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In the mid-1970s Sam Shine was Vice President 
of Sales and Marketing for a mid-sized connector 
company that was riding a wave of increased 
demand, and had decided to become a major player 
in the market by going public. Pleasing stockholders 
with growth at any cost became the work of the 
day. As automated production processes became 
increasingly inflexible, Sam became increasingly 
frustrated and remembered back to the days 
when his father Ira was in the SERVICE business. 
In those days, no one pumped their own gas or 
checked under their hood or washed their own 
windshield. If you were to be successful, your 
edge, or “differentiator,” between you and the 
station down the road had to be SERVICE. 

Sam was tired of telling customers there were large 
minimum order quantities, long delivery lead times 
that sometimes stretched into months, unexpected 
price increases as gold was deregulated, and 
multiple week deliveries for samples. 

There had to be a better way. 

Sam suggested to his employer at the time that 
there was a market niche for a connector company 
that could provide product and service to little guys 
needing small quantities, and big guys needing 
product fast in production “line down” situations. 
However, when facing a choice between the huge 
volumes and potential profits from big established 
customers, or setting up a business model to 
profitably serve smaller customers, the choice was 
clear, even to Sam. 

But Sam made a different choice. He chose to risk 
it all and bet that the same old-fashioned service 
concept he remembered from his youth would 
work in the electronic connector business. That’s 
when he decided to start SAMTEC. And here is 
the amazing story, so far, about how that service 
concept worked then, and still works, for what is 
now a $300 million privately held company. 

OUR STORY SO FAR
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Before the Beginning (1975)
In August 1975 a decision was made to start a business in the electronics industry. The first official day of business was January 2, 1976. In the four months prior to 
that day, amazing things were accomplished, from organizational meetings to choose a name, to developing a charter and a business plan, to selecting products and 
suppliers, arranging financing and office space, ordering inventory, and developing price lists and catalogs. All of this was accomplished by two driven people who had 
resigned their long-time positions in the corporate world. They were willing to bet it all on a simple formula:

Provide superior customer service, treat Associates with respect, and make them owners and partners in success. 

As simple and obvious as the formula sounds, it was not always easy to achieve. After all, if it was easy, everyone would be doing it!  But SAMTEC stayed true to its 
humble, basic, beginning principles, and the result is a truly amazing success story. This is the story. 
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SERVICE
From the very beginning it was obvious that Customer 
Service would play a pivotal role in the company’s 
culture and success.  Customer Service, quality and 
market value are the essence of the proposed SAMTEC 
charter. 

MARKETING
It was decided at the first organizational meeting that the 
business would be a marketing organization offer-
ing electronic components to the industry at large and 
capable of developing into a full scale O.E.M. supplier

A business name was selected: 

The name was sharp, crisp, easy to remember and spell, 
and allowed for a good distinctive logo style. 

The first few copies of catalog #176, a meager 16 pages, 
were received and mailed to prospective representatives 
and customers at the end of December 1976. The other 
promotional materials consisted of a price list and com-
petitor cross reference.

“SAMTEC Charter”
Purpose
A Sales-Marketing Organization engaged in Na-
tion-Wide Marketing of Electro-Mechanical, Elec-
tronic Components with emphasis on those prod-
ucts known best by the principals, and in a way and 
degree superior to the norm within the industry!

Marketing

SAMTEC will seek out those items, areas, prod-
ucts, and approaches which are overlooked, un-
derexploited, done poorly, or just not done at all.

Establish a corporate name known for offering 
good products/sources with extra value/service to 
the broadest customer base.

The intent is to promote the “name-to-the-prod-
uct” and vice versa in such a manner that new 
and/or different products can be added in the fu-
ture and with an assured degree of recognition 
and market acceptance. Products are to be con-
centrated around established standard “commod-
ity” type items, i.e., that which “everyone uses 
some, and some use a lot” or products with a po-
tentially large customer base though low quantity 
per sale.

Initial Focus

SAMTEC’s initial market thrust must be in the ar-
eas of offering better service, value, or availability 
of product and in the most favorable light in a po-
tential customer’s eyes, i.e., a new organization 
presents a unique opportunity to go the furthest the 
fastest! No preconceptions of any kind in anyone’s 
mind. The only reputation existing is that which you 
create... don’t mess it up! Leave all options open to 
move quickly into areas and opportunities without 
having to go back and re-do everything.
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PRODUCT
The rationale, goals and objectives for SAMTEC’s initial 
product mix were:

• Must show a “decent” breadth of standard product.

• Must be familiar to SAMTEC and to customers SAMTEC 
knows best.

• Must not require excessive assembly/labor or inventory 
dollar tie-up, i.e., how to do/look the best/most with 
the least people, time, effort, and dollars.

• Good, known, multiple vendors required.

• Reasonable profit and/or low overhead edge advan-
tages must be built into, or inherent in, the product.

• Cataloged content must provide access to customers’ 
volume business and natural expansion of product line 
as warranted.

• Assembly of standard components should provide 
extra “value-added” dollars plus the implied benefit of 
being sourced from the “manufacturer.”

• Multiple uses of components can double the size 
of the product line and allow inventory flexibility 
with basic stock components.

• Stress higher profit items we could do better than 
the competition! 

• Avoid confrontation on volume/highly competitive items!

SAMTEC
Sales And Manufacture (of)

Technical Electronic Components
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Organizational Meeting 

First employee

First Promotional Materials Received

FINANCIALS
Union Bank of New Albany authorized a credit line of 
$100,000 with Sam putting up 10,000 shares of Robin-
son-Nugent (R-N) stock as collateral. The budget for the 
first year was:

Office Overhead $25,000

Catalog $10,000

Advertising, Promotion $20,000

Inventory, Materials $30,000

Contingency $15,000

TOTAL  $100,000

Letters soliciting buyers for Sam’s R-N stock were mailed 
in an attempt to convert the bank loan to a cash basis. 
Before the first official day of business, SAMTEC 
ended 1975 with $20,000 in bank debt.

Decision
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OPERATIONS
Once a decision was made to start the business,  
two rooms were rented in the rear of Hiller’s  
Insurance Agency at 2652 Charlestown Road in New 
Albany, Indiana. Desks and chairs were rented and a phone 
installed.  An organizational meeting was held in the first few 
weeks. The basic business charter, goals, financial plans, 
product mix, and a pre-business plan were developed  
and formalized.

Suppliers were contacted, forms printed, RFQs sent out, 
and supplies ordered. A complete supplier search was 
made so components and tooling could be ordered. Initial 
stocks of inventory and components were arriving with 
limited space to store them. Tooling and assembly meth-
ods were being worked out on a daily basis. And all of this 
was before the first order was ever received.

A goal for the first year was to achieve a $500,000 
annual run rate by selling half to currently known and 
identified users, and the balance to the industry at large 
through promotional efforts. The estimated total market 
for the products to be offered was $75 to $100 million.

PEOPLE
At the end of the year there were two employees: 
founders Sam Shine and Betty Neafus. Betty handled 
the purchasing, shipping/receiving, and the bulk of the 
administrative duties while Sam handled the engineer-
ing, drafting, assembly, and Q.C./Inspection. Accounting, 
sales, and everything else in the SAMTEC world were 
shared by the founders. Credit also goes to Rucker Todd 
of the Louisville law firm of Brown, Todd & Heyburn for 
his encouragement and support. His analysis was the last 
final key in making the decision to “take a run at it.”

>  Service foundation
>  Treat people with respect
>  Associates as Owners
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In The Beginning (1976 – 1980)
The first years of SAMTEC’s story are much like any new business: the excitement and stress of facing the unknown with too few people trying to do too much with 
not enough resources. All of the classic problems that cause many businesses to fail in their first few years were encountered: unreliable suppliers, undercapitalization, 
quality issues, and perhaps most importantly, the personnel and management challenges requiring the very delicate transition from an entrepreneurial enterprise, where 
the owners are preoccupied with the day-to-day work of the business, to a company positioned to grow to its potential. 

SAMTEC successfully dealt with all of these issues, and in fact, thrived during its first few years in business.
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First order(s)

First sales trip

KEL Series Crisis

First assembly employee

Decision to build

First sales representatives hired

First distributor order

Profitable after 6 months,  
Sam gets a salary

Incorporated

Mill-Max comes on  
board as a supplier 

First major supplier/cash crisis First Full Page Ad
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New building occupied 
810 Progress Blvd., New Albany

First catalog, 16 pages
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SERVICE
From the beginning, SAMTEC recognized they had to dif-
ferentiate themselves from competitors. The principals’ 
personal involvement with every customer on every order 
helped identify what customers most appreciated:

• Quick delivery of samples 

• Quick delivery of catalogs

• Consistent follow-through on all shipments

• Phone “Expediting Crew” to follow up on samples and 
catalog orders

SAMTEC quickly developed two service principles: “We 
care about your order as much as you do,” and “SAMTEC 
always has time for customers.” As the business grew, 
personal involvement with each customer by the own-
ers was less, but SAMTEC still provided more personal 
service than the competition. This personal attention to 
detail can be seen in the earliest media advertising and 
throughout much of the advertising in the company’s his-
tory. In the beginning, it was “old-fashioned customer 
service” which quickly became known as SAMTEC  
“Sudden Service.”

PRODUCT
The majority of SAMTEC’s initial sales came from 
sockets and adaptors made with precision Swiss 
screw machined components. A key supplier, U.P. 
Inc., from Switzerland had become increasingly vital, 
but abruptly changed its payment terms to accept only 
Swiss Francs and not US dollars. This change significantly 
increased product cost which led to the first major sup-
plier crisis, resulting in a cash crunch. Fortunately, U.P. 
was flexible with their payment terms. In the latter 
part of 1977, Roger Bahnik of Mill-Max found SAMTEC. 
Mill-Max became an excellent domestic supplier and  
allowed SAMTEC to become multi-sourced and multi-
tooled on most key component parts.

Two other product lines became important to SAMTEC 
during this period. In 1978, large blanket orders for CP 
Series hand-soldered cable plugs from Digital Equipment 
Company provided a measure of stability for the company. 
The other key product was the KEL Series: a high-quality, 
low cost DIP socket which was imported from Japan. 

The  second product crisis was worse than the first. The 
KEL Series line had grown to substantial sales when the 
supplier served notice that the initial contract was expir-
ing and prices would be raised two to three times in fu-
ture dealings. After much scrambling, a viable domestic 
supplier was located, but a decision was made to de-
emphasize this type of product in favor of the proprietary 
“strip” product. To this day, strip style products remain 
a large and important part of the SAMTEC product 
line. During this time the SS Series, a top 10 seller for 
years to come, was introduced, as well as IC and ICO  
Series machined DIP sockets.

MARKETING
Approximately one-half of the initial start-up funds 
in 1976 were spent on advertising, and SAMTEC 
continues to spend heavily in advertising. At the 
time, the money spent on advertising was particularly bur-
densome when very limited funds had to cover everything 
in the new business start-up with no money coming in. 
However, a professional catalog, with its intensive mer-
chandising, proved to be a key ingredient to a quick, suc-
cessful start-up.

During the first days of 1976 a temporary crew was hired 
to mail out the first 10,000 catalogs to a carefully selected 
prospective customer list. Representative letters, distribu-
tor policy packages, and sample kits were developed and 
sent within the first three months of business.

During the first few years, numerous “short form” cat-
alogs were produced and mailed with each result-
ing in a sales spike. The most important short form 
catalog was one designed around the best, most unique 
product line called the “Snap Strip,” Swiss screw ma-
chined sockets or terminals arranged in a single row (strip) 
rather than in a traditional Dual In Line (DIP) arrangement.  
This catalog was successful in generating a great number 
of responses and helped promote a unique SAMTEC prod-
uct with no equal.

While the catalogs and mailings promoted the products, a 
modest advertising campaign of one-eighth page 
ads promoted the SAMTEC “edge” of good old-fash-
ioned personal service. Within two years, the ads in-
creased in size to a full page showing Sam dressed as a 
country store proprietor focusing on the service niche that 
SAMTEC had created.

By the end of the fifth year in business, SAMTEC had mixed 
results with its reps and distributors. Some did a great job, 
while in other markets some had been replaced numerous 
times without success. Still, the outside sales force con-
sisted of 13 representatives, 25 authorized distribu-
tors, and an export firm handling international sales. 



Total Shipments (In Dollars)

$500,000

$1,000,000

$1,500,000

$2,000,000

$2,500,000

$3,000,000

$3,500,000

$4,000,000

$4,500,000

1976 1977 1978 1979 1980 1981
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>  “Old fashioned” service
>  Human Resources formalized 
>  Tight financial management

Double building size (warehouse)

Gold Cost Crisis
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Tokeim... biggest order  
to date $350,000

The “Socket Strip” niche

Quality Crisis

Million dollar backlog!

First pension plan contribution Building # 2 heated for assembly; 
Double  administrative/sales area

International beginning

Formalized 
sales channels 
development/
training begins

Space crunch again

 1976 1977 1978  1979 1980 1981

People crisis;
More cash crisis

First backlog/
blanket orders

PEOPLE
The first year ended with a total of six Associates. Espe-
cially in the early years, the professional help and expertise 
of outside marketing, management, and financial advisors 
were critical to the company’s success. Special mention 
should be given to Walter Tookey of K-T Associates, Chi-
cago, for his help and expertise in getting SAMTEC the right 
start. K-T Associates also served as the advertising agency 
for Robinson-Nugent, a much larger local connector com-
pany, who eventually forced Walter to give up the SAMTEC 
advertising account for competitive reasons. But by then it 
was too late – SAMTEC was already on its way!

In mid-1978 a different type of crisis hit SAMTEC’s fast 
growing business. Five out of 17 people left the company 
around the same time for a variety of reasons. It was obvi-
ous that personnel and management practices had not kept 
pace with the rest of the business. This “shock” resulted in 
seeking out the professional services of Martin Baumann 
from the I.U.S. School of Business. Baumann’s relationship 
with SAMTEC was an event that forever changed, shaped, 
and improved personnel practices for all associates then, 
as well as for future Associates. An on-going manage-
ment training program was initiated combined with a 
total employee benefit program with bonus and pen-
sion plans second to none in the entire community and 
industry. Cash bonuses were awarded to Associates for 
the first time in 1977, SAMTEC’s first profitable year.

It was also during this time that SAMTEC instituted a 
company sponsored retirement program. Such a gener-
ous program was unheard of at the time, especially for 
a small company. This is one example of how SAMTEC 
takes care of its Associates, and is one reason why the 
company to this day has a very low turn-over rate.
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OPERATIONS
The two rooms in the rear of Hiller’s had expanded to four 
by March of 1976 as assembly Associates were hired and 
production cranked into high gear. Shipments were $7,278 
for three months! By the end of 1976,  six Associates 
shipped over $50,000 per month and the last available 
room at Hiller’s was rented. As the first year came to a 
close, SAMTEC was pinched for space, and Sam and Betty 
decided to build their own building. SAMTEC contracted a 
1.6 acre lot in the New Albany Industrial Park for $19,000. 
A new “turn-key” building of 3,750 square feet was 
constructed for $73,000 with room for expansion.

Over three hectic weekdays and one weekend, SAMTEC 
moved into its new facility at 810 Progress Boulevard 
in the New Albany Industrial Park in March 1977. After 
working in the previously cramped quarters, the space 
in the new facility seemed like heaven. That feeling was 
short-lived and a year later a commitment was made to 
double the size of the building. By the end of 1980 it was 
necessary to think about building again. Since the building 
and parking lots now filled most of the original 1.6 acres, 
Sam purchased an additional 1.3 adjoining acres for future 
expansion at a cost of $24,000.

FINANCIALS
Sam’s Robinson-Nugent stock was sold and proceeds 
used to eliminate $70,000 in bank debt in April 1976. June 
of 1976 showed SAMTEC’s first monthly profit to be 
around $200. From that point forward, SAMTEC has re-
mained profitable to this day. Being debt free has been 
a key to SAMTEC’s success. It allowed the company 
to devote more resources to Associate development, new 
product research and development, and marketing tools, 
among others. It also allowed management to be aggres-
sive in their strategic planning. Based on the June 1976 
performance, a salary of $100 per week was authorized 
for Sam.

The first year ended with shipments of $280,000. 
Just as importantly, SAMTEC achieved a consistent run 
rate of over $50,000 per month, thus exceeding the original 
business plan goal of $500,000 per year. The second year 
shipments more than doubled to $746,000. And by the 
end of 1980, SAMTEC shipments totaled $4,302,000 
– 576% growth in five years.

Rapid growth, however, often comes with a price, and one of 
the biggest was the “double tax bite” that occurred at the 
fiscal year close on August 31, 1978. Final figures showed 
that the company had performed even better than anticipat-
ed. As a result, taxes struck for the first time. After its first 
year, taxes were not only owed on those profits, but esti-
mated taxes had to be paid based on projected future profits. 
Budgeting, scrimping, collecting receivables, and devoting all 
cash flow possible helped reduce this debt along with a cus-
tom manual inventory control system that eventually reduced 
inventory by $100,000 while shipments doubled.

One of the key survival factors through the first years’ cri-
sis was the expert, professional financial advice and plan-
ning of accountants Monroe Shine and Co., CPAs. Since 
the beginning days of 1975, J. Robert Shine, Managing 
Partner, and Carol Jenkins, Accountant, counseled and 
guided the company around and through many pitfalls that 
usually eliminate 90% of new businesses in their first two 
years. Good financial management is a key to busi-
ness success, and SAMTEC would have never made it 
without Monroe Shine and its staff.
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Off And Running (1981 – 1985)
Management began to formulate a five-year plan at the beginning of 1981 to consider potential opportunities and problems. Prevailing industry studies forecasted a likely 
tripling of growth in electronic connector use for the next five years. Considering this forecast, if SAMTEC performance was just “industry normal,” sales could rise to  
$15 million by 1986. On the other hand, if the previous years’ “better-than-average” performance was maintained, sales could reach $25 million.  Or, the early ‘80s market 
downturn could drag on making the current $5 million annual sales level very difficult to maintain.

SAMTEC ended 1985 with sales of $15.9 million, down slightly from the year before, although shipments grew slightly that year. Over the five year period a staggering 
growth rate was achieved, but all the growth occurred over a very short period of time during 1983 and 1984. It didn’t occur, however, without its challenges, including 
how to strategically maintain those sales levels with the economic conditions and also grow for future years.

SERVICE
Industry observers could not believe such staggering 
growth (doubling sales in less than a one year period) 
could be achieved successfully without a significant tar-
nish on SAMTEC’s increasing reputation as the ser-
vice leader in the connector industry.

As the work load increased, serious delivery problems de-
veloped for the first time in SAMTEC’s history, particularly 
in the labor-intensive CP product line. Associates working 
overtime became common practice. Rather than drasti-
cally increasing in-house capacity in view of the uncertain 
economic future, a decision was made to sub-contract 
the overflow to address immediate needs. The decision to 
use Outside Contractors became one of SAMTEC’s 
best known “secrets,” long before it became standard 
practice in the industry, and expansion of the idea was in-
creased dramatically. The concept quickly caught up past 
due deliveries and gave the company increased flexibility 
to respond immediately to a volatile electronics industry 
without the need to increase overhead or automation. The 
lack of this flexibility and capacity turned out to be the 
death-knell for many competitors when the next industry 
slump occurred.

PRODUCT
In 1982, Digital Equipment Corporation (DEC) was the 
world’s largest manufacturer of mini-computers and ac-
counted for about 15% of SAMTEC sales. A serious “short-
ing” problem arose in the cable products shipped to DEC 
which caused rejects of $85,000. Almost simultaneously, 
the SAMTEC product was designed out of DEC computers. 
Even with the loss of the DEC business, sales increased by 
22% as the “Snap-Strip” product line continued to grow.

A New Product Engineering Department was estab-
lished to design and tool new products to broaden and 
enhance the product offering. The first of these products 
came to market in January 1983. Some products were 
immediate successes: the TSW and SSW Series .025” 
square post headers and socket strips and low profile SL 
and BBL screw machined strips. Others, like the unique 
IDC cable product line, yielded a slower start, but 20 years 
later, remain strong products.

MARKETING
In early 1982, a Marketing Department was organized 
to separate marketing functions from the sales efforts. 
Marketing handled advertising, new product conception 
and development, strategy and planning, catalogs and 
mailings. Media advertising achieved mixed results be-
cause SAMTEC used several ad agencies. Old friend Wal-
ter Tookey was brought back on board in late 1985. Took-
ey’s agency captured the spirit of SAMTEC in a refreshing 
campaign which evolved the “Sudden Service” theme to 
“A Different Breed Of Cat.” Meanwhile, catalogs, mailings, 
and other collateral advertising grew stronger than ever. A 
Full Line Catalog #181 was conceptualized and developed 
by a local advertising agency. This was  Burch Associates’ 
first SAMTEC project and they continue to be a key mar-
keting partner today. Numerous short-form catalogs were 
produced focusing on strip and new products in addition to 
the new “Full Line” catalogs produced bi-annually. By the 
end of 1985, Catalog #186 was released with 72 pages 
- the biggest and most expensive catalog to date. SAMTEC 
began attending all major trade shows in 1985, debuting at 
Chicago’s Midcon with a novel display.

Decision to build... again

First five-year plan

Formal Rep/Disty  
training programs 
begin

Building #3 complete 
(15,000 ft total)

First Outside 
Contractors hired

First formal 
departments 
established

Computer comes on-line;  
memory upgraded to 64K

John Shine works as a  
summer marketing intern 
and production Associate

SAMTEC up 22%  
in a down market

New Products Department 
established

Formal QC Department  
established

Personnel Department 
established

First Financial 
Manager hired

Growth rate 
explodes to 55%

1st million 
dollar month

SF-82 Short Form Catalog,  
the prototype for today’s catalog

DEC quality issues;  
lose 15% of sales

IBM System 34  
computer purchased
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Total Shipments (In Dollars)

$5,000,000

$6,000,000

$8,000,000

$7,000,000

$9,000,000

$10,000,000

$11,000,000

$12,000,000

$13,000,000

$14,000,000

$15,000,000

$16,000,000

$17,000,000

$18,000,000

1980 1981 1982 1983 1984 1985 1986

>  “Sudden Service”
>  Outside Contracting
>  Facilities and infrastructure shored up
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OPERATIONS
Although the last building addition was only two years old, 
space was once again getting tight at the beginning of 
1981. Building 3 and a second parking lot were con-
tracted in early 1981. This addition consisted of 7,500 
square feet on two floors for a total facility area of 15,000 
square feet, which doubled the current facility size. By 
July, the building was complete for the Inventory, Quality 
Control, Shipping, Receiving, and Warehousing Depart-
ments to move in. Building 1 was carpeted and furnished 
for office and administrative staff which had grown to 17 
people. At the same time, separate departments, manag-
ers, and staff were established and formalized for Sales, 
Administration, Engineering, Purchasing, Accounting, and 
Inventory Control.

An IBM System 34 computer, printer, and one terminal 
were installed in the new Data Processing area with two 
additional terminals for the Sales area. Although it was a 
year late coming on-line, the computer investment began to 
contribute efficiencies, but it already needed a memory up-
grade from 27K to 64K, at a cost of $10,000.  

By late 1983, the space crunch hit again, and a new 
30,000 square foot addition was planned and com-
pleted by September 1984. Production increases, 
sometimes approaching 100% in a single year, were 
largely achieved by expanding the Outside Contractor or-
ganization and capacity. At times, Outside Contractors 
handled 60% or more of the direct labor require-
ments at a lower cost than could be achieved internally.  
Contractors also gave SAMTEC the added flexibility to 
quickly respond to customer needs and changes, i.e., in-
dustry quick starts and stops.

In 1985, the adjacent building was purchased for a sepa-
rate electro-plating operation known as “Platen-Place.” 
A used strip plating line was installed, and total depen-
dence on outside suppliers for this quality critical and ex-
pensive component of the product was reduced and even-
tually eliminated. Also in 1985, a European facility was 
selected in the Cumbernauld region of Scotland to use as 
a base to grow the new and increasingly important Euro-
pean market.

PEOPLE
As the number of Associates continued to grow, special-
ized departments and responsibilities were established to 
include a separate Marketing, New Product Engineering, 
Production Engineering, Quality Control, Electronic Data 
Processing (EDP), and Personnel Departments. Several 
management programs were established and formalized, 
including job ratings, management evaluation, long and 
short term planning and goal setting. The growth goal 
was set at 15% to 25% per year - a growth rate that 
created opportunities and potential for personal growth 
and advancement for the current Associates, but not so big 
as to become unmanageable. It also allowed the growth 
to be financed from earnings.

Toward the end of this period, the five-year planning pro-
cess was moved from an exercise done solely by the Prin-
cipals to include Department Managers as well. Formal 
long-range planning meetings were held annually, and de-
cisions such as vertical and horizontal integration, the new 
plating operation, automation, the Scottish facility, and 
others resulted from these meetings.

By the end of 1985, SAMTEC had 98 Associates, and 
all but one was located in New Albany, Indiana. This 
demographic was about to change dramatically. 

FINANCIALS
This period of time was marked by explosive growth for 
four years combined with a flat year. Shipments more than 
tripled from $4.3 million in 1980 to $14.1 million in 1985. 
1985 saw the slowest growth year in the company’s histo-
ry, yet shipment growth was slightly positive, as were prof-
its. This success was achieved in contrast to virtually all 
competitors who registered substantial losses, as well as 
lay-offs in a very poor industry and economy. For SAMTEC, 
increased sales, service and advertising efforts made the 
difference when most others cut back in the same areas. 
This willingness to invest in advertising and market-
ing programs when the market is down, became a 
constant in SAMTEC’s corporate sales and market-
ing strategy. In spite of the poor industry, SAMTEC man-
agement was optimistic and set a $20 million sales goal 
for 1986 - exactly a 25% increase over 1985.

An independent financial consultant advised that SAMTEC’s 
growth could not be sustained by profits. Therefore, an em-
phasis was placed on the art of good money management 
to maintain the company’s position of not acquiring debt to 
finance necessary growth.

1st million 
dollar month

First formal  
Management  
Planning Meeting

Plans to build 
again begin

Four PCs purchased

New IBM System 36 
doubles computer capacity

30,000 sq. ft. 
addition complete

Sales double in one 
year to $16 million

Work begins on 
next five-year plan

International Sales 
now direct

Flood of ’85

CAD system purchased for 
Engineering Department

Platen-Place purchased

First trade show
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SERVICE
The “Sudden Service” strategy worked well in the slow 
times because customers did not have inventory, and 
most competitors’ deliveries were still not that good. As 
the electronics market recovered in 1987, “Sudden Ser-
vice” worked even better as competitor deliveries 
stretched out even further. Because of Sudden Service, 
SAMTEC often found that it was not necessary to 
compete on price. And “Sudden Service” worked just as 
well in Europe, Canada, and the Far East as it did in the 
USA. As initially conceived, SAMTEC Sudden Service, and 
everything it implied, made SAMTEC’s past a success and 
paved the way for future success.

By 1988, however, it became increasingly difficult to main-
tain historical service levels while sales and shipments sky-
rocketed. John Shine was hired to set up a plant in Sacra-
mento, and additional Associates were added in New 
Albany. Even with the added capacity, 1989 deliveries on 
small quantities of common products had slipped to seven 
days or more. While this was still fast by industry standards, 
it was considered a blemish on SAMTEC’s “Sudden Ser-
vice” reputation. At that point, a combined Marketing/Op-
erations effort known as 1-2-3 was initiated with an imple-
mentation target date of September 1, 1989.

It was the most expensive service effort to date - over  
$2 million in advertising, promotional materials, inventory 
build-up, and manufacturing infrastructure. While sales 
results from the effort were disappointing, a new bench-
mark in service had been established, and not matched, 
by any competitor since.

PRODUCT
New product tooling and design introductions were grow-
ing and becoming more significant every year. By 1987 
nearly 40% of sales were for products that were three to 
four years old. Sales of stamped products like TSW/SSW 
and even the IDC category were strong. Any product with 
lower profile, closer pin spacing, or higher density found a 
ready market in the world of constantly shrinking electron-
ics. SAMTEC steadily tooled up .025” square post line 
extensions which made up almost 50% of sales and 
which continued to grow in importance.

The DIP socket “price wars” culminated in a new price list 
and a one-and-a-half year effort to help slow the loss of 
this business. Fortunately, the square post business more 
than replaced the declining growth in screw machine 
products. The product sales swing highlighted how swiftly 
technology was changing. While the company experi-
enced many new product introductions, it was still unable 
to find and tool the elusive “big thing” that would differen-
tiate SAMTEC, broaden its product line, and be the square 
post product of the next decade. In 1990, the “Space 
Wars” sales kit was introduced to promote the .050” (half 
pitch) socket and terminal strip product line. SAMTEC 
hoped that micro products would be the next hot 
product line.

MARKETING
Two critical marketing events occurred in 1986. First,  
despite the ongoing slump in the electronics industry,  
SAMTEC continued to increase advertising spending as 
most competitors cut back. Second, a new ad campaign 
introduced  the SAMTEC tiger  (“Tessie”) to gain great-
er visibility and credibility. Over time, Tessie communicated 
the theme, “Sudden Service makes SAMTEC a Differ-
ent Breed of Cat,” and eventually, she replaced the image 
of Sam to communicate SAMTEC’s service edge. A tiger 
was selected as the company symbol because it repre-
sented quickness and strength and because the company 
colors were orange and black.

It was during these years that the typical buyer response 
migrated from “Who are you?” to “Hey, how are you?” A 
first-class, high quality reputation in the industry is a price-
less asset, and SAMTEC spent many years and millions of 
dollars to get it. When the market finally accelerated, 
SAMTEC was in a much better position to take advantage 
and cash in.

An aggressive advertising program in Europe was initiated 
to grow international sales. Generic ads were produced in 
these markets due to concerns that Tessie the Tiger might 
be unsophisticated for European and Asian sales chan-
nels, and “A Different Breed of Cat” would not translate. 
However, as the strength of this image became increas-
ingly predominant and SAMTEC’s future was obviously 
headed toward international sales, the “tiger” ads were 
adapted for use in these markets. Now, over 20 years 
later, Tessie is recognized by all, perhaps even more so in 
international markets than in the United States.

By 1986, international sales accounted for roughly 
15% of sales, and aggressive plans were put in 
place to develop an Asia-Pacific office. The Singapore 
sales office opened in January 1989.

The first professional corporate, new product, and training 
videos were also introduced in 1989.

New Frontiers (1986 – 1990)
In 1986 the electronics industry remained in the dumps with poor, or worse, results reported by most all sectors and competitors. Three major factors accounted for 
SAMTEC’s growth in another tough market: 1) international sales grew significantly, 2) increased advertising and promotion with a new campaign as competitors cut 
back, and last and best, 3) the maturing of the Management Team as Associates gained experience and pulled together to “make it happen.”
These years were marked by sales growth and global expansion. Manufacturing facilities were established in two strategic areas: in Scotland to support the growing 
European business, and in California to support the increasingly important Silicon Valley, which accounted for 20% of shipments. Sales and customer service offices were 
also established in Singapore to support the growing Asia-Pacific market.
Shipments more than doubled from 1985 to 1990, despite various and unique challenges the company faced during this period.

Industry recession continues

Recession ads pay off

Automation equipment 
company purchased

California manufacturing 
planned

Far East sales 
offices planned

International becomes important

Scotland Facility comes on-line

40% of sales in 
“New Products”

50% of sales in 
square post products

5,600 customers (none 
more than 2% of sales)

First “Preferred Vendor” status

Space crunch again
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Total Shipments (In Dollars)

$15,000,000

$17,500,000

$22,500,000

$20,000,000

$25,000,000

$27,500,000

$30,000,000

$32,500,000

$35,000,000

$37,500,000

$38,000,000

$40,500,000

19861985 1987 1988 1989 1990 1991

> “A Different Breed of Cat”
>  Sudden Service brand/image becomes established
>  In-house plating takes off
>  Scotland and Sacramento manufacturing sites

>>>

nineteen ninetynineteen eighty-nine
 1986 1987 1988  1989 1990 1991

FINANCIALS
This period started in a slump and ended in a slump, but the 
business grew dramatically in between. While 1985 ended 
with slightly more than $14 million in shipments, SAMTEC 
ended 1990 with over $35 million in shipments.

In most key areas, 1986 improved modestly over 1985. The 
most dramatic sales growth – 30% – came in 1987. This 
was the year when “magic” marks were hit... a $20 million 
year and $100 million total shipments since the start-up in 
1976. Looking back, it took eight years to break the $10 
million mark, but only four more years to break $20 million.

The 30% growth rate held true again in 1988, and produc-
tion was ramped up accordingly. The annual bonus dis-
tribution reached the $1 million threshold in 1988 
for the first time. 

Although the electronics market was predicted to slow in 
1989, SAMTEC projected sales of $35 million, with inter-
national sales still strong. Sales growth began to slow in 
1989, but remained respectable with an 11% increase to 
$33 million. Five years of steady growth also led to steadi-
ly increasing expenses. Expenses in 1989 included $2 mil-
lion in equipment and tooling, over a million dollars each 
for SAMTEC West and the new computer system, and  
$2 million for the 1-2-3 promotion and inventory build-up.

By 1990, SAMTEC was shipping more, but making less, 
and the business cycle was continuing to slow. Change 
was looming ...

OPERATIONS
Manufacturing operations also changed significantly during 
this period. New plastic molding and stamping suppliers 
were developed. “Platen-Place” was successful, and barrel 
plating came on-line in 1986 in addition to the original strip 
line. Automation, on the other hand, continued to be a 
mixed bag. Significant losses were incurred when a supplier 
couldn’t deliver on its promises. Then, new “jogger” tech-
nology made a significant, positive impact on production.

During 1986, production was reorganized into an “Express 
Line” for faster deliveries and customer service, and 
a “Sudden Service” line for long runs and standard 
deliveries.

SAMTEC Electronics, Ltd., the Scottish facility quickly 
achieved a break-even point in 1986. But by the spring of 
1988 the New Albany facility was completely out of 
space, yet again. Additionally, the company had grown 
so large that it was in danger of losing the “people touch” 
and atmosphere so critical to the SAMTEC management 
style. SAMTEC West was established in Sacramento, 
California and the plant began shipping product by March 
1989. Late shipments were reduced to 10% of their previ-
ous levels. SAMTEC West was growing quickly when 
plans abruptly halted in 1990 as the industry began to 
slump again.

Meanwhile, the jogger assembly plates and presses proved 
that automation could be implemented without losing 
the service edge. Die-Tech, the primary automation 
equipment builder at that time, was purchased to gain the 
capacity needed for New Albany, as well as for tooling up 
Sacramento and Scotland. 

MIS (Management Information Systems formerly known 
as EDP) increased to 36 terminals throughout all depart-
ments. The company became totally computerized and 
computer dependent. Everyone dreaded hearing the 
words “the system is down.” Still, computer capabilities 
continued to grow. Two new IBM AS 400 computer sys-
tems were purchased in 1988. However, significant prob-
lems occurred, and new software had to be implemented 
ultimately costing over $1 million in hardware, software, 
consultation, training, and education.

PEOPLE
From less than 100 people and only one outside of New 
Albany in 1985, SAMTEC grew to 249 Associates by 
1990. Over 10% of those Associates were in Scot-
land and Singapore. SAMTEC’s rapid growth required 
more experienced management personnel who were 
hired during this period.

Associate planning meetings culminated in ACT II:  
ATTITUDE, COMMITMENT, and TEAMWORK, and was the 
plan of attack to reinforce and continue the CUSTOMER 
SERVICE/SUDDEN SERVICE philosophy on which SAMTEC’s 
success was built. 

New programs, many of which were personnel related, 
were initiated during this period. Service training and  
information sessions were held to instill in new  
Associates, and remind Senior Associates, of the SAMTEC 
service philosophy. 

During the mid-1990s, a four-day work week was experi-
mented with, but as soon as it went company-wide, cus-
tomer service was adversely affected and the program 
was cancelled. The Co-op Program was initiated to iden-
tify and ultimately hire future Associates.

First Singapore office comes on-line

Statistical Process 
Control introduced

First “TSW Machine”

New IBM AS 400 
computers

SAMTEC West 
comes on-line

New Scotland plant; 
First European Rep Conference

Corporate and training 
videos introduced

Desktop Publishing 
increases flexibility

Platen-Place to 
three shifts

Co-op Program started

800 Toll Free  
number introduced
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Space Wars – micro 
pitch products start 
to take off
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SERVICE
The marketing and operations infrastructure investments 
made in the past years paid off as the industry slump 
came to an end in 1992 and sales climbed. Even with 
sales doubling during this five year period, SAMTEC 
continued to supply superior customer service in 
the United States.

Service did, however, become a problem in the interna-
tional facilities. The cost of replicating the New Albany 
manufacturing operations, combined with the imprecise 
science of predicting which products would be purchased 
in these markets, caused service to falter. Ultimately, as 
the focus continued to be on service and cost efficiency, 
the inefficient international manufacturing operations 
in Scotland were eliminated, and those products were 
manufactured in the United States and shipped directly 
to customers. 

While the focus of the first half of the decade was on 
product development and international expansion, the ser-
vice roots were never forgotten. Partly due to the service 
infrastructure, partly because customer service is part of 
its very makeup, SAMTEC continued to be the industry 
service leader through good times and bad. In 1996, SAM-
TEC was ranked Number 1 for Customer Service in the 
Bishop Report Survey of the Electronic Connector Industry 
- quite an accomplishment for a company that had just 
barely achieved $100 million in sales. The Bishop Survey 
measures key indicators such as lead times, on-time de-
livery, flexibility, shipping samples, customer service staff, 
and others, and the top 40 suppliers are rated on those 
attributes. Even more impressive, in 1995, when the com-
pany’s small size didn’t allow it to be listed in the Bishop 
survey, SAMTEC achieved the Number 2 rating due to a 
write-in campaign by its appreciative customers.

PRODUCT
With the continuing recession in the electronics industry, it 
became increasingly apparent that to survive, the product 
line had to be refocused. During the late 1980s SAMTEC 
struggled to consistently identify and release for sale new 
products. SAMTEC was also still searching for the next big 
product. It seems obvious in hindsight, but the decision was 
made to claim ownership of the micro centerline, low 
profile, and surface mount interconnect niche. 

In the early 90s, micro was anything less than .100” 
pitch and SAMTEC did not offer products smaller than 
.050” pitch. One of the new .050” pitch products became  
that elusive “big product.” The TFM/SFM Series, introduced 
in 1990, continues to be a top 10 seller for SAMTEC to  
this day.

Many valuable lessons were learned in these days:

• A blatant copy of a competitor’s product will rarely be 
successful without a feature or service differentiator

• Time to market is critical to success in a fast moving 
and fast changing industry

In the late 1980s SAMTEC struggled to find the niches with 
which it could differentiate itself, and at the same time, 
refocus its product line. In the early 1990s SAMTEC began 
positioning itself as a leader in surface mount (SMT) 
and micro products. The learning curve was steep, but 
successes such as SFM, TFM, PLCC, FTSH, TMM, and 
SMM, as well as the SMT Handbook and dedicated SMT 
catalogs encouraged SAMTEC to continue pursuing the 
uncharted territory of these niches.

In addition, the customer service differentiator lost some of 
its edge because of industry excess-capacity. SAMTEC’s 
slogan was changed from “Sudden Service” to “Sudden 
Solutions” to communicate that the right product, or so-
lution, was the ultimate service, especially if it could be 
delivered quickly.

The concept of Sell-Design-Build was born as a model 
for SAMTEC’s product development 
cycle. The philosophy is to expose 
customers to a new product’s de-
velopment early, then incorporate 
their feedback into the process 
while the design is still fluid. Other 
benefits include a quicker jump on 
next product iterations, real time 

customer input, and print position earlier in the design cy-
cle. This is the essence of a market-driven company and the 
opposite of an engineering or manufacturing driven com-
pany. And this is one of the basic reasons for SAMTEC’s 
continuing success.

MARKETING
What was this new thing called “product?!”

For 15 years, SAMTEC had run orange ads with old-fash-
ioned proprietors to represent old-fashioned service, or 
more recently, tigers, to represent the “Sudden Service” 
that made SAMTEC “A Different Breed of Cat.” If prod-
ucts were shown in the ads, they were in the background.  
Now, SAMTEC was going to bet the business on an  
unproven product niche.

How was this to be done? First was a complete retooling 
of the advertising with ads that exchanged the traditional 
orange background with a bright rainbow of colors, and 
replaced tigers and proprietors with oversized photos of 
very small connectors. This was an in-your-face approach 
with almost irreverent graphics, but always giving cues to 
the products being sold. The headline stated “Say Good-
bye to the Old Wave,” telling customers that SAMTEC 
not only had interconnect solutions that would eliminate 
old “wave” soldering technology, but implying that cus-
tomers should say “hello” to the new SAMTEC that would 
supply service plus product leadership in what it hoped 
would be the wave of the future in interconnects. The ad 
headline was so strong that it became the rallying cry for 
the first of many national, and ultimately international, 
sales rep meetings in years to come.

At the same time, surface mount handbooks, training vid-
eos, traveling seminars, short form catalogs, sample kits, 
and every possible variation of the theme were used to 
position the company as the leader in this coming new 
technology. Today, SMT is an old and trusted technology, 
and micro has lived on, and was one of the best marketing 
bets that SAMTEC ever made.

Meanwhile, as SAMTEC focused on gaining international 
market share, the first Corporate Profile was produced in 
early 1992 to quickly orient the sales channels and cus-
tomers in these markets, particularly the Asian markets 
where SAMTEC was still a virtual unknown. In mid 1995, 
a new thing called the internet was starting to become 
commercially viable, and www.samtec.com was regis-
tered. The question of the day was, “Will the internet ever 
be used as an advertising medium?”

When Service Isn’t Enough (1991 – 1995)
The new decade began very much like the last one ended: sales growth continued to decline, expenses continued to increase, profits were sagging, and Sam had to 
continue to refocus attention. The market was depressed, and for the first time Sudden Service became less of an edge because of excess industry capacity.

As Sam and Betty began to work toward a full retirement, senior management struggled against a recessionary backdrop. Activities shifted from an external customer 
focus to an internal problem-solving focus. Inventory and overhead growth, poor product development, slow time-to-market, international facility mismanagement, over-
reliance on suppliers and quality issues were challenges that needed a quick resolution, and ultimately required the complete overhaul of the top management team.

After two years, though, the economy improved and the challenges were met. The “Sudden Service” theme was changed to “Sudden Solutions” to reflect the mes-
sage that “SAMTEC provides a broad range of interconnect solutions,” as the new SMT/Micro niche was aggressively developed.

Industry recession continues

First Corporate Profile

Ownership change

SFM/TFM sales 
take off

First national Rep Conference

Core Values
published for the first time

Catalog changed to 
Sudden Solution Guide

PRODUCT DESIGN 
MODEL
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$40,000,000

$50,000,000

$70,000,000

$60,000,000

$80,000,000
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$100,000,000

$110,000,000
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FINANCIALS
SAMTEC experienced single digit sales growth in 1991, 
and a false start in 1992 that caused a bit of “premature 
exuberance.” The costly and painful lessons contributed to 
a significant drop in Gross Profit in the early 1990s. Sales 
growth began to return to traditional levels in 1993 and 
1994. Based on the strength of the sales growth from 1993 
to 1995 SAMTEC managed to more than double its sales 
to nearly $88 million at the end of this five year period.  
Despite the initial setbacks, SAMTEC was also able 
to weather the financial drains of this period because 
of its commitment to frugal financial management. 

In the midst of all of this change, another major change 
occurred in 1992 when John Shine began the process of 
assuming ownership of the company and the next genera-
tion of management assumed leadership. This Leveraged 
Buy Out (LBO) once again strapped the company for cash 
and required close attention to cash flow management. 

OPERATIONS
The time of the early 90s was one of excess capacity in 
a down market, combined with increasing pressure from 
customers to meet tighter and tighter quality standards. 

At the beginning of the decade, the buzz-words were 6-
Sigma Quality, Statistical Process Control, and the Mal-
colm Baldridge Quality Award, for which the company 
was striving to achieve. The foundation of SAMTEC’s qual-
ity system became ISO 9000, and the company became 
ISO 9001 registered in 1994.

Costs from Outside Contractors had gotten out of control 
during this period and a bidding system was put into place 
as an attempt fix the problem. Ultimately, costs were 
brought back into line by eliminating the bidding system 
and dictating the price SAMTEC was willing to pay, in or-
der to maintain it’s own competitiveness and profitability.

During this period, the value of proper materials manage-
ment controls and the coordination of information be-
tween departments became critical to profitability. Sales, 
Purchasing, Engineering, and Manufacturing all had to 
be in sync, and vendors needed to be developed to keep 
pace as SAMTEC grew to be a world-class manufacturer. 
The Product Center concept was developed during this 
period to be able to achieve one to three day deliveries 
on most common products.

In June of 1991, SAMTEC Asia-Pacific was incorporated 
in Singapore, and a 4,000 square foot facility was opened 
at a cost of nearly $300,000. In addition to equipment 
moved from the California facility, Associates temporarily 
transferred to Singapore to get the facility up and running 
quickly.

PEOPLE
1992 brought the first publication of SAMTEC’s Core Val-
ues which sought to summarize the principles that made 
SAMTEC successful in its first 15 years and would drive 
its success in the next 15.

The tough economy proved tough on SAMTEC people, and 
the over-capacity of two fully staffed and well-equipped 
U.S. manufacturing facilities became questionable. Al-
though an economically sound decision, the impact of clos-
ing SAMTEC West and moving the operations to the Far 
East was painful for all involved. 

The most important lesson learned during the difficult 
years was in 1993 when, despite a 10% growth in sales, 
there was a 21% growth in Associates, and the resulting 
negative effect on profits. This lesson is now monitored 
every month as one of the critical Corporate Goals that 
measures Overhead Growth compared to Sales Growth. 

www.samtec.com registered

“SAMTEC CORE VALUES”
Profit: We are in business to make a profit. The fu-
ture depends on building from earnings.

Service: We exist only because of customers who 
place a high value on our product and service. We 
are successful because we provide a premier level of 
service and customer satisfaction.

Quality: We strive for exceptional quality in all that 
we do. We outperform the industry to bring a higher 
level of total quality to the product and entire busi-
ness transaction.

Niche: We are a niche company in that we only se-
lect and target the products, services and markets in 
which we can excel beyond the competition.

International: The industry is one world market. For 
the activities and strategies that impact customers 
internationally, we operate from a global perspec-
tive. For areas that require a region-specific ap-
proach, the responsibility lies with the particular 
division to maximize success.

People: We seek bright, motivated, energetic Asso-
ciates. A commitment to developing each Associate 
to their potential and a pay-for-performance system 
are the key ingredients to carry out our mission.

SMT Labs established

Bishop Report 
write-in “winner”

>  SMT/Micro niche product focus
>  Product Centers: 1 to 3 day deliveries
>  Top management overhaul
>  LBO - cash flow management critical again
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SERVICE
By mid-decade, sales were picking up throughout the in-
dustry and service was no longer a commodity. Ser-
vice had now become a hard-to-find “product,” and 
SAMTEC had built its business on service. Fortunately, the 
manufacturing capacity and systems were in place to re-
spond to the sudden market need for service, but the defi-
nition of service was changing as well.

The accelerated effort to bring Sudden Service to the rest of 
the world started in 1996. The electronics business, always 
international in nature, was increasingly becoming a busi-
ness where “a player” required a significant international 
presence. With service as the differentiator, this became 
even more critical.

SAMTEC’s three worldwide sales offices became four in 
1996 when SAMTEC Europe was established in Germany. 
By the year 2000, offices were opened in France, Italy, 
Japan, China, Taiwan, and Hong Kong, bringing the total 
number of SAMTEC locations to 10 worldwide.

Sudden Service was formally defined during this period 
as having three components:

• Delivery

• Samples

• Information

Information was always an important part of SAMTEC’s 
service philosophy from superior catalogs and technical 
literature, to answering the phone “in two rings,” to quickly 
being able to speak to the right person. But the nature of 
information delivery changed quickly with the SAMTEC 
web site introduction in 1995 as an integral part of the Sud-
den Service “product” offering. “Sudden Information” with 
real time, customer-specific information delivered 24 hours 
a day, seven days a week, forever changed how quickly 
customer information could be delivered. Innovations in-
troduced on SAMTEC’s web site included Personal Service 
Centers and Personal Design Centers, product searches, 
on-line sample ordering, an interactive catalog, and per-
sonal call-back links for immediate personal interface with 
a Customer Service Associate.

SAMTEC set the standard for customer service by win-
ning the Bishop Report Survey for the first time in 1996. 
SAMTEC raised the bar by continuing to win it five con-
secutive times by the end of the decade.

PRODUCT
Extending the surface mount and micro pitch lines was the 
product development strategy of the early 90s. The micro 
board-to-board product line was rounded out to address 
a wide variety of applications and price points, with Tiger 
EyeTM contacts for high-end, Tiger ClawTM contacts for low 
profile and pass–through, Tiger BuyTM contacts for rugged 
and basic, and Tiger BeamTM contacts for low cost applica-
tions. By 1998, the focus niches were ultra fine pitch, ultra 
high density, ultra low profile, one-piece interfaces, mini-
power, micro card-to-board, and micro off-board. By the 
next year, these had been refined to high speed, micro, 
power, and high density. This time period saw the intro-
duction of sub .050” pitch strip products, micro pitch arrays, 
one-piece interfaces, micro edge-card sockets, and power 
interfaces; a proliferation of different contacts to meet any 
possible need, and most importantly, the introduction of the 
Q-Strip® family of high speed products in 1999. 

By late 1997, SAMTEC was getting back to its original 
Sudden Service theme. With the product line growing, 
SAMTEC claimed the product niche “Board Interfaces” 
as its own. The Full Line catalog was renamed “Board  
Interface Guide” in 1998.

MARKETING
Service was SAMTEC’s “product” for the first 15 years 
and promoted as such. After five years of intense product 
development and promotion, the market was changing 
again, and it was time to revise the marketing mes-
sage back to the company’s service roots. But what 
about those hard-fought and expensive years developing 
the product line? SAMTEC became a company that now 
had a line of cutting-edge, micro pitch (“cool”) products, 
while being the undisputed service leader in the industry 
(they were “fast”). In hindsight, it seemed obvious; the 
“Way Cool! Way Fast!” ad campaign debuted in trade 
journals worldwide. It once again raised the standard for 
successful ad campaigns and ran for several years with 
only minor tweaks to the content and layout.

Meanwhile, the sales goal of 50% international by 
2000 was fast approaching. To achieve the goal, the 
concept of “The Great 8” was developed. The Great 8  
consisted of the eight non-U.S. countries, 
plus the U.S., representing 90% of all con-
nector sales. The sales mantra for those 
markets became: 

•  Customer choice 

•  Market pricing 

•  SAMTEC presence 

In those critical markets, exclusive distribution contracts 
were terminated, SAMTEC sales offices were established, 
dedicated Customer Service Reps assigned, and custom-
ers were given a choice of distributors.

The plan was working with the company growing 60% to 
70% each year internationally and 15% in North America. 
And in spite of distributors’ fears, when the plan was 
implemented, everybody’s sales grew. Rising tides float 
all boats, and it happened every time.

By the end of 2000, international sales were 34% of total 
sales, and the 50% goal was soon to be achieved in the 
next decade. 

Hit the Accelerator (1996 – 2000)
It was the best of times, and it just kept getting better. 

The lessons of the first half of the decade were well applied. Business was booming. SAMTEC was becoming known as a quality supplier of a wide variety of niche 
board-to-board interfaces and not just a supplier of commodity headers and sockets. In spite of deliveries stretching out due to the internet/telecom boom late in the 
decade, SAMTEC continued to set the pace for customer service by winning the important Bishop Survey of Customers every year.

Through unparalleled and nearly unmanageable growth, and a change in ownership to a second generation, the corporate culture crafted by Sam and Betty was not 
only maintained, but continually enhanced, evolved and documented, and at the end of the day, adopted by over a 1,000 Associates worldwide. 

Not a bad decade’s work.

Catalog name changed
to “Board Interface Guide”

Way Cool! Way Fast! ad campaign

 SAMTEC Europe established

Service Principles 
formalized

SALES MANTRA

Samtec
Presence

Market
Pricing

Customer
Choice
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FINANCIALS
From 1996 to 1999, an average 15% growth rate was 
challenging, but manageable, and nearly doubled ship-
ments from $88 million to $158 million. In 2000, it was 
insane. Shipments jumped 39%, from $158 million to 
$220 million. 

SAMTEC instituted its first “Windfall Bonus,” based on 
extraordinary company profits, in 1999. This was in addi-
tion to SAMTEC’s regular semi-annual bonus program, 
which was at an all-time high. SAMTEC also initiated  
“Tiger Shares” to give Associates greater ownership of 
their company. 

Like the well-oiled machine that it had become,  
SAMTEC hummed along. With the internet and tele-
com boom in full swing, the orders just kept coming. 
And like everyone else, in spite of the obvious “irratio-
nal exuberance” in the market, SAMTEC continued to 
ramp up in every area. Unlike everyone else, however,  
SAMTEC had been a “savvy saver” for the past 25 years.

OPERATIONS
Not only was there a new balance between product and 
service offerings, this period saw sales and opera-
tions getting in sync like never before. This collabora-
tive effort, with everyone now on the same page, made a 
huge difference in implementing Sudden Service globally. 

SAMTEC’s worldwide sales and manufacturing facilities 
were not just growing in physical presence in the Great 
8 countries, but with expanded capabilities as well. Real-
time responsiveness to customers in local languages and 
currencies became a reality. SAMTEC became ISO 9001 
certified and work began to achieve QS 9000 certification. 
During this time SAMTEC opened its Malaysian facility, 
which for years became its largest international manufac-
turing facility.

Perhaps the biggest differentiator was the aggressive up-
grade of the information systems infrastructure. The time, 
effort, and money invested in information technology was 
estimated at easily five to ten times that of companies 
with the same revenue. The hardware and proprietary in-
house developed software provided the global commu-
nication necessary to seamlessly integrate Sales, Customer 
Service, Operations, Quality, and Shipping worldwide.

Other significant advancements in SAMTEC Operations 
were a marked increase in the use of automation and ad-
vances in cutting-edge high temperature plastics.

While the company grew its international presence, it out-
grew its 810 Progress Boulevard facility - home for over 
20 years. Over the Christmas holiday in 1998, SAMTEC 
made its biggest physical move yet, into its new home 
“across town” at 520 Park East Boulevard. The new facil-
ity increased the physical plant from 110,000 square feet 
to 210,000 square feet.

PEOPLE
Like all other areas of the business, the number of Associ-
ates grew dramatically during this period. The year 2000 
saw over 1,000 Associates worldwide. Communicat-
ing, instilling and continually reinforcing the corporate cul-
ture became an increasingly complex challenge.

During this period, attempts at “big company” long range 
planning exercises were minimized in favor of the “Ready-
Fire-Aim” approach to planning. While long range direction 
and vision are vital, the dangers of having a rigid plan 
based on speculation about an industry known for its fre-
quent changes was also recognized. SAMTEC determined 

to stay alert to current market activity, plan 
a six month strategy, and move fast to 
adapt. With Ready-Fire-Aim, the 80/20 rule 
applied - get it more or less on track, try it, 
start on a small scale, learn from mistakes, 
adjust, and keep moving forward quickly. 

Personal Service Centers 
rolled out

Q-Strips® introduced

Move to new building 
520 Park East Blvd.

Automotive push begins

Harrisburg 
recruiting begins

Stereolithography Lab

SAMTEC University
launched

 Key concepts learned in the first 25 years :
• Internal versus external. Every job function must 

focus on the external to make Sudden Service real. 
Focus on what is of value to the customer and what 
makes life easier for the customer, not what makes 
life easier for SAMTEC.

• Be direct. Get rid of the middle man. Squeeze out 
anything that doesn’t add value. Simplify everything. 
This is exemplified in SAMTEC’s flat organizational 
structure rather than a traditional management chain 
of command.

• Understand the details. See the big picture, but 
understand what is really going on in the trenches. 
Many of SAMTEC’s big successes result from 
Associates diving into the details and seeing the 
customer’s viewpoint. The result:  SAMTEC’s bot-
tom-up mentality where the details drive the bigger 
picture, rather than top-down grandiose plans that 
may or may not be compatible with what’s really 
going on.

• Face reality. Accept that things change and never 
be behind the curve when they do. We may not like 
it, but acknowledge, “Here’s what’s happening, and 
here’s what we’re going to do about it.” SAMTEC’s 
flexibility with EMS customers is an example of 
early acceptance of a reality that we did not like, but 
which we adapted to by offering global pricing 
(first connector company to do so) and creating 
Global Account Managers (GAMs) for better ser-
vice delivery.

80/20 RULE

>  In-house developed custom software
>  International sales channels
>  International logistics and service
>  Micro product price/performance points rounded out
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SERVICE
Service. Who needs it?

Not SAMTEC customers or anyone else at the turn of the 
century. Order cancellations and overcapacity were 
rampant in 2001 and continued well into 2002. But 
even as an easily supplied commodity, SAMTEC continued 
to raise the bar on service delivery by winning the overall 
Bishop Survey for the next five consecutive years:

• SAMTEC ranked #1 in product quality

• SAMTEC ranked #1 in on-time delivery

• SAMTEC ranked #1 in meeting requested delivery dates

• SAMTEC ranked #1 in meeting promised ship dates

• SAMTEC ranked #1 in order lead times

• SAMTEC  ranked #1 in turnaround time to design a  
new connector

• SAMTEC ranked #1 in technical support and expertise

• SAMTEC ranked #1 in sales rep support

• SAMTEC ranked #1 in customer service function

• SAMTEC ranked #1 in inside sales function

• SAMTEC ranked #1 in technical capabilities

• SAMTEC ranked #1 in overall effectiveness in  
handling problems

• SAMTEC ranked #1 in use of the catalog

• SAMTEC ranked #1 in providing samples

• SAMTEC ranked #1 in website usefulness

Many of these “service wins” were in traditional areas 
dominated by SAMTEC: delivery, information, and samples. 
Noteworthy moves into new areas - technical capabilities 
and support – elevated SAMTEC’s status as a leader in  
Signal Integrity solutions in a relatively short time frame.

The foresight to add a Signal Integrity Group and 
continual focus on increased technical expertise 
throughout the company made Signal Integrity sup-
port a leading component of Sudden Service - as im-
portant as answering the phone in two rings initiated 30 
years ago.

PRODUCT
Demands of the market crash strongly impacted product 
offering. SAMTEC was regarded as the premiere board-
to-board company in the 90s with millions of dollars spent 
reinforcing the message. Unfortunately, the changing mar-
ketplace demanded suppliers who provided a broader line 
of interconnect solutions. As small niche players rapidly 
fell by the wayside, SAMTEC quickly undertook a number 
of product development measures to assure its survival.

First, SAMTEC quickly went to work to build its reputation 
as the Signal Integrity specialist. Understanding the future 
importance of high speed interconnects, a significant in-
vestment was made to establish SAMTEC’s Signal Integ-
rity Group in Harrisburg, PA. Today, SAMTEC has one of 
the largest concentrations of Signal Integrity engineers in 
the connector industry with the mission to move SAMTEC 
beyond a niche commodity player to a true high technol-
ogy developer of sophisticated interconnect systems.

Second, SAMTEC developed new products for rugged 
applications and industrial markets, including automo-
tive, that were not so negatively impacted by the crash of 
2001. While the telecom/internet market collapsed, other 
customers wanted to “ruggedize” standard products.

And finally, SAMTEC aggressively broadened Board-to-
Board Interconnects to provide true end-to-end solu-
tions. Flex Circuit manufacturing was added in 2002, 
Data Rate high speed cable manufacturing in 2003,  
a full line of I/O Interfaces were added in 2004, and  
RF connectors and assemblies were added in 2005. 
High speed Data Rate cable assemblies became one of 
the most promising product lines for SAMTEC’s future.

SAMTEC now had three primary product niches: Signal  
Integrity, Rugged, and Micro interconnects with end-
to-end solutions across four applications - Board-to-
Board, Cable-to-Board, Panel-to-Board and Panel-
to-Panel. In 2004, the catalog name was changed from 

“Board Interface Guide” to “Full 
Line Catalog” to reflect this ex-
panded product offering.

MARKETING
It’s all about speed internally, whether delivering “Sudden 
Service” for customers, “Ready-Fire-Aim” mentality for 
Associates, or “Signal Integrity” design for products. So 
for marketing, “Eye on Speed” became the rallying cry for 
SAMTEC in this era.

SAMTEC’s website launched the Signal Integrity Center 
in early 2001 shortly after the Signal Integrity Group was 
established. The services offered not only helped custom-
ers use existing products, but created new opportunities by 
reaching customers at the front end of their projects.

Meanwhile, price had become king due to overcapaci-
ties from the crash and traditional customers shifted to 
Electronic Manufacturing Services (EMS) contractors who 
typically bought on price alone to increase their own prof-
itability. Fortunately, SAMTEC recognized this trend in the 
late 90s (well before most competitors) and aggressively 
pursued this market with special inventory management 
and pricing programs.

With the Great 8 countries underway, more and more 
sales were derived from secondary international mar-
kets. Additional sales and support offices were opened in 
Scandinavia, Israel, India, Korea, South Africa, and 
Australia. Global pricing (the same price to the same 
customer anywhere in the world), design-in commissions 
to protect the sales reps on front-end projects, a major 
shift in business to Asia, and a decline in North America 
demand combined to elevate SAMTEC’s international 
sales to over 50% for the first time in 2003.

Maintaining an external focus and striving to be the 
easiest connector line to sell, use, and buy, SAMTEC  
responded again to the market’s changing product and 
service needs. This is Sudden Service.

The Perfect Storm (2001 – 2005)
Every few years there are booms, busts, and storms, but never in SAMTEC’s history was there a storm like 2001. Up to year end, the orders kept coming. Customers 
called daily to expedite absurd quantities. And then it was over. One day the orders not only stopped coming, they were cancelled. 

Many competitors, distributors, and suppliers did not survive. SAMTEC, on the other hand, ultimately thrived. Through price pressures that sapped profits, demands to 
relocate manufacturing operations offshore, vendor reduction programs by customers, and the continuing need to enhance and promote the product offering, SAMTEC 
adapted quickly to a storm filled with uncertainty. But the pain of the crash caused the company to look at every aspect of the business and resulted in dramatic 
changes to the operations with the Dual Operations Model, and expansion into new niches and markets including Signal Integrity and automotive.

The end result was once again the rapid growth SAMTEC expected, and a company well positioned to take advantage of future opportunities.

Signal Integrity 
web site launched SAMTEC DNA 

identified

Flex Circuit 
manufacturingSignal Integrity Group 

established

SamArray®

Micro Rugged® 
product line

High Speed Cable 
line launched

Final Inch® PCB Design Tools

END-TO-END 
SOLUTIONS

PANEL-TO-PANEL
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BOARD-TO-BOARD

SUDDEN SERVICE®



>>>

two thousand fivetwo thousand four
 2001 2002 2003  2004 2005 2006

two thousand three

FINANCIALS
It is often difficult in years like 2000 when sales and prof-
its soared to keep money in the bank for a rainy day, but 
SAMTEC’s conservative money management in 
2000 and before saved the day for 2001 and 2002. 
Cash reserves allowed the company to weather the storm 
while many competitors and distributors did not. Money 
was available for R&D and Asia investments necessary for 
economic good times yet to come. Investments, while 
scaled back, continued to include aggressive advertis-
ing and promotion – a SAMTEC staple – along with new 
product development, flex circuit and high data rate cable 
products, additional resources for the Signal Integrity 
Group, and physical plants in China. The investments paid 
off as SAMTEC saw its sales drop from $220 million in 
2000 to $156 million in 2002 and back to $265 million 
in 2005. Money well managed and money well spent. 
SAMTEC is ready to provide Sudden Service, how-
ever that is defined, for the next 30 years...

OPERATIONS
The crash of 2001 was the catalyst for internal improve-
ments which accelerated SAMTEC’s progress as a true 
multi-national company.

SAMTEC customers were using EMS companies to build 
their products in Asia; both the EMS provider and the end 
customers demanded local suppliers for cost savings. 
This led to the rise of the “Dual Manufacturing Model” 
(DMM) where quick turn-around items, high-end prod-

ucts, and advanced development programs 
were built in the United States while high 
volume, price-sensitive orders, especially 
for Asian customers, were manufactured 
in Asia. This system was all tied together 
by global logistics and a custom developed 
software platform that provided global com-
munication. DMM morphed into the “Dual 

Operations Model” (DOM) to begin developing redundant 
molding, stamping, and plating for both US and Asia.

With manufacturing operations in USA, Dongguan and 
Huizou in China, Singapore, and Malaysia, and conversion 
of Outside Contractors to SAMTEC owned satel-
lites, the company upgraded and more than doubled its 
manufacturing capacity for five year growth positioning. 

SAMTEC attained QS 9001 certification in 2003; ISO 
14001 and TS 16949 certification were attained in 2005. 
Quality system certifications became increasingly 
critical for an expanded customer base beyond tra-
ditional electronic and electromechanical applica-
tions. Automotive, military, and aerospace applications 
- where the tolerance for failure is none – raised the bar 
for SAMTEC quality.

PEOPLE
With over 1,000 Associates and a 25% drop in sales at the 
beginning of the century, SAMTEC faced for the second 
time in its history the most difficult of decisions - how to 
deal with excess personnel capacity. Sales were down, 
and customer buying demands for lower costs required 
that manufacturing be shifted to Asia. The “perfect storm” 
impacted SAMTEC’s Associates on many personal levels. 
At a time when most companies were initiating massive, 
impersonal layoffs, SAMTEC approached the situation 
with innovation and empathy. Associates were treated 
with respect and dignity in what could have been one of 
the lowest points in the company’s history. Being privately 
held, debt-free, and having a genuine concern for people 
allowed SAMTEC to implement these plans.

Associates were offered voluntary sabbaticals, reduced 
hours, and/or severance packages for necessary down-siz-
ing. SAMTEC worked with state officials to maximize ben-
efits while keeping Associates on the payroll. Those who 
elected to take advantage of the options were satisfied, and 
several came back to work when business picked up. For an 
added boost, at the height of low sales, a generous “Windfall  
 Bonus” was distributed to all Associates worldwide.

During this era, a formal Associate train-
ing and proactive people development 
program was initiated. SAMTEC “DNA” 
was coined, marketed, and clearly com-
municated for Associates to gain a bet-
ter understanding of what interpersonal 
qualities were valued.

As SAMTEC sales increased in 2003 – 2005, Associates 
grew worldwide to 1,775 with approximately 50% in in-
ternational locations. A new and exciting “cross-cultural” 
mentality was rapidly becoming a new-found DNA marker 
for SAMTEC.

I/O Interface product line launched

Catalog name changed to “Full Line Catalog”

Rugged product 
line launched

Total Shipments (In Dollars)

$150,000,000

$175,000,000

$225,000,000

$200,000,000

$275,000,000

$250,000,000

20012000 2002 2003 2004 2005

Outside Contracting 
brought in-house

30th birthday!

SAMTEC USA

SAMTEC MALAYSIA

SAMTEC ASIA PACIFIC

SAMTEC UNITED KINGDOM

SAMTEC SCANDINAVIA

SAMTEC GERMANY

SAMTEC ITALY

SAMTEC FRANCE

SAMTEC ISRAEL
SAMTEC SOUTH AFRICA

SAMTEC KOREA

SAMTEC JAPAN

SAMTEC TAIWAN

SAMTEC HONG KONG

SAMTEC CHINA

SAMTEC ANZ
SALES/OFFICES

MANUFACTURING

SAMTEC INDIA

BEST OF BOTH 
WORLDS

SAMTEC DNA

DUAL MANUFACTURING MODEL

USA ASIA

>  Signal Integrity
>  Product Weave and 4 Zones
>  Dual Manufacturing Model
>  Conversion of OCs to SAMTEC satellites

Factory and dormitory built in China
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SAMTEC NOW
A number of unique concepts have been developed over 
the years and combined to become sort of a SAMTEC 
“Modus Operandi.” Together, they paint a picture of what 
it takes to achieve success at SAMTEC. 

PEOPLE DEVELOPMENT     
SAMTEC’s organizational structure is more loose/flex-
ible than a traditional hierarchy. To stay focused with this 
loose structure it is essential for Associates to know 
SAMTEC’s business model, how their work affects 
other departments, and what resources are avail-
able from others. This concept is challenged with growth, 
so continuous efforts are made to clearly identify and com-
municate roles and responsibilities on a global basis. 

Throw To the Wolves (TTW) is a cultural mainstay as 
a people development approach and a proven method for 
building strong leaders. Associates who excel in one area 
are given opportunities in new roles without specific ex-
perience or structured training. In order to be successful in 
this fast-paced service culture, making mistakes, learning 
from them and recovering quickly is expected, encour-
aged, and deemed the best way to learn.

Matching round pegs in round holes is a key element 
in people development and organization structure. Some-
times roles are created for the Associate versus filling a 
pre-defined box in an organizational chart. 

Throw “Stuff” On the Wall (SOW) is another vital ingredi-
ent in the SAMTEC environment. It’s necessary, SAMTEC 
believes, for generating ideas, vision, focus and plans for 
the development of high technology products. It’s also nec-
essary for open, real communication and dialogue to take 
place between Associates and their managers, peer rela-
tionships, or Associate to customer. Every SAMTEC role im-
pacts customer service, making working and playing well 
with others a necessity. Appreciating different approaches 
and points of view is fundamental.

OWNERSHIP
Without specific financial system backing, everything else 
would just be hollow promises. Therefore, the SAMTEC pay 
for performance compensation mix is unique, and en-
courages results, innovation and personal development.

• Promotes company/team success, yet accentuates 
the opportunities for highly skilled and motivated indi-
viduals to flourish

•  Provides a mix of short term (Six-month Bonus) and 
long term (Windfall Bonuses, 410K/Pension) to align 
and balance long range direction with short term im-
plementation

“Traditional” and “Hybrid” pay plans provide a high mix of 
variability and a vested interest in the company’s success, 
i.e., “ownership.” Associates are encouraged to care 
less about titles and more about adding value. The 
pay for performance compensation policy reinforces this 
philosophy, and is strengthened by six-month accomplish-
ments lists emphasizing individual contributions toward 
results, innovation and personal development.

Samtec: Now and Future (2006 –
SAMTEC is both an “idea” and an “ideal.”

SAMTEC is an idea in terms of the original charter: Service leadership and giving Associates an “ownership” stake in the enterprise. Those concepts have evolved 
over the years, along with an increasing emphasis on bringing innovation to all facets (service, products, operations, business model, and people development) while 
remaining true to the original core focus.     

And, SAMTEC is an ideal as a quest for “the way things ought to be.”  The underlying philosophies are Service, Differentiation, and People Development. Many 
companies talk about those things; very few actually do them.  

SAMTEC has entered the third era in its business life, and has come to the point where the future is now!

SALES
Supply Design Chain

ERAS
PRODUCT

Development/Marketing
OPERATIONS
Manufacturing

QUALITY

Global

Global
Fragmented

Niche Products

Technology
pace setting, 

multi-site

Asia
(Dual Manufacturing Model)

Dual
Operations

Model

MQD,
CEG/QE

Segment, Root Cause,
Process/System

Review

North America Indiana
(In-house & local OCs)

QA, FG
Inspection

Service
(Commodity Products)

WIN-WIN
The Win-Win philosophy is one of the foundations of the 
Samtec ideal. It requires Associates to:

•  See the whole situation, especially in understanding 
the other party’s point of view 

•  Seek a solution that enhances the business needs, 
along with benefiting the people involved

The business pace is fast and constantly changing. Asso-
ciates have to change and adjust accordingly. Willingness 
to make personal change and understanding reasons for 
business change are vital.

SHORT TERM FOCUS VS.  
LONG RANGE “PLANNING”
There is no traditional long term planning. Instead SAMTEC 
strives for:

•  A long term “direction” and differentiation, continuous-
ly updated via “bottom up” market input from a variety 
of sources

•  Actual “plans” are limited to the here-and-now reality 
of six-month segments

This approach optimizes long-term vision while keep-
ing systems flexible to be able to quickly adapt to new 
opportunities or threats and minimizes spending. It also 
facilitates Ready-Fire-Aim and Sell-Design-Build type 
quick trials, experiments and improved iterations.  
With Ready-Fire-Aim, the 80/20 rule is applied… quickly 
start on a small scale, learn from mistakes, adjust, and 
keep moving forward. Likewise, with Sell-Design-Build, 
customers are exposed to a general product design con-
cept, and their input drives product enhancements, line 
extensions, and speeds up the design-in cycle. 
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SAMTEC FUTURE
Over time, products and markets will come and go; 
business cycles will ebb and flow. Therefore, Samtec 
will keep adapting and evolving in ways not yet known. 
But amidst all of that, SAMTEC will continue to pursue  
Service, Differentiation, and Challenge, Development 
and an Ownership Stake in the enterprise for all  
Associates. For 30 years SAMTEC has been built and 
evolved from the “Outside In.” The future is now. 

PRODUCT & SERVICE
SAMTEC will continue to carefully blend product and 
service, with a rounding out of the “four interconnect 
zones,” with special emphasis on rounding out Panel-to-
Panel and Panel-to-Board, and the “three focus niches,” 
Micro, Rugged and Signal Integrity. The niche focus and 
differentiation of both products and services will continue 
to make SAMTEC a preferred supplier throughout the 
world. SAMTEC’s product future is based on:

•  Long established Micro Board-to-Board foundation

•  On-going pursuit of Signal Integrity leadership, both in 
terms of product offering and technical service support

•  Continuing to build on High Speed Cable Assembly  
capabilities

•  SI and Custom Flex Circuits

• Rugged and Power

•  Development of RF

SALES
In SAMTEC’s beginning, the Sales/Marketing mantra was 
primarily about establishing a brand name image with cus-
tomers and gaining mindshare with a network of indepen-
dent Reps and Distributors. While those remain on-going 
themes, the industry and sales model has evolved signifi-
cantly and presented new challenges and opportunities:

• Shift from almost entirely North America sales to now 
over 50% international

• Simple supply/design chain to more fragmented, 
global, multi-player scenarios, including an alphabet 
of OEM (Original Equipment Manufacturers), ODM 
(Original Design Manufacturers), Silicon Reference 
Platforms, EMS (Electronic Manufacturing Services) 
providers, Distributors, etc.

• Product line expansion and technical complexity 

These changes have necessitated that SAMTEC: 

• Take greater internal control of Account Development

• Create a hybrid sales force of direct Field Application 
Engineers (FAEs) and Sales Management, plus focused 
Reps and a range of types of Distributors

• Utilization of traditional Sales FAE “Generalists” sup-
plemented with the advent of technical “Specialists” 
that are able to work with customers on very technically 
complex product applications

OPERATIONS
The Dual Manufacturing Model (DMM) has come  
a long way in a short period of time, with over two-thirds 
of all product assembly already being done in Asia, sup-
ported by fast global logistics and an integrated global 
custom ERP system that ties all the pieces together. 
While a significant amount of assembly is already global, 
the Dual Operations Model (DOM), with component 
sourcing, molding, stamping and plating in Asia, is just 
getting started.

DUAL MANUFACTURING MODEL
USA

Sudden Service, quick turn

High-end

Advanced development

ASIA
Volume, scheduled

Low cost

Asia customers

Molding, 
Stamping, 

Plating

GLOBAL LOGISTICS

CUSTOM WORLDWIDE SYSTEMS

Tied together by

DUAL OPERATIONS MODEL
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SUDDEN
SERVICE

Makes Samtec A
Different Breed Of Cat

QUALITY
 Quality challenges continue to escalate.

• The expansion and complexity of the product line has 
changed dramatically. 

•  At the same time, overall Quality expectations have 
steadily risen. 

•  As SAMTEC becomes more focused in its product and 
selling efforts, certain industries, types of accounts, 
and geographical locations diverge into more special-
ized Quality requirements.

• A sales mix shift to a greater content of large accounts 
and high volume orders. 

As a result SAMTEC continues to upgrade its Quality ap-
proach. It is comprised of: 

• More sophisticated and proactive systems/processes 
and audit verifications 

• Root cause, engineering-driven problem solving

• Targeted efforts to address customer-specific Quality 
needs

>  Service leadership
>  Differentiation
>  People development
>  Ownership stakes
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