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T he North American Equipment 
Dealers Association (NAEDA) was 
founded on September 20, 1900, and 

has since been in continuous operation. 
Today, NAEDA is one of North America’s 
oldest retail trade associations. It has 
achieved this position because of the 
loyal, dedicated leadership given to it by 
past and current officers and directors.

Our vision is very clear: “The North Ameri-
can Equipment Dealers Association will continue 
to be the trusted resource members and industry 
partners look to for support and reliable informa-
tion, and will lead by delivering innovative prod-
ucts and services, contributing to a strong and vi-
brant industry for members.”

However, achieving this vision was not ac-
complished overnight. NAEDA (then known 
as the National Federation) was founded by re-
gional equipment dealer associations, the first 
which was established in 1889 in Salina, KS. 
At the time, the implement industry exploded 
into what was then called the “Harvester War.” 
This was a period of intense competition in the 
new grain binder market, and manufacturers 
were eager to sign up dealers to sell their prod-
ucts. In a short period of time the number of 
dealers increased substantially throughout the 
grain belt, and with this came a multitude of 
problems for dealers; specifically, overlapping 
territory issues, warranty reimbursement and 
service responsibilities. 

These concerns were not limited to central 
Kansas. Because of these and growing con-
cerns about dealers’ relationships with sup-
pliers, 11 new regional equipment dealer as-
sociations were established over the next ten 
years. These associations typically followed 
state lines; however, regional, in-state associa-
tions (i.e., Inland Empire, Central Illinois, and 
Northern Iowa) were also common. 

It made sense for these regional associations 
to come together to form a national association 
that could address manufacturer relations is-
sues as they crossed state lines. At the same 
time, dealers wanted NAEDA to be their na-
tional voice in Washington, D.C. These two 
core principles remain the same for NAEDA 
today: 123 years later.

Equipment Dealer Associations  
60 Years of Consolidation Continues

EDM

CEO'S DESKFROM 
THE

From 1900 to 
1950, we saw a rapid 
expansion of regional 
and state equipment 
dealer associations in 
the U.S. Dealer as-
sociations started to 
take hold in Cana-
da as well, with the first being the short-lived 
Manitoba association in 1907. Dealer associ-
ations expanded their scope beyond advoca-
cy (government affairs and manufacturer re-
lations) into service offerings such as health 
insurance, accounting services and equipment 
trade-in value information.

When we look back at our history, 66 re-
gional equipment dealer associations existed 
in North America at its peak. All were mem-
bers of the National Federation and collected 
and remitted dues to the National and elect-
ed a dealer to serve as a Director on the Na-
tional board.

I have been asked when dealer associations 
started to consolidate. Our records show that 
towards the late 1950s, regional equipment 
dealer associations began to consolidate with 
their neighboring associations. This was done 
for a variety of reasons, such as trade territory 
changes, manager retirements and association 
solvency being the most common reasons. But 
over the past 55 years, we have seen the most 
equipment dealer association consolidation. 

When Farm Equipment issued their first 
magazine in 1968, the number of regional as-
sociations was 34 in the U.S. and five in Can-
ada. When I originally joined the Indiana Im-
plement Retailers Association in 1983, there 
were 33 regional equipment dealer associations 
in North America. 

So, let’s compare that to today where only 
six regional dealer associations (Montana, Pio-
neer, Northeast, Iowa-Nebraska, Deep South-
ern and Quebec) are left in North America. 
These six are in addition to NAEDA, which 
operates as an international, national and re-
gional association in scope and responsibility. 
In 55 years, we have consolidated 39 equip-
ment dealer associations into seven.

However, some may argue that equip-
ment dealer association consolidation hasn’t  
happened as fast as our dealers have con-

solidated. That is why the 2022 merger of  
NAEDA with four regional equipment dealer 
associations was so significant. It was the first 
time that there was consolidation between our 
national association and regional dealer asso-
ciations. When you look back at the legacy of 
the associations involved with this merger, it 
accounts for 43 previous equipment dealer as-
sociations that existed over time.

So, it would be safe to say that equipment 
dealer consolidation has been ongoing for over 
60 years. The question one may ask is, where 
does it go from here? There will likely be more 
dealer association consolidation down the 
road, but it will take place when it is at the 
right time for all parties involved.

In 2018 NAEDA started a strategic review, 
and a Long-Range Planning Group (LRPG) 
was established. Dealers from each regional 
association were invited to participate in the 
discussion. The minutes from that meeting 
clearly state that dealers strongly believed fed-
eral government affairs and manufacturer re-
lations were the strength of the organization, 
and that NAEDA was uniquely positioned to 
provide a single unified voice on manufactur-
er relations and federal and state government 
affairs issues. They noted that the ideal situa-
tion would be a streamlined association with 
most services provided at the national level and 
filtered through regional representation. This 
was the impetus for NAEDA’s 2022 merger.

It was also clear from the LRPG that deal-
ers simply want services performed and they 
do not care who gets the credit. I think that 
that is a great statement and puts things in per-
spective.

So, with that in mind, NAEDA will contin-
ue to have regional representation and work with 
regional associations, as we are all stronger if 
we work together. I am sure that was the orig-
inal sentiment in 1900 when dealers and their  
regional associations created NAEDA. 

NAEDA operates as an international, 
national and regional association  
in scope and responsibility. 

Kim Rominger | CEO, NAEDA

by  KIM ROMINGER, CEO, NAEDA

EVENTS

Join fellow equipment dealers looking to network and grow their dealerships 
to greater heights at the 2024 North American Dealer Conference (NADC), 

January 29-31. 
Located in Dallas, Texas, NADC 2024 is a two-day experience filled with expert 

sessions focused on today’s hot topics ranging from legislative and HR issues 
to aftermarket and marketing strategies and beyond. Registration is now open at 

nadealerconference.com. 
You won’t want to miss the 2024 North American Dealer Conference… it’s the place to 

be for actionable insights, tactics and technologies to move your business ahead. 
We encourage you to bring your management team as we’ve got a great line-up of 

manufacturer and dealer panels, and spotlight speakers which we’re sure will provide 
valuable information your team can take back to your dealerships.

Browse the following pages for a look into NADC's 2024 insightful speakers, comprehensive 
agenda, special events and more!
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Monday, January 29

7:00 a.m. - 5:00 p.m. Partner & Sponsor Booth Set Up   12:00 p.m. - 5:00 p.m.  Registration & Information Desk  
5:30 p.m. - 7:00 p.m.  Opening Cocktail Reception with Appetizers      
 
Tuesday, January 30

7:00 a.m. - 8:00 a.m.   Breakfast        7:00 a.m. - 5:00 p.m.  Registration & Information Desk   
8:00 a.m.  - 9:00 a.m. Opening Remarks & Surprise Political Speaker
9:00 a.m. - 10:00 a.m.  BREAKOUT SESSION: OPE Manufacturer Panel | Briggs and Statton, Toro, and Stanley, Black & Decker
 Join us for an exclusive panel session with leading Outdoor Power Equipment Manufacturers, where they discuss the future of the industry. In this 

engaging discussion, we will explore the latest advancements in battery technology, how they will affect dealers, and 3-5 year industry outlook. 
As the outdoor power equipment sector undergoes transformative changes, gaining insights into these crucial trends and future forecasts is 
imperative for maintaining a competitive edge and meeting the ever-evolving demands of consumers.

9:00 a.m. – 10:00 a.m. BREAKOUT SESSION: Enhancing Dealership Success Through Interdepartmental Cooperation | Kelly Mathison, Dealer Institute
 Discover the power of collaboration in equipment dealerships with our session on “Interdepartmental Cooperation: Parts, Service, and Wholegoods 

Integration.” Learn how aligning parts, service, and whole goods departments can boost customer satisfaction, streamline operations, and drive 
profitability. 

10:00 a.m. - 10:30 a.m.  Morning Break
10:30 a.m. - 11:45 a.m.  Manufacturer Panel | Denver Caldwell, John Deere; New Holland TBD; Case IH TBD; Ruchir Patel, AGCO; Eric Raby, Claas; Todd Stucke, Kubota Tractor
 This special panel session offers a valuable opportunity for you and your management team to benefit by sharing ideas with other successful 

dealers, consulting with manufacturers/suppliers, and learning unique insights from an excellent array of speakers and industry experts.  
A must-attend session will have a top-level management representative from your respective manufacturer discussing current industry topics.  

11:45 a.m. - 1:00 p.m.  Lunch
1:00 p.m. - 2:00 p.m.  Marketing Your Story to Help Increase Brand Loyalty and Revenue | Grace Vest, Marketing Manager, Sunshine Quality Solutions
 Effective storytelling increases engagement between a brand and its audience, which helps drive conversions and, ultimately, market share. 

As equipment dealers, we often get stuck in marketing prices and features but fail to tell a story. A well-executed marketing campaign that 
incorporates storytelling can influence purchasing decisions and shape a brand’s identity and reputation. Consumers tend to remember stories 
much better than traditional advertisements, making storytelling a powerful tool for leaving a lasting impression. Grace will discuss the art of 
storytelling by creating narratives and sharing examples that resonate with the dealer’s audience.

2:00 p.m. - 3:00 p.m.  BREAKOUT SESSION: Understanding Your Labor Budget | Scott Bridgen, Dealer Institute 
 A well-crafted labor budget is more than just numbers; it’s a strategic tool that influences your decision-making and annual planning. Discover 

methods on how to identify technician inventory, technician types, gaps, and available hours to ensure a fully staffed shop and develop a versatile 
team capable of meeting all your customers’ needs. 

2:00 p.m. - 3:00 p.m.  BREAKOUT SESSION: The ‘Mechanics’ of Recruiting Technicians Abroad 
Byrne Luft, Arch Staffing & Consulting & Brian Coughlin, Boston, Fisher Phillips LLP 

 The persistent demand for skilled talent remains an enduring and critical hurdle for equipment dealerships, and it’s evident that these challenges 
are here to stay. Consequently, organizations find themselves compelled to adopt novel and inventive strategies to address these issues, 
particularly in recruiting fresh talent to join their ranks. Unearthing innovative recruitment avenues and fostering creativity in identifying 
proficient candidates necessitates a commitment to long-term vision and strategic foresight. Within this captivating session, experts will delve into 
the art of sourcing candidates from various corners of the globe. Moreover, they will explore the most effective approaches to navigate immigration 
intricacies, ensuring a triumphant integration of adept permanent Service Technicians into the United States and Canada.

3:00 p.m. - 3:30 p.m.  Afternoon Break 
3:30 p.m. - 4:45 p.m.  Avoiding Another Used Equipment Crisis: Dealer Panel
 As supply chain obstacles continue to be addressed and a wave of fresh equipment fills dealership lots, the impacts of used machinery are once 

again being felt by dealerships. Our discussion will explore the mishandling of both new and used equipment, as well as strategies to navigate 
around potential pitfalls.

5:30 p.m. - 8:00 p.m.  Reception and Industry Awards Banquet Dinner 
 Join us for a vibrant networking reception and delicious dinner as we award our industry’s successes, including Dealer of the Year,  

Advocacy Award, and more. Take advantage of the opportunity to bid during our live auction to raise funds for the foundations  
that support technician and industry education scholarships. This is an evening to support your industry!

NADC 2024 Agenda

GRACE VEST | Marketing Manager, Sunshine Quality Solutions
Grace Vest is a dynamic marketing professional currently serving as the marketing manager at Sunshine 

Quality Solutions, a prominent John Deere dealer in southern Louisiana. With a solid foundation gained from her 
previous role at a renowned marketing agency in Little Rock, Arkansas, where she developed comprehensive 
marketing plans for equipment dealers nationwide, Grace brings a wealth of expertise to her current position at 
Sunshine.

Throughout her diverse marketing journey, Grace has cultivated a deep understanding of the equipment in-
dustry, acquiring invaluable knowledge of the dos and don’ts in this specialized field. Her keen insights and innova-

tive strategies have consistently fueled successful marketing campaigns, resulting in increased brand visibility and customer engagement.
With an unwavering dedication to her craft and a genuine love for connecting people with exceptional products and services, Grace Vest is an 

influential marketing professional, empowering businesses to thrive and making a meaningful impact in the equipment industry.

JAMES MINTERT, Ph.D. | Professor of Agricultural Economics & Director,  
Center for Commercial Agriculture, Purdue University

James Mintert is a professor and extension economist in Purdue’s Department of Agricultural Economics and serves 
as director of Purdue’s Center for Commercial Agriculture. The Center is focused on developing and delivering programs to 
commercial farmers via web postings, conferences, workshops, and webinars. Jim is also one of the principal investigators for 
the Purdue/CME Group "Ag Economy Barometer", a monthly sentiment survey of U.S farmers. In addition to his responsibilities 
with the Center, Dr. Mintert teaches an undergraduate class on commodity risk management. He holds bachelor’s and master’s 
degrees in agricultural economics from Purdue and a Ph.D. from the University of Missouri. Jim originally acquired his interest in 

agriculture while working on his family’s farm in the Mississippi and Missouri river bottoms, just north of St. Louis, Missouri.

Kelly Mathison 
Dealer Institute Instructor 
Aftermarket Expert

Scott Brigden 
Dealer Institute Instructor 
Aftermarket Expert

Byrne Luft | President,  
Arch Staffing & Consulting 
President, Canadian 
Operations and Global RPO

Brian Coughlin 
Attorney and Partner 
Boston, Fisher Phillips LLP

Chris Havey 
Senior Analyst, OPOC.us

Clark May 
President & CEO, OPOC.us

EDMspotlight

NORTH AMERICAN
DEALER CONFERENCE

KEYNOTE SPEAKER | MATT MAYBERRY
Former Chicago Bears Linebacker, Wallstreet Journal bestselling author and acclaimed 

keynote speaker.
Matt Mayberry helps organizations foster winning cultures, improve leadership performance, 

and build teams that drive superior performance.
With his captivating insights and transformative touch, Matt has become one of the world’s 

foremost experts in his field, gracing the pages and screens of major media outlets such as Forbes, 
Inc. Magazine, Harvard Business Review, Fortune, Fox News, and Business Insider – to name a few.

His impressive client list speaks volumes about the quality and impact of his work. Industry giants 
like JP Morgan Chase, NAPA Auto Parts, DuPont, Allstate Insurance, Autodesk, and the Federal Bureau 

of Investigation rely on Matt’s expertise to drive meaningful cultural change and equip their teams with 
the strategies to win. 

His recent book, "Culture Is the Way: How Leaders at Every Level Build an Organization For Speed, 
Impact, and Excellence," debuted as a Wall Street Journal bestseller and received the prestigious honor of being named one of the top must-

reads for 2023 by Malcolm Gladwell’s "Next Big Idea Club".
Matt’s journey began on the football field as a linebacker for the Indiana Hoosiers and Chicago Bears. This environment laid the foundation 

for his groundbreaking approach to business and reinforced his belief in teamwork, leadership, and peak performance. Since then, he’s brought 
lessons learned on the gridiron into the boardroom, adapting them to help clients cultivate stronger teams, foster dynamic leadership, and 

spearhead high-impact cultural transformations.

NADC 2024 Speakers

https://ag.purdue.edu/commercialag/ageconomybarometer/
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Live Auction 
BENEFITING  
OUR FOUNDATIONS
Tuesday, January 30th
5:30 PM - 8:00 PM
Join us to support our U.S. and 
Canada Foundations to raise funds 
for service technician and industry 
education scholarships. Enjoy a 
savory dinner with special awards 
and exciting live auction.

CANADA 
EQUIPMENT DEALERS
F O U N D A T I O N

EQUIPMENT
DEALERS FOUNDATION

Register today at NADEALERCONFERENCE.COM

EDMspotlight NADC 2024 Agenda

Attention all conference attendees! Get ready to roll the dice, 
shuffle the cards, and experience a night of unparalleled 
excitement at our exclusive Casino Night event! 

HIGH-STAKES THRILLS 
Test your luck and skill at our authentic casino tables 
featuring blackjack, poker, roulette, and more. Will you hit 
the jackpot?

PLAY WITH "CONFERENCE CASH" 
No need to empty your wallet – we provide all attendees 
with a stash of "Conference Cash" to get you started on your 
winning streak!

PRIZES GALORE 
Win big and take home incredible prizes! Whether you're 
a seasoned gambler or trying your luck for the first time, 
everyone has a chance to win fantastic rewards.

INTERACTIVE GAMES
Challenge opponents to lively rounds of Mega Cornhole, 
Shuffleboard and Connect 4 - exciting entertainment for 
players and spectators alike!

NETWORKING OPPORTUNITIES
Forge new connections and strengthen existing ones in a 
relaxed, fun-filled setting.

Don't miss out on the most talked-about event of the 2024 NADC 
conference! This is your chance to unwind, enjoy some friendly 
competition, and make memories that will last a lifetime!

RENAISSANCE DALLAS HOTEL 
2222 North Stemmons Freeway, Dallas, Texas, USA, 75207

Enliven your stay in Dallas, Texas, at the 
luxury Renaissance Dallas Hotel. Located 
near Dallas Market Center, the Dallas Design 
District and Market Hall, the hotel places 
guests in the heart of the city. Explore the city's 
vibrant districts, where world-class shopping, 
luxury dining and entertainment await. 

The hotel offers more than 50,000 square feet 
of elegant event space, featuring ballrooms and 
a rooftop venue with panoramic views of Dallas. 
Enjoy plush bedding, high-speed Wi-Fi, local artwork 
and views of the Dallas skyline. 

We hope you enjoy the 2024 NADC and your hotel 
experience at the luxurious Renaissance Dallas Hotel.

Step into the  
World of Chance at 

Casino Casino 
Night!Night!

Wednesday, January 31st  |  8:00 PM - 11:00 PM

Wednesday, January 31

6:30 a.m. - 5:00 p.m.  Registration & Information Desk 
7:00 a.m. - 8:00 a.m.  Breakfast 
8:00 a.m. - 9:00 a.m.  The U.S. Ag Economy: What are farmers telling us? | Dr. James Mintert, Purdue University
 Embark on a knowledge-rich journey that delves into the core drivers of the U.S. agricultural economy, spotlighting the latest findings derived from 

the monthly survey results of the Purdue University-CME Group Ag Economy Barometer. This presentation promises to offer a comprehensive overview 
that sheds light on the crucial factors shaping the agricultural landscape in the United States. 

9:00 a.m. - 10:00 a.m. BREAKOUT SESSION: Exploring the Evolving Human Resources Landscape and  
How Healthcare Impacts the Employee Experience | Chris Havey and Clark May, OPOC.us

 In this insightful discussion, Clark and Chris will examine the dynamic shifts occurring in Human Resources and how the shifts impact the overall 
employee experience. By exploring the latest trends shaping HR practices, we uncover their profound influence on the challenging dynamics of the 
healthcare system. Join us as we analyze how these evolving trends intersect with healthcare, reshaping employee experiences, workforce well-
being, and organizational dynamics. Gain a comprehensive understanding of the future landscape where HR and healthcare converge and learn how 
to proactively adapt strategies for a successful 2024. 

9:00 a.m. – 10:00 a.m. BREAKOUT SESSION: Unlocking After Sales Opportunities: Using Process and Technology to Protect Customers  
and Improve Dealer Performance | Ted Wagner, SEIS

 Whether you utilize in-house programs, manufacturer programs, or 3rd party vendor programs to sell protection, it’s important to make the sale 
at the right time in the right way. In this engaging session, Ted Wagner, SEIS (Specialty Equipment Insurance Services) COO, draws from decades of 
experience to guide you through strategies that increase protection product sales, leading to customer satisfaction when bad things happen to good 
equipment owners. This session will cover successful strategies to increase the number of customers purchasing protection products and increase 
dealer absorption rate through optimization of sales processes, strategic sales approaches and empowerment through technology.

10:00 a.m. - 10:30 a.m. Morning Break 
10:30 a.m. - 11:45 a.m. Insights from Dealers: Navigating the Legislative Battle of Right to Repair | Dealer Panel
 Join us for a compelling and informative panel discussion featuring dealers who have been on the frontline in the battle against the so-called Right 

to Repair bills. In this session, these experienced and passionate dealers will share valuable insights gained from their involvement in testifying at 
legislative hearings, meeting with members of Congress, and hosting stakeholder demonstrations.

11:45 a.m. - 1:00 p.m. Lunch 
1:00 p.m. - 2:00 p.m. Estate & Business Succession Planning | Stewart Van Duzer, Federated Mutual Insurance and Landon Long, Evans & Davis
 What constitutes a comprehensive Estate Plan? Have you contemplated the seamless transition of your business to the next generation? This 

presentation delves into the essential components of business succession planning and estate planning while addressing the underlying motivations. 
Furthermore, it illustrates how Federated’s network of proficient Estate/Business Succession Planning Attorneys has been instrumental in guiding 
dealers through the intricate challenges and inquiries they encounter regularly in this domain. 

2:00 p.m. - 3:00 p.m.  BREAKOUT SESSION: The Crucial Role of Basic Financial Understanding in Achieving Departmental Success | Kelly Mathison, Dealer Institute
 In the competitive world of equipment dealerships, success goes beyond product knowledge and customer service. Financial understanding is vital 

for all team members to boost growth and profitability. Join our session to learn how financial literacy directly influences equipment dealers’ sales, 
inventory, customer relations, and overall business sustainability. 

2:00 p.m. – 3:00 p.m.      BREAKOUT SESSION: Solution Selling Is Critical to Customer Satisfaction | Scott Brigden, Dealer Institute
 It’s essential to understand that when customers arrive at your doorstep, they often come with a single concern in mind. However, your goal is to equip 

your frontline staff with the skills to go beyond the initial ask and ensure that every customer’s visit to your dealership is not just a solution but an 
exceptional experience. In this session, we will explore the art of transforming customer interactions by asking the right questions, going the extra 
mile, and using the opportunity to introduce other products or solutions. 

3:00 p.m. - 3:30 p.m. Afternoon Break
3:30 p.m. - 5:00 p.m. KEYNOTE SPEAKER: Matt Mayberry | Former American football linebacker for the Chicago Bears of the NFL and for the Indiana Hoosiers of the NCAA  
 Matt Mayberry is an internationally acclaimed keynote speaker and leading global expert in leadership development, culture change, and 

organizational performance. Based on his Wall Street Journal bestselling book “Culture Is The Way”, Mayberry delivers an incisive and hands-on 
blueprint to employee engagement and peak productivity. Attendees will learn how leaders at every level can build a workplace culture that drives 
organizational excellence and unleashes the full potential of every employee.

6:30 p.m. - 7:00 p.m. Reception 
7:00 p.m. - 11:00 p.m. Dinner & Casino Night | Get ready to roll the dice, shuffle the cards, and experience unparalleled excitement at our exclusive casino night event!

Special EventsNADC 2024

6 EQUIPMENT DEALER MAGAZINE •
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For Free
Consultation Call:

U.S. 800-762-5616 | Canada 800-661-2452
DEALERINSTITUTE.ORG

DEVELOPING
PEOPLE TO
GROW YOUR BUSINESS

DEALER INSTITUTE

FALL 2023 & SPRING
2024 PUBLIC COURSES

DEALER INSTITUTE

COURSE SCHEDULE 

Service Counter Sales Training

Transformational Customer Service

Parts Counter Sales Training

*All course dates are subject to change

NOVEMBER 14, 2023

NOVEMBER 16, 2023

Service Counter Sales Training

Parts Counter Sales Training
DECEMBER 5, 2023

DECEMBER 7, 2023

JANUARY 9, 2024

NOVEMBER 7, 2023
OPE Dealer Management

Wholegoods Management

Dealer Management
JANUARY 9, 2024

JANUARY 11, 2024
Service Warranty & Recovery

JANUARY 23, 2024
Parts Counter Sales Training

JANUARY 25, 2024
Service Counter Sales Training

JANUARY 25, 2024

JANUARY 30, 2024
Elite Leadership: The Five Behaviors
That Set Leaders Apart

EDM FEATURE

DR. LARRY COLE 
is a lead trainer for the 
North American Equipment 
Dealers Association’s 
Dealer Institute.

LARRY COLE, PH.D., is a lead trainer for and consultant to the North American Equipment Dealers Association’s Dealer Institute. He 
provides onsite training and public courses to improve business leadership effectiveness and internal and external customer service. 
Please send questions and / or comments to Larry at teammax100@gmail.com

Dealers Told Us About  
Their Training Needs
by DR. LARRY COLE & MICHAEL PIERCY

EDM

MICHAEL PIERCY is the vice president of dealer development for NAEDA. He has over 20 years’ experience in organizational leadership 
training and development and succession planning. Piercy joined the association in 2015 to help build the Dealer Institute as a complete 
solution for industry training and consulting needs. Along with DI Trainers, Piercy was instrumental in developing the library of training 
and consulting opportunities DI offers dealer organizations today. His current role, leading NAEDA’s Dealer Institute, allows him and his 
team to guide dealer organizations through training and consultative initiatives, as well as merger, acquisition, and succession planning.

A dealership’s success can be 
likened to railroad tracks, with 
two critical paths that deter-

mine its prosperity - technical ex-
pertise and interpersonal skills. Of 
these, the performance of the deal-
ership’s employees plays a pivot-
al role in ensuring both technical 
competence and financial success. 

Recognizing the significance of training, 
the Dealer Institute conducted a needs as-
sessment within NAEDA’s 2022 workforce 
study to understand the essential training re-
quirements for these tracks. Here, we provide 
a summary of key findings, focusing on data 
analyzed from AGCO, Case IH, John Deere, 
Kubota, and New Holland dealerships.  These 
five were determined by their frequency of 
participation.

Immediate Training Needs
Leadership development for improving 
people skills and understanding financials 
emerged as the top two immediate training 
needs for dealerships. Following closely were 
leadership development for technical skills 
and implementing operational best practices.

Training Sources
According to the surveyed dealerships, three 
preferred independent firms for people skills 
training, while one chose the OEM and two 
opted for internal trainers. Interestingly, 
despite their preferences, all five dealerships 
commonly utilized internal trainers for 
various training requirements.

Technical Skills Training
The survey explored training needs in 
seven technical skills areas: departmental 
management, f inancials, managing 
production metrics, parts department, 
service department, wholegoods, and inter-
departmental relations. While there was 
considerable variability among dealerships 
by brand, departmental management was 
identified as a critical training area by the 
dealerships of one dealer brand, while another 
set of dealerships emphasized understanding 
financials and parts department training. 
The remaining three dealership brands 
highlighted the importance of fostering better 
inter-departmental working relationships.

Secondarily, training for the parts depart-
ment, e.g., parts fill rate, absorption rate, and 
up-selling, showed consistent demand across 
dealership brands.

Understanding Financials
Dealerships generally preferred using internal 
trainers to understand financial information, 
although one dealership expressed a preference 
for an independent consulting firm.

People Skills
The survey investigated fourteen essential 
people skills, ranging from integrating vision 
and mission within the dealership’s culture 
to the people skills required to manage the 
dealership’s departments.  Notably, there was 
considerable variability among the dealerships 
by brand. For example, supervisor training 
to create high-performing work teams was 
favored by dealerships from three dealership 
brands, while managing inter-departmental 
working relationships and retaining 

employees were identified as key priorities by 
dealerships representing two OEMs. Note 
these skills revolve around enhancing the 
working relationship between supervisors and 
their direct reports.

Next Steps for the Dealer Institute
The Dealer Institute thanks all the 
participating dealerships for their 
invaluable input. 

As this article is being published, 
the DI is actively changing course con-
tent per the suggestions offered from 
this survey. These updates will be of-
fered later in 2023 and early 2024. 
Additionally, the Dealer Institute is 
considering offering specific virtual 
content training to meet dealerships’ 
needs. For instance, a virtual training 
program focused on creating high-per-
formance work teams is currently in 
development with the expectation the 
class will be fewer than four hours.

Stay tuned to forthcoming changes 
tailored to meet dealerships’ require-
ments. If you have any suggestions for 
course topics, feel free to reach out to 
Michael at mpiercy@naeda.com. 

MICHAEL PIERCY is 
the vice president of dealer 
development for NAEDA.

A dealership’s success can be likened to railroad tracks, with  
two critical paths that determine its prosperity - technical expertise  
and interpersonal skills. 

mailto:mpiercy@naeda.com
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INDUSTRY INSIGHTS

What’s Happening to  
Brand Loyalty?
By EDWARD PRONLEY

So, the pandemic is over, supply chain issues 
are returning to normal, and you assumed 
your customers would come back.  

 You’re not alone.
Thanks to the pandemic, equipment dealers felt the effects of ma-

jor supply chain issues, causing buyers to turn to brands they might 
not have considered previously. But not all buyers are going back to the 
brands they were once loyal to and some dealers are duly concerned.

What’s Happening to Brand Loyalty?
In 2022, Randall Reilly conducted a survey of ag equipment owners 

to get their input on the current state of brand loyalty. What they dis-
covered is that brand loyalty is currently eroding.

Often, loyalty erosion is driven by dissatisfaction with equipment 
or disruptive innovation, but according to this research, it seems supply 
chain issues have created an environment where brands have the abili-
ty to increase their market share – or lose it.

In the survey, Randall Reilly asked their respondents about their pri-
mary brands and if they bought from other brands due to supply chain 
issues. And 17% said they did.

Randall Reilly then asked those who switched to new brands what 
they would do in the future and only 16% of them said they would defi-
nitely be going back to their primary brand. That means a large percent-
age of respondents who had to buy other brands due to supply chain is-
sues are at least considering that brand for future purchases.

Essentially, their loyalty is disappearing, and businesses are already 
feeling the effects.

When Iron Solutions asked John Hoffman of Atlantic and South-
ern Equipment if their customers are brand loyal, Hoffman had this to 
say, “Not as much as they were. As the year went on, we kept ordering and 
ordering and [orders] kept backing up and backing up. But toward the be-
ginning of this year, we did get a lot of new equipment. 

“And, as it turns out, a lot of the other brands did not. So, if somebody 
that needed a new tractor because their old tractor was coming off lease …  
we actually had a good amount of Fendt tractors [that met this demand]. 
Last year was really tough on new equipment. It almost caught us by sur-
prise.”

It caught a lot of people by surprise – which is why now is the time 
to act.

Which Brands Were Most Affected?
It was no surprise that when asked which brands of ag equipment 

farmers tend to buy, their top two choices were Deere at 56% and Case 
IH at 40%.

However, when asked which brands farmers went to due to supply 
chain issues, at the top of the list was Kubota, with 26% saying they 
purchased other pieces of equipment from them.

That means Kubota really benefited from this scarcity in supply, be-
ing the number one response.

What Can You Do About It?
If you find yourself questioning how these brand loyalty chang-

es might affect you in the future, or if you’re already feeling those ef-
fects, it’s helpful to have some strategies in place to make sure you 
don’t miss out on crucial opportunities. Those strategies include:

Finding Conquest Sales
The current state of brand loyalty is ripe for finding conquest 

sales, especially because farmers might be more open to purchas-
ing new brands. 

Start your search for prospects who have recently purchased 
a brand of equipment you offer. Based on our survey, they might 
have seen the benefits that the new brand offers and be more will-
ing to buy it again.

You could also search for prospects who have recently pur-
chased a different brand altogether. Even if it’s not the brand you 
offer, it means the buyer might be open to trying new brands in 
the future.

Focusing on Parts and Services
We all know that parts and services are where dealers typically 

find profit margins. Farmers who’ve had to buy new brands due to 
supply chain issues are going to need someone who can help with 
repairs and maintenance.

Find prospects who recently bought the brand you sell and of-
fer up your repair services. Because of brand loyalty erosion, there 
might be new prospects in your AOR for these services that you 
haven’t considered previously.

Finding New and Protecting Existing Customers
Dealers have a number of ways to monitor customers’ brand 

choices in ag equipment. They can rely on their own data, their ob-
servations from the field, and public records like UCC filings.

Another resource being used is EDA Data, 
which collects UCC data and provides an inter-
face for dealers to see which growers in their 

area are financing equipment, and for which type and make. Tak-
ing advantage of these data sources can help to protect or grow a 
dealer’s market share according to their strategic objectives.

Protecting Your Market Share
In the survey, Randall Reilly covered more than just brand loyalty. 

They also talked to farmers about their buying behavior. When asked 
about when they start planning their purchase for pieces of equipment, 
over 42% said they plan six to 12 months in advance.

When asked what most influences them to replace their equipment, 
40% said tax provisions.

With those pieces of information, you have everything you need 
to start protecting your market share during this time of brand loyal-
ty erosion. 

Knowing that your past buyers and new prospects think about buy-
ing equipment far in advance, you can reach out to them when they’re 
more likely to be in their buying cycle.

And knowing that about 40% purchase new equipment due to tax 
provisions, you can bring up certain tax codes, like Section 179, to sell 
your equipment more effectively. 

Section 179 is an IRS tax code that allows businesses to write off the 
full price of qualifying equipment or software in the year it was pur-
chased. In 2023, the deduction limit was raised to $1,160,000 and the 
total equipment purchase limit was raised to $2,890,000. So, let your 
prospects know that now is the time to buy and make sure you can sell 
your equipment before your competitors do.

In Conclusion
We’re currently experiencing a time of brand loyalty erosion. 

Supply chain issues have lessened, and we all expected farmers to 
come flocking back to the brands they knew and loved. But it’s just not 
happening.

If you’re an ag equipment dealer, now is a good time to reevaluate 
your market share and find ways to protect or gain it. Otherwise, you 
might start to feel the effects of brand disloyalty – if you haven’t 
already.

EDWARD PRONLEY is the Marketing Content Manager at Randall Reilly. Having researched and written various articles for industries such as trucking, 
agriculture, and construction, Edward aims to uncover and share insights that can help readers better understand trends in these industries and how best to 
navigate them, especially for those maintaining, selling, and working with heavy equipment.

EDWARD PRONLEY 
is the Marketing Content 
Manager at Randall Reilly. 

Often, loyalty erosion is 
driven by dissatisfaction 
with equipment or 
disruptive innovation, 
but according to this 
research, it seems supply 
chain issues have created 
an environment where 
brands have the ability 
to increase their market 
share – or lose it.

EDM

When purchasing a major piece of equipment for 
your operation, how far in advance do you plan?

©Randall Reilly 2023 Brand Loyalty Report

1-6 months in advance

6-12 months in advance

1-2 years in advance

2+ years in advance

When thinking about your agriculture equipment, 
what are the primary brands that you use?

©Randall Reilly 2023 Brand Loyalty Report

John Deere
Case IH

New Holland
Kubota

AGCO (Massey, Fendt, Rogat...)
Claas

Versatile

Other

©Randall Reilly 2023 Brand Loyalty Report

Did you buy from 
other brands due to 
supply chain issues?

NO 83%

YES 17%

What other equipment brands have you bought?

©Randall Reilly 2023 Brand Loyalty Report

John Deere

Case IH

New Holland

Kubota

AGCO (Massey, Fendt, Rogat...)

Claas

Other

https://info.randallreilly.com/2023-brand-loyalty-reports?utm_source=EquipmentDealerMagazine&utm_medium=Editorial&utm_campaign=AI%3A+NAEDA+Editorial&utm_content=Fall2023Issue
https://randallreilly.com/?utm_source=EquipmentDealerMagazine&utm_medium=Editorial&utm_campaign=AI%3A+NAEDA+Editorial&utm_content=Fall2023Issue
https://edadata.com/industries/agriculture/?utm_source=EquipmentDealerMagazine&utm_medium=Editorial&utm_campaign=AI%3A+NAEDA+Editorial&utm_content=Fall2023Issue
https://www.myfcsfinancial.com/news/section-179-update-2023
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www.axontire.com

There isn’t a more vast inventory in North America 
dedicated to helping dealers move more iron. 
Leverage over 250,000 square feet of inventory to 
solve any problem a grower may have.

TIRE AND WHEEL
SOLUTIONS FOR
AGRICULTURE
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T  he Department of Homeland Security has des-
ignated the U.S. food supply chain as one of the 
16 critical infrastructure sectors vulnerable to 

both foreign and domestic attacks. 
With the array of network interdependencies, vendor connections, 

supply chain demands and public agency oversight, cyber security isn’t 
something your dealership should take lightly. 

What makes Dealerships a Target to cyber threats?
• Farm equipment dealerships are a staple to the food supply 

chain therefore, they have a higher risk of cyber-attacks.
• Ransomware and Cyber Extortion techniques have in-

creased and make every company a potential target.
• While the food and ag sectors have followed automation 

technology innovations, Dealers have not kept pace with 
modernizing their cybersecurity operations to support 
those advancements.

Cybersecurity threats from Mandiant's 2022 data breach report 

• Software vulnerabilities (contributed to 32% of all breach-
es) are flaws within a software program, leading to poten-
tial unauthorized access or unexpected behaviors. Such 
weaknesses stem from factors like unpatched systems, 
mistakes in third-party code, or system misconfigurations.

• Phishing emails, which deceive recipients into revealing 
sensitive information or downloading malicious content, 
are responsible for 22% of breaches.

• Breaches involving stolen login credentials represent 14%.

• A "Prior Compromise" refers to situations where an at-
tacker has previously breached a system, maintained un-
detected access, and potentially leveraged this access for 
subsequent attacks. Such situations accounted for 12% of 
breaches.

• Additional methods through which systems can be compro-
mised include website hacking, brute force attacks, vulner-
abilities in third-party associations, exposed internet serv-
ers, and issues related to personal devices used for work 
purposes. Together, these threats make up approximately 
20% of the total breaches.

Keeping track of the existing threats and vulnerabilities within your 
dealership can be difficult and no one understands this better than Secu-
vant. Secuvant’s newly developed Panoptic solution allows dealers to 
stay on top of software and configuration vulnerabilities within a sin-
gle solution, effectively addressing the #1 cause of breach for 2022 (per 
Mandiant).

The interactive graphics and tables allow users quickly assess trends 
and view their vulnerabilities in near real-time.

With the array of network 
interdependencies, vendor 
connections, supply chain 
demands and public agency 
oversight, cyber security isn’t 
something your dealership  
should take lightly. 

Safeguard Your Online 
Infrastructure with  
Panoptic from 
Secuvant
by NAEDA STAFF

Stop cyber-attacks in their tracks and check out what 
NAEDA’s endorsed Secuvant Panoptic solution has to offer 
by contacting Kent Howard at Kent.Howard@secuvant.com 
for a demo today. EDM
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SERVICE
When you work with AXON,  
you will have a dedicated 
solutions consultant. We 
think Cory Pennington at 
Sydenstricker Implement said  
it best, “They’re never more 
than a text, email or phone  
call away. AXON helps us 
become more efficient.”

INVENTORY
There isn’t a more vast 
inventory in the country 
dedicated to helping dealers 
move more iron. Leverage  
our 230,000 square feet  
of inventory to solve any  
problem a grower may have.

SOLUTIONS
We will never push products,  

but we will always solve 

problems. Think of us as  

a trusted advisor helping  

to improve your bottom line.

9A  C F I  C OMPAN Y  | 

6 |  A XON

NAEDA ADVERTORIAL

SUBMIT. SOLVE. SELECT. 
Common Problems We Can Help You 
Solve for Your Customers…

DEDICATED TO HELPING YOU MOVE MORE IRON.

This company was started almost 100 years ago out of  
a passion for keeping agriculture moving. It’s that same  
passion that drives us today. 
With a vision for a better experience for both farmers and 
dealers, we set out to create a better way to move more iron. 

why we are here.

FOUR PILLARS OF BUSINESS 
AXON has four key pillars that differentiate us as the best tire  
and wheel option for dealers across North America. 6 |  A XON

KNOWLEDGE
Like you, AXON has 
a legacy spanning 
generations in supporting 
the agriculture industry. 
We support more than 
750 dealers annually but, 
most importantly, help 
those dealers move  
more iron.

1 SERVICE
When you work with 
AXON, you will have 
a dedicated solutions 
consultant. We think 
Cory Pennington 
at Sydenstricker 
Implement said it 
best, “They’re never 
more than a text, 
email or phone call 
away. AXON helps 
us become more 
efficient.”

2 INVENTORY
There isn’t a more vast 
inventory in the country 
dedicated to helping 
dealers move more iron. 
Leverage our 230,000 
square feet of inventory 
to solve any problem a 
grower may have.

3 SOLUTIONS
We will never push 
products, but we  
will always solve 
problems. Think of us 
as a trusted advisor 
helping to improve 
your bottom line.

4

WHEN YOU PARTNER WITH US
When you partner with us you immediately gain access to a 
full range of products and solutions designed to meet today’s 
growers’ complex needs. We carry all major brands and sizes of 
tires, wheels, and tracks. From custom colors and sizes to fully 
customized wheels, you can have the solution for virtually any 
problem your customer is trying to solve. 

COMPETITIVE ADVANTAGE  
TO HELP YOU SELL EQUIPMENT
Whether you represent the sales, parts, or management department of an 
implement dealership, there’s a surprising amount of complexity when it comes 
to ag tire, wheel, and track technology – let AXON worry about that so you can get 
back to supporting your customers. 

m o v e 
m o r e 
ir   n

OUR GOAL? MAKE YOUR 
CUSTOMERS HAPPY.

VISIT     AXONTIRE.COM 
CALL     888-890-1208
EMAIL   sales@axontire.com

TRACTOR SOLUTIONS

With AXON as your guide, feel confident in selling products perfectly suited to your customer’s 
unique applications. From narrow-row specialty tire and wheel combinations to large flotation 
options, we’ll help you move more iron. 

SPECIALTY CROP SOLUTIONS

With offices throughout the Midwest, Texas, and California, leverage our experience in helping 
growers of all kinds. From almond orchards to vineyards and more, we can help you move even 
the most unconventional machinery. 

SPRAYER & SPREADER SOLUTIONS

When it comes to today’s large chemical applicators, the right tire and wheel solution can make 
all the difference. Our industry-leading inventory and product knowledge can help grow your 
bottom line. 

HARVEST SOLUTIONS 

Our solution experts can help you solve various harvest problems, from grain cart flotation, 
single and dual float packages, and specialty tread setups for sidehills. As these machines get 
bigger and heavier, the right tire and wheel setup had never been more important. 

mailto:salees@axontire.com
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HR SOLUTIONS

Flexibility Expectations 
in the Agricultural 
Workplace  
by BONNIE JOHNSON, AgCareers.com 

is a member of the Talent Solutions Team at AgCareers.

BONNIE JOHNSON is 
a professional marketing 
specialist. She supports 
the AgCareers.com team 
and brand through her 
extensive marketing 
and communications 
experience.

BONNIE JOHNSON has more than twenty years of professional marketing experience, including nine years with AgCareers.com. As a marketing specialist, 
she supports the AgCareers.com team and brand through marketing and communications efforts. This includes internal and external communications, email 
marketing, company branding, market research, and data analysis. Please send questions and/or comments to bonnie.johnson@agcareers.com. 

EDM

Explore additional benefits insights in the 
AgCareers.com Candidate and Employee 
Benefits Survey Report: AgCareers.com - 
Agriculture Jobs & Agriculture Careers 
Need help finding the right talent for  
your open roles? Contact AgCareers.com  
at agcareers@agcareers.com or 
800.929.8975.

You have a set program 
of benefits that you  
offer employees, but 

what do they really want? 
What will make them 
choose to work for you  
and stay? 
When every employer is competing for the 

best talent, we must uncover not only what the 
competition offers but what potential employ-
ees want in their benefits program. 

AgCareers.com surveyed nearly 2,000 
candidates and employees in the agricultur-
al industry about their preferences and the 
importance they place on various perks and 
benefits. The AgCareers.com Candidate & 
Employee Benefits Survey Report revealed 
flexibility as the most critical employer perk.

Flexibility Perks
More agricultural employers are using 

flexible work arrangements, and more em-
ployees expect and desire flexibility in the 
workplace post-pandemic.

AgCareers.com asked respondents to rate 
the importance of ten company perks. Flex-
ibility (e.g., flexible working hours, job shar-
ing, compressed work week, etc.) was the most 
preferred perk. Telework (working from home 
or outside the office) wasn’t far behind flexi-
bility.

Telework/remote work can cause challeng-
es for farm service and production employers 
and may not be feasible. In these cases, consid-
er and emphasize flexibility in time, days, etc. 
When examining benefit preferences by em-
ployment level, hourly staff and temporary/
contract/seasonal employees placed the most 

importance on flexibility. Salaried staff placed 
the highest priority on telework perks.

Increased flexibility was one of the top five 
reasons for employees to leave their jobs for 
another opportunity. Examining these re-
sponses by specific demographics, flexibility, 
and remote work were significantly more crit-
ical to female than male respondents. Expe-
rienced professionals with 21-25 years of ex-
perience also placed the most importance on 
flexibility and telework.

Retention & Recruiting
AgCareers.com also asked candidates and 

employees what would motivate them to leave 
their current jobs for a new opportunity. The 
desire for “more flexibility” was one of the top 

Beyond communications 
used in recruiting practices, 
retention practices are a 
top priority for agricultural 
employers. Evidence 
suggests that increased 
flexibility is one of the 
strongest motivators in 
recruitment and retention.

motivators, ahead of even company culture. 
Beyond communications used in recruiting 
practices, retention practices are a top priority 
for agricultural employers. Evidence suggests 
that increased flexibility is one of the stron-
gest motivators in recruitment and retention.

ironsolutions.com/findbuyers  |  (855) 603-5513

Combine the accurate data valuations you trust from Iron Solutions 
with EDA to find in-market buyers of specific ag equipment. 
Get a 15 minute demo.

checks that box.

Know what your 
equipment is worth.

Find a buyer for 
your equipment.

96% of the
Farm Equipment Top 100TM use

https://www.agcareers.com/track-report-downloads.cfm?ID=119
https://www.agcareers.com/track-report-downloads.cfm?ID=119
http://www.agcareers.com
mailto:agcareers@agcareers.com
https://www.agcareers.com/track-report-downloads.cfm?ID=119
https://www.agcareers.com/track-report-downloads.cfm?ID=119
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PEOPLEsmart LEADERSHIP PRINCIPLES

DR. LARRY COLE 
is a lead trainer for the 
North American Equipment 
Dealers Association’s 
Dealer Institute.

LARRY COLE, PH.D., is a lead trainer for and consultant to the North American Equipment Dealers 
Association’s Dealer Institute. He provides onsite training and public courses to improve business 
leadership effectiveness and internal and external customer service. Please send questions and / 
or comments to Larry at teammax100@gmail.com

T he tragedy is - all of us are 
blinded by our own thinking! 
Unfortunately, there are multi-

ple psychological factors that con-
tribute to our impaired vision. For 
example, personality styles that 
only want to see things one way 
and, worse, may not care what oth-
er people think.  There are a host of 
variables associated with self-es-
teem and self-confidence that im-
pact our vision but are too numer-
ous to discuss in this article.  

Let’s illustrate the problems caused by our 
thinking. Look at the picture. What do you 
see - an old woman or a young woman? Per-
haps you see an abstraction without seeing a 
face.  

Some of you may have seen this artwork 
and know that by shifting your vision a pic-
ture of a young and old woman emerges. The 
point is you will only see one picture at a time.  

The picture illustrates a leadership lesson 
explained by the proverb, a made up mind los-
es its objectivity. Exemplary leaders/supervisors 
understand the pitfalls of a made up mind and 
the following list is not inclusive:

1. The wrong decision may be made.

2. The “know it all” leader/supervisor is 
not well liked.

Blinded By Your  
Own Thinking
by  DR. LARRY COLE

EDM

3. The “know it all” leader/supervisor 
stifles the creative thinking offered 
by others that may result in the best 
decision for the dealership. So the 
dealership takes a hit.

4. Employee morale and engagement 
take a BIG hit.

Mental Blueprint
Please circle your answer to the follow-

ing questions:  

1. Do you want to be the person that 
is open-minded to consider all per-
spectives of an issue?     YES     NO 

2. Do you want to be the person who 
encourages people to think so that 
the best decision can be made for the 
dealership?     YES     NO 

My guess is that you circled “yes”. So the 
following is a mental flowchart that you can 
use to be more open minded.

SELF-AWARE
Before engaging in a discussion on any topic, 
you have to be psychologically aware of your 
propensity to want to be right. Leadership gu-
rus tell us that psychological self-awareness of 
our strenghths and weaknesses is such a diffi-
cult  challenge that most of us ignore this pro-
cess. If so, being closed minded is a terrible 
psychological disease. I can’t over emphasize 
this first step. Failing this step can lead to be-
ing closed minded!

SELF-DISCIPLINE
Once being aware, you have to make several 
good choices and they are listed as you con-
tinue reading.

KEEP QUIET
Begin by keeping your opinions to yourself.  

ASK QUESTIONS
Encourage others to offer their opinions/sug-
gestions. When you want to insert your opin-
ion, you can do so via a question — What do 
you think would happen if…?

ACTIVE LISTENING
Ask additional questions to fully understand 
the opinion offered by others.

DEBATE
Encourage debate of the ratio of advantages/
disadvantages of the different ideas offered to 
ensure the best idea is adopted for the success 
of the dealership. Have the default position 
— you want the best idea regardless of the or-
igin of that idea.

CLOSURE
Ask the final question — What do you think 
needs to be done? When at all possible use the 
offered input. Liz Wiseman author of the Mul-
tiplier suggests using the 51% rule in which 
the members of the discussion team make the 
final decision instead of the team’s leader.

As with any habit, becoming proficient 
at being open-minded takes practice 
and there are multiple opportunities 
to do so during the course of every day!

As with any habit, becoming 
proficient at being open-minded 

takes practice and there are 
multiple opportunities to do so 
during the course of every day!

*The Moneris service is available if the Moneris host system processing platform is operational. Service availability is measured by Moneris each calendar 
quarter and is subject to certain exclusions as determined by Moneris. 
MONERIS and MONERIS & Design are registered trademarks of Moneris Solutions Corporation. All other marks or registered trademarks are the property 
of their respective owners.

Take advantage of your WEDA membership today to receive preferred rates from Moneris.
Call 1-888-552-0341 or visit moneris.com/associations.

Preferred rates for your business
Moneris is committed to providing a wide range of industry-leading
payment solutions to WEDA members.

SecureReliable Advanced
You work too hard to be held back 
by network downtime. Moneris’ 
99.9% system reliability* ensures a 
great customer experience.

All debit and credit card payments 
are protected by industry-leading 
security standards.

We’re constantly working to bring 
you innovative new business tools 
to empower your business.

Take advantage of your NAEDA membership today to receive preferred rates from Moneris.

Moneris is committed to providing a wide range of industry-leading 
payment solutions to NAEDA members.
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Dealers have been inquir-
ing about new fees being list-
ed on vendor websites. Many 

vendors now list additional charg-
es such as freight, pre-delivery in-
spection (“PDI”), or dealership fees. 
These changes were likely made 
in order to comply with new “drip 
pricing” laws under the Canadian 
Competition Act. 

What is drip pricing?
Drip pricing is a technique where vendors 

initially advertise only part of a product or 
service’s price, with the full price only being 
revealed to the customer as they go through 
the purchasing process. Drip pricing con-
ceals the ultimate price from the customer 
by omitting additional (but mandatory) fees 
from the advertised price. Charging addition-
al fees such for freight, processing, or logistics 
in and of itself is not “drip” pricing – but fail-
ing to disclose these fees up-front may be con-
sidered misleading advertising, according to 
new Canadian laws.

New changes to the Competition Act
In 2022, amendments to the Competition 

Act (the “Act”) specifically targeted drip pric-
ing. The additions of sections 52 (1.3) and 
74.01(1.1) confirm that advertising a price 
that is in reality unattainable due to fixed 
obligatory charges, constitutes a false or mis-
leading representation under the Act. Drip 
pricing is not false or misleading if the ad-
ditional charges are imposed by the govern-
ment (e.g. sales tax). 

EDM LEGAL NOTES

JANELLE GOBIN maintains a general litigation practice with a focus on commercial disputes, insurance claim defence, professional negligence, and health 
law. Prior to joining BLG as an associate, Janelle graduated from the University of Manitoba Faculty of Law, and clerked at the Manitoba Court of Appeal. Janelle 
has appeared in the Alberta Court of Justice and the Court of King’s Bench of Alberta, and has assisted in complex commercial litigation trials in the Court of 
King’s Bench of Alberta. 

Changes to the 
Competition Act 
Targets Drip 
Pricing
by JANELLE GOBIN

We are BLG: Canada’s Law Firm. 
Our firm has a rich history that goes back to 

1823. Building on our heritage and culture, we seize 
opportunities and overcome challenges. 

Our culture is one of vigilance and curiosity, 
Firm-wide collaboration, unfailing mutual respect and 
dedication. We pride ourselves on having standout 
talent and delivering an exceptional client experience.

Our professionals have negotiated groundbreaking 
deals, successfully settled landmark cases and 
published insightful articles and books. 
Our Firm

Our skilled professionals advise clients on a  
broad range of matters, from corporate law to disputes 
resolution. Our clients benefit from having the necessary 
expertise to answer all of their legal issues within  
one firm.

With over 725 lawyers, patent and trademark 
agents, notaries and paralegals, we assemble the best 
team to deliver practical legal advice to domestic and 
international businesses and organizations. Whatever 
your issue, our professionals work with you to assess 
your needs and provide tailored business advice.

To speak to a BLG lawyer 
through the Canadian 
Dealer Hotline, call 

800.661.2452

CANADA’S 
L A W  F I R M
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To contravene the Act, a representation 
must be false or misleading in a material re-
spect, meaning that the representation must 
affect the purchaser in deciding whether to 
purchase the product. 

Penalties for engaging in false or mislead-
ing representations can be severe. Misleading 
representations may either be civil or crimi-
nal in nature: 

1. Civil: if a person engages in conduct con-
trary to section 74.01(1)(a) of the Act, a court 
may order the person to stop engaging in 
such conduct, to publish a corrective no-
tice, and/or pay an administrative mone-
tary penalty. Additionally:

 1.  For individuals, the penalty for first-
time violations is up to the greater of: 
$750,000 ($1 million for each subsequent 
violation), and three times the value of the 
benefit derived from the deceptive con-
duct, if that amount can be reasonably de-
termined. 

 2. For corporations, the penalty for first-
time violations is up to the greater of: $10 
million ($15 million for each subsequent vi-
olation), and three times the value of the 
benefit derived from the deceptive conduct, 
or, if that amount cannot be reasonably de-
termined, 3% of the corporation’s annual 
worldwide gross revenue.

 3. A court may also make a restitution or-
der requiring consumers be compensated. 

 4. A court also has the power to issue an 
interim injunction to freeze assets.

2. Criminal: if a person knowingly or reck-
lessly makes a false or misleading repre-
sentation contrary to section 52 of the Act, 
an individual may be subject to summary 
conviction and a fine of up to $200,000 and/
or imprisonment for up to one year, or con-
viction on indictment whereby fines are at 
the discretion of 
the court and im-
prisonment can be 
for up to 14 years.

Generally, when deciding whether a pric-
ing representation is false or misleading, 
courts will apply the “general impression” 
test, where the court will take into account 
the general impression conveyed by a repre-
sentation. In the case of drip pricing, if a rep-
resentation creates the general impression of 
a lower total price, it may be considered false 
or misleading and therefore in violation of 
the Act.

We note that these new laws on drip pric-
ing are limited to Canada. While the United 
States’ Federal Trade Commission released a 
request for public comment on “junk fees” 
and drip pricing in late 2022, no formal leg-
islation addressing drip pricing has been cod-
ified in the United States.

What this means for dealers
The Competition Bureau has already tak-

en steps to enforce these new drip pricing 
laws.

In May 2023, the Competition Bureau 
commenced a proceeding against Cineplex 
Inc. for allegedly engaging in drip pricing. 
The Bureau alleges that Cineplex added a 
mandatory $1.50 booking fee for customers 
purchasing movie tickets online. The Bureau 
does not allege that the $1.50 fee is complete-
ly concealed from customers -- rather, it al-
leges that the fee is not sufficiently disclosed. 

The Competition Bureau alleges that the 
following elements of Cineplex’s purchasing 
process are particularly misleading: 

1. The placement of fee disclo-
sures on web pages: the Bureau alleges 
that Cineplex displays prices for movie 
tickets at the top of the page, and cus-
tomers have to scroll to the bottom of 
the web page to locate the actual book-
ing fee (including the $1.50 charge).

2. Use of floating banners: the 
Bureau alleges that Cineplex’s use of 
a floating banner on their webpage, 
which prompts the customer to pro-
ceed, diverts customers from scrolling 
down to the bottom of the page where 
the actual booking fee would be visi-
ble. The floating ribbon contains a sub-
total in smaller print which incorpo-
rates the $1.50 fee but does not separate 
it out from the original price.

3. Use of urgency cues:  the Bu-
reau alleges that the use of a count-
down timer on Cineplex’s website acts 
as an urgency cue to complete the pur-
chasing process quickly, which may 
prevent customers from becoming 
aware of the additional booking cost. 

The Bureau’s proceeding against Cine-
plex is one of the first cases to proceed after 
the amendments to the Act. However, other 
enforcement actions commenced by the Bu-
reau in the past have focused on drip pricing, 
including actions against Enterprise-Rent-A-
Car, Bell Canada, and FlightHub. The new 
amendments simply codify drip pricing as a 
form of misleading or false representations, 
which are subject to sanctions. This supports 
the Bureau’s marketing enforcement efforts, 
and may lead to increased risks for companies 
who fail to sufficiently disclose any addition-
al fees and surcharges upfront. 

Given the Bureau’s proceedings against 
Cineplex, it is good practice for dealers to 
alert customers to additional charges and fur-
ther costs that may apply to purchases. In cir-
cumstances where prices may be determined 
by a third party, it may be advisable to include 
a reference to the prices generally. For exam-
ple, an Outdoor Power Equipment (“OPE”) 

Drip pricing is a technique where vendors initially advertise only part of 
a product or service’s price, with the full price only being revealed to the 
customer as they go through the purchasing process. Drip pricing conceals 
the ultimate price from the customer by omitting additional (but mandatory) 
fees from the advertised price.

HERE'S WHAT YOU SOLD    Equipment Retail Sales In Units
Canada - AUGUST 2023 
Ag Tractor and Combine Report

AUGUST Y-T-D MAY AUGUST 2023
DATA PROVIDED BY THE ASSOCIATION OF EQUIPMENT MANUFACTURERS

2WD < 40 HP 1,381 1,498 -7.8 10,620 13,282 -20.0 12,838

2WD < 100 HP 408 432 -5.6 3,533 3,849 -8.2 4,612

2WD 100+ HP 260 247 5.3 2,374 2,297 3.4 1,943

TOTAL 2WD FARM TRACTORS 2,049 2,177 -5.9 16,527 19,428 -14.9 19,393

TOTAL 4WD FARM TRACTORS 52 64 -18.8 565 487 16.0 86

TOTAL FARM TRACTORS 2,101 2,241 -6.2 17,092 19,915 -14.2 19,479

SELF-PROPELLED COMBINES 181 219 -17.4 1,256 943 33.2 454

 2023 2022 %CHG  2023 2022 %CHG BEGINNING INVENTORY

manufacturer may wish to include a reference 
to PDI fees on their marketing materials in 
order to comply with drip pricing laws, even if 
they are not setting the PDI fees themselves. 

Given the potential penalties for failing 
to comply with new drip pricing laws, deal-
ers should take these new laws into consider-
ation when publishing advertising and mar-
keting materials.

JANELLE GOBIN,  
Associate, BLG
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We look good together.®

We’re invested in how you look, providing 

products and services that enhance your 

business image and your bottom line. 

That’s because if you don’t look good, we 

don’t look good. And when you look good, 

customers take notice.

• Customized uniform programs

• Flame Resistant (FR) and visibility garments

• Restroom and facility services

• Industry leading service and value

• 300,000-plus business customers

UniFirst.com | 800.934.8641 
Alan_Pipe@UniFirst.com 

UniFirst is an Endorsed Vendor for the WEDA network.UniFirst is an Endorsed Vendor for the NAEDA network.

TOPmetrics TO WATCH

Keeping your shop full for 12 
months a year is challeng-
ing for every service depart-

ment. We are constantly adjusting 
to our customers’ seasonal needs, 
which brings with it peaks and 
valleys in the workloads we  
manage and the expectations  
we are asked to meet.
With a limit on the hours available every 

month, building a strategy to reduce the peaks 
and valleys can drive financial success and in-
creased customer satisfaction. 

First, take a look at the skill sets you have 
available in your staff of technicians. Keep-
ing your well-trained, top-performing staff 
busy is never a problem. Since these techni-
cians are able to do everything for you, they 
always have work. But having a strategy on 
what work you want to sell for this high-per-
forming staff is the first step to lowering the 
peaks of the busy seasons. A well-trained, ex-
perienced technician is a great candidate to 
be in a service truck. In the slower times of 
the year, be proactive in contacting customers 
who prefer technicians coming to them. Many 
of our customers have invested in great shops 
and reaching out to them can drive work for 
you and a great customer experience for them. 
Using their shop is also a great way to increase 
your shop capacity and hours available to sell. 

Every service department wants to have re-
liable, steady technicians in their shop. They 
may not have the formal training or certifica-
tion but have built their career on mechanical 
experience. In your peak season, this group 

The Right Job, 
The Right Tech, 
The Right Time
by SCOTT BRIGDEN

EDM

SCOTT BRIGDEN is a trainer with NAEDA’s Dealer Institute. Prior to joining DI as an aftermarket specialist and trainer, Scott held various training and leadership 
positions across several dealerships in Canada, and he currently manages a truck repair shop. He looks forward to helping dealers succeed by improving their parts 
and service operations. 

TOP METRICS TO WATCH is an ongoing feature brought to you by the association’s Dealer Institute to help dealers better understand key performance indicators 
and industry metrics to effectively manage their businesses. 

SCOTT BRIGDEN, 
Aftermarket Specialist 
and Trainer with NAEDA’s 
Dealer Institute. 

can go from a light workload to being over-
loaded with just a couple of big breakdowns. 
Work with your sales departments on lining 
up reconditioning work on equipment that is 
out of season and have a strategy to book pre-
ventative maintenance and 
inspections from your cus-
tomers on their out-of-sea-
son equipment. Whether it is 
planting or harvesting equip-
ment, they both sit for several 
months every year. Still, if you 
can get it on your yard in the 
offseason, it can create a great 
pipeline of work and provide 
the flexibility needed when 
the big breakdowns happen.

Finding trained, experi-
enced technicians is getting 
harder and harder in today’s 
competitive workplace. Hav-
ing a strategy to hire and de-
velop new technicians is key 
to the long-term success of any 
service department. I have heard that many 
service managers are hesitant to hire inexpe-
rienced technicians because they are hard to 
keep busy and not as efficient. Well, your best 
technician was once that person early in their 
career as well. A well thought out Inspection 
and Preventative Maintenance program is key 
to having the right jobs for your young staff to 
learn and grow from. You can engage your ex-
perienced, trained technicians to be looking 
for work when out on the road. In that case, 

they can come back to your shop and have 
your reliable shop technicians supporting and 
feeding the right jobs to the young staff. Then, 
keeping them busy can change them from a 
challenge to an efficient and profitable techni-

cian, and their gained experi-
ence will set them up for suc-
cess in the future.

Have your service man-
agement team sit down and 
go through the calendar sea-
son by season. Discuss what 
skills you have available on 
your team of technicians and 
how best to use them to meet 
the needs of your customers, 
both internal and external. 
Identify the slower periods of 
the year for each group and 
identify the opportunities 
you can go after to fill these 
gaps. Looking at your year-
by-season will help proac-
tively identify what you need 

to be marketing to your customers as well as 
gaps in your technician’s headcount and skill 
sets. This proactive approach will also help you 
control when the work is coming to your shop 
instead of waiting for the rush at the begin-
ning of a new season. Developing your sea-
sonal plan will ensure you are finding the right 
job, for the right technician at the right time 
and maximize turning 
your available hours into 
hours billed.

Have your service management team sit down and go through the calendar 
season by season. Discuss what skills you have available on your team of 
technicians and how best to use them to meet the needs of your customers, 
both internal and external.

Finding trained, 
experienced 
technicians is 
getting harder 
and harder in 
today’s competitive 
workplace. Having 
a strategy to hire 
and develop new 
technicians is key 
to the long-term 
success of any 
service department. 
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RISK INSIGHTS

Strong winds have the 
strength to blow the roof 
off your building and 

dealing with roof damage  
can be a disruptive and  
costly matter. 

Low-pressure areas are more prone to se-
vere windstorms and tornadoes. These weath-
er conditions produce high winds and rain 
that can damage your roof and disrupt your 
business operations. But property damage 
from high winds can occur in any geographi-
cal area, even if it doesn’t occur often.

We’ve compiled some best practices to 
help protect your building against roof dam-
age from high winds.

Roof design and construction
It’s important to choose the appropriate 

roof design and construction specific to your 
operations for stability, durability, and dam-
age resistance in high wind areas.

Roof pitch refers to the steepness and an-
gle of roofs. Commercial buildings generally 
have either flat roofs, low-slope roofs, or steep-
slope roofs, residential apartments and office 
buildings tend to only have flat roofs, and res-
idential homes are commonly seen with steep-
slope roofs.

Here are some common roof constructions 
that you may want to consider:

• Built-Up Roofing (BUR) membrane – This is 
composed of layers of roofing asphalt and 
asphalt felts which are installed so that 
multiple interwoven plies form a roofing 
membrane.

• Metal roofing – A metal roof is a roofing 
system made up of metal pieces or tiles. 
Metal roofing is a popular commercial roof 
type because of the various metal materi-
als available.

Protecting roofs  
against high winds
by CHRIS LEAHEY, Federated Insurance 

CHRIS LEAHEY is the 
Regional Association 
Manager at Federated 
Insurance.

CHRIS LEAHEY is the Regional Association Manager at Federated Insurance. Originally from Florenceville, a small farming community in New Brunswick (home 
of McCain Foods) Chris came out west right after high school, making Alberta his home. He has a background in Law Enforcement, Security Management, 
Government and the Insurance Industry. Chris has been working with Federated Insurance since 2006. 

Federated and Federated Insurance are registered trademarks of Federated Mutual Insurance Company. Used under license. Federated 
Insurance Company of Canada is the insurer of Federated Insurance policies. Terms, conditions, and exclusions apply. See policy for details. 

This article is intended to be general in nature and may not apply in all circumstances or jurisdictions. The advice of independent legal or other 
business advisors should be obtained in developing forms and procedures for your business. The recommendations in this article are designed 
to reduce risk but should not be construed as eliminating any risk or loss. We make no representations or warranties regarding the accuracy, 
completeness, or applicability of the information provided herein and will not be responsible for any loss rising out of reliance on the information.

Chris Leahey is the Regional Association Manager at Federated Insurance.

KNOWING YOUR
BUSINESS MATTERS
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How businesses can avoid being burned 
by the underground economy

Alexander Callahan
Director, Client Strategy 
& Business Development, 
Mississauga

The Canadian underground 
economy, sometimes referred to 
as the black market, can simply 
be described as unreported or 
underreported business activity. 
It can also be described as a $41 
billion industry that annually results 
in $2 billion of lost revenue for the 
Canadian government.

The construction sector alone 
accounts for 28% of this  
underground activity.

So what does that mean to business 
owners who are looking to hire 
contractors? Well for one thing, it means 
you should avoid deals that sound too 
good to be true. While it’s tempting to  
go with the cheapest option and 
pay cash when building, repairing, or 
renovating your property, the reason 
some contractors cost less is that  
they’re not playing by the same rules  
as the others.

They’re likely unlicensed, operating 
illegally, or avoiding taxes. Either way, 
they usually don’t leave a paper trail 
(in the form of a contract) or charge 
as much as legitimate, above-board 
tradespeople.

We’ll now delve deeper into the risks 
associated with hiring unlicensed 
contractors and how to go about  
hiring the right person for the job.

Six reasons to avoid unlicensed 
contractors 
• Limited training: Chances are they 

aren’t properly trained or certi ied and 
have less work experience than their 
licensed counterparts;

• Unethical hiring: They’re more likely to 
employ illegal workers;

• Subpar materials: If their work isn’t held 
to a high standard, their materials may 
not be either;

• No permits: Cutting corners often 
includes permits, without which you 
may be required to redo the work at 
additional cost;

• Tax avoidance: When someone cheats 
the system, we all pay for it. Insurance 
fraud leads to higher premiums for 
everyone — tax fraud has the same 
effects on taxpayers; and

• Underinsured: If a contractor damages 
property while working, their insurance 
takes care of it…unless they don’t have 
enough coverage or any at all. 

How to avoid hiring unlicensed 
contractors
The best way to avoid hiring unlicensed 
contractors is to do the necessary 
homework before they begin working on 
your business property.

by Alex Callahan, DIRECTOR, CLIENT STRATEGY & BUSINESS DEVELOPMENT – MISSISSAUGA   |  www.federated.ca

www.federated.ca

1.833.692.4112
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• Modified bitumen (MB) roofing – MB is as-
phalt-based and designed for buildings 
with flat or low-slope roofs. It is made of 
asphalt combined with polymerized rub-
ber or plastic, then reinforced with fiber-
glass to create a rugged yet flexible wa-
terproof membrane.

• Thermoset roofing membrane – Thermo-
set roofing membrane is an extremely 
durable synthetic rubber material wide-
ly used in low-slope buildings.

• Green roofing – Green roofs may be the 
most versatile kind of commercial roof 
available. A green roof is a layer of vegeta-
tion planted over a waterproofing system 
that is installed on top of a flat or slightly 
sloped roof.

How do high winds blow off roofs?
When high winds travel over your roof, it 

creates a low pressure in the atmosphere. The 
pressure around your roof is lower than the 
atmospheric pressure below it. Concurrently, 
when air currents enter your building from an 
open window or door, it creates pressure inside 
that causes an upward thrust of air. This suc-
tion effect causes the roof to lift and blow off 
in the wind. The pressurized air inside your 
building is combined with the powerful force 
of wind pulling on the outside to lift your roof 
off. This is known as Bernoulli’s principle.

Ways to prevent roof damage
1. Ensure the roof is installed according 

to code.
 This is particularly important with older 

roofs because a previous owner may not 
have hired a reliable, licensed roofer.

2. Seal your roof.
 Ensure the edge of the roof is sealed with a 

roofing cement to prevent gale-force winds 
from penetrating underneath. In addition, 
make sure the roof decking is also sealed.

3. Install windproof sheathing.
 When installing a new roof, make sure that 

the sheathing is windproof. Roof sheath-
ing is the second line of defense against 
heavy winds.

4. Maintain your roof coverings.
 Inspect the roof regularly for cracked, 

worn, curled or missing roof coverings, as 
well as signs of water damage on the un-
derside of the roof. This will help reduce 
the risk of having your roof blown off due 
to deteriorating components. Replace the 
roof as it approaches the maximum lifes-
pan for its roofing material.

5. Maintain your roof supporting frame.
 Inspect the structure regularly for cracked, 

worn, or rotting trusses and rafters. Also 
regularly inspect the supporting frame.

6. Add roof/hurricane clips.
 Roof/hurricane clips are galvanized steel 

clips that attach your roof to the rafters 
or trusses of your building to protect the 
roof from blowing off in severe weather 
conditions. There are different uplift pro-
tection strengths of these clips, so select 
your clip strength 
according to your 
local wind danger. 
Local wind danger 
can be calculated 

using the Government of Canada’s Wind 
Load Calculator for roof cladding and veg-
etated roof assembly.

7. Rope your roof down.
 For smaller commercial low-rise build-

ings, if a windstorm is predicted to hit your 
building, anchor your roof tightly in place 
by holding your roof down with a system 
of ropes. The ropes are attached at opposite 
ends of your building to concrete blocks on 
the ground.

What to do after high winds or storms
After a storm, it may be difficult to iden-

tify the severity of damage done to your roof, 

Weather conditions can produce high winds and rain that can damage your 
roof and disrupt your business operations. Property damage from high winds 
can occur in any geographical area, even if it doesn’t occur often.

especially if you are only inspecting from the 
ground. Inspect and document as much as 
you can from a safe distance. Your roof may 
have minor abrasions, loose components, ar-
eas missing asphalt, and detached cladding or 
other detached roofing materials. Fallen ob-
jects or debris from affected trees and pow-
erlines may have damaged your roof as well.

Hire a licensed and professional roofer to 
inspect your roof, especially from an elevated 
angle. When it is safe to do so, clean up debris 
from your roof and yard. Check inside your 
building for leaks, wall discoloration, and oth-
er damages.

Ensure that you’re protected
Despite your best efforts, some-

times things can still go wrong. That’s 
when insurance can be helpful. To learn 
more about how a tailored policy can 
help protect you, your employees, and 
your bottom line, visit our Commercial 
Property Insurance Page.

Equipment Dealer Magazine is your one-stop shop for 
news updates from the association on policy, government 
regulations, manufacturer relations, dealership surveys, public 
awareness campaigns, CODB Study, North American Dealer Conference,  
and much more.

Check out the NAEDA Connect podcast series that explores all the hot topics affecting the  
equipment dealer industry. You'll  find featured webinars, Industry Insights, as well as insightful  
videos and training opportunities from Dealer Institute.
Also enjoy access to digital content of NAEDA’s flagship publication, Equipment Dealer Magazine,  
featuring some of the equipment industry’s most notable experts in dealership management.

www.equipmentdealermagazine.comYour online NAEDA Connection
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T he Canada Digital Adoption Pro-
gram (CDAP) can provide your 
dealership with up to $15,000 

in grant funding to cover the cost of 
working with a digital advisor to in-
vestigate your options and create a 
digital transformation plan that will 
enable you to deliver top-of-the-line 
services to your customers. 

This funding is available for small to me-
dium-sized businesses with at least $500,000 
but no more than $100 million of annual rev-
enues in one of the previous three tax years.  

CDAP funding can help your dealership 
increase your online presence, stay connected 
with your customers, and manage your prod-
ucts and services. We’ve summarized five ways 
the Boost Your Business Technology grant can 
help you accelerate your dealership’s digital 
transformation journey and stay ahead of the 
curve in your competitive industry:

1. Enhance the customer experience
Your dealership communicates with its 

customers all the time — but if you’re relying 
on spreadsheets and calendar reminders, you 
may be missing opportunities to engage with 
them as often as you could. Take advantage 
of tools to automate seasonal maintenance re-
minders, emails about new sales opportuni-
ties, and other communications to provide 
your customers with the best possible expe-
rience. 

CDAP can provide the funding you need 
to elevate all aspects of the customer experi-
ence — from digital marketing and advertis-
ing systems to help you reach new customers, 
to digital retailing solutions to streamline the 
online sales process. 

MNP KNOWLEDGE CENTRE

Additionally, customer relationship man-
agement (CRM) platforms can automate 
your client communications to remind them 
to bring in their equipment for maintenance 
before busy times of the year such as the har-
vest season. CRMs can also help keep custom-
ers informed about new opportunities at your 
dealership — ensuring that you always stay in 
touch and helping them to never miss an ap-
pointment. 

2. Manage your parts and services
Your dealership offers a wide variety of ser-

vices and maintains a large inventory base to 
ensure you have the parts available to support 
your customers’ needs. However, it can be 
time-consuming and repetitive to keep track 
of every item in your inventory and schedule 
service reminders.

CDAP can provide the funding to auto-
mate these tasks and make your service and 
inventory management more effective. For 
example, you could purchase a service man-
agement suite to automate service scheduling 
check-ins and pick-ups with your customers.

Inventory management suites can help 
you track the items you currently have in your 
inventory and alert you when parts are run-
ning low. This ensures you will always have 
the parts you need in stock to support your 
customers. 

3. Make data-driven decisions
You need to make decisions to drive your 

dealership’s performance and stay competitive 
in today’s marketplace — but you need ac-
cess to the right information before you be-
gin. Industry-specific software such as a deal-
ership management system (DMS) can help 
you get started by providing valuable insights 
into your business and operations.

Through CDAP, a digital advisor can help 
you identify the right platform for your dealer-
ship so you can better track your most popular 
products and services, measure your produc-
tivity, and monitor sales. These solutions can 
provide you with data to make informed deci-
sions to increase sales, improve work process-
es, and support the success of your business. 

4. Increase sales
One of your goals as a business owner is 

to maximize your profits. CDAP will enable 
you to invest in a variety of digital solutions 
to help your dealership 
track sales leads, predict 
the future needs of your 
customers, and boost 
your numbers.

For example, CDAP 
can enable your dealer-

Five ways the Canada 
Digital Adoption Program 
can help your dealership
by CHRIS SCHAUFELE

CHRIS SCHAUFELE , CPA, CA 
is MNP’s National dealership 
service leader and a Business 
Advisor with the Firm’s 
Assurance and Accounting 
group in Surrey. 

CHRIS SCHAUFELE is MNP’s National dealership service leader and a Business Advisor with the Firm’s Assurance and Accounting group in Surrey. With more than 15 
years of experience in the automotive industry, Chris oversees a dedicated team of professionals and the Firm’s delivery of dealership services across Canada. His expertise 
in accounting and assurance standards and keen understanding of the automotive industry allow him to identify opportunities to help his clients succeed. Chris earned a 
Bachelor of Business Administration (BBA, Co-operative) in accounting from Simon Fraser University in 2008. He is a Chartered Professional Accountant (CPA), qualifying 
as a Chartered Accountant (CA) in 2010.

CDAP funding can help your dealership increase your online presence, stay 
connected with your customers, and manage your products and services. 

ship to invest in marketing software to help identify, track, analyze, 
and nurture leads to achieve results. 

5. Manage your back office
Your back office is an essential part of your dealership — and your 

accounting department, HR department, and more all need to run ef-
ficiently to contribute to the overall success of your business. 

CDAP funding can help you invest in the technology solutions you 
need to decrease the time your back office spends on repetitive tasks 
and increase productivity. Tools such as cloud-based accounting and 
bookkeeping can help your finance team generate and manage invoic-
es, enter data, and track expenses. 

Additionally, AI-powered workflow automation can help your HR 
department answer common questions from your employees — saving 
time and increasing productivity. Investing in the right technology can 
help the back office of your dealership run more efficiently.

How can MNP help?
MNP can help your dealership get started on its CDAP journey and 

guide you through every step of your path towards digital transforma-
tion. Our business advisors work with hundreds of dealerships across 
Canada and have the experience to keep you moving forward with tai-
lored solutions to address existing challenges and take advantage of 
new opportunities. We can help your dealership: 

Assess your eligibility
Our qualified advisors will help you review the funding criteria 

for CDAP to help you determine whether your business qualifies, and 
which stream would be best for your dealership. 

Support your grant application
An MNP advisor will help you complete your application to  

help maximize your funding and the likelihood of approval for your 
dealership. 

Explore your business needs
We can help you review your operations, current technology,  

and business strategy to help identify where your dealership can  
benefit from digital transformation — and what solutions you should 
prioritize. 

Review your solutions 
A digital advisor will help you review digital solution options and 

approaches to determine the best fit for your unique business needs. 
Develop a strategy and roadmap
MNP’s advisors will design and present a comprehensive digital 

strategy for your dealership with the steps, timelines, and resources to 
achieve your near- and long-term transformation objectives. 

FCC.CADREAM. GROW. THRIVE. 

If you produce it, process it, pack it or move it, 
we finance it. Partner with the only lender  
100% invested in Canadian agriculture and food. 
And that includes businesses like yours.

1-800-387-3232

Taking care  
of agribusiness EDM

ACCELERATE YOUR DIGITAL  
TRANSFORMATION JOURNEY
If you need support on your CDAP journey, contact:

Sean Kosior, CPA, CA | Partner, SK Provincial Dealership Leader 
Sean.Kosior@mnp.ca  | 306.790.7939

Soumya Ghosh, MBA, PMP | Director 
Soumya.Ghosh@mnp.ca | 780.293.6766

Our advisors can create a personalized approach to digital transformation 
for your dealership and help you get started on the path toward success.
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Olesen focuses 
on working with 
service depart-
ments by provid-
ing an in-depth 
analysis of their 
financial state-

ments, interviewing the staff, and observing 
the culture of the dealership as a whole.

“I love seeing that ‘light bulb’ come on,” 

NAEDA's Dealer Institute  
Welcomes New Staff 
by NAEDA STAFF

Dann Olesen 
DI CONSULTANT

Olesen said. “You know, when they realize 
a simple concept, maybe something they’ve 
heard before but hadn’t understood in the 
right context or just a concept that was total-
ly new to them.”

Before working as a consultant in the 
United States, Olesen worked as the after-
market vice president for a multistore equip-
ment dealership in Canada that also had a 
branch in the U.S., where he was a member 

of the association and, therefore, used the re-
sources available through the Dealer Insti-
tute.

“A lot of my time in that role was spent 
developing a whole team through training, 
coaching and mentoring,” Olesen said. “I 
would bring the Dealer Institute in to pro-
vide multi-level training on leadership on 
parts and services operations. They even did 

As a consultant with the Dealer Institute and NAEDA, Dann Olesen relies on his professional experience to 
encourage equipment dealers and service departments to grow.

CONT. ON PAGE 30
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NAEDA Presented with U.S. Navy 
"Outstanding Employer Award"
by NAEDA STAFF

John Schmeiser, NAEDA COO, graciously accepts an "Outstanding 
Employer Award" from Rear Admiral Grant Mager, Deputy Chief of 
Navy Reserve, at 2023's Navy Employer Recognition Event held at the 
USS Midway Museum in San Diego, CA.

North American Equipment 
Dealers Association (NAEDA) 
joined the ranks of 34 employ-

ers who received official recogni-
tion from the U.S. Naval Reserve for 
supporting their citizen Sailors in 
their naval endeavors.

“NAEDA is honored to be nominated 
for this distinguished award, let alone be of-
ficially recognized by the Navy Reserve in 
this manner,” said Kim Rominger, NAE-
DA CEO. “Our service members serve on 
the front lines, often in dangerous locations, 
to ensure the safety of the American people 
and our allies. Service members are a force for 
good in the world, which is why it is crucial 
we stand behind them. Encouraging LTJG 
McGuire to continue in the Navy Reserve in 
an important role is our small way of sharing 
support for our service members.”

LTJG Kipp McGuire nominated  
NAEDA for this prestigious accolade.  
McGuire is the Director of Government Af-

fairs based in Washington 
D.C., for NAEDA, as well as 
a Reserve Intelligence Offi-
cer at the Indo-Pacific Com-
mand (INDOPACOM) and 
the Joint Intelligence Opera-
tions Center (JIOC). 

“Kipp’s background and 
experience has been a benefit 
to NAEDA,” Rominger said. 
“He has brought an interest-
ing mix of naval intelligence, 
legislative oversight, research, 
analysis, and lobbying expe-
rience to our organization. Additionally, his 
contacts in Washington D.C., are extensive 
and ideal for NAEDA’s federal government 
affairs activities.”

The U.S. Navy Reserve, a vital source of 
strategic depth and operational capabilities 
for the Navy, Marine Corps, and U.S. Joint 
forces in both peacetime and conflict, encom-
passes a roster of over 45,000 Selected Reserve 
(SELRES) Sailors, 10,000 Training and Ad-
ministration of the Reserve (TAR) Sailors, 

approximately 48,000 members of the Indi-
vidual Ready Reserve (IRR), and around 400 
civilians.

“NAEDA’s support has been crucial in 
helping me remain active and successful as 
a Navy Reserve Officer,” LTJG McGuire 
said.  “They have been nothing but enthusi-
astic about my continued service to the coun-
try and have taken action to support their 
words.”
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Brett has al-
ways had a heart 
for  develop -
ing and growing 
leaders, and over 
his 30-year career 

has been able to leverage that ability to deliver 
extraordinary results while creating dynam-
ic cultures. In his role as a CEO Mentor, he 
shares those insights and experiences to help 
other hungry leaders find their own path to 
greater levels of success and fulfillment.

Prior to joining Building Champions, 
Brett served for nearly a decade as the CEO 
and President of Premier Equipment, a 
10-store John Deere dealer in Ontario, Can-
ada with more than 300 employees. Premier 
Equipment was created when Brett success-
fully led the merger of two separate John 
Deere dealerships, including Elmira Farm 
Service where he held the position of Gener-

Brett Barriage 
DI TRAINER

al Manager for six years.
As part of the merger, Brett shaped a pro-

fessional functioning Board of Directors with 
11 Directors, pioneered the development and 
implementation of the Board of Governance 
and successfully integrated two separate 
ownership groups and leadership teams into 
new roles as one effective leadership team.

Under his leadership, the company devel-
oped its own internal leadership assessment 
based on their unique culture, launched Pre-
mier Leadership University to prioritize de-
velopment and revitalized their performance 
management system through a focus on 
coaching leadership. Not only was Brett a cli-
ent of Building Champions for years, he also 
brought the company’s coaching and tools 
to his people through one-on-one coaching 
and customized leadership experiences. Be-
fore joining Premier Equipment, Brett led his 
own leadership development consulting com-

pany where he helped leaders and organiza-
tions improve their cultures and results with 
clients from the manufacturing, advertising, 
agricultural and food processing industries. 
He started his career in criminal justice, start-
ing out as a correctional officer and work-
ing through all levels of leadership includ-
ing serving as a director overseeing a staff of 
25 at a non-profit youth correctional facility.

BIO  |  Brett graduated from Fleming College 
in Ontario and earned a certification in man-
agement development from Conestoga College. 
He has been married for more than 30 years, 
and along with his wife, Brenda, have two mar-
ried adult children. In addition to golf, Brett still 
loves to play hockey and hits the ice on a reg-
ular basis.

Brett Barriage is a trainer at NAEDA’s Dealer Institute as well as a CEO Mentor with Building Champions. Prior 
to joining both organizations, Brett served nearly a decade as the CEO and President of Premier Equipment, a 
10-store John Deere dealer in Ontario, Canada.

CONT. ON PAGE 32
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260% in
New Leads

35x in
reviews

6% in
units sold

An email might sit for a day or two
before someone gets back to you,
but with Kenect you get a quick
response. That efficiency leads to
more revenue.

Schedule a Demo:
https://smart.kenect.com/naeda

SERVICE RUNS ON TEXT
Give service updates, cooridnate pick-ups,
and save loads of time. The voicemail days
are over.

COLLECT PAYMENTS VIA TEXT
Get paid faster by sending payment
requests over text message. Customers
can make a payment in 3 clicks.

TEXT FROM MOBILE OR DESKTOP
Text from your existing dealership phone
line instead of giving out your personal
cell phone number.

888-972-7422
WWW.KENECT.COM

YOUR CUSTOMERS WANT TO TEXT YOU. LET THEM.

DOUBLE WEBSITE LEADS
Install the Kenect 'Text Us' widget on
your website and see your leads
double in volume.

VIDEO CHAT WITH CUSTOMERS
Show service updates, upsell parts,
give walk-arounds, or share your
screen--all with a quick link via text.

ONLINE REVIEW GENERATION
Right now about 1% of your
customers leave reviews. Let's
increase that to 35% with Kenect. 

Mike Souza, BD Manager
F&W Equipment

a whole goods or sales department program 
at one point, and I would just try to develop 
those mid-level managers into better leaders 
and more effective operators.”

Through his time working directly in 
a dealership, Olesen saw himself more as 
a trainer, coach and mentor to his teams, 
which translates perfectly to his role within 
the Dealer Institute.

“I help basically look for opportunities for 
the dealers to improve their operations,” Ole-
sen said. “Before joining the other dealership, 
and prior to my role in this past dealership, I 
was CEO of my own equipment dealership, 
so I had a holistic view of the whole dealer-
ship operation and how all the different de-
partments fit together.”

When Olesen is on-site helping a dealer-
ship, he spends the majority of his time ask-
ing questions and analyzing what’s going on 
while relying heavily on his previous experi-
ence as a CEO.

“I look for interaction between depart-
ments like some dealerships you go into def-
initely have silos between each of the depart-
ments, and they don’t even realize they’re not 
only not working together, but there’s actu-

ally a competitive environment between de-
partments,” Olesen said. “Those departments 
all have to work together, so what I do is point 
out opportunities for them to work together 
to be able to grow their business.”

Within those interactions, Olesen has 
found that many of the largely successful 
dealerships need minor tweaks to fine-tune 
their processes and reach even greater levels 
of success.

“Some quite sizable dealerships who had 
seen rapid growth over the years have had 
dysfunctional operations, and they’ve been 
successful despite themselves,” Olesen said. 
“With a small amount of fine-tuning, the 
collaboration between departments, and 
just having a good eye on the right number – 
the right metrics – can help them grow much 
quicker and faster. And, they’d probably have 
more fun doing it.”

Olesen attributes much of his success to 
utilizing resources and paying attention to 
his teams.

“Sometimes, the whole idea of a con-
sultant is kind of onerous,” Olesen said. “It 
seems like a big deal, but we often find that a 
few little things make a huge difference. They 

might be right in front of you. You’re just not 
seeing them. Those little, often easy things 
to change, can make a huge difference to the 
operation.”

Each dealership is undoubtedly differ-
ent, but Olesen believes that anyone consid-
ering help, from Dealers Institute or other-
wise, should focus on small changes that can 
then be built up.

“Start small – one department or one store 
at a time, and get that up and going,” Olesen 
said. “Get familiar and get comfortable with 
the process before adding additional depart-
ments or branches to the training process. 
It’ll be far more effective, and you’d get a lot 
better buy-in from other groups and branches 
to see if they see their peers having great suc-
cess, and even some fun in whatever change 
they’re going through.”

BIO  |  Dann lives with his partner, Mary, and 
their dog, Maya, in London, Ontario. The great 
outdoors calls their names, so they enjoy hik-
ing, mountain biking, downhill skiing, golfing 
and paddling.
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From this ex-
perience, he got 
an understand-
ing of customer 
service, attitude 

and how to manage staff. When he decided 
to leave the hospitality industry, Scott start-
ed his career as a parts counter salesperson 
at Brandon’s John Deere dealership at the 
time, Countryside Equipment. Even though 
he thought it would be a short-term job, he 
stayed for the long haul. After moving into an 
ag service writer position, Scott played to his 
strength of learning and dove into the busi-
ness. He learned about technician efficien-
cies, billing gains and losses, and the value 
of time. He used his business knowledge and 
love of numbers to help the department suc-
ceed.

When Countryside merged with Enns 
Brothers, Scott had the opportunity to be-

Scott Brigden 
DI TRAINER

come the service manager at Enns Brothers 
Portage la Prairie location. With his previ-
ous management experience and understand-
ing of the front-line jobs in aftermarket, he 
worked to make sure everyone on the service 
team was working together towards a com-
mon goal. Having never been a technician, 
he brought a different approach to the service 
department but always focused on staff devel-
opment and delivering a great customer expe-
rience. After a few years, Scott also took on 
the challenge of managing the parts depart-
ment in the dealership and learning about the 
other half of the aftermarket division.

Scott eventually moved to the Enns 
Brothers head office as service project coor-
dinator, travelling to all locations to work 
with their service departments. This includ-
ed training staff, improving the company’s 
process and standardization, and developing 
new managers.

About four years ago, he left Enns Broth-
ers and embarked on a new journey as the 
General Manager of a Truck and Trailer Re-
pair shop in Brandon. He saw the move as a 
unique challenge, as the single-location fam-
ily-owned business was growing and had just 
added a parts business he could develop.

As a new Dealer Institute trainer, Scott 
looks forward to helping dealers succeed by 
improving their parts and service operations.

BIO  |  Scott keeps busy managing a truck re-
pair shop but enjoys taking short trips in his 
free time. He is always looking for an excuse 
to head out on the road somewhere, wheth-
er it’s concerts, sports or to a friend’s place. 
In the warm Canadian summers, he enjoys a 
round of golf or working on his acreage in his 
downtime.

Scott Brigden grew up on a farm in southwest Manitoba where he experienced all of the wonderful parts of farm 
life and small-town living. In addition to helping around the farm, Scott worked at a local furniture shop while in 
high school. He studied business at Brandon University before taking on his first management job for a furniture 
store chain in Alberta. Scott then spent over seven years managing a Hotel and Bar in Brandon, Manitoba. 

NAEDA Welcomes New Staff 
by NAEDA STAFF

EDM

Af ter  High 
School, Shane at-

tended Idaho State 
University in Po-
catello, where he 
earned an Associ-
ate’s degree in busi-

ness management. He then landed his first 
dealership job at Christiansen Implement in 
American Falls, Idaho. 

Shane Wilker 
DEALER 
DEVELOPMENT 
MANAGER

One day, a lady came in to pick up parts 
that another dealership had ordered. 

“The parts weren’t very heavy, but I 
brought them to her car anyway. The next 
day, the dealership owner who ordered the 
parts called and said, ‘My wife says I need to 
hire you as my parts manager. Would you be 
interested in discussing this opportunity?’” 
Shane recalled. 

Shane met with him the following week-

end, where he accepted the parts manager po-
sition. 

“I use this story as an example that good 
customer service always pays off, no matter 
how small,” Shane said. 

The dealership was Marsh Valley Equip-
ment in Downey, Idaho. He was excited 
about his first parts manager position and 
found it demanding but rewarding. 

Dealer Development Manager Shane Wilker grew up on a cattle ranch in the small southeastern town of Grace, 
Idaho, about 170 miles north of Salt Lake City, Utah. His older brother runs the ranch now, and Shane still goes 
back to help with the cattle round-up in the fall. As Shane reflects, “Growing up on a cattle ranch taught me the 
value of hard work and never quitting a job until it was finished.” 

DEALER INSTITUTE

▫  Award-winning service and 
customizable solutions, including 
strong, simple online trading 
technology, access to 145+ currencies, 
plus in-country and same day delivery

▫  Take advantage of currency 
fluctuations, manage your exposure to 
FX volatilty, and execute hedging 
solutions

▫  Confidence-inspiring experts to keep 
you informed of trends, allowing you to 
stay on top of markets

“Cambridge Global Payments” and “AFEX” are trading names that may be used for the international payment solutions and risk management solutions provided by certain affiliated entities using the brand “Corpay”.
Please refer to http://cross-border.corpay.com/brochure-disclaimers for important terms and information.

The Power to 
Make Smarter 
Cross-Border 
Payments 
and Manage 
Currency Risk 
with Ease

Cross-Border.Corpay.com/NAEDA

▫  Award-winning service and 
customizable solutions, including 
strong, simple online trading 
technology, access to 145+ currencies, 
plus in-country and same day delivery

▫  Take advantage of currency 
fluctuations, manage your exposure to 
FX volatilty, and execute hedging 
solutions

▫  Confidence-inspiring experts to keep 
you informed of trends, allowing you to 
stay on top of markets

“Cambridge Global Payments” and “AFEX” are trading names that may be used for the international payment solutions and risk management solutions provided by certain affiliated entities using the brand “Corpay”.
Please refer to http://cross-border.corpay.com/brochure-disclaimers for important terms and information.

The Power to 
Make Smarter 
Cross-Border 
Payments 
and Manage 
Currency Risk 
with Ease

Cross-Border.Corpay.com/NAEDA
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Initially a temp 
to hire at the Kan-
sas City office, Ja-
mie knew from the 

beginning that she had 
found a great place to 
work at NAEDA.

“Curt would introduce me to everybody 
as the potential next accounts receivables and 
payables, with Melinda, and I would say, ‘I 
will be the next one. I'm the next one,’” Ja-
mie said.

Prior to joining the association, Jamie had 
an adventurous work life. She worked as a ho-
tel guest service agent for her first job in Kan-
sas City.

“It’s funny because a guest service agent 
tells people where to go and what to do to 

Jamie Wright 
ACCOUNTING 
ASSOCIATE

have fun,” Jamie reminisced. “And, I had just 
moved here, so I had no idea what I was sell-
ing these people.” 

After a few years of telling people where 
to have fun, she provided the fun by deal-
ing cards. She tested the patrons’ luck at the 
Flamingo, Harrah’s and Ameristar casinos 
around Kansas City. She eventually landed 
in Human Resources at Ameristar before she 
found a new venture.

She left the casinos behind and spent 10 
years at DST followed by over six years at the 
Claycomo city offices as a city clerk.

With a wealth of experience, Jamie loves 
working at NAEDA. From the staff to enjoy-
ing what she does every day as an accounting 
associate, she knows she’s made a great deci-
sion to join the team.

“There’s no stress,” Jamie said. “There’s 
absolutely no stress on my back compared to 
my previous stints. I’ve got a pretty sweet gig. 
I’m just glad I found it.”

BIO  |  Jamie loves spending time with her 
one-year-old grandson and younger daugh-
ter, Denver, who lives five minutes away in 
Kansas City. Jamie’s other daughter, Tasea, 
and four additional grandchildren, three girls 
and a boy, live in Georgia. Outside of work, Ja-
mie also relaxes and expresses her creativity 
through diamond painting or canvas painting 
at the local sip ‘n’ paints any chance she gets.

After finding her love of numbers at a young age, accounting associate Jamie Wright sought a work environment 
that benefited her and did just that when she became “real” at NAEDA in June 2023.

BIO  |  When Shane isn’t working, he 
enjoys playing basketball and golfing. 
He built a nine-hole mini-golf course 
in his backyard and enjoys having 
friends and family over for a barbe-
cue, mini-golf, and other fun outdoor 
games. He especially enjoys spending 
time with his grandchildren.

“The service manager was great to work 
with, and we made a great team. I loved my 
job, but I also knew I would be happier in a 
larger dealership with more responsibilities,” 
Shane said. 

From there, he accepted the parts manag-
er position at Taylor Farm Service in Trem-
onton, Utah. He worked well with the first 
service manager. They would always check 
in with each other to see what they could do 
to help. 

“When that manager left for another job, 
the next service manager was very difficult 
and refused to see the value of all the depart-
ments working together,” Shane said.

In 1990, Shane moved to DeMott Trac-
tor in Idaho Falls as a parts manager. It was 
a much bigger operation, and he looked for-
ward to the challenges and the opportuni-
ties. Sadly, the service manager did not have 
the same passion, team chemistry, and val-
ues as Shane. 

In 1998, C&B Operations bought out 
four stores in southeastern Idaho, so he be-
gan his career as a regional aftermarket man-
ager. They did not retain the current service 

manager. Instead, they hired a gentleman 
who was great to work with. They worked to-
gether and created a positive atmosphere in 
the dealership. This working dynamic helped 
Shane learn more about the other parts, ser-
vice, and sales managers. Shane gained a 
wealth of knowledge about all aspects of a 
dealership and a corporation. 

“I thoroughly enjoyed working at C&B, 
and I am grateful to so many people that 
helped me get where I am today,” Shane said.

Working at these dealerships taught him 
the value of dealership culture. 

“I witnessed how detrimental a nega-
tive culture is but also how effective a posi-
tive dealership culture can be,” Shane said. 
“It taught me to always look at any situa-
tion from everyone’s perspective, not just my 
own.”

In 2014, Shane decided it was time to pur-
sue another career. He stayed for an extra year 
to help train his replacement, and in 2015, he 
started his own training company. He went 
to several of the Equipment Dealer Associ-
ation conventions, and this led to working 
as the Dealer Development Consultant for 

the Far West Equipment Dealers Association, 
and now as a Dealer Development Manager 
for NAEDA.

“My 35 years in the industry has taught 
me the value of great customer service, and 
the absolute necessity of a winning dealer-
ship culture,” Shane said. “My biggest reward 
is the relationships I am building with all the 
dealers.”

In addition to his work with dealerships, 
Shane also has a successful non-profit, The 
Shannon Wilker Foundation, that donates to 
local cancer patients and their families.

MNPdigital.ca

Unlock the advantages of the Canada Digital Adoption Program with a 
$15,000 grant and interest-free loan of up to $100,000 to power your digital 
strategy. We can help you with a digital adoption plan — complete with costs, 
timelines, platform options, and a scalable long-term strategy aligned with 
your business goals.

To learn more, visit MNPdigital.ca/cdap

Let us do the heavy lifting 
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We hope you have found this issue of Equipment Dealer Magazine 
both informative and educational. We welcome your feedback and 
invite you to submit any ideas you have for upcoming issues. Feel 
free to contact us at...

info@naeda.com  |  www.naeda.com 
www.equipmentdealermagazine.com
Managing Editor: Joanne Olson Innovative tools, services, and 

solutions to help you buy, manage, 
and sell commercial assets.  
Learn more at: RitchieBros.com

DISCOVER THE NEW RITCHIE BROS.

EVERYTHING YOU NEED 
TO SUCCEED

Comprehensive  
FLEET MANAGEMENT

Multiple  
TRANSACTION SOLUTIONS

Industry-leading  
MARKET INSIGHTS
Unmatched  
GLOBAL BUYER DEMANDGrandpa’s Farm Colouring Book

To date, NAEDA dealer members have received over 300,000 "Grandpa's Farm" 
Colouring Books to distribute to their farmer customers to promote the value of 
a technician to a farmer's operations. The colouring books are free, all you pay 
is shipping – contact our office to place your order. Ben remembered going to the farm equipment dealership 

with Grandpa. This is where the technician would fix 

Grandpa’s equipment and prepare it for the farming 

season. Ben especially liked the special tools they used  
to work on Grandpa’s machinery.

 Page 6

COLOURING BOOK

Written by Joanne Olson

Illustrated by Eldon R. Walls

Ten-year-old Ben, as his Grandpa called him,  

had wanted to be a farm equipment technician  

since he could walk.  

His favourite toy had been a 
tractor his Grandpa 

gave him when he was only two years old.
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GRANDPA ’S  GRANDPA ’S  
  FARM  FARM

She joins the 
team from the of-
fices in Kansas 
City, Missouri as a 

data specialist. She pri-
marily works within the 
database to keep track of 

all the information regarding members.
Prior to working with the association, she 

worked at an accounting firm performing ad-

Katie Sanders 
DATA SPECIALIST

ministrative tasks where she learned that she 
liked working with data, but the long hours 
pushed her to find new opportunities.

Even though she just received official sta-
tus, Katie has worked for the association since 
April as a temp to hire, and her favorite part 
about NAEDA is the people.

“Despite having so many remote/hybrid 
workers, the warm welcome I’ve received from 
the company as a whole has been amazing,” 

she said. “You can tell that this is an organiza-
tion that really respects and values its employ-
ees just by the sense of community I’ve noticed 
since meeting the NAEDA team.”

BIO  | In her free time, Katie likes to play disc 
golf or pickle ball, read and spend time with 
her cat, Peaches, who has one blue and one 
green eye. 

NAEDA NOTABLES

EDM

NAEDA Welcomes New Staff CONT.

The newest member of the NAEDA team, Katie Sanders, grew up on a farm filled with animals outside the small 
town of Edgerton, Missouri. “Growing up, my family raised goats, cows, and chickens, so we always had lots of 
animals running around,” Katie said.

mailto:info%40westerneda.com?subject=
http://www.westerneda.com


KNOWLEDGE,  
TRUST, GROWTH  
& COMMITMENT. 
The future of  
education matters. 

QUESTIONS? Interested in Corporate Giving / Donations  
and Foundation Sponsorships?  
Contact our office for more information at:  
TOLL FREE 800.661.2452 
EMAIL info@naeda.com 
VISIT www.canadaequipfoundation.org

OUR GOAL - to provide scholarships for the benefit of dealers, employees and the 
equipment industry.
Students are the future of our industry’s success - and NAEDA is committed to help members get one step closer to filling 
vacancies with the Canada Equipment Dealers Foundation (CEDF). Scholarships are awarded annually to students and 
member employees interested in pursuing a degree program relative to the equipment industry. From ag economics and 
business management to technician training, we’re committed to building a prosperous future for the equipment industry. 

Tax Benefits for Your Dealership 
Tax breaks for charitable giving aren’t limited to individuals, your business can benefit as well. Be a part of the future by 
including CEDF in your charitable contributions. 

EDUCATE

CANADA 
EQUIPMENT DEALERS
F O U N D A T I O N

PARTNER WITH  
CEDF TODAY!


