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The Subject is Taxing

2012 & Forward
by Steve Grossman, CPMR
GM Partners
IHRA Founding President; MRERF / IPA Board Govenor

by Stanton B. Herzog
Applebaum, Herzog & Associates, P.C.
IHRA Accountant and Financial Consultant

My son sent me an internet commentary on what is probably go-
ing to happen to Barnes and Noble, Best Buy and Sears over 
the next few years. Below are my thoughts.

	 Even though I own a Nook, I think B&N is in trouble long term. It would 
sadden me greatly if the last large book store disappeared from the 
brick and mortar environment. To me, if they are to survive, they need 
to merge/meld with another retailer and share space to cut down their 
overhead. I would do extensive customer research to find the right part-
ner.
	 Sears is a story unto themselves. Along with cleaning up their multi-
layered buying philosophy, they need to find their niche in the market 
place. To me they are neither a department store nor a Wal-Mart. Maybe 
with the internet and all the other brick and mortar competition, they 
missed the bus.
	 Best Buy needs to follow the trail of Apple stores and offer a service 
that is almost priceless. Just like Nordstrom’s, the customer is willing 
to pay more for service. How do you beat the internet pricing and stay 
profitable is the question.
	 As you know if you read my column, one of my major customers has 
chosen to eliminate reps and brokers from supporting them. I have ago-
nized over whether or not to send a letter to one of their top manage-
ment. And as today, probably not. As you know, I believe our function 
as field sales professionals is an important value to our customers and 
here are some of my reasons.
	 • Retailers who choose to keep reps out or minimize them to me have 

We enter the new year surely unsure of the future of taxation 
in the United States.  All of the Bush tax benefits end On De-
cember 31, 2012 unless Congress acts.  It seems that the last 

time Congress acted was for a variety show.  Hopefully I underestimate 
them.     
 		 Of immediate interest is that certain things already have dropped out 
of the tax code unless Congress reinstates them postmortem.  For the 
past several years individuals have had an opportunity to deduct sales 
taxes as an itemized deduction if it exceeded their state income tax pay-
ments (a certainty for states with no income tax); this is out in 2012, as is 
a deduction by teachers of $250 on page one of their returns.  Also gone 
are the page one deduction for education, direct contributions to charity 
from IRAs, and the energy property credits.  We commented in our last 
article about the limitations on depreciation.  Perhaps most importantly, 
the additional credits against Alternative Minimum Tax (AMT) also disap-
pear, which will greatly increase the cost and the number of individuals 
trapped in AMT.   
		 Incidentally there is a hidden tax increase in the payroll tax law that 
was passed just before the end of the year.  The law requires recapture 
of the 2% saving if a taxpayer’s earnings exceed the maximum social 
security amount for the months of January and February (that would 
be $9,175 per month). This would be collected as an additional tax on 
the individual’s 2012 tax return.  How this will be implemented is mind-
boggling; we need to wait and see. 
		 The year 2013 is a watershed year.  Besides the end of all income 
tax benefits of the Bush years, we encounter a new tax to help defray 
the costs of the Health Care law.  It is based upon 3.8% of “investment 
income” for individual returns with Adjusted Gross Income (AGI) exceed-
ing $200,000 and joint returns with AGI in excess of $250,000.  Invest-
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Herzog (continued from page 1)

Stanton B. Herzog, CPA, principal in the firm of Applebaum, Herzog & Associates, P.C., Deerfield, Ill., serves as IHRA’s 
accountant and is a regular contributor to The REPorter. He participates in Expert Access, the program that offers telephone 
consultations to IHRA members.  
	 You can reach Stan Herzog at 847-405-0400 or fax him at 847-405-0405, or e-mail him at sherzog@theahagroup.com.

ment income includes dividends, interest, capital gains, and purchased annuities.  All retirement income is excluded.  The tax is based on the lower 
of investment income or the amount by which AGI exceeds the $200,000/$250,000 figure.  
		 For example, if a married couple had $50,000 of investment income and their AGI was $280,000, they would pay tax of $1,140 (3.8% of $30,000) 
(280-250).  If their AGI was $240,000, they would pay nothing.  There have been emails floating around that residences would be taxed upon sale.  
This is very limitedly true, since capital gains are considered investment income.  But there is a “permanent” exclusion of $500,000 of profit on the 
sale of a qualifying residence before it becomes taxable as a capital gain.  Thus this tax on the sale of a residence, while possible, will be extremely 
rare. 
																																		                                 =================

Each year the IRS adjusts certain tax numbers for inflation and tax law changes. Here are some of the adjusted numbers you’ll need for your 
2012 tax planning: 			 

		 * STANDARD MILEAGE RATE for business driving remains at 55.5¢ a mile. Rate for medical and moving mileage decreases to 23¢ a mile. 	
			  Rate 	for charitable driving remains at 14¢ a mile. 
	 	* SECTION 179 maximum deduction decreases to $139,000, with a phase-out threshold of $560,000.		 
		 * TRANSPORTATION FRINGE BENEFIT limit decreases to $125 f	or vehicle/transit passes and increases to $240 for qualified parking. 
		 * SOCIAL SECURITY taxable wage limit increases to $110,100. Retirees under full retirement age can earn up to $14,640 without losing benefits. 
		 * KIDDIE TAX threshold remains at $1,900 and applies up to age 19 (up to age 24 for full-time students). 
		 * NANNY TAX threshold increases to $1,800. 
		 * HSA CONTRIBUTION limit increases to $3,100 for individuals and to $6,250 for families. An additional $1,000 may be contributed by those 	
			  55 	or older. 
		 * 401(k) maximum salary deferral increases to $17,000 ($22,500 for 50 and older). 
		 * SIMPLE maximum salary deferral remains at $11,500 ($14,000 for 50 and older). 
	 	* IRA contribution limit remains at $5,000 ($6,000 for 50 and older). 
	 	* ESTATE TAX top rate remains at 35%, and the exemption amount increases to $5,120,000. 
	 	* The ANNUAL GIFT TAX EXCLUSION remains at $13,000. 
	 	* ADOPTION TAX CREDIT decreases to $12,650 for adoption of an eligible child.
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chosen to “throw the baby out with the bath water.” Major retailers such as Wal-Mart, Target, Sears, and Finger Hut embarked on this same strat-
egy and all have reverted back to a balance between retailers-suppliers—broker/reps.
	 •	 A professional broker’s or rep’s first loyalty is to their customer base
	 •	 A direct-factory employee’s first loyalty is to that company and opportunity for advancement.
	 •	 No professional rep would ever disrupt the relationship between customer and factory.
	 •	 Reps offer a knowledge of successes and failures in their marketplace
	 •	 There are numerous studies showing that suppliers using brokers and reps on their team are more profitable.
	 •	 Reps continue to get calls for assistance in contacting accounts, but when they are told the account does not allow reps, there is a potential 
loss to all.
	 As I said, the winds are a-changing, probably the only constant. See you next month at the 2012 International Home + Housewares Show.
		  Steve Grossman, CMPR  (Steman4@aol.com) IHRA and MANA Member

WHY BECOME CERTIFIED?

BUILDING A BETTER YOU 

Both the CPMR and CSP designations build a better you. 

CSP

The CSP designation is clearly one of the best investments you can make in yourself. 

Give yourself a competitive edge. Improve your selling skills. Clearly establish your professional credibility. Stand out from the competition. 
Want more?

	 • 86% of Certified Sales Professionals said their professional designation gave them competitive advantage in the marketplace
	 • Almost two-thirds increased their sales by 15% or more in the time since training for Certification
	 • More than two thirds said the CSP designation gave them added prestige in the eyes of customers and prospects 
	 • 72% rank in the top 25% of sales within their respective organizations
	 • 67% (two thirds) have over 10 years of sales experience
	 • More than half earn personal annual incomes over $75,000 per year
	 • A whopping 93% of CSPs recommend becoming a Certified Sales Professional to others

CPMR

CPMR designation gives you, and therefore your firm, added distinction as a well-managed independent representative. After graduating from 
CPMR you will have put your business plan on paper and made progress towards goals established each year in the program. You will know 
which of your current lines are profitable and which are not as profitable. You will have created a network of like-minded individuals who under-
stand what running a rep firm is all about. You will be head and shoulders above your competition.

MRERF 999 S. Monaco Pkwy #200    Denver CO 80224    T 303 463 1801  F 303 379 6024
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Tech Bit 72 - Start Thinking in Five Dimensions

There are the standard four dimensions:  length, width, height, and time, usually represented by x, 
y, z and t.  Add your data and you have five dimensions.
	 Too many computer systems collect data without any additional information.
	 An example is a traditional warehouse management system.  It might collect the quantity on hand, 
derived from quantities received and quantities shipped.
	 When I was a manufacturers’ representative, I was asked to participate in the functional requirements 
specification process for one of our manufacturers.  The groups had decided that using portable bar 
code readers would speed data entry and reduce errors—common reasons to use bar codes.
	 Later they were trying to come up with ways the system might be used to improve warehouse 
productivity.  The roadblock was getting the data they needed.  I suggested they time stamp all the 
receiving and shipping barcode reads.  As the database of start and stop time stamps, along with 
quantity received or shipped, is created, it would be possible to calculate the average times required 
for a given quantity.  That information could be used to better schedule workers, or evaluate worker 
performance.
	 We had actually used time stamped bar code reads in our agency.  As an experiment I had equipped 
a salesman with a Videx Timewand.  It was a credit card sized bar code reader about as thick as 
7 credit cards.  It only had one button and a LED in one corner that served as the reader.  It read relatively simple code 3 of 9 bar codes, 
adding a time stamp to each read.  At the end of the day he would put the reader into a charger which also downloaded the data.  He’d scan 
the customer number on the way into a sales call.  At the end of the call, he’d scan the bar codes representing the manufacturers he had 
presented during the sales call.  In addition to the times started and stopped, we knew the location (the customer’s address from our CRM 
database), and lines presented.
	 Plotting the sales calls for that salesman over a week showed movement a lot like Brownian motion (http://en.wikipedia.org/wiki/Brownian_mo-
tion).  It was a powerful demonstration of the need to better plan your week.  We calculated that salesman could have made approximately 
20% more sales calls by better scheduling of his calls to reduce the amount of driving each week; not to mention lower driving costs.
These two examples show that adding time information to simple data allows additional uses for that data.
	 Now imagine adding time and location information to your data.
	 At the Defrag conference (http://www.defragcon.com), Jeff Jonas from IBM reported that cell phones generate about 600 Billion time stamped, 
geo-location data points per day.  His example use was a department store that could not only figure out where their customers came from, 
but which aisles they walked up and down while shopping.
	 Smart phones add another facet to time stamped, geo-located data collection.  A relatively simple app could be developed that uses the 
phone’s built-in GPS to geo-locate data entered manually or via a bar code (think of all the square QR bar codes that are being used to direct 
smart phones to web sites).  Coupled with the time of entry, or scan, and you have five dimensional data.
	 The question for you is “What can I do with five dimensional data?”

Here’s a continuing 
feature in The REPorter

“Tech Bits”

Gregg Marshall, CPMR, CSP, 
CMC, is a speaker, author and 

consultant. He can be reached by 
e-mail at gmarshall@vendor-tech.

com, or visit his website at 
http://www.vendor-tech.com/
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Bang-KnudsenBang-Knudsen
Representing gourmet

housewares to leading retailers 
in the Pacific Northwest 
for over three decades.
We know the territory.

542 First Ave. So. 
Suite 500

Seattle, WA 98104
206.767.6970

www.bang-knudsen.com
__________________________

Contact:
pbang-knudsen@bang-knudsen.com

Manufacturers: Contact These Performance-Proven, Multiple-Line, Field Sales Professionals 
to learn how they can profitably bring your products and programs to market.

Over 50 years of sales experience in 
Minnesota   •   Wisconsin

North & South Dakota 
with special emphasis on:

TARGET  •  TARGET DOT COM
WAL-MART.COM

PREMIUM & INCENTIVE  •  GROCERY

Mark J. Glotter
612.822.9501

Cell: 612.414.8055 • Fax: 612.822.5539
mark@marketsharesales.com

  Specializing in
   Housewares, Homestore 

&
Giftware Industries

Since 1973 
Representing Vendors in the

Six New England States
&

Upstate New York 
51-13 Morgan Drive, Norwood, MA 02062
781-352-1400 (phone)  781-352-1450 (fax)  

www.northeastgroup.com

Tel: 781-806-5129            Fax: 781-806-5131

Manufacturer’s Representatives specializing in
 Home Décor, Wall Décor, Frames, Bath Décor, Photo 

Storage,  Furniture, Housewares and Gifts

Primary Account Representation            
Kohl’s     Jo-Ann Stores
Illinois     Wisconsin     Ohio

Professional Account Management
                        30 Years Experience

Efficient Account Penetration•	
Quality Customer Service•	
Market Trend Direction•	
Product Development•	
Sales, Inventory & Profitability Analysis•	

www.thebarringtongroup.net
Contact: peake@thebarringtongroup.net

16W273 83rd Street, Suite D
Burr Ridge, Illinois  60527
Phone:  (630) 655-2924

Trusted Business Partners

Representing Housewares, 
Tabletop and Giftware to all 

Major and Independent retailers 
in New England 
and Upstate NY 

for 20 years

Contact: 
sales@pearlmangroup.com

440 Totten Pond Road Suite 100
Waltham, MA 02451
Phone 781-890-0111

& International Trade, Inc. 
5035 Wiles Road

Coconut Creek FL, USA
Phone: (917) 592-5498

Italian Cellphone: +39-335-708-0483
Skype Phone: mavericknyusa 

MaverickNYUSA@aol.com

Since 1986 specializing in the Sales Promotion of 
Housewares (cookware, small appliances) Home 
Complements (bath & kitchen furniture, faucets) 

and Gourmet Foods Sales. 
 

Also assisting manufacturers in the establishment 
of their company in the United States with local 

domicile and all related logistics. 
 

Fluency in English, Italian, French 
Augusto De Feo

AMERICONSULT. INC.
Via Ettore Ponti, 30
20143 Milano, Italy

Cell: +39-345-938-9679
Tel: +39-02-8915-1254

E-Mail: augustodefeo99@gmail.com
Skype: ratata641

AMERICONSULTAMERICONSULT



Page 6

?HOW IS YOUR BUSINESS DOING?
RPMS tracks dollars or units for bookings, orders, 
shipments, or paid commissions. Review those 
values by customer, principal, sales rep, product, 
territory, distributor or combinations. RPMS offers 
the most complete array of standard reports in the 
rep software industry, including fifty-four different 
report setup forms, each with dozens of different sort 
sequences, filter and data value selection criteria. 
All  RPMS reports can be printed, previewed for 
immediate display, or exported for E-mail to 
many different formats, including PDF and Excel. 
If there’s something you don’t see, custom reports 
are available with Crystal Reports or other ‘bolt-on’ 
report writers – or the RPMS staff can write one 
for you.

“I can’t believe how much data we can see with this 
system and all the different ways we can resolve it for 
our principals, customers, or sales reps. RPMS is an 
indispensable tool in our agency.”

Paul Wilhite – Integra Marketing Inc., Norwalk, CA

ARE YOU BEING PAID WHAT YOU 
OUGHT TO BE PAID?
Commission pressure is acceptable – commissions 
unpaid or paid incorrectly will put you out of business. 
RPMS tracks unpaid commissions accurately and 
relentlessly. Generate full and attention-grabbing 
Commission Aging and Late Order reports for your 
manufacturers. Calculate and print (or E-mail) clear 
and understandable commission statements for all 
your sales reps.

“We typically find thousands of commission dollars 
every year because of RPMS – and we’ve been using it 
since 1992.”

George LeCavalier – EMi Marketing, Littleton, CO

IS INPUTTING INFORMATION 
SIMPLE AND FAST IN YOUR 
CURRENT SYSTEM?
RPMS Version 7 data entry forms are fast 
and easy. Field-level ‘locks’ save hundreds of 
keystrokes. Data can be entered from orders, 
acknowledgements, invoices and/or commission 
statements. The optional E-Data wizard even loads 
electronic text or Excel files directly.

“We needed a system for information to analyze our 
business with a minimum amount of data entry. The 
RPMS Edata Feature enables us to upload data we 
receive electronically from many of our factories. Even 
when we have to key data the process is fast and simple. 
When I look at the amount of information versus time 
spent, I am extremely happy.”

Anne Forbes – Forbes, Hever and Wallace, Inc., 
Flower Mound, TX

SOFTWARE ANSWERS FOR REPS

11771 W. 112th St., Ste. 200, Overland Park, KS 66210 • 1-800-776-7435 • www.rpms.com • info@rpms.comPO Box 15298 Lenexa, KS  66285 
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Manufacturers Seeking IHRA Field Sales Professionals

     Ad Rates		      		
1/8 page: $100
1/4 page: $175
3/8 page: $250
1/2 page: $325
3/4 page: $475 
Full page: $675

Reruns of same ad within 12 
months are at 50% discount!

    Ad Dimensions
1/8 page: Vertical, only
	 3 11/16” h  x  2 7/16” w	

1/4 page: Vertical
	 7 1/2” h  x  2 7/16” w		
1/4 page, Horizontal
	 3 11/16” h  x  4 15/16” w

3/8 page: Horizontal only		
	 3 11/16” h  x  7 15/16” w

1/2 page: Vertical
	 7 1/2” h  x  4 15/16” w		
1/2 page: Horizontal
	 3 11/16” h  x  10” w

3/4 page: 7 1/2” h  x  7 15/16” w

Full page: 7 1/2” h  x  10” w

Manufacturers:
Are you looking for

well-qualified,
performance-proven,

field sales professionals?

Instant HOT Lines . . . 
A onetime eMail that
provides immediate information
on your line, only, to reps in
specific territories or
throughout the world

Contact IHRA
800.315.7430
info@ihra.org
www.ihra.org

SHALL 
	        Housewares 
                          International, Inc.

Ground floor opportunity with major manufacturer
of melamine and acrylic tabletop products.

Housewares Show Booth #S1481

SHALL Housewares International, Inc.
1658 W. Orange Grove Avenue

Pomona, CA  91767
Tel:  (858) 675-2000   Fax:  (866) 469-5838

WEB: www.chinashall.com

Person to contact:
Tony Galvin, Director of Sales

Email: tonygalvin1@yahoo.com

Territories Open:  USA, Canada, Mexico

Biokips: Plastic Food Container 
(polypropylene)

Bioglass: Tempered Glass 
Food Container

Plastic Food Container (tritan)

Cutting Board (LDPE)

Seeking Representatives for all 
USA to sell in:

Hyper Market • Specialty Shops
Home Centers • Grocery Stores

TV Shopping Channels
Mail Order • Catalog Sales

Commissions: 5%

Gross Sales: $70,000,000

Years in Business: 41

KOMAX will be exhibiting at 
the 2012 International

Home + Housewares Show
in Chicago, March 10 - 13

Booth S1477-S1478

KOMAX Industrial Co., LTD
10F, Woolim Lions Valley B

Gasandigital1-Ro
168 Geumcheon-Gu
Seoul, South Korea
victor@komax.net

PRODUCTS: Small Appliances, Housewares, 
Cookwares, Electronics, Gift Items, Tools, etc.

BEST BUY IMPORTS
2850 E. 44th Street
Vernon  CA  90058
P. 323.588.7666  •  F. 323.581.4840

Person to Contact:
Ben Makabi, President
eMail: bestbuyimports@hotmail.com
      
TERRITORIES OPEN:  USA, Canada, 
Mexico

CHANNELS CURRENTLY SOLD: Whole-
salers, Retailers; few large accts i.e.: DD’s 
Discount, Ross, National, PCH, Cook Bros 
and Promotional Customers

CHANNELS WANT TO SELL: Supermar-
kets, Department Stores, Grocery Chain 
Stores

Best Buy Imports

Manufacturers:
Are you looking for

well-qualified,
performance-proven,

field sales professionals?

Instant HOT Lines . . . 
A onetime eMail that
provides immediate information
on your line, only, to reps in
specific territories or
throughout the world

Contact IHRA
800.315.7430
info@ihra.org
www.ihra.org
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Manufacturers Seeking IHRA Field Sales Professionals

Manufacturers:
Are you looking for

well-qualified,
performance-proven,

field sales professionals?

Instant HOT Lines . . . 
A onetime eMail that
provides immediate information
on your line, only, to reps in
specific territories or
throughout the world

Contact IHRA
800.315.7430
info@ihra.org
www.ihra.org

PRODUCTS:  High quality water saving, ener-
gy saving, and home weatherization products 
mostly targeting the female shopper selected 
from our line of 500+ conservation products. 
Line consists of 30+ retail ready products with 
more coming soon. See attached which also 
includes a history of the company. (products 
not included in attached are four water saving 
plumbing products coming out June 2012)

Territories Open:  All with the exception of 
MI, OH, IN

Commission Rate:  5 - 7%

AM Conservation Group, Inc.
2301 Charleston Regional Parkway

Charleston, SC  29492
P: 843-971-1414
F: 843-971-1472

www.amconservationgroup.com

Person to Contact:
Katie Webb 

eMail: kwebb@amconservationgroup.com

PRODUCTS:  Bio Plastic Kitchenware: 
Tools, Gadgets, Strainers, Bowls and more 

Bio Chef is a new IHRA Manufacturer 
Memberand will be exhibiting at the 

2012 International Home +
Housewares Show Booth N8061

Territories Open:  All

Commission Rate:  10%

BIO CHEF, LLC
3153 E. Enrose St.
Mesa  AZ  85213
P: 480.275.8490
F: 480.807.0831

http://biochef.com/

Person to Contact:
Jim Bulkley, Owner

eMail: jbulkley@biochefllc.com

PRODUCTS:  Unique Design, Unique Qual-
ity, Innovative Gordon Sinclair drinkware line

Gordon Industries is a new IHRA 
Manufacturer Member

exhibiting at the 2012 International Home 
+ Housewares Show in Booth # N7961

Territories Open:  All

Gordon Industries Ltd
1500 Plaza Ave

New Hyde Park  NY  11040
P: 516.354.4118
F: 516.354.4440

Person to Contact:
Rachel Halpern, President

eMail: rachel@gordoncups.com

Please join us at the following upcoming fair:

International Home 
+ Housewares Show 

McCormick Place - Chicago

10-13 March 2012

Booth # S3356-S3357

SKYPE ID: eric.halberg

Stay connected: Follow us on Facebook: 
http://www.facebook.com/album.php?pr
ofile=1&id=100000831286950#!/profile.

php?id=100000831286950 

Twitter: @Admetior

PRODUCTS:  Box Soup Mixes, Slow Cooker 
Mixes, Spice Rubs ... Gluten Free, No MSG, 
No Trans Fat, No Preservatives, Low in Fat

A new IHRA Manufacturer Member

If Interested, Contact:

my favorite gourmet
22685 Eleanor Court
Kildeer  IL  60047
C: 847.951.1100
P: 847.438.4726
F: 847.550.9113
www.myfavoritegourmet.com

Person to Contact:
Steve Melnick, COO
eMail: steve@myfavoritegourmet.com
 
Territories Open:  All USA, Canada, Mexico

     Ad Rates		      		
1/8 page: $100
1/4 page: $175
3/8 page: $250
1/2 page: $325
3/4 page: $475 
Full page: $675

Reruns of same ad within 12 
months are at 50% discount!

    Ad Dimensions
1/8 page: Vertical, only
	 3 11/16” h  x  2 7/16” w	

1/4 page: Vertical
	 7 1/2” h  x  2 7/16” w		
1/4 page, Horizontal
	 3 11/16” h  x  4 15/16” w

3/8 page: Horizontal only		
	 3 11/16” h  x  7 15/16” w

1/2 page: Vertical
	 7 1/2” h  x  4 15/16” w		
1/2 page: Horizontal
	 3 11/16” h  x  10” w

3/4 page: 7 1/2” h  x  7 15/16” w

Full page: 7 1/2” h  x  10” w
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2012 CALENDAR OF EVENTS

If we are missing any events 
you think should be on our 

calendar, please let us know 
at: info@ihra.org.  

Thank You!

February
5 - 7	
NACDS Regional Chain Conference 
Naples, FL
 
8 - 11	
International Builders’ Show 
Orlando, FL
 
10 - 14	
Ambiente 
Frankfurt, Germany
 
18 - 21	
San Francisco International Gift Fair 
San Francisco, CA
 
27 - 29	
Electronic Retailing Association Great Ideas Sum-
mit 
Miami, FL
 
March
1 - 3	
Hearth, Patio & Barbecue Expo 
Atlanta, GA
 

10 - 13	
International Home + Housewares 
Show 
Chicago, IL
 
17 - 19	
Atlanta Spring Gift, Home Furnishings 
& Holiday Market
Atlanta , GA
 
22 - 25	
Dallas Total Home & Gift Market 
Dallas, TX
 

April
17 - 20	
New York Spring Tabletop Market 
New York, NY
 
20 - 23	
Hong Kong Housewares Fair 
Hong Kong, China
 
20 - 23	
Home Products China Sourcing Fair 
Hong Kong, China
 
21 - 26	
High Point International Home Furnishings Market 
High Point, NC
 

27 - 29	
Kitchen & Bath Industry Show KBIS 
Chicago, IL
 
May
1 - 3	
National Hardware Show/Homewares Show 
Las Vegas, NV 

19 - 23	
ICFF, Surtex, National Stationery Show 
New York, NY 

29 - 31	
Home Products China Sourcing Fair 
Dubai, U.A.E. 

June
1 - 3	
World Tea Expo 
Las Vegas, NV 

1 - 5	
GMDC General Merchandise Marketing Conference 
Orlando, FL 

12 - 14	
Licensing International Expo 
Las Vegas, NV
 
17 - 19	
NASFT Fancy Food Show 
Washington, DC
 
20 - 26	
Dallas Total Home & Gift Market 
Dallas, TX
 
23 - 26	
NACDS Marketplace 
Denver, CO
 
July
9 - 11	
Home Products China Sourcing Fair 
Miami, FL 

11 - 18	
Atlanta International Gift & Home Furnishings Market 
Atlanta, GA
 
19 - 25	
Chicago Market 
Chicago, IL
 
30 - August 3	
Las Vegas Market 
Las Vegas, NV
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The IHRA 

 International Housewares Representatives Association

Home • Housewares • Gourmet • Hardware 
Multiple-Line, Field Sales Professional:

If you’re not a member of IHRA, you owe it to 
yourself to join the organization that is your voice in 
the industry and the manufacturers’ resource for 
finding 

Well-Qualified, Performance-Proven, 
Field Sales Professionals

For complete information about “first-timer” 
membership and an application, contact us at:

847.748.8269 • 800.315.7430
Fax: 847.748.8273

info@ihra.org  •  www.ihra.org

2012 IHRA Board of Directors & Staff

*Immediate Past Chairperson: Mark Glotter, Marketshare Sales, Inc.
*Chairperson: John Grob, J. Grob Associates, Inc.
*Executive Director: Bill Weiner, Weiner Association Management

Directors: 
	 (terms ending end of 2012)
Don Blunt, Blunt Enterprises Inc.
Steve Figman, The Summit Group/Gold Marketing
Eric Halberg, Unique Value Marketing, LLC

	 (terms ending end of 2013)
Chelsea Gorczyca, The Belwether Group, LLC
Steve Grossman, CPMR, GM Partners
*Meghan Peake, CPMR, The Barrington Group

	 (terms ending end of 2014)
Jacob Bang-Knudsen, CPMR, Bang-Knudsen, Inc.
Frank Brady, Brady Marketing Company
John Grob, J. Grob Associates, Inc.
Kent Kulovitz, Kulovitz & Associates, Inc.

*Member of Executive Committee

Past Chairs
	 John M. Clampitt								     
	 Steve Grossman, CPMR			
	 Jay L. Cohen									      
	 Tom Rooney									       
	 Peter Bang-Knudsen
	 Donna Peake
	 Jim Adams
	 James Ayotte
	 David Silberstein
	 Kent Kulovitz
	 Mark Glotter

Staff
Administrative Assistant:				    Stephanie Baron 
Financial Director:  			      			   Myra Weiner

IHRA


