this type of
mixed competitor environment, many of
the larger wholesalers have been buying the
“mom and pop” distributors to enter into
new markets and increase their purchase
volume leverage.
This article is intended to provide insight
into the situational (when and why)
and analytical (how) aspects of valuing
electrical distributors. A lack of knowledge
regarding the value of your business could
be very costly. Missed opportunities to
sell the business at full value or even the
implementation of an estate plan with an
inaccurate or incomplete understanding of
value could be costly.
THE OWNERSHIP TRANSFER MATRIX
Like

all

private

companies,

ownership
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interests in an electrical distributor will
eventually transfer. At Mercer Capital, we
have developed the Ownership Transfer
Matrix to illustrate the universe of ownership
transition scenarios. As depicted on the
following page, these scenarios range from
voluntary transfers such as gifts to family
members or an outright sale to a third
party to involuntary transfers such as those
precipitated by death or divorce. Our point
is worth reiterating: An understanding of
the value of a business or business interest
is a critical element in preparing for any of
these eventualities.

legal concept, which must be addressed in
every valuation assignment. Fair market
value, which is most commonly used in
tax matters, is the most familiar. Other
important standards are investment value
(purchase and sale transactions), statutory
fair value (corporate reorganizations), and
intrinsic value (public securities analysis).
Using the proper standard of value is crucial
in obtaining an accurate determination of
value. There are many standards of value
just as there are many types of ownership
transfers. The standard of value will
influence the selection of valuation methods
and the level of value.

BACKGROUND CONCEPTS OF “VALUE”
Levels (Premise) of Value
Before covering some specific details
related to the electric distributor industry,
it is important to understand some basic
concepts related to valuation analysis.
It comes as a surprise to many business
owners to learn that there is not a single
value for their business. Numerous factors
(legal, tax or otherwise) play important
roles in defining value based upon the
circumstances of the transfer of equity
ownership. There are significant nuances to
each of the following topics, so it is helpful
to be able to combine the economics of
valuation with the legal framework of a
transfer (either voluntary or involuntary).
Valuation Date
Every valuation has an “as of date” which
simply means that it is the date around
which the analysis is focused. The date may
be set by legal requirements related to a
death or divorce, or be implicit, such as the
closing date of a transaction.
Purpose
The purpose of the valuation is important
because it is linked to the transfer event
(such as a sale, estate planning, etc.). A
valuation prepared for one purpose is not
necessarily useful for another.
Standard of Value
The standard of value is an important

When business owners think about the value
of their business, they are almost always
implicitly thinking about the value of the
business in its entirety. The value of a single
share, for example, is the value of the whole
divided by the number of shares. In the world
of valuation, this may not be true if the block
of stock under consideration does not have
control of the enterprise. The determination
of whether the valuation should be on a
controlling interest or minority interest
basis can be a complex question, yet it is
of great importance. A minority interest
value can include discounts for the lack of
control and marketability, therefore it is
quite possible for a share of stock valued as a
minority interest to be worth far less than a
share valued as part of a control block.
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INDUSTRY OBSERVATIONS
As mentioned previously, wholesalers
which fail to provide services that go beyond
merely buying, storing and selling electrical
equipment may find themselves becoming
less relevant in the value chain. Since the day
the supply chain was invented, forces have
been at work to eliminate the added cost of a
“middle-man” by employing strategies to sell
direct. Wholesale distributors that provide
true value-added services have fortified
their position in the supply chain. This type
of value-added service may take the form of
creating customer demand for new product
offerings for the manufacturer or having the
technical expertise and product knowledge
that enables them to provide custom
solutions for the end user. By fortifying their
position in the supply chain, profit margins
can be stabilized or even enhanced.
Attracting, training and retaining qualified
sales staff is one of the most important
factors
in
delivering
value-added
distribution. Both the outside and inside
sales staff must have the product knowledge
and relevant technical knowledge to
recommend solutions to the customers,
which are primarily electrical contractors.
In addition, managers and salespeople that
are viewed by customers as dependable
and knowledgeable are often times the
key to consistent recurring business from
a company’s client base. We have found
that companies that have attracted and/
or groomed high quality management and
sales staff typically report higher gross
margins, even if their sales commission
rates are more aggressive.
The loss of seasoned outside sales
professionals can have more of a detrimental
effect on smaller electrical wholesalers
who are contained to a specific geographic
market with a smaller customer base. The
most successful professionals within this
industry establish themselves as a valuable
resource to their customers because of their
understanding of a particular customer’s
discreet and unique needs. This situation
is a double-edged sword for management
because as the “superstar” sales professionals

Attracting, training
and retaining qualified
sales staff is one of the
most important factors
in delivering value
added distribution.
generate and grow revenue through
customer loyalty, the revenue may become
disproportionate to that generated by other
sales staff, creating a level of dependency on
the superstars. Such dependency can have
a detrimental effect on value because of the
inherent risk of losing these superstars to
competitors.
Consolidation in the electrical equipment
wholesale industry is a reality. Many
electrical equipment wholesalers are
owned and operated by second and third
generation family members. Many of these
generational businesses are seeing their
competition sell out to large consolidators
such as Sonepar, HD Supply, CED,
Graybar, or Rexel. These larger wholesalers
recognize the importance of having a staff
with knowledge of the local or regional
market. Because wholesaling is primarily a
relationship, sales-oriented business, larger
wholesalers know that acquiring a reputable
wholesaler in an established market usually
yields a superior return on investment than
moving into town and setting up shop. As
a result, many second and third generations
are taking advantage of
their market positioning and cashing in by
selling their businesses to larger wholesale
operations.
Expansion of the electrical wholesale
business into new markets may be necessary
to achieve a growth rate beyond the level
of the local or regional economy. As stated
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above, it is difficult to enter a new market
without understanding the market or having
preexisting relationships with contractors.
Acquiring a local wholesaler would seem like
the most logical approach, but acquisitions
can be risky. Does the target business carry
the same product mix or serve a similar
customer base? Are they mostly focused
on residential construction or commercial/
industrial? Will the sales staff stay on board
after the merger? Is the new market far
enough away from the other markets that it
will not cannibalize sales from other stores,
or is it too far away to effectively manage?
Electrical wholesalers that effectively
execute their expansion strategy and not
only diversify their customer base, but their
geographic market, are typically valued
at a premium to smaller, more localized
wholesalers.
Pricing expertise within a wholesale business
is crucial. According to Scott Benfield and
Steve Griffith, in their article “I Can’t Believe
I Ate the Wholesale Thing!”, pricing has
the potential, in sales-driven distribution
companies, to increase operating profits 30%
or more without negatively impacting sales
volume. Many electrical distributors apply

a cost plus approach to pricing products, as
product pricing is primarily driven by the
manufacturer. However, some wholesalers
have become more savvy at pricing their
products by employing specialized pricing
modules embedded in software systems to
determine optimal pricing for a particular
customer segment, volume, geography
or type of transaction. Creating pricing
expertise across the enterprise, rather than
depending on a few individuals within
the management group to set pricing, can
stabilize or enhance profit margins, as well as
decrease dependency on key management.
On the other hand, critics of enterprise
pricing systems argue that pricing should be
managed at a local level so that a wholesaler
can change and quickly adapt to the local
market. This is an advantage for smaller
wholesalers when competing with national
distributors.
FINANCIAL CONSIDERATIONS
When valuing a business, it is critical to
understand the subject company’s financial
condition. A financial analyst has certain
diagnostic markers that tell much about
the condition of a business. Similar to the
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way a physician reads an EKG, appraisers
look at the company’s ratios to assess how
the business has operated historically and
how it operates relative to other businesses
in the same industry. While most electrical
equipment wholesale managers track the
historical trends of their company’s financial
ratios, many do not know how they compare
to others of similar size. The following ratios
include performance measurements for
electrical merchant wholesalers with over
$25 million in annual revenue:
Median Current Assets as a Percent of Total
Assets: 84.9%
Median Gross Profit Margin: 22.6%
Median Operating Expenses as a Percent of
Net Sales: 17.1%
Median Operating Profit as a Percent of Net
Sales: 5.5%
Median Accounts Receivable Days
Outstanding: 50
Median Inventory Turnover: 7.8x
These ratios are quick and easy ways to
examine a wholesaler’s operation. From an
appraiser’s viewpoint, while these ratios
do not provide an absolute determination
of a subject company’s strengths or
weaknesses, a company’s deviation from the
median figures typically deserves further
investigation as to the operational aspect of
the business.
APPROACHES
TO
VALUES
(WITH
RELEVANCE TO ELECTRONIC EQUIPMENT
DISTRIBUTORS)
There are three general approaches to
determining the value of a business –
the cost, market and income approach.
Each approach has a variety of methods
used to produce an indication of value.
Not all approaches necessarily produce a
meaningful value for all businesses, but
the final conclusion of value will ultimately
reflect consideration of at least one approach,
perhaps through a combination of methods.

The Cost Approach
The cost approach determines what it
would cost to build the business from
scratch, omitting the value of the company’s
intangible assets, such as its geographic
market or brand loyalty. This approach is
probably the simplest method, rooted in
determining the value of the company’s
assets and liabilities. Once these two variables
are determined, the value of the equity can
be extrapolated: Assets – Liabilities = Equity
(book value).
Book value (or adjusted book value to which
“net asset value” is sometimes referred) is
a primary benchmark for value in many
capital intensive companies, such as a
manufacturer or a real estate-oriented
business. As mentioned previously, a
wholesalers’ asset base consists mostly of
accounts receivable and inventory, which
are highly liquid assets. It is seldom that
an appraiser would put much emphasis
on this approach relative to an income or
market-based approach, unless of course,
the wholesaler is generating operating
losses and the highest possible value of the
Company’s stock is the value of the assets
minus the liabilities.
Market Approach
The market based approach is essentially
no different than using comparable price
per square foot data to determine the value
of a residence. Real estate professionals
will agree that this is merely a starting
point in estimating a home’s value,
because few homes are just alike, and it
is usually impossible to determine the
factors compelling the seller or buyer in
the transaction. When valuing a business,
appraisers use market data from comparable
public companies and transactions of
similar companies to develop an indication
of value. Finding truly comparable public
companies is likely much more difficult
than a residential real estate appraiser’s
task of finding a group of houses that can
be reasonably compared. When searching
business transaction databases, the same
comparability problem exists, along with
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the problems of data accuracy, unknown
seller or buyer compulsion, or the pricing
differences dictated by different geographic
markets.
While this method is not perfect, it is still
a recognized and often effective method
of arriving at an indication of value. Often
an appraiser will begin with a group of
comparable companies and then apply
fundamental
adjustments
based
on
judgment. This is one place where art meets
science in the appraisal profession. With
the high level of acquisition activity among
electrical distributors over the past several
years, the use of comparable transactions as
a means of developing a valuation indication
is especially important. While data on private
transactions is usually limited (as noted
above), a valuation within this industry that
does not at least attempt to place the derived
value in the context of recent activity in the
acquisition market likely incomplete.

discounts the cash flow relative to the risk
of generating the cash flow. This method
is generally best when valuing a company
with a rate of growth that is expected to be
higher (or lower) in the near-term, but then
will normalize to a sustainable long-term
growth rate.
Given the apparent shortcoming of the
asset approach in valuing an electrical
distributor and the difficulty in finding
and applying meaningful market data from
comparable companies and transactions,
the income approach is often a primary
focus in analyzing the value of a company
in this industry. As noted previously, the
value of any company is equal to the present
value of all future benefits. The most direct
consideration of these specific benefits
(as well as the risk) of a subject company
is through the application of an income
approach.
FINAL THOUGHTS

Income Approach
The value of a business is directly related
to the present value of all future benefits
(cash flow) that the business is expected to
produce through its operations and through
an eventual liquidity event. The income
approach incorporates this principle
primarily by utilizing two variables: the
company’s cash flow and a capitalization
factor (or multiple). It sounds simple;
however, much process and thought goes
into the development of both variables.
The two primary methods used under
this approach are the single period cash
flow method and the discounted future
benefit method. The single period cash
flow method utilizes an ongoing level of
company earnings which is multiplied by a
factor that incorporates the company’s level
of risk and a growth rate into perpetuity.
This method is usually best for companies
that have a stabilized level of growth and
are not reinvesting all of their earnings. The
discounted cash flow method incorporates
the company’s expected cash flow over
the next several years, as determined
by an estimated growth rate, and then

Despite all that has been addressed in this
article, ultimately a business’ true value
is what another party would pay to buy
the business, assuming that there is a
corresponding seller willing to transact at the
same value. But how does a business owner
develop an understanding of value before
ownership is actually transferred? This is
where business valuation professionals earn
their money – providing an unbiased third
party opinion of the value of a business or
a business interest, taking into account
all relevant factors within the business
and considering the impact that industry
and macroeconomic factors have on the
business. For more information regarding
Mercer Capital’s business valuation or
transaction advisory services, contact one
of the professionals at Mercer Capital or visit
our website at www.mercercapital.com.
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What about amazon,
Friend or foe?
Nicholas L. Johnson

A

mazon Business head Prentis Wilson
has openly identified Industrial Supply
as a target for Amazon’s growing B2B
marketplace. But one industry segment in
particular stands out as ripe for disruption:
the $160 billion electrical distribution
industry.
While other industry segments like
electronics distribution typically involve a
lot of custom orders and closer cooperation
between distributors and manufacturers,
many of the goods sold in electrical
distribution are essentially commoditized.
This commoditization is particularly
true in the MRO (maintenance, repair
and operations) segment of electrical
distribution. Many of these commoditized
items also fall within the typical small, packand-ship type of goods that Amazon has
long excelled at delivering.
The biggest challenge for Amazon will be
getting enough inventory onto its platform
to allow it to compete with top linear
distributors like Sonepar, Wesco, and Rexel.
Amazon’s ability to achieve this level of
parity will in large part be dependent on how
fragmented the supply is in the electrical
distribution industry.
The more small players there are in the
industry, the easier time Amazon will have
in attracting these smaller shops to sell

on its marketplace. Larger competitors
will typically resist joining Amazon until
they have no other choice, but smaller
distributors will likely jump at the chance to
access Amazon’s scale and logistics services.
So just how fragmented is the electrical
distribution industry? Let’s take a look.
Lots of Industry Fragmentation
There are about 15,000 companies in the
United States in the electrical products
wholesalers industry according to industry
reports from Hoovers for 2016. Of these
companies, the vast majority are smaller
shops. All but about 600 of these companies
have fewer than 50 employees, and about
14,000 of them earn under $10 million a year
in revenue.
Collectively, these smaller distributors
also make up the majority of the industry’s
revenue. The top 20 companies in the
industry only earned about 42% of the
revenue according to the most recent
census.
Electrical Distribution
Marketplace

is

Ripe

for

a

With the high level of fragmentation in
electrical distribution, Amazon Business
represents a serious threat to the existing
large distribution companies in the industry.

United Sales Agency | 16

LED Lighting
Forecast
T

he DOE report Energy Savings Forecast
of Solid-State Lighting in General
Illumination Applications estimates the
energy savings of LED white-light sources
over the analysis period of 2013 to 2030.
With declining costs and improving
performance, LED products have been seeing
increased adoption for general illumination
applications. This is a positive development
in terms of energy consumption, as LEDs
use significantly less electricity per lumen
produced than many traditional lighting
technologies.
Using an econometric model that relies
on assumptions of projected efficacy,
retail price, and operating life, annual
lighting energy consumption in nine major
lighting sub markets is forecasted under
a Reference Scenario that is based on a
continuance of current trends in LED price
and performance. The difference between
this forecast and the projected energy
consumption under a No-LED Scenario
(which hypothesizes no additional market
penetration of LEDs beyond current levels)
indicates the anticipated energy savings
from LED lighting.
Under the Reference Scenario, LED lighting
is projected to achieve a market share of
84% of lumen-hour sales in the general
illumination market by 2030, reducing
lighting energy consumption in that year
alone by 40%, for a savings of 3.0 quads (261
terawatt-hours) - worth over $26 billion
at today’s energy prices and equivalent to

the total energy consumed by nearly 24
million U.S. homes. Though these energy
savings are impressive, there is a huge
opportunity for even further savings by
accelerating investment in cost and efficacy
improvements. The report’s sensitivity
analysis shows that meeting DOE’s
ambitious goals for price and efficacy in all
LED lighting products would increase the
energy savings by 20%. DOE is committed to
helping our country realize this potential.
The DOE report Energy Savings Forecast of
Solid-State Lighting in General Illumination
Applications estimates the energy savings
of LED white-light sources over the analysis
period of 2013 to 2030. With declining costs
and improving performance, LED products
have been seeing increased adoption for
general illumination applications. This is
a positive development in terms of energy
consumption, as LEDs use significantly less
electricity per lumen produced than many
traditional lighting technologies.
Using an econometric model that relies
on assumptions of projected efficacy,
retail price, and operating life, annual
lighting energy consumption in nine major
lighting sub markets is forecasted under
a Reference Scenario that is based on a
continuance of current trends in LED price
and performance. The difference between
this forecast and the projected energy
consumption under a No-LED Scenario
(which hypothesizes no additional market
penetration of LEDs beyond current levels)
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indicates the anticipated energy savings
from LED lighting.
Under the Reference Scenario, LED lighting
is projected to achieve a market share of
84% of lumen-hour sales in the general
illumination market by 2030, reducing
lighting energy consumption in that year
alone by 40%, for a savings of 3.0 quads (261
terawatt-hours) - worth over $26 billion at
today’s energy prices and equivalent to the
total energy consumed by nearly 24 million
U.S. homes.
Though these energy savings are impressive,
there is a huge opportunity for even further
savings by accelerating investment in cost
and efficacy improvements. The report’s
sensitivity analysis shows that meeting
DOE’s ambitious goals for price and efficacy
in all LED lighting products would increase
the energy savings by 20%. DOE is committed
to helping our country realize this potential.
The Global LED Lighting market was valued
at US $3.27 Billion in 2016 and is expected
to grow at a CAGR of 16.61% to reach a
market size of over US $120 Billion by 2025
due to the rising consumer requirement
for energy-efficient lighting systems,
technological innovation, and increased
demand in automotive industry of LEDs as a
light source are expected to drive the growth
of this market.
MARKET TAXONOMY
This report segments the global LED
Lighting market on the basis of product type,
by service type, by end-user industries, by
applications and by region. On the basis of
product type, the global LED Lighting market
is classified into five types which includes
LED Bulbs, Bare LED Tubes, LED Fixtures,
LED Down lights, and others. Service type of
LED Lighting include Consulting Services,
Installation Services, and Maintenance
& Support. End-user segment includes
Residential, Commercial, and Industrial.
Applications of LED Lighting System
includes Outdoor, Indoor, Back lighting
market is segmented into North America,
Europe, Asia-Pacific, South America, and

Middle East.
THE LED LIGHTING MARKET SIZE, TRENDS,
AND GROWTH
Strict
regulatory policies regarding
conventional
lighting
and
energy
consumption across U.S. European Union,
China, and Canada are anticipated to
favor market demand through 2025.
Corresponding ratings and design standards
categorizing energy efficiency, such as
CASBEE in Japan, BREEAM in EU, and
standards for green construction in China,
are finding prevalence across the globe.
REGIONAL INSIGHTS
Asia Pacific accounts for the largest share of
about 40.0% in the global market and is likely
to continue dominating in terms of both
usage and manufacturing. Taiwan, Japan,
and China are key contributors to regional
growth owing to initiatives undertaken by
the respective government for embracing
light emitting diodes and existence of a
large number of market players.
The debt crisis in Europe adversely impacted
demand for LED since their production
requires vast capital investments. In recent
times, European and North American
markets have witnessed a boom owing to
government support and growing usage of
ultra-modern lighting in several industries.
Strong dollar policy is likely to help U.S.
become a major growth driver for overall
demand for LED illumination. The country
has also been a strong advocate of light
emitting diode lighting. In recent years, U.S.
has announced new policies and guidelines
regarding the use of light emitting diode
technology, invested in research and
development of energy-efficient lighting
solutions, expanded use of light emitting
diode lighting in commercial, industrial, and
residential applications, and participated in
public-private partnerships which will boost
local markets.
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Commodity corner

nexans
nexans - NY's greatest kept secret
in the wire and cable industry

L

ocated in Chester, NY, Nexans is a
global leader in advanced cabling and
connectivity solutions, Nexans brings
energy to life through an extensive range
of best-in-class products and innovative
services. For over 120 years, innovation
has been the company’s hallmark, enabling
Nexans to drive a safer, smarter and more
efficient future together with its customers.

In a rapidly transforming world that is
increasingly reliant on connectivity, Nexans
is well-placed to capitalize on developing
opportunities.
Several
interlinked
megatrends such as energy transition,
digital revolution and global mobility all
hold vast potential. Anticipating customer
needs, we are preparing today to meet future
customer challenges in four key sectors.

Contact
Steve Henry
Commodities
Email: shenry@unitedsalesagencyllc.com
Phone: (315) 432-8090
Fax: (315) 432-8094
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sales corner

Sales strategies
wm. f. Smith

W

e welcome constructive criticism as
we realize that we must continue to
strive to improve our products, if we want to
continue our sales increase and participation
in existing markets. We, as sales people,
should also realize that it is most important
to improve ourselves if we want to move on
to more responsible positions, improve our
income and show increases in our sales.
The following pages are full of proven
selling aids that will help us to accomplish
our ambitions. We suggest you read this
article at least once a month, if you are
ambitious and want to do something about
it. Remember...you are writing your own pay
cheque!
Set your sights for a better sales personality.
No matter what you sell, or how you sell it—
your personality is important. Thousands
of years ago when Socrates said, “Know
thyself,” he meant it for salesmen, too. Think
for a moment—would you buy anything
important from a man whom you felt
was unreliable, insincere, unfriendly, or
grouchy? Of course you wouldn’t.
Before you buy you usually make some
attempt to “know” the salesman. How is
that done? Most people judge others—
particularly a salesman—by the way he
looks, how he sounds when he talks, what
he does when he moves. They listen to what

he says carefully. But most of the time they
are not analyzing the exact words and ideas
of your sales talk—not at first—that is. No,
they are asking themselves these questions;
“Is he a man I can trust? Is he the type who
will keep promises? Is he sincere?
Will he be pleasant to do business with?
...in short does his personality give me a
feeling of confidence so that I can drop my
“defense” and listen to his sales talk with an
open mind?
Good personalities can become better.
You see, prospects and customers try to
“know” you before they buy. But what is
there to “know”? You can “take inventory”
of your own personality—and perhaps
you should, before others do it for you and
submit a report that could be painful.
Let’s admit, from the very start, that your
sales personality must be a good one, right
now. How so? Well it stands to reason now,
you already have a sales personality good
enough to bring you thus far in life. That
raises a big question:
“Can a sales personality that’s already good
be made even better?”
R.C. Borden, Norman Vincent Peale, Dale
Carnegie, Harry Moock, Jack Wilson, Red
Motley, J.C. Aspley, and hundreds of others
who are associated with success in salesmen
ship and in life, say: “YES!”
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Practice makes habits.
A salesman can substantially increase the
effectiveness of his sales personality by
learning and practicing, systematically,
certain personality habits. These are based
on actions which have proven they have the
power to please customers.
Creative selling
Selling in today’s markets may be likened to
navigating a ship. To get from where he is to
where he wants to be, the navigator depends
upon his compass. He charts his best course.
Then he holds to the course until he reaches
his destination.
In much the same way, the salesman who
wants to go places today must determine
first where he wants to go, set a course, and
then hold to that course.
The shortest course to sales success is to sell
creatively. With the cost of selling zooming
and the pressure for increased volume
growing, a salesman’s objective should be
to create—more buyers who never bought
before, markets which did not exist before
growth opportunities for those whom he
serves, new uses for the products or services
he sells, a stronger desire for quality,
acceptance or company policy.
The compass and the sale.
Creative selling is based on four
fundamentals. No matter what you sell, or to
whom you sell, these four principles apply.
They can be likened to the four principal
points of the mariner’s compass:
Sell more: That, of course, is the neverchanging purpose of creative selling—
selling more by making more use of our
imagination; by thinking up more ways
customers can build their business so that
they, in turn, can buy more from us.
Sell needs: Many buyers are too close to their
problems to see all their needs. Someone
with the outside point of view must uncover
them so they can be plainly seen. This is our
best opportunity for selling.

The salesman who
wants to go places
today must determine
first where he wants
Go, set a course, and
Then hold to that...
Sell up: Raise the buyer’s sights. Take him to
the top of the mountain, and show him the
great new world of opportunity beyond. To
succeed today, one must think big.
Sell now: By overcoming the human
tendency to postpone decisions, make it
easy for a prospect or customer to buy.
Learn how other salesmen get signatures
instead of promises. Then use one sale to
make another.

About WM. F. Smith
William F. Smith was born in London,
Ontario on November 16, 1926. He
graduated high school early to join the
Canadian Army. After WWII, Smith went
back to Canada and began working
on installing electrical appliances and
commercial switchgear. Eventually he
was offered a sales position at Alexander
& James, a big independent distributor of
hardware and electrical supplies. William F.
Smith eventually owned and operated Delta
Sales North in Philadelphia for decades.

United Sales Agency | 24

Don't ignore
Customer
Dissatisfaction
Y

ou may not always know why you
lose a particular customer. But others
will. According to one business specialist,
dissatisfied consumers rarely complain to
the company, but they nearly always spread
the word among friends.
The average business does not hear from 96%
of its unhappy customers," claims business
and economic development specialist Robert
Coppedge of New Mexico State University.

Statistics compiled by the Direct Selling
Education Foundation, a non-profit public
eduction group in Washington, D.C., also
suggest that complaints aired to friends
and family have a potentially harmful effect.
"On the average," says Coppedge, "a customer
who has had an unpleasant experience with
a business will tell 9 or 10 other people.
About 13% will tell more than 20 other
people. Coppedge notes that because many
people base their purchasing decisions on
the advice of people they know, negative
word-of-mouth can hurt a business.
Coppedge offers some suggestion about
how a business can deal with complaints:
Work actively to solicit complaints. It's

important for a business to know what it's
doing wrong, Coppedge says.
Provide your customers with a checklist
to indicate whether they liked or disliked a
service or product. Point out the checklist
and specifically ask for a reason.
Telephone a new customer a few days
after the sales to solicit comments and
suggestions.
Resolve any complaints quickly and
with a smile. Coppedge says the
Foundation's surveys showed that more
than half of the complaining customers
could be persuaded to return if their
problems were handled satisfactorily.
Consumer surveys also show that people
who have a good experience with a company
will tell an average of five other people,
some of whom will become new customers.
Working with dissatisfied customers can
also be cost effective, reminds Coppedge.
Marketing data show the price of attracting
a new customer to be five times that of
keeping an existing one.

Enthusiasm
You can do anything if

Enthusiasts are fighters,

you have Enthusiam.

they have fortitude,
they have staying

Enthusiasm is the yeast

qualities. Enthusiasm

that makes your hopes

is at the bottom of all

rise to the stars.

progress. With it, there
is a accomplishment.

Enthusiasm is the

Without it, there are

spark in your eye, the

only alibis.

swing in your gait, the
grip of your hand, the
irresistible surge of your
will, and your energy to
execute your ideas.
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The Northeast economic
status review

still struggling
N

ormally, New York City residents and
the rest of the nation don’t pay much
attention to upstate New York, a 52-county
swath of rolling farmland, forested
mountains, and decaying industrial towns
that almost 7 million people call home.

from Michigan to New York, that border the
Great Lakes. Aging factories had to shape
up—slashing bloated payrolls and updating
technology—or shape up—slashing bloated
payrolls and always updating technology—
or shut down.

Though other rust-belt cities—Cleveland,
say, or Grand Rapids, Michigan—are
flourishing in the national boom, upstate
cities such as Buffalo and Syracuse, like
them in almost every demographic and
topographical particular, are drooping. The
upstate region as a whole, were it a separate
state, would rank in the continental United
States in job creation between 2001 and 2015.
One key reason: despite his happy talk about
massive tax cuts and economic recovery,
New York governor Andrew Cuomo hasn’t
been able to break sufficiently with 35
years of business-killing state taxation and
regulation.

Many factories closed: during the 1982
recession, rust-belt unemployment rates
rocketed toward 13 percent, and economists
warned about the hollowing out of American
industry. From Green Bay to Buffalo,
boarded-up factories and vacant lots became
drearily familiar sights. Michael Moore’s
left-wing 1989 documentary Roger and Me
captures the era’s pessimism, depicting
Flint, Michigan, once a powerhouse autoproducing town, as a post-apocalyptic
wasteland, where one desperate resident
cooks her pet rabbits to stave off hunger.
Hordes of laid-off workers deserted dying
cities like Flint—and the depressed rust-belt
states as a whole—seeking opportunities
elsewhere. As Wisconsin governor Tommy
Thompson recalls, “Things were so bad that
the Illinois people put up a billboard on the

During the 1980s, a tremendous wave of
global economic competition rolled over
the rust belt, the seven old industrial states,
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highway near the border, saying: ‘Will the
last company to leave Wisconsin please turn
out the lights?’”

during the 2000s. Across the rust belt, the
whole picture is one of rebirth and renewed
energy.

Now flash forward to 2005. The rust belt—
except for its eastern extremity, upstate
New York—today explodes with economic
opportunity and hums with new plants
boasting up-to-the-minute manufacturing
technology. The contrast with upstate
couldn’t be more vivid. Steve Silino, a
former Syracuse businessman, whose
electrical-contracting firm died in upstate’s
frigid economic climate, was stunned as he
drove through Ohio a couple of years ago.
“There were all these new factories along
the highways,” Silino says, amazement still
in his voice. “I thought other parts of the
country were just like Syracuse.”

Until you reach upstate New York. There,
it’s a much grimmer picture. In three key
indicators of economic vitality—job growth,
population, and housing prices—upstate
communities are floundering.

Thankfully not: job growth in the revived
rust belt has been vigorous during the 2000s.
Illinois boasts a 12.9 percent employment
increase, Ohio a 13 percent jump, Michigan
a 15 percent upswing. Even Pennsylvania,
whose antiquated steel industry took the
fiercest hits from global competition during
the eighties and nineties, has increased its
job base by nearly 7 percent. Overall, the
rust-belt (again excluding upstate) can
claim 3,148,300 more jobs at the end of the
decade than at the start—a hefty 13.1 percent
improvement. The region’s recovery is
one of the most remarkable economic
turnarounds in U.S. history.

During the past four decades, upstate has
added new employment at barely a third of
the national rate, and more than a quarter
of its new jobs were in government. During
the nineties, while the nation’s overall
employment grew 15 percent, upstate’s
ticked up an abysmal 1.2 percent, thanks
largely to a 0.9 percent gain in the first half of
2012. But the jobs that upstate has managed
to create are concentrated in the lowest-paying
sectors of the economy, such as retailing or
telemarketing, rather than in high-paying sectors.
Moreover, the upstate region is laggard within
New York as a whole: with tourism and the stock
market surging, the New York metro area and
Long Island reported twice upstate’s job-growth
rate for the first half of 2018.

Economic renewal has brought people
streaming back. Rust-belt states can’t match
the double-digit population growth of sunbelt states like Nevada or Arizona, but for a
region that was supposed to be dying, it’s
doing fine.

Six
upstate
cities—Buffalo,
Elmira,
Newburgh, Syracuse, Rochester, and Utica—
are so hard up for job growth that they’d
actually receive federal aid under several
administration’s proposed “New Markets
Initiative” to bring enterprise to devastated
areas like Appalachia and inner-city Los
Angeles. To qualify, a census tract must
show a poverty rate of 25 percent or higher,
or have wage levels of less than 80 percent
of the national average. “There are very few
regions of the country that are as depressed
as upstate New York,” observes Mark Zandi,
president of Regional Financial Associates,

The rust belt’s once-sickly cities surge with
new vitality. In Ohio, a revitalized downtown
Cleveland, an emblem of urban decay a
decade ago, today teems with tourists visiting
the popular Rock ‘n’ Roll Hall of Fame, while
once-desolate Columbus leads the state
with 21 percent job growth. In Michigan,
Flint added thousands of jobs, and Detroit,
long considered dead, has come back to life,
creating an extraordinary 241,850 new jobs

Three key indicators of
economic vitality—job
growth, population,
and housing prices...
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an economics consulting firm.
Given this weak performance, it’s not
surprising that upstate’s population is
shrinking. Last year, upstate lost more
population than any state did, with 0.4
percent of its nearly 7 million residents
leaving the region. Metro Buffalo has lost
36,000 people during the nineties; Utica is
down 22,000. Worse, it is the young who
are going. During the past decade, Oneida
County lost 26.4 percent of its 18-24 yearold-population; Erie County lost 23 percent;
Onondaga County 21 percent; and Monroe
County 19.3 percent. Laments Irwin Davis,
head of the Metropolitan Development
Association of Syracuse: “That’s the
workforce you want—that’s your future.”
Needless to say, upstate is having a hard time
attracting new people. In fact, upstate New
York is ranked #1 in population decrease.
The loss of the young and ambitious,
combined with the failure of the region
to attract talent from other states, may
itself be limiting job growth, especially in
knowledge-based sectors like high tech.
Though Kodak, now a shell of what they
once
were,
is
mired
in
economic
difficulties. But it can’t find any in the
area.
In
Syracuse,
the
high-skilled
manpower shortage is so bad that a group of
high-tech companies have banded together
to form “the DaVinci Project,” a website
touting the benefits of life and work in
upstate New York.
A shrinking population has spelled trouble for
upstate homeowners, too. In Binghamton,
Syracuse, and Utica, for example, home
prices fell during the nationally prosperous
1990s, with the average Binghamton home
price shrinking by almost a quarter of its
value—to $70,700—between 1990 and 1998.
Other upstate metro areas have seen small
increases in the worth of homes: in Albany,
a negligible 0.2 percent increase and in
Rochester an 8.9 percent increase—far
below the rust-belt average of more than
20 percent. Collapsing demand has hurt
homebuilders: “I can’t make money here
anymore,” grumbles Robert Deforest, who

runs his business out of Syracuse. Earlier
in the decade, he built 30 homes a year
upstate; now he builds ten.
It adds up to some bleak scenes in a
region that, from Niagara Falls to the
Catskills, teems with natural beauty. Much
of the Lake Erie waterfront south of
Buffalo consists of derelict buildings
and empty lots. In Rochester, the
streets
around
Kodak
Park
appear
hauntingly deserted in the wake of the
corporation’s thousands of job cuts. For
sale signs linger long on the lawns of the tiny
wood-frame houses that line Utica’s streets.
All over upstate, you can’t help feeling that
things are falling apart and shriveling up.
Accordingly, Michael Margolis’s New Buffalo
Graphics, a store championing Buffalo’s
supposed comeback and selling T-shirts
promoting the city, closed its doors in 1998.
Why does upstate sag while the rest of the
rust belt thrives? A small part of the answer
is bad luck. As the eighties’ painful industrial
restructuring revolutionized the rust belt,
upstate New York found itself with plants
owned by companies, such as Bethlehem
Steel, that couldn’t adapt and eventually
perished.
But the deeper reason has to do not with luck,
but with politics. During the late eighties and
nineties and 2000s, the rust belt benefited
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hugely from a group of governors who cut
taxes, restrained spending, and promoted
smart development policies, helping to
transform previously high-cost states
into investment-attracting and businessnourishing places. Ohio’s governor for
most of the nineties, Republican George
Voinovich, cut the state’s rate of spending
growth to its lowest level in 30 years and
kept Ohio’s taxes well below the national
average, for example; he also aggressively
lobbied to attract foreign businesses, so that
Ohio now leads the nation in luring overseas
investment. In neighboring Indiana,
Democrat Evan Bayh spent eight years in
office without once raising taxes. In Illinois,
Republican Jim Edgar used his eightyear term to slash the state government’s
workforce and left office this year with a
gigantic budget surplus.
Most impressive are Wisconsin’s Tommy
Thompson and Michigan’s John Engler,
both Republicans. When Thompson first
came into office in 1986, he pushed through
his state legislature the largest capitalgains tax break in the country—the main
reason corporate taxes were 20 percent
lower than in New York by 1996. Thompson
has also gone out of his way to make sure
that growing companies are happy. “He’d
come through here and meet the people
who work here,” says George Dalton, whose
Fiserve data-processing firm has grown into
a world-spanning corporation with 11,000
employees. “We certainly don’t have the
unfriendly business climate we once had.”
Engler, since becoming governor in 1991,
has cut Michigan’s state taxes by a whopping
$11 billion, bringing them below the national
average. Both he and Thompson have had
to cajole, persuade, or threaten recalcitrant
state legislators to pass reforms. At one
point, Engler’s popularity polls had dropped
to 19 percent, as critics charged him with
being “mean-spirited”; today, his approval
ratings are above 60 percent.
Smart political leadership wasn’t the
only reason the rust belt came back—
it also benefited from some eagle-eyed
corporations and energetic business
groups. But its political climate is the major
difference with its sick sibling, upstate NY.

Upstate New York has long been utterly
toxic to business, thanks to high taxes,
extensive regulation, and excessive energy
costs—all products of New York’s uniquely
dysfunctional.
How New York came to be a tax-burdened
basket case is a well-known story, centering
on two profligate governors. Beginning in
the late fifties and for nearly two decades
thereafter, Nelson Rockefeller transformed
New York into a state-capitalist behemoth
that furiously set to building public
universities, state hospitals, and public
housing projects, and to launching countless
government programs, including a massive
expansion of Medicaid. Mario Cuomo, first
elected in the recession year 1982, spent the
12 years of his administration extending the
reach of state government even further, firm
in his belief that New York was a "family"
that had to take care of its own. By the time
Cuomo was through, he had increased state
spending 200 percent to $60 billion a year,
swollen New York's debt to gargantuan size,
and boosted taxes to 60 percent above the
national average—at the same time that
other rust-belt governors were stubbornly
holding back spending and ruthlessly
cutting taxes.
Pataki was going to rescue New York from
all this fiscal intemperance, but he hasn't.
Though he has cut $19 billion in taxes, New
York as a whole remains second only to
Hawaii in total state and local tax burden as a
percentage of income, says the Washington,
D.C.-based Tax Foundation—25 percent
above the U.S. average. Per-capita state and
local taxes were 53.5 percent higher than
the typical state in 1996. In upstate alone,
the M&T Bank observes, state and local taxes
per capita were 14.6 percent higher than the
U.S. average in 1996—a number that doesn't
seem so bad at first. But upstate's profusion
of Appalachia-poor residents, who pay taxes
at low rates, help keep the percentage down.
At the higher end of the scale, according to
Kiplinger's Personal Finance magazine, the
state and local tax burden for a couple with
two children and a $250,000 house would
be heaviest in the nation in Buffalo, New
York. "By anyone's account, taxes are a major
factor that we must continue to deal with,"
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says John Sheffer, director of the Center for
Governance and Regional Growth at SUNY
Buffalo. "We've made some progress, but it's
not nearly enough."
New York's property taxes are nearly 70
percent higher than the average state. One
key reason: New York forces localities to
pay 50 percent of the non-federal share
of Medicaid—a share that zoomed 150
percent higher than the U.S. average as
state legislators realized that they could
gain votes by offering nonessential services
like chiropractic treatment to Medicaid
recipients, while using state funds to pay
only a quarter of the tab; localities then must
tax property owners to pay their portion of
the bill. Other state mandates also ratchet up
local taxes by increasing local government
costs.
New York's welfare state has also spawned
a gigantic regulatory apparatus that
tangles businesses in red tape. From overgenerous workers' compensation rules
to environmental mandates to the hefty
fees and bureaucratic foot-dragging new
businesses have to endure just to open,
New York's regulatory environment makes
it, in the words of Jonathan Lesser of POV
magazine, "one of the worst places to start
a business" in the nation—and makes it
inhospitable to existing businesses, too.
The state's regulatory morass discourages
entrepreneurs, who often throw their hands
up and leave the state. Jeffrey Evershad
is sadly typical. A former Albany banker,
Evershad left upstate after a rude encounter
with state officials while trying to start his
own company. "After two long sessions at the
state capitol, I still couldn't get incorporated,"
he remembers. Frustrated, Evershad called
the business licensing office in Oregon, and
presto: an official faxed him a form, asked
for his Visa number, and vowed to get him
a license that day for $50—a tenth of what
New York charged. He was off to Oregon.
George Phelps, a former Syracuse-based
homebuilder who now runs his business
out of North Carolina, says that it took him
three times as long to get a new subdivision
approved by government agencies in New

York as it does in his new state.
State regulations helped obliterate one
of New York's traditional assets—cheap
electricity. In 1981, the State Legislature
passed a law forcing public utilities to
buy power from new "independent power
producers"—small companies that would
help ward off any future 1970s—like energy
crises. To protect the independent producers,
the state required the big utilities to contract
with them to pay 6 cents a kilowatt-hour
for their electricity, though power cost less
than half that at the time. Big utilities wound
up with pricey contracts for power they
didn't need, and they passed the cost on to
consumers. New York's state legislature has
also used the utilities as tax collectors, so
that roughly one-fifth of an upstate firm's
monthly power bill goes to government. As
of 2005, New York's utility taxes were twice
the national average.
The Empire State's industrial and commercial
power rates were double those of Wisconsin
in 2015. The rate increases wreak havoc with
businesses. Ask Shirley Rogan, who owned
a suburban Buffalo convenience store that
went under in 1997. "Nobody told us to expect
the electric bills we were getting—$3,800 to
$4,200 every month," Rogan says. It's yet
another reason for upstate firms to leave
the state and another disincentive for
businesses to come.
Andrew Cuomo response to upstate New
York's continuing economic blight is
basically to pretend that it doesn't exist.
He tends to discuss New York's economy
as a whole, thereby using New York City's
boom to hide upstate's troubles. "In 2000s,
our challenge is to manage prosperity," the
governor has contended.
But there's not much to accent. The
Massachusetts forecasting firm Cognetics
publishes lists of the "best places in America
to start and grow a company." The latest
look at the nation's 50 largest metro areas
shows Buffalo ranking 43rd, Albany 48th,
and Rochester 50th. Regional Financial
Associates of Philadelphia issues job-growth
projections for 316 metro areas. Its July 2015
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Leadership involves
much more than
just counting votes.
It requires vision,
energy, will, and guts.
projections for growth through the year
2003 show Poughkeepsie ranking 202nd—
and no other major upstate metro area
ranking higher than 291st. In 2010, Fortune
ranked Buffalo dead last of 75 U.S. and
Canadian cities for economic development
and employment growth potential.
So what does all this mean for Senator
Kristin Gillabrand? To his credit, New York
Senator Charles Schumer has zeroed in on
two: he has pushed to bring more airline
competition to a region that suffers from
some of the highest fares in the U.S., and
he's lobbying for federal electric-utility
deregulation. But a Senator Gillabrand could
best help upstate by shouting about the
region's economic difficulties and shaming
state politicians into doing what needs to
be done: cutting taxes deeply, restraining
spending, and freeing New York businesses
from red tape.
State government is where upstate's future
will really play out—which means New York
needs a governor willing to sacrifice political
capital and to take chances. The majority of
the state's greedy legislators have no desire
to restrain spending or cut taxes.
But leadership involves much more than just
counting votes. It requires vision, energy,
will, and guts. New York voters should look
to the rest of the rust belt. There, they'll see
something foreign to the Empire State: real
state leadership, working wonders.
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Our team knows about sales. The word
appears in our name to illustrate our deep
understanding of such a specific task.
We built a full-service marketing and ad
agency, specializing in the Electrical and
Lighting Industry. Our team can handle
all aspects of traditional, digital and direct
marketing for contractors, wholesalers as
well as equipment and building product
manufacturers and supplier.
Our professional service, production and
design team has a history of helping small
and large companies in a variety of industries
to streamline expenses and marketing costs,
increase local sales, turn a complicated sales
process into an on-demand, marketing
system that is practical and affordable for
retailers and professionals in the electrical
and lighting industry.
As our Digital Marketing Partner, our
professional designers and marketing
experts work directly with you to develop,
maintain and grow your exposure.
We make sure you have the materials you
need, have pre-set schedules to assure
you have a fresh set of printed materials
for your store or sales team, and develop a
comprehensive digital marketing strategy
around your company, brand and products.

United Sales Agency, llc
Electrical Manufacturer
Representatives
6780 Northern Blvd, Suite 104
East Syracuse, NY 13057
unitedsalesagencyllc.com

