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Today, getting
the right equipment

financing has
never been more
Important.

This is a time when equipment buyers need
the best deal, and with the help of AgDirecte,
you get it. In addition to purchase options, we
offer leases with lower up-front costs and
payments, and competitive rates and terms -
including longer term options. AgDirect
delivers flexible financing to preserve
working capital.

Learn more by visiting agdirect.com or
calling 888-525-9805.

s

Scan to learn more about
AgDirect financing.

Aglirect.

POWERED BY FARM CREDIT.

Consult with an accountant for advice on leasing options. AgDirect is
an equipment financing program offered by Farm Credit Services of
America and other lenders, including participating Farm Credit System
Institutions.
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Fact or Fiction

by KIM ROMINGER

oncerns about market share
measurement are pertinent,
especially in an industry
as complex and data driven as
equipment sales.

While researching this article, I read many
definitions of market share. The definition be-
low is representative of those I read:

“Market share, in strategic
management and marketing,
is the percentage or proportion
of the total available market
or market segment that is
being serviced by a company.
It can be expressed as a
company’s sales revenue (from
that market) divided by the
total sales revenue available
in that market. It can also be
expressed as a company's unit
sales volume (in a market)
divided by the total volume
of units sold in that market.”

It is evident that the common thread in
these definitions is the word total. The defini-
tion of market share as a percentage of the total
market can be vague, especially when the “to-
tal” is not clearly defined or when all players
do not report their sales figures. As dealers are
being rated, graded, pressured, and, in some
instances, terminated due to lack of market
share, it’s crucial that the manner in which this
measurement is determined is widely known
and agreed upon. This is where industry-wide
standards and transparency play a pivotal role.
Having a common platform or agreed-upon
methodology for reporting sales and calculat-
ing market share can provide a sense of reassur-
ance and confidence in the market share sys-
tem.

For the sake of argument, would you agree
that if some are affecting the market that do
not “report” their numbers for market share
calculations, these folks should be widely
known? And, if it is the case that several are
not participating or if a few are selling many

VIEWpoint galhilds
MARKET SHARE:
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As dealers are being rated, graded, pressured, and, in some instances,
terminated due to lack of market share, it’s crucial that the manner in which
this measurement is determined is widely known and agreed upon. This is
where industry-wide standards and transparency play a pivotal role.

As | seeit, it would be
beneficial to identify and
disclose which entities

are not participating in

the reporting system. This
transparency could helpin
understanding the limitations
and potentialinaccuracies in
market share calculations.

— Kim Rominger | CEQ, NAEDA

measurable units in particular areas, wouldn’t
this fact, in the least, distort and, in the most,
make market share numbers meaningless? If
certain players are not reporting their sales fig-
ures, their impact on market share is unac-
counted for, potentially distorting the results.

Consider the Implications

How can someone’s lifelong work and in-
vestment be taken away due to what could
be an inaccurate measurement? As I see it, it
would be beneficial to identify and disclose
which entities are not participating in the re-
porting system. This transparency could help
in understanding the limitations and poten-
tial inaccuracies in market share calculations.

Standardized Reporting

All dealers and manufacturers should fol-
low a consistent format for reporting sales
data, including unit sales and revenue.
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Comprehensive Data Collection

The industry should work towards col-
lecting data from all players, including those
who might not traditionally report their fig-
ures. This comprehensive data collection is
not just a necessity but a means to ensure
that all players are accounted for, making
you feel secure and well-informed about the
market dynamics.

'This transparency is not just a request, it’s
your right to have accurate information to
justify the numbers presented. Itwould also
allow for better auditing of numbers if there
were a dispute without causing major work
for the party questioning the numbers. In
the days of precision technology, we have the
means to precisely track new equipment (at
least on larger units, with more units coming
on-line every day), which is essential for ac-
curate market share calculations. We need to
continue leveraging technology to enhance
data accuracy and availability, fostering an
optimistic and forward-thinking approach
to measuring market share in the industry.

This is a significant industry issue
that demands our collective atten-
tion and resolution. We will persist
in raising this question and seeking
answers from all parties involved.

Why? Because membership
doesn’t cost — IT PAYS! Ell
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RIGHT TO REPAIR DEALER DEMOS:
Bridging the Gap of Understanding

by ERIC WAREHAM

ith Right to Repair

becoming a political

football, itis subject
to the same dynamic all our
politics have succumbed to
in this era.

Misinformation isnt even an accurate
enough phrase to describe what we encounter.
There’s a whole typology that includes mal-in-
formation, disinformation, and out-and-out
lies to sift through. How do

er issues today, is having the real stakeholders
involved in resolving the issue. There are cer-
tainly outside groups with no connection to
production agriculture that have pushed this
issue forward. We can’t control who will testi-
fy ata public hearing or try to raise money off
the issue, but we can control who is brought

to the dealership to discuss the issue

in good faith, intending to be trans-

we contend with all this on
an issue as complex and hy-
per-technical as Right to
Repair? As it turns out, the
answer is to treat everyone
like they are from Missouri
- the Show Me State.
Dealer demonstrations as people
have become the most ef-
fective method of combat-
ting all types of misunder-

Once the baseline
of reality is
established, the
policy discussion
becomes much
more reasonable

understand what
we are really
discussing.

parent and resolve it. In our minds,
that certainly begins with the pro-
ducers themselves and includes
elected officials.

From our earliest dealer dem-
onstrations, we have always sought
to bring the Farm Bureau, Federa-
tions of Agriculture and other com-
modity and policy groups into
the dealership. These are the peo-
ple who have real skin in the game

standing and confusion
about the reality of the re-
pair landscape and showing that our industry
is a leading example of one supporting cus-
tomer self-repair.

Bringing Stakeholders to the Dealership

One of the primary problems we face with
the issue of Right to Repair, much like oth-

RIGHT TO REPAIR DEALER DEMO | ENNS BROTHERS LTD. | PORTAGE LA PRAIRIE, MB sune 2022

and are knowledgeable about what

works and what doesn’t. Their in-
put has been invaluable in moving forward
with more product offerings that support
self-repair from all the manufacturers. And
the Farm Bureaus, Canadian Federations and
commodity groups have been more than will-
ing to meet with dealers and manufacturers

" - e
<= The Right to Repair is about providing
access and availability of parts, tools,
o documentation, and diagnostics for the

purposes of repair and maintenance.

|
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to work towards that goal. To further that
point, equipment demonstrations were the
initial collaboration that culminated in the
Memorandums of Understanding between
the American Farm Bureau Federation and
farm equipment manufacturers.

For legislators, equipment demonstra-
tions are eye-opening experiences. They first
notice that we are fully transparent in discuss-
ing what s available to support customer self-
repair. The second thing they notice is how
much is currently available directly to cus-
tomers and the lengths dealers go to in sup-
porting their customers. By that, I mean leg-
islators are not commonly familiar with the
amount of parts inventory dealers have, what
fill rates dealers strive for, and how dealers
work around the clock to keep their custom-
ers up and running. It becomes very difficult
to believe that dealers are anything other than
fully committed to supporting their custom-
ers’ uptime once legislators have the experi-
ence of seeing firsthand how much dealer-
ships invest in and do to achieve that goal.

The Growth of Dealer Demonstrations

To my knowledge, the first dealer demon-
stration relating to Right to Repair was held

L
I
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RIGHT TO REPAIR DEALER DEMO

GREEN DIAMOND EQUIPMENT | SUMMERSIDE, PE stpr. 2024

in McPherson, Kansas, in 2019. The event
was held at Prairieland Partners and involved
the Kansas Farm Bureau, several manufac-
turers, and NAEDA staff. It was a test run
in many ways, and we weren’t sure whether
the format would work. In large part, that
first demonstration has become a template
for nearly a hundred demonstrations to this
point.

For those who have yet to take partin one,
a dealer demonstration follows a classroom
format and ends with a hands-on demonstra-
tion. In the classroom format, dealership per-
sonnel will kick things off with a welcome to
all attendees. Association staff’ follow with
a brief, broad overview of the Right to Re-
pair issue and where it stands today legisla-
tively. Then, we dive into the actual meat of
the presentation with a manufacturer repre-
sentative walking through what is available
from a parts, tools, documentation, and di-
agnostic perspective to support customer re-
pair. Even for people very familiar with the
issue, this generally leads to some ah-ha mo-
ments about the range of products and ser-
vices that are out there.

We take people from the classroom to the
shop floor to demonstrate our discussion.
Without fail, the tech-
nicians steal the show
with their acumen and
ability to explain ev-
erything in technical
and layman’s terms.
This is always the best
part. Whether its a

Y

ERIC WAREHAM

very knowledgeable producer or a legis-
lator touching farm equipment for the
first time, everyone seems to learn some-
thing new. And in the digital era, plenty
of pictures have been taken to prove that
it happened.

The Practical Effect of Hands-0n
Demonstrations

The most salient point of the demonstra-
tions is that they dispel misleading informa-
tion. A committee room or legislative cham-
ber floor is not the place to try and prove
something. At the dealership, nobody can
claim that a manual is unavailable because
you can point to them right on the shelf or
bring it up on the website with the complete
schematics that immediately show what is
available. The same goes for parts, tools, and
diagnostics. In other words, the truth be-
comes self-evident; in today’s world, that is
seemingly the only thing people can't refute.

Once the baseline of reality is estab-
lished, the policy discussion becomes much
more reasonable as people understand what
we are really discussing. Narrowing the fo-
cus puts the ball in our court to explain that
we support the Right to Repair but oppose
the legislation because the issue is not about
access and availability; it's about opposing
legislation that dictates price fixing and al-
lows modification affecting safety and emis-
sions. When the discussion is rationalized to
the heart of the matter, real stakeholders and
elected officials understand that the legisla-
tion is misleading, not our industry practices.

“The Right to Repair
demonstration was
an eye-opener for
all stakeholders. It
provided a deeper
understanding of the
invaluable technology
and support that dealers
offer to customers,
highlighting the
essential role they play
inensuring seamless
and efficient service.”

- John Reddin, CEO
Green Diamond Equipment

Continuing to Educate

Dealer demonstrations have been a criti-
cal component to our advocacy on the Right
to Repair issue. We have held demonstrations
in dozens of states and several provinces. We
have several more planned throughout the
fall, mainly in the northeast and eastern Can-
ada. In many states where demonstrations
have been held, they lead to exemptions for
our industry in Right to Repair legislation.
That is the goal, and we will continue to facil-
itate dealer demonstrations wherever possible
to avoid misleading information that propels
legislation forward that would be catastroph-
ic to our industry.

With that said, to anyone reading this, if
the association approaches your dealership
to host a demonstration, we sincerely hope
that you take the opportunity up. To every-
one who has hosted a demonstration in the
past, thank you for taking your valuable time
to support the industry. EIl

is senior vice president

of government affairs for
NAEDA. He has extensive
legal and policy experience
in both a trade association

ERIC WAREHAM is senior vice president of government affairs for NAEDA. He has extensive legal and policy experience in both a trade association
and the private sector. Prior to joining the association, he was general counsel for an Oregon-based heavy civil construction company. He also
served as the director of government relations and general counsel for an association in the wood products industry, has managed state and
national political campaigns and held numerous positions in a state legislature. Wareham is a graduate of the Willamette University College of

and the private sector.

Law and Augusta University.
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NORTH AMERICAN
DEALER CONFERENCE

NOVEMBER
17-19, 2025

NAVIGATING THE FUTURE
OF USED EQUIPMENT

Trends, Forecasts, and Strategies
for Sustainable Inventory Management

A glimpse into just a portion of our 2025 session topics...

Manufacturer Panel on the State of New

and Used Equipment
A panel of manufacturers will discuss the current landscape
of both new and used equipment sales, sharing insights into
the challenges they face in moving equipment during market
fluctuations and the strategies they are employing to help
dealers manage their inventories.

Used Equipment Trends and Forecast
Adeep dive into the current trends in used equipment sales
and a forecast for the upcoming months or years.

Managing Through Downturns
A presentation on how to manage dealership operations
during economic downturns or periods of low equipment
demand. The speaker will offer strategies for maintaining
financial stability, cutting costs without sacrificing service,
and identifying alternative revenue streams.

When Equipment Sales are Down, Where to Focus

Your Efforts to Drive Revenue
In times of reduced equipment sales, it is crucial to focus on
other areas of business to maintain revenue. In this session
we will be Highlighting the aftermarket sector, including

along with strategies for growing service departments and
increasing parts sales to compensate for lower equipment
turnover.

How to Use UCC Data to Move Equipment
This session will explore how dealerships can leverage UCC
(Uniform Commercial Code) data to identify and approach
potential customers for moving equipment.

MARK YOUR CALENDARS

NADEALERCONFERENCE.COM | Where Successful Dealers Meet

parts, service, and accessories, as a reliable revenue stream,

FLURIDA

LOCATION TBA

Developing an Optimal Auction Strategy

for Maximum Success
This session will provide guidance on creating auction
strategies that maximize returns while minimizing aged
inventory.

Additional Topics...

Government Affairs
An update on key legislative and regulatory developments

affecting the equipment industry.

Women in Industry Panel
A panel discussion featuring women leaders in the
equipment industry, highlighting the importance of diversity
and inclusion.

Human Resources/Workforce Development Panel
A panel discussion on HR best practices and workforce
development, featuring insights from Dealer Institute
trainers.

Labor Analysis: Wholegoods and Customer Labor Hours
This session will focus on understanding the relationship
between wholegoods sales and labor hours generated
through warranty and internal repairs.

R o N
NAEDA

NORTH AMERICAN

EQUIPMENT DEALERS ASSOCIATION

00006

NADC 2025




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.



INDUSTRY Jalli
AgDirect.

Major Themes in the
Farm Machinery Market

Rising costs slow
equipment sales

There’'s been a
shift toward more

cash purchases
and a slight uptick
in leasing activity.

by AgDirecte

s a nationwide
equipment financing
program, AgDirect
is acutely aware of
the challenges and
opportunities equipment
dealers and ag producers
are navigating.

With our knowledge and dedication to
serving agriculture, customers can be confi-
dentin AgDirectasa trusted financial partner.

We recently sat down with a team of our
experienced AgDirect territory managers
from four different regions to geta pulse on the
major themes and factors impacting machin-
ery purchases, financing activity and overall
buyer sentiment.

Shifts in buyer sentiment

From 2017 to the spring 0of 2022, buyer op-
timism and equipment purchases rose signif-
icantly year over year due to COVID-related
supply chain issues, historically low interest
rates and higher commodity prices.

Since then, this trend has reversed with
high rates and lower grain prices. Across the
country, many producers are carefully eval-
uating the cost-effectiveness of repairing ex-
isting equipment versus upgrading to newer
models.

“Any time commodity prices are down,
equipment sales follow,” says Richie Harris,
an AgDirect territory manager in New Mex-
ico and Texas. “Producers are slower to up-
grade equipment and are buying only when
necessary. Most buyers are now more patient
to wait for the right deal to come along, even if
that means using equipment longer than they
would have in the past.”

Increased operating expenses and below-
average pricing have also contributed to the

deceleration of buying activity in the Pacific
Northwest where cropping systems are more
diverse. Chad Goldsmith, an AgDirect terri-
tory manager in Oregon and Washington says
the first quarter of 2024 was the slowest he has
seen since 2014.

“There’s usually some segment of the mul-
ticude of crops we grow that can be grown
profitably — whether it be apples, cherries or as-
paragus —but in talking with our Farm Cred-
it partners there’s a lot of break-even farming
going on,” says Goldsmith.

“Input costs have increased dramatically
across all of these cropping systems,” he ex-
plains. “Couple that with high interest rates,
higher equipment costs and below-average
pricing for 80-90% of the commodities we
grow, and producers are operating in pretty
tough conditions.”

Rates and financing considerations

Interest rates, of course, are an important
consideration in any financing plan. Over the
past year, rates have remained relatively flat,
with expectations of a slight reprieve towards
the end of 2024.

“Some producers have opted to delay trad-
ing to preserve the low rates on equipment

they have financed over the last 3-5 years,”
says Dan Takle, an AgDirect territory man-
ager in Iowa. “With lower commodity pric-
es, we haven’t seen as many cash buyers in the
last year.”

In contrast, cash purchases are still prev-
alent in parts of the Southwest and the Great
Lakes regions. According to Clinton House,
an AgDirect territory manager in Ohio, there’s
been a shift toward more cash purchasesand a
slight uptick in leasing activity with tighten-
ing margins putting pressure on profitability.

Leasing remains an important financing
and tax management tool as farmers sharpen
their pencils on payments and plan for equip-
ment purchases. Creative financing will be key
to lowering payments and providinga little bit
of rate relief.

Supply and demand trends

While interest rates have a widespread im-
pacton the machinery market, supply and de-
mand trends of new and used iron are much
more dependent on where equipment is pur-
chased and sold. Auction, dealership and pri-
vate party sales add distinct nuances to these
trends.

Connect with AgDirect TODAY

Learn more by calling your AgDirect territory manager or 888-525-9805.

Check rates, quote payments, apply online and compare options at agdirect.com.
Or scan the code to download the free AgDirect Mobile app available from the App Store and

Google Play TM.*

AgDirect is an equipment financing program offered by Farm Credit Services of America and other lenders, including

participating Farm Credit System Institutions.

*Your mobile carrier's messaging data rates apply. The App Store is a service mark of Apple, Inc. Google Play is a

trademark of Google, Inc.
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Here’s a look at how supply and demand dynamics are trending across the country:

GREAT LAKES

Equipment purchases are occurring at auctions, dealerships and via private party sales with a notable increase in auction activity. Despite the
availability of most products, there is low demand for both new and used equipment across several market segments. Many farmers are over-
equipped and do not have any immediate needs.

MIDWEST

Leadtimes for new equipment have returned to normal but demand for big-ticket items is down due to projected lower net farmincome. Deal-
erships remain the preferred point of purchase channel. However, producers are increasingly turning to auctions for high-dollar, late-model
used equipment and monitoring auction prices to gauge the value of new purchases and trade-ins.

SOUTHWEST

Producers are looking for the best deals wherever they can find them, whether that’s at an auction, dealership or private party. In Texas, pri-
vate party and auction sales have increased. Demand for both new and used equipment is down, and with ample supply and reduced demand,
this trend is likely to continue for some time.

NORTHWEST

Inventory levels have started to recover, increasing the equipment available at dealerships and leading to some surplus auctions and discount
selling. While dealerships remain the primary sales channel, tighter economic conditions have boosted private party sales and auctions. The
overall sentiment among farmers and dealers is pessimistic, with slow sales and cautious decision-making prevailing.

Overall, economic challenges are slowing
down the machinery marketand causing buy-
er hesitancy. Leasing products, longer financ-
ing terms and other financing strategies will
play a critical role in equipment sales going
forward. Dealers and equipment lenders will

ing customers cover their replacement needs.

AgDirect offers customized loan and leas-
ing options for both new and used equipment
purchased at the dealership, atauction, online
(auction platforms and marketplaces) and via
private party.

Between high rates, increased input costs
and lower commodity prices, the agricultural
equipment and financing landscape is enter-
inga distinctly different environment follow-
ing years of unprecedented demand and high

farm profitability. EI
continue to be an important source in help-
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Warranty processing on agriculture, harvesting, and construction equipment
MADE EASY!
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WARRANTY PROCESSING SERVICES

(2511509-6545
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INDUSTRY [ERE
Navigating the

Evolving Challenges of
Equipment Dealerships

by REMI SCHMALTZ, CEO, Brilliant Harvest

s agriculture contin-

ues to evolve into a

data-driven indus-
try, equipment dealers
are finding themselves at
a crossroads.

Farmers now rely on more sophisticat-
ed machinery than ever before, incorporat-
ing everything from precision planting tech-
nologies to advanced GPS systems. While
this technology revolution offers great poten-
tial for increasing efficiency and yields, it also
presents new challenges for equipment deal-
ers. Supporting customers through the com-
plexities of modern machinery often requires
detailed knowledge of a wide array of equip-
ment, frequent updates, and the ability to pro-
vide quick troubleshooting solutions.

The challenge extends beyond understand-
ing the equipment itself. Dealers are tasked
with managing complex customer needs, re-
solving operational issues, and navigating the
intricacies of equipment maintenance sched-
ules. In an era where time is money—especial-
ly for farmers—the ability to provide timely
and accurate support is more crucial than ever.
This leaves dealerships with multiple pain
points, such as:

INADEQUATE CUSTOMER

SUPPORT TOOLS

Traditional phone and email-based cus-
tomer support systems often struggle
to manage the increasing volume and
complexity of customer inquiries.

 OVERLOADED STAFF
Without tools that can automate rou-
tine tasks, dealership staff find them-
selves bogged down with repetitive
inquiries, leaving them less time for
high-value activities like sales and re-
lationship building.

The question facing equipment dealers today is not
just how to survive in this changing environment
but how to thrive by modernizing their operations to
better serve their customers.

« OUTDATED TECHNOLOGY
Many dealerships lack the modern
digital tools necessary to keep up with
the speed and sophistication of today's
agricultural landscape. This can lead
to inefficiencies, errors, and ultimate-
ly dissatisfied customers.

The question facing equipment dealers to-
day is not just how to survive in this chang-
ing environment but how to thrive by mod-
ernizing their operations to better serve their
customers.

The Growing Importance of

Alin Agriculture

Artificial intelligence (Al) is increasingly
becoming a cornerstone of modern business
across industries, and agriculture is no excep-
tion. While some mighe still view Al as a fu-
turistic concept, it's already making waves in
sectors like finance, healthcare, automotive,
and retail.

For equipment dealers, Al presents a
unique opportunity to revolutionize how they
manage customer support and internal oper-
ations. Al-powered tools, such as virtual help-
desk apps, can be integrated into dealerships
to support both customers and staff in re-
al-time. These systems use natural language
processing and machine learning to provide
quick, accurate answers to common custom-
er inquiries, from basic product information
to troubleshooting complex machinery issues.

Butwhy is Al so well-suited for the agricul-
tural equipment sector?

DATA PROCESSING AT SCALE

Al excels at analyzing and processing
large amounts of data quickly. For equip-
ment dealers, this means that Al can sort
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through vast amounts of technical spec-
ifications, customer history, and mainte-
nance schedules to provide instant an-
SWers.

« LEARNING AND IMPROVING OVER TIME
Machine learning allows Al systems to
continually improve based on past inter-
actions. As more customers interact with
the Al, it becomes better at identifying
patterns, predicting common issues, and
refining its responses.

24/7 AVAILABILITY:

Farmers don't operate on a 9-to-5
schedule, and neither should dealer-
ship support and sales. With Al, deal-
erships can offer continuous customer
support, ensuring that farmers have ac-
cess to the information they need when-
ever they need it.

The incorporation of Al doesn’t just bene-
fit customers—it also has a profound impact
on dealership operations. Staff no longer have
to waste time answering repetitive questions
or sifting through manuals to find the correct
troubleshooting step. Instead, they can focus
on more strategic tasks like building custom-
er relationships, securing new sales, and offer-
ing expert advice.

Common Misconceptions About
Alin Dealerships

While the benefits of Al are significant,
misconceptions and concerns about the tech-
nology remain, especially in industries that
have traditionally relied on human exper-
tise. Here are some common misconceptions
about Al and how dealerships can overcome
them:



is no exception.

Artificial intelligence (Al)

is increasingly becoming a
cornerstone of modern business
across industries, and agriculture

« "Al will replace
human jobs"
One of the most per-
vasive myths about Al
is that it will render human
employees obsolete. In reality,
Al is designed to augment human ca-
pabilities, not replace them. By automat-
ing routine tasks, Al allows staff to focus
on more complex, value-adding activ-
ities. For example, instead of spend-
ing hours answering the same custom-
er queries, dealership staff can use that
time to close more deals or provide per-
sonalized service.

"Alis too complicated to integrate into
existing systems"

Another common concern is that im-
plementing Al will require a complete
overhaul of existing systems. Howev-

er, modern Al solutions are built to be us-
er-friendly and easy to integrate. Many Al
tools can be deployed alongside existing
CRM systems or customer support plat-
forms, meaning the learning curve for
staff is minimal.

"Customers won't like interacting with Al"
While some customers may prefer speak-
ing to a human representative, studies
show that many appreciate the speed and
convenience that Al offers. In fact, a well-
designed Al system can improve the cus-
tomer experience by providing fast, ac-
curate answers without the need for
customers to wait on hold or navigate
complex phone trees.

"Alisn't safe or reliable"

As with any technology, security and
reliability are valid
concerns. However, Al
systems used in deal-
erships are subject
to the same stringent
security protocols as

L

any other business software. Further-
more, Al's ability to continually learn
from past interactions means that it
can become even more reliable over
time, offering more accurate solutions
with each use.

By addressing these misconceptions head-
on, dealers can better understand how Al fits
into their operations and how it can enhance
their ability to serve customers.

Embracing Al: A Necessity for Dealerships
So, why should equipment dealers em-
brace Al now? The answer lies in the increas-
ing complexity of the agricultural landscape
and the rising expectations of today’s custom-
ers. Dealerships face capacity and budget is-
sues when trying to provide top-tier service to
customers that aren't their premium custom-
ers. Farmers are demanding more from their
equipment and the dealers who support them.
They need faster, more reliable answers and
solutions—and they need them around the
clock.
Dealerships that invest in Al can provide:

» FASTER RESPONSE TIMES
With Al handling common customer in-
quiries, response times are significantly
reduced, leading to improved custom-
er satisfaction.

REDUCED STAFF WORKLOAD

By automating repetitive tasks, Al frees
up dealership staff to focus on high-
value activities such as sales and in-
depth customer support.

- BETTER DECISION-MAKING
Al's ability to process large amounts of
data in real-time provides dealerships
with valuable insights into customer
needs, equipment performance, and op-
erational efficiencies.

« ENHANCED CUSTOMER LOYALTY
Dealerships that offer faster, more ac-
curate support are likely to see an in-
crease in customer satisfaction and
loyalty.

Moreover, Al isn't just a short-term solu-
tion. As technology continues to evolve, so
will the capabilities of Al systems. Dealers who
embrace Al today will be better positioned
to adapt to future innovations and continue
meeting the needs of their customers.

To see the benefits of Al in action, we can
look at dealerships that have already adopted

Al-powered solutions. For example, deal-
ers working with Al-based platforms have re-
ported significant improvements in both cus-
tomer satisfaction and operational efficiency.
These dealers found that customers appreci-
ated getting immediate answers to their que-
ries, while their own teams benefited from re-
duced workloads.

In some cases, these Al tools even helped
dealers boost their sales by allowing staff to fo-
cus more on proactive customer engagement
rather than reactive customer service.

The Future of Equipment Dealerships

As the demands on equipment dealerships
grow, Al is poised to play an even more impor-
tant role in shaping the future of the indus-
try. The dealers who adopt Al today are set-
ting themselves up for long-term success by
improving their ability to serve customers, re-
duce operational bottlenecks, and stay com-
petitive.

By embracing Al, equipment dealers are
not just responding to the current needs of
their customers—they are positioning them-
selves as forward-thinking leaders in the in-
dustry. The tools are available now, and the
future of the dealership experience is already
taking shape. EI

REMI SCHMALTZ has farming in his blood. His family has been in agribusiness for over 100 years, including farming, ag retail, and an equipment
dealership. He created Brilliant Harvest, an Al-powered Helpdesk made to empower equipment dealer teams across the entire customer

REMI SCHMALTZ, CE0
and Founder of Brilliant
Harvest., experience (CX), from purchase to repair.
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For Free
Consultation Call:

U.3. 800-762-5616 | Canada 800-661-2452
DEALERINSTITUTE.ORG

DEVELOPING
PEOPLE 10

FALL 2024 & SPRING GROW YOUR BUSINESS

2023 PUBLIC COURSES
COURSE SCHEDULE JANARY 7,205

*All course dates are subject to change Parts Counter Sales Training
NOVEMBER 7, 2024 (IN-PERSON) MARCH 4, 2025

Parts Counter Sales Training - Indianapolis Service Counter Sales Training
NOVEMBER 12, 2024 MARCH 18, 2025

Parts Counter Sales Training Service Warranty & Recovery
NOVEMBER 14, 2024 JUNE 24, 2025

Service Counter Sales Training Parts Counter Sales Training

NOVEMBER 19-21, 2024 (IN-PERSON)

Iron Management - Minneapolis

DECEMBER 17, 2024

Parts Counter Sales Training
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ENERGY FOR EVERYONE

propane

Power a Cleaner Future Today
with Propane Generators

Whether you need primary or backup power, propane generators deliver quieter,
more efficient, and far more environmentally friendly performance than diesel
options. In fact, propane is the cleanest alternative energy for power generation,
able to significantly improve local air quality. With the capability to meet any
energy need, propane generators provide power that's quiet, versatile,
reliable, and available anywhere you need it.

Visit propane.com/powergen
to explore propane power generation
options for your needs.
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Here we go again?!

by ARTHUR WARD

t doesn’t seem that

long ago that we were

on the edge of a used
equipment cliff.

Or maybe it was the last one? Or the one
before that? Or the one - see where I am go-
ing with this?

The greatest challenge is finding and re-
taining good people; our most significant
risk is used equipment inventory. It can also
be our most important opportunity but isnt
our greatest strength. It is usually our great-
est weakness.

Let’s go back to my opening comment re-
garding the used equipment cliff we faced in
the late 2010s. Manufacturers were pushing
for market share, which wasn’t anything new.
What was new this time was the large capacity
increases most manufacturers had added be-
tween 2008 and 2014.

This added availability was a major catalyst
that helped start the mainline range war that
was the 2010s. The size of machines and the
volume of production both saw giant leaps.
We saw the 2-for-1 trade becoming a thing.
Multiple smaller machines being traded on
fewer large machines was more and more com-
mon. And selling the same amount of new
generated more used than it had in the past.

The perfect storm was about to make
landfall when an unlikely hero came to save
the day: the COVID-19 pandemic. Supply
chains were interrupted, and new equipment
was extremely limited, if available at all. De-
livery dates became moving targets, compo-
nent shortages had yards full, and factories
were filled with machines that were not com-
plete. But do you know what was available? 5-
or 6-years’ worth of overstocked used equip-
ment.

Customers started warming up to buying
one- and two-year-old used machines that had
been piling up. Dealers got creative in how to
sell them, and without the pressure from man-
ufacturers to order and sell new equipment,
they could get their used equipment houses in
order. Inventory levels began getting back in
line. We were washing out deals that, in some
cases, started years before. Used equipment

We need to remind ourselves
who runs our businesses. Is
it you and your team, or is

it your supplier? One group
wants you to be successful,
and the other wants you to
order and sell more new
equipment whether you make
any money from it or not.

to sales ratios was improving, as were whole-
goods margins and profitability. Now, fast for-
ward to 2024.

The factories are firing on all cylinders
again. The pandemic blip is in our rearview
mirror, and new equipment is flying off the
shelves. The lots we cleaned up only four short
years ago are beginning to fill up again. What
is the difference this time? Used machines to-
day are more expensive than the new ones were
pre-pandemic. The gap between a new buyer
and a traditional used buyer is getting wider
and late model used is challenged to bridge the
gap. We will soon to be on the edge of another
used equipment cliff, and I hope we don’t get
rescued by a worldwide lockdown this time.

Why do we keep doing it? It reminds me
of the morning after a night out that you may
have overindulged. You look skyward and
state, “I will never do that again as long as I
live!” Once enough time has passed, you for-
get the pain, and you end up doing it again.
Used equipment is the same thing. We forget
the pain and do it again. It doesn’t have to be
that way.

We need to remind ourselves who runs our
businesses. Isit you and your team, or is it your
supplier? One group wants you to be success-
ful, and the other wants you to order and sell
more new equipment whether you make any
money from it or not. I think you all know

which is which.

Just because you can sell more new prod-
ucts doesn’t necessarily mean you should. By

no means am I saying new equipment sales are
bad. New equipment sales are the lifeblood of
growing our businesses. We just need to know
when to adjust our sales to put ourselves in the
best position for success. Keeping an eye on
two or three KPIs can help you see the train
coming before it runs you over. Each one alone
isn’t necessarily a definitive marker, but when
monitored in conjunction with each other,
you will see it coming.

One of the most important components is
knowing your trade area.

*  How much used equipment can my trade
area absorb?

o What is the buying cycle of the customers in
my trade area?

* Do [ have a home for each trade I am buying?

Selling new equipment is a tool to gener-
ate the used equipment your customers want
or need. Knowing how many used machines
you can sell each year should be a driver in
how many new machines you should order
or sell. If you sell 25 used combines a year, it
doesn’t make much sense to sell 50 new com-
bines, buying 50 trades. Only take on trade
what you can washout of within 12 months.
If you buy twice as much used equipment as
you can sell every year, it doesnt take long to
be in big trouble.

It is critical for your sales team to know
their territories or customer lists inside outand
backward. They need to know their customers’
needs, where they are in the buying cycle, and
what variables will drive their decisions. Un-
derstanding that makes sure you have the right
solutions at the right time.
You can target customers
with trades you can sell
and then go get them. BTl

ARTHUR WARD is a trainer with NAEDA's Dealer Institute. Prior to joining DI as a
wholegoods and sales specialist and trainer, Arthur held leadership roles within
Pattison Agriculture and its legacy dealerships in Canada, and he is currently the Chief
Integration Officer for Aberhart Group. He looks forward to helping dealers succeed by

improving whole goods and sales operations.
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ARTHUR WARD,
Wholegoods and Sales
Specialist and Trainer with
NAEDA's Dealer Institute.
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CDL QUICK HIT:

Warnings, Citations & Inspections

by ZAC HARGIS, Managing Attorney
Counsel for LegalShield Commercial Drivers Plan

here are some unfortunate

myths that seem to be

circulating the commercial
trucking industry.

The most active and repeated is that receiv-
ing a ticket during a roadside inspection is bet-
ter than just receiving a warning. This is not
true. Atall.

While a ticket is sometimes more benefi-
cial than a warning given during a roadside in-
spection, it isn’t always helpful. It can, in fact,
be the killing blow to a driver’s career instead
of the lifeline they think it is. If a driver re-
quests a ticket in the ‘wrong’ jurisdiction, it
only exposes them to increased costs and driv-
ing record consequences. Hopefully I can pro-
vide some helpful information and context for
drivers facing this situation.

This article provides general information,
and each driver should always seek legal coun-
sel in the appropriate state for specific infor-
mation regarding their cases and questions.
With that out of the way, lets dive in...

CITATION - Synonymous with a ‘ticket’.
These are sent to the state driving authority
(DMYV) and the outcome of tickets will appear
on a commercial driver’s state license history.
In most parts of the U.S., a local attorney
can assist in addressing tickets in a way that
may save a commercial driver’s time and pre-
vent their driving record from being negative-
ly impacted. However, this is not a guarantee.
Opver the last several years, many prosecutors
and judges are becoming more conservative
in their interpretation of state and federal ‘an-
ti-masking’ rules. These rules from USDOT
limit deals and negotiations in cases involving
a driver with a commercial license. What this
means for drivers, unfortunately, is that ob-
taining dismissals and other net positive out-
comes on traflic citations is getting harder.
Drivers should still obtain counsel imme-
diately following the issuance of a citation but
should also keep in mind thatan attorney can-
not guarantee a specific outcome in a case any-
more. This factor is the main risk with the idea

While a ticket is sometimes more beneficial than a warning given during
aroadside inspection, it isn't always helpful. It can, in fact, be the killing
blow to a driver’s career instead of the lifeline they think it is.

that a driver should always ‘ask for the tick-
et during a roadside inspection. If that tick-
etis in a jurisdiction with an unfriendly court,
the driver has just guaranteed they’re getting a
harsher monetary penalty and points on their
license when they should not have.

WARNING

A ‘warning,” on the other hand, differs sig-
nificantly from tickets. In most states, a warn-
ing issued by law enforcement (verbal or writ-
ten) doesnt carry the weight of a ticket. By
themselves, warnings don’t generate a report
to any database, they require no follow-up
and arent tracked by any government agen-
cy. They have no impact on driver history, en-
forcement options, or insurance rates. A dud,
in other words.

So, if a warning is issued, the driver will
not potentially owe money to the local govern-
ment or have to attend a court hearing as they
may with a citation.

ROADSIDE INSPECTION REPORT

Not more than 5 years ago, if a traffic ticket
was issued along with an exam report, chanc-
es were good that a driver could get that ticket
dismissed or amended to a non-moving viola-
tion. This usually (assuming a few other things

U Legalshield

line up right) leads to the federal inspection
violation being removed from the record af-
ter a DataQ challenge per DOT rule. Now,
those chances are... less good. Primarily due to
the anti-masking push noted above. So, ask-
ing for a ticket is often just a way to get a driv-
er to pay more money on a violation and have
a negative mark on their state driving record
that would not be there if they'd just been giv-
en a warning.

The message I'd really want to leave you
with is to make sure you fully understand
how tickets and exam reports work, what
your options are within the FMCSA program
rules, and don't believe it anytime someone
tells you that you should always ask for a
ticket or some other blanket recommenda-
tion in this area. It's likely not true, and fol-
lowing that advice can cost you money and
time on the road.

To read the full article visit hteps://www.
linkedin.com/pulse/warnings-citations-cost-
being-wrong-zac-hargis-wbd7c/.

As noted, for the best outcome, drivers should
always obtain counsel following the issuance of a
citation. With the LegalShield CDL Plan, your driv-
ers can connect with an attorney right from the
App on their phone. EIl

For more Information on coverage and how to make this benefit available for your drivers, contact:

LESLIE UDY | LegalShield / IDShield

Executive Director | Group Benefits / Identity Theft Risk Specialist
PHONE (801) 830-3629 | EMAIL leslieudy.legalshield@gmail.com

LEGALSHIELD CDL PLAN INFORMATIONAL VIDEO |

https://drive.google.com/file/d/1Y3eFiDWwjMhVPj73a351S6Gg_0QMck9N/view?usp=drive_link
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ORGANIZATIONAL CHANGE:

Avoiding Pitfalls and Driving
Success in Your Dealership

by MICHAEL PIERCY

n today’s fast-paced business

environment, it's easy to fall

into the trap of trying to take
on more than we can handle.

This tendency is often heightened when we
attend industry conferences or training ses-
sions. We return to our dealerships energized,
motivated, and full of new ideas for improve-
ment. Armed with an extensive list of 48 dif-
ferent initiatives, we set out to transform our
dealer organizations. However, more often
than not, we fail—sometimes miserably. Why?
Because while the ideas are good, attempting
to implement them all at once is simply over-
whelming.

Change, especially in an organization,
needs to be approached strategically. The truth
is, even though implementing all 48 initiatives
may be necessary to create the organization we
envision, trying to do it all at once will likely
result in failure. It’s not about dismissing the
need for change, but about crafting a plan that
ensures sustainable success. This article will ex-
plore the pitfalls we've encountered over the
years and offer strategies to guide you in ef-
fectively managing change within your deal-
ership.

Common Pitfalls in
Organizational Change

Not Understanding the Need to Change

One of the primary reasons organization-
al change efforts fail is a lack of understand-
ing of why the change is necessary in the first
place. Without a clear sense of purpose, em-
ployees may see the change as an arbitrary or
unnecessary disruption, leading to resistance
and confusion. Dealership leaders must clear-
ly communicate the “why” behind the change,
connecting it to outcomes such as increased
competitiveness, better customer service, or
operational efficiency. This shared vision fos-
ters unity, reduces pushback, and turns skepti-
cism into collaboration.

While the pitfalls can seem daunting, there are clear strategies
that dealerships can adopt to ensure success when driving

organizational change.

Not Recognizing the Benefits of Changing
People naturally tend to stick to what’s
comfortable, making it hard to embrace new
methods or processes. When leadership fails
to highlight the benefits of change, employees
may focus only on the inconveniences or chal-
lenges. In a dealership, this could mean not
understanding how new strategies or technol-
ogies can lead to growth, improved profitabili-
ty, or enhanced employee satisfaction. Leaders
should actively demonstrate the positive im-
pacts of change on individual roles, team dy-
namics, and overall dealership success.

Too Much, Too Fast

One of the biggest mistakes dealerships
make is trying to drive change too quickly.
Organizations evolve as their people evolve,
and because people are naturally resistant to
change, expecting immediate transformation
is unrealistic. Change takes time, particularly
when it involves altering long-standing behav-
iors, processes, and mindsets. Rushing the pro-
cess often results in burnout, confusion, and
ultimately, failure.

The Wrong People Leading the Charge

While manpower is important, having
the right people in leadership roles is criti-
cal. Change efforts often fail when individuals
tasked with spearheading initiatives lack the
vision, skills, or commitment needed to drive
transformation. It’s essential to have passionate
leaders who not only understand the changes
butare also dedicated to seeing them through.
They need to inspire others and keep the team
motivated throughout the process.
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Lack of a Strategic Plan

Throwing ideas into the air and hoping
they stick is a recipe for disaster. Organization-
al change is only successful when it’s backed by
awell-thought-out plan. Too often, dealerships
jump into initiatives without a clear roadmap,
leading to confusion, misalignment, and ul-
timately, failure. A strategic plan outlines the
steps for implementation, defines key mile-
stones, and establishes metrics to track prog-
ress. This level of detail ensures that everyone is
working toward the same goal and understands
their role in the process.

How to Succeed in Driving
Organizational Change

While the pitfalls can seem daunting, there
are clear strategies that dealerships can adopt
to ensure success when driving organization-

al change.

Assimilate Ideas Thoughtfully

Conferences, industry trainings, and inter-
nal brainstorming sessions are invaluable for
generating ideas on how to improve your deal-
ership. Having a steady stream of new ideas is
critical for growth, but the key is to assimilate
these ideas thoughtfully. Don't rush into action
the momentyou return from an event. Instead,
take time to digest the information and deter-
mine which ideas are truly worth pursuing.

Prioritize Needs

While all 48 ideas you've come up with
might be beneficial, not all of them need to
be implemented immediately. Prioritization is
crucial. Start by identifying which initiatives
are most urgent and which will have the great-



hange, especially in an organization,
needs to be approached strategically..
It’s not about dismissing the need for
change, but about crafting a plan that
nsures sustainable success.

IMPLEMENTING CHANGE: A Step-by-Step Guide

Identify and Define the Problem

Before diving into solutions, take a step back and define
the problems or areas of improvement. Understanding
the root cause ensures that any changes implemented
are targeted and effective.

Gather and Analyze Data

Use data to guide decision-making. Review historical
performance, customer feedback, and industry
benchmarks to identify gaps and set realistic goals for
improvement.

Engage Your Team

Involve your team from the outset to increase buy-in and
gather valuable insights. Remember, your employees are
on the front lines, their feedback is critical to successful

change, and people changing brings the organization

Create a Detailed Action Plan

Once you understand what needs to be changed, develop
a detailed action plan. Assign responsibility, set deadlines,
and ensure your plan is realistic, given the resources and
manpower available.

Communicate Clearly and Consistently

Communication is key to successful change management.
Ensure everyone in your dealership understands the
changes, why they're important, and how they will be
impacted. Consistent communication throughout the process
helps alleviate concerns and keeps everyone aligned.

Monitor Progress and Adjust as Needed

Regularly monitor progress and use KPIs to measure
success. Be flexible and willing to adjust your plan as
challenges arise. Staying adaptive will help you stay on track.

with them.

est impact on your business. Once you've es-
tablished your priorities, create a timeline for
implementation. Recognize that while every-
thing can’t be accomplished in a single day, a
methodical approach will yield significant re-
sults over time.

Develop a Strategic Plan

Nothing worth doing is accomplished
without a plan. Many dealerships attempt to
drive significant change without a clear strate-

gy, leading to poor results. A well-crafted stra-
tegic plan outlines the changes to be made and
breaks down the process into manageable steps.
It should include timelines, key performance
indicators (KPIs), and accountability measures
to ensure progress is tracked and adjustments
can be made as needed.

Accountability
Accountability is essential for driving suc-
cessful change. Without it, even the best-laid

plans can fall apart. Assign responsibility for
specific tasks and hold regular check-ins to
monitor progress. Establish clear KPIsand cel-
ebrate wins along the way to keep the team mo-
tivated. Accountability fosters ownership and
ensures that everyone is working toward the
same goal.

Change is essential for any dealership looking to grow and stay competitive in today’s market. However, attempting to implement too
much, too quickly, can lead to failure. By avoiding common pitfalls such as rushing the process, having the wrong people in leadership roles,
and neglecting to create a strategic plan, dealerships can significantly increase their chances of success.

By thoughtfully assimilating ideas, prioritizing needs, and developing a detailed, methodical plan, your dealership can achieve meaning-
ful, lasting change that drives growth and improves performance. Remember, change is a journey, not a destination. With the right strategy,

your dealership can navigate this journey successfully and emerge stronger on the other side. EII

D DEALER INSTITUTE

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

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.
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How Are You Preventing
Slips, Trips, and Falls

at Your Business?

by JERRY LEEMKUIL

here are many facets to

working in the equipment

dealer industry, and one of the
most important is the health and
safety of anyone who enters, exits,
and works at your business.

It only takes a moment, but if a slip, trip,
or fall occurs, it could have devastating and
long-lasting consequences. Keeping your
employees safe isn’t just common sense, it’s
a solid risk management practice.

DID YOU KNOW:

e Falls that stem from slipping and
tripping are the second-most common
cause of workplace injuries.'

* 20-30% of workplace falls lead to
injuries like deep bruising, broken
bones, or concussions.!

* 15% of all workplace deaths are the
result of slips, trips, and falls.!

Prevent Slip, Trip, and Fall Hazards

Implement a risk management plan
that outlines the importance of watching
for and preventing slips, trips, and falls.
Frequently survey the inside and outside of
your workplace for hazards. Regularly use
a checklist that’s specific to your industry,
and follow up with consistent training and
reminders for employees.

RISKmanagement Gl

It only takes a moment, but if a slip, trip, or fall occurs, it could
have devastating and long-lasting consequences. Keeping
your employees safe isn't just common sense, it's a solid risk
management practice.

Conduct a Job Hazard Analysis

Certain work may require a job hazard
analysis to determine potential risks before
they occur, including a safety evaluation of
the employees who will be completing certain
tasks, the tasks themselves, tools involved,
and the work environment. This can help
to develop standard operating procedures
moving forward.

Take Action

Safe work practices, including the ones
listed above, can include, but are not limited
to:

* Providingadequate work-rest
periods so employees stay alert and
refreshed

* Having cleaning supplies on hand
and cleaning spills immediately

* Maintaining well-lit facilities

¢ Following building codes

* Hanging up warning signs as

needed

* Using correct tools, ladders, and
protective gear for designated jobs

¢ Keeping walkways, entrances, and
exits free of obstructions

¢ Installing non-skid surfaces

* Encouraging employees to keep
work areas clean

Keep a watchful eye out for slip, trip, and
fall risks, conduct a job hazard analysis, and
take action today to help keep your employees
and business safe. To learn more, reach out to
your local Federated® marking representative.

" Slips, Trips, and Falls: Preventing Workplace Trip Hazards.
https:/fwww.osha.com/blog/hslips-trips-falls-prevention
Accessed 7/18/24. Al

This article is for general information and risk prevention only and should not be considered legal or other expert advice. The recommendations herein may help
reduce, but are not guaranteed to eliminate, any or all risk of loss. The information herein may be subject to, and is not a substitute for, any laws or regulations
that may apply. Some of the services referenced herein may be provided by third parties wholly independent of Federated. Federated provides access to these
services with the understanding that neither Federated nor its employees provide legal or other expert advice. All products and services not available in all states.
Qualified counsel should be sought with questions specific to your circumstances and applicable laws.

It's Our Business to Protect Yours

FEDERATED

INSURANCE @/’ P
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JERRY LEEMKUIL
is an equipment dealer

specialist for Association
Risk Management
Services, Federated
Insurance Company. For
information, write to Jerry
atjjleemkuil@fedins.com
o call 1-507-455-5507.
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It’s Our Business to Protect Yours

Conr ect and Learn
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——
DRIVE
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2024 Tax Update

by AMY BRANDT, EDC

tis never too early to start

planning for tax season. Several

pertinent changes have gone
into effect for the 2024 tax year.

Regarding business tax strategy, note that section 179 deduction for
depreciation is capped at $1,220,000 with a capital purchase limitation
0f $3,050,000. Bonus depreciation also decreased to a maximum deduc-
tion of 60% of the asset’s purchase price. These changes will be key to
keeping in mind when planning capital asset purchases.

On the investmentside of the world, the tax brackets for capital gains
tax changed slightly. Please see the table below.

CAPITAL GAINS RATES

INCOME (SINGLE) INCOME (MFJ))  TAXRATE
S0 - $47,025 S0 - §94,050 0%
$47,026 - $518,900 = $94,051- $583,750 15%
$518,901+ $583,751+ 20%

Also, in the realm of investing, it is noteworthy to mention the limi-
tations for retirement account investments for 2024. The 401(k)-contri-
bution limit increased to $23,000 if you are under age 50 and $30,500
ifyou are 50 or older. The IRA contribution limit increased to $7,000 if
you are under 50 and $8,000 if you are 50 or older. Health Savings Ac-
count contributions are limited to $4,150 per individual and $8,300 per
family. The required minimum distribution age remains at 73 for 2024.

For those contemplating opening a 529 plan butaren’t sure their kids/
grandkids will go to college, the Secure 2.0 Act allows for up to $35,000
(lifetime exclusion) to be converted from a 529 plan to a Roth IRA. This
is an excellent option for tax planning purposes, even if they don’t go
to college. The money must have been in the account for five years be-
fore it can be converted. The annual limit is $7,000 per year for 2024.

Regarding estate planning, the Internal Revenue Service increased
the estate exemption to $13.6 million and the gift tax exclusion to
$18,000 per recipient. Keep these numbers in mind when gifting to
family members, as the estate tax rate can be as high as 40% for 2024.

For individual tax planning, remember that the standard deduction
for2024 increased to $29,200 for those with a filing status of married fil-
ing joint, and $14,600 for those with a filing status of single or married

EQUIPMENT
A DEALER

CONSULTING EECS

Several pertinent changes have gone into effect
for the 2024 tax year. These changes will be key
to keeping in mind when planning capital asset
purchases.

filing separately. The head of household standard deduction increased
t0 $21,900. The tax brackets for 2024 can be found in the table below.

TAX BRACKETS 2024

INCOME (SINGLE) INCOME (MFJ) | TAXRATE
S11,600-$47,149 $23,200-$94,299 12%
$47,150-$100,524 $94,300-5201-049 22%
$100,525-$191949 $201,050-5383,899 24%
$191,950-$243,724 $383,900-5487,449 32%
$243,725-$609,349 $S487,450-$731,199 35%
$609,350 + $731,200 + 3%

As always, our professionals at Equipment Dealer Consulting are
happy to help you with your tax planning strategies. Please feel free to
reach out with any questions you may have. Ell

AMY BRANDT joined the EDC team in November of 2022 as a certified public accountant to assist in the growing tax preparation demands. She
has over six years of experience in tax preparation. Before joining the EDC team, Amy was a partner of a firm for three years that focused on tax
preparation for businesses, individuals, trusts and non-profits. Her experience is in a variety of industries from real estate and construction to retail
and restaurants. She also has experience in tax planning with various client industries. Amy graduated from the University of Phoenix with her

Master of Science in Accountancy in 2018 and obtained her CPA in 2020.
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AMY BRANDT, CPA is

one of the talented team
members at Equipment
Dealer Consulting, LLC.
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curt@naeda.com
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Plans Include a
Phone Call

by SCOTT BRIGDEN

he options are limitless
for our customers in

today’s marketplace.

Their buying habits, how they shop, and
the methods used to get your message out to
potential customers are changing. As you head
into the fall and winter months, having the
right plan to promote your aftermarket pro-
grams should be a top priority.

Our marketing teams work tirelessly to
put together the right parts and service pro-
grams for your customers. There are numer-
ous methods to get your message out, from
posters and flyers in your dealership to direct
mail or email campaigns and even social me-
dia. Ensuring the people in your area know all
the great things you have to offer is a real chal-
lenge. Equally important is that your staff is
well-versed in your marketing efforts and are
ready to handle any leads that come their way.
Whether it’s parts or service, your staff are ex-
pected to close the sale from all the marketing
work. But if they’re waiting for someone to call
or walk through your front door, we’re missing
the most crucial piece of any marketing cam-
paign - asking for the sale!

Share your marketing plans with your staff
early and make sure everyone knows the goals
and who we will target. So often, marketing
information goes out to staff through an email
that we assume they read. Sorry to say, but
a majority of them will not. We also assume
the department manager will review the pro-
grams with their staff, but this is not always
the case. At the beginning of every parts and
service campaign, take the time to introduce
this properly so that you know everyone is on
board with the goals ahead. Provide them with

TOPmetrics Rollaws
The Best Marketing

Share your marketing plans with
your staff early and make sure
everyone knows the goals and
who we will target. So often,
marketing information goes out
to staff through an email that we
assume they read.

a target customer list of who you know owns
the equipment being targeted in the area and
have a way to track when calls are made to each
of these potential sales. Finally, every depart-
ment manager should have clear timelines for
the program and follow up with them. Parts
and service managers can live
in a whirlwind of activity, and

the customer and do a mock call right at the

dealership where everyone in the department

can see it happen and support and coach each
other.

I have watched this activity several times

in training sessions, and it is amazing to see

people get more comfortable

as they watch others and try

they will appreciate the sup-
port you provide.

Finally, get the staff to
make phone calls and ask for
the sale. For most people,
making these calls can be very
intimidating. However, with
practice, they can become
more confident and empow-
ered. Give them a list of Fre-
quently Asked Questions and
the answers they will need. A
call script is also a very help-
ful tool to help them ease the
anxiety of making a sales call.
Have the department team
build the script together or
work as a team to make your
provided script their own. En- need.
courage them to practice with

Get the staff to
make phone calls
and ask for the
sale. For most
people, making o ©
these calls can be
very intimidating.
However, with
practice, they

can become more
confident and
empowered. Give
them a list of
Frequently Asked
Questions and the
answers they will

for themselves. Making a sales
call is right up there with pub-
lic speaking; it is very scary for
most people. Practice is so im-
portant to ease those fears.

Dont let the hard work
and money invested in mar-
keting programs go to waste.
Develop a plan to get the front
line staff engaged and involved
in making those sales calls. If
you don't ask for the sale, your
chances of getting it go way
down, so get staff engaged and
committed to building rela-
tionships with your customers
one call ata time. ETl

each other making a sales call.
Have someone volunteer to be

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.
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SCOTT BRIGDEN,
Aftermarket Specialist
and Trainer with NAEDA'S
Dealer Institute.
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KENECT

YOUR CUSTOMERS WANT TO TEXT YOU. LET THEM.

TEXT FROM MOBILE OR DESKTOP SERVICE RUNS ON TEXT
Text from your existing dealership phone Give service updates, cooridnate pick-ups,

line instead of giving out your personal and save loads of time. The voicemail days
cell phone number. are over.

DOUBLE WEBSITE LEADS COLLECT PAYMENTS VIA TEXT
Install the Kenect 'Text Us' widget on e Get paid faster by sending payment
your website and see your leads requests over text message. Customers
double in volume. can make a payment in 3 clicks.

VIDEO CHAT WITH CUSTOMERS ONLINE REVIEW GENERATION
° Show service updates, upsell parts, @ Right now about 1% of your

give walk-arounds, or share your customers leave reviews. Let's

screen--all with a quick link via text. increase that to 35% with Kenect.

AN
>/

&6 An email might sit for a day or two 6% in 35xin 260% in
units sold reviews New Leads

before someone gets back to you,
but with Kenect you get a quick
response. That efficiency leads to

more revenue. 99§ oy ok TRtk ot ol
in today. Would you like to
Mike Souza, BD Manager plit'a deposit down anihe

unit you looked at?

F&W Equipment

Yes let's do that. Should | call
in with my credit card #?

No need! I'll text a link to our |
online payment. ‘

Payment '
‘ payment kenect.com I\
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LEADERSHIP PRINCIPLES

Can Old Dogs Learn

New Tricks?

by DR.LARRY COLE

hanks to Kelly Mathison,
also a Dl trainer, for asking
this question - Can Old Dogs
Learn New Tricks? Every deal-
ership with whom I've interacted
confronts this question.
Keep reading.

An old joke — How many psychologists
are required to change a dead light bulb? See
the answer inserted at the end of the next para-
graph.

Habit strength creates the challenge. Neu-
roscience tells us the strength of a habit is de-
termined by the wraps of a myelin sheath
around neurons involved in the neurological
highway supporting the behavior every time a
behavioris used. So, let’s take a supervisor who
hasbeen working for 20, 30, 40, or more years.
Their habit strength becomes so strong over
time that the behaviors become automatic,
and they may lack self-awareness about what
they are doing. To make matters worse, they
may even deny any feedback that they’re us-
ing inappropriate behavior. To finish the joke
— yes, one psychologist can change a dead light
bulb if it wants to be changed. If not, forget it,
leave the dead light bulb where it is, and get
used to the dark. The sad story is, if that dead
light bulb was a person and got overlooked for
a promotion or, worse yet, fired, they’re going
to point fingers instead of deciding to accept
responsibility for their behavior.

Another sad story is that an old dog (i.e.,
an animal) can learn a new behavior to get a
“treat” faster than people can change their be-
haviors. Dogs don’t have human cognitive po-
tential, so they respond to rewards faster than
humans.

When working with people, we must re-
member that our interpersonal skills are
learned. That is, a positive consequence en-
courages us to continue using the behavior,
or the behavior helps us avoid an unpleasant
consequence.

To make matters more complicated is the
person’s level of self-awareness. Optimally,
the person is acutely aware of their behaviors.

If so, that provides the promise
of change. Unfortunately, there
are many instances in which the
person is unaware and complete-
ly denies behaving in the manner
described to them. Denying the
use of inappropriate or toxic be-
havior is the end.

Let’s be more optimistic and
say the individual is self-aware,
so the next hurdle is accepting
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When working with people, we must remember that
our interpersonal skills are learned. That is, a positive
consequence encourages us to continue using the
behavior, or the behavior helps us avoid an unpleasant
consequence.

responsibility for their behav-

ior. This sounds simple, but writing this arti-
cle reminds me of two toxic supervisors. One
blamed their mother, so I comically asked,
“If your mother changes, would you change
also?” The other individual provided a simi-
laranswer, saying thatitis a genetic thingand
he, therefore, can’t change. Both were fired.

Let’s continue with a degree of optimism.
Successful change requires a strong push to
help the other person recognize their leader-
ship practices are detrimental to them con-
tinuing their leadership journey. As simple as
it sounds, the recognition doesn’t come easy
for two reasons. The individual has been de-
riving some benefit that has been reinforc-
ing their behavior for years, thereby the habit
strength is very strong, and it’s possible there is
little to no awareness of using ineffective lead-
ership practices. Without recognition of the
need to change, there is no change.

Let’s continue to be optimistic, and the in-
dividual recognizes the need to change. The
second strong energy source can result from
the advantages associated with the change.
Often, the advantage is to maintain their em-
ployment!

Continuing our optimistic theme, the next
step is for the individual to see themselves, in
their mind’s eye, using the new leadership
practices. People will only do what they see
themselves doing.

Now, the hardest part... changing. Every

day, temptations will literally pull the individ-
ual to use the old, ineffective behaviors that
need to be discarded. Unfortunately, the old
behaviors can’t just be thrown away. Change
requires substituting the new for the old, and
that requires focused practice. If the old dog
really wants to change, they need to list the
target behaviors so they can readily be seen
throughout the day and have strong support
from those with whom they work to hold them
accountable for using the new leadership prac-
tices. Soliciting this support may be challeng-
ing because, by this time, employees want to
see the person gone.

Continuing the optimism, the last step the
old dog must take is receiving a reward for us-
ing new behaviors. That, too, is more challeng-
ing than giving a treat to an animal for doing
whatyou want the animal to do. The person in
question must track their own success and pat
themselves on the back in recognition of their
success. Positive recognition from co-workers
isacrucial step and may be challenging for the
previously cited reason.

I wish I could be more assuring that suc-
cessful change occurs, but as I tried to illus-
trate, many hurdles must
be overcome to shed the
old and strengthen the
habit of the new. EIl
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LARRY COLE, PH.D., is a lead trainer for and consultant to the North American DR. LARRY éoLE

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
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is a lead trainer for the
North American Equipment
Dealers Association's
Dealer Institute.
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That's because if you don't look good, we
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Financial Outlook

for 2025: Trends
and Projections

by DAVID WENTZ

s we approach the midpoint of the

2020s, the financial outlook for

2025 is shaped by a confluence of
economic, geopolitical, and technolog-
ical factors. This article explores key
trends and projections that will likely
influence global and regional financial
landscapes by 2025.

Economic Growth

GLOBAL GROWTH PROJECTIONS

The International Monetary Fund (IMF)
projects that global economic growth will
stabilize in the coming years after the vola-
tility of the pandemic era. According to the
IMF’s World Economic Outlook published in
April 2024, the global economy is expected to
grow atarate of approximately 3.3% annually
through 2025, down from the post-pandem-
ic peak but steady given current conditions
(IMF, April 2024).

REGIONAL HIGHLIGHTS

United States

The U.S. economy is anticipated to expe-
rience moderate growth, with projections of
around 2.5% per year. This reflects a cool-
ing from the rapid expansion seen in the ear-
ly 2020s, driven by a mix of monetary policy
adjustmentsand reduced fiscal stimulus (Fed-
eral Reserve, June 2024).

China

China's economic growth is expected to
continue its deceleration, with projections
around 4.0% annually. Structural shifts, such
as a focus on consumption over investment

and ongoing trade tensions, are contributing
factors (World Bank, May 2024).

Emerging Markets

Emerging economies in Southeast Asia
and Africa are projected to grow at a faster
pace, with rates averaging between 4.5% and
6.0%. These regions benefit from young pop-
ulations and increasing digital infrastructure
(IMF, April 2024).

TAXfavored EEVE0E

Inflation and Interest Rates

Inflation rates are expected to moderate
but remain above pre-pandemic levels. Ac-
cording to the World Bank, global inflation
is projected to average around 3.0% to 3.5%
through 2025, as central banks adjust mone-
tary policies to manage price stability (World
Bank, May 2024).

Interest rates will vary by region but are
generally expected to trend higher compared
to the ultra-low levels seen in the 2010s. The
Federal Reserve has signaled a potential stabi-
lization of rates around 3.0% to 3.5% in the
U.S. by 2025 (Federal Reserve, June 2024).
European Central Bank and Bank of England
policies will similarly reflect moderate increas-
es to address inflationary pressures.

Technological Advancements

Technological advancements are poised
to drive significant changes in the financial
landscape. The proliferation of artificial in-
telligence, blockchain technology, and digi-
tal currencies will

reshape financial services. The adoption of
Central Bank Digital Currencies (CBDCs)
is gaining momentum, with several coun-
tries expected to implement pilot programs
by 2025 (Bank for International Settlements,
January 2024).

Sustainable finance is becoming increas-
ingly important. Investments in green tech-
nologies and sustainable development are
projected to grow, driven by both regulato-
ry pressures and investor demand. The global
market for green bonds and sustainable invest-
ment funds is expected to reach $3 trillion by
2025 (BloombergNEF, March 2024).

Geopolitical Risks

Geopolitical tensions and trade uncertain-
ties will continue to impact the global finan-
cial outlook. U.S.-China relations, regional
conflicts, and shifts in trade policies are like-
ly to create volatility in global markets. Com-
panies will need to navigate these risks while
adapting supply chains to reduce dependen-
cies (Council on Foreign Relations, August
2024).

Energy markets are anticipated to expe-
rience fluctuations due to both geopolitical

The financial outlook for 2025
presents a mixed picture

with moderate global growth,
evolving inflation dynamics, and
significant technological and
geopolitical developments.

factors and the transition to renewable ener-
gy sources. Oil prices may remain volatile as
OPEC+ countries manage production levels
and global demand evolves (Energy Informa-
tion Administration, July 2024).
Conclusion

The financial outlook for 2025 presents a
mixed picture with moderate global growth,
evolving inflation dynamics, and significant
technological and geopolitical developments.
Investors and policymakers will need to re-
main agile, adapting to alandscape character-
ized by both opportunities and uncertainties.
As we move toward 2025, staying informed
about these trends will be crucial for navigat-
ing the complexities of the global financial en-
vironment. EIJ

1. International Monetary Fund (IMF). World Economic
Outlook. April 2024.

2. Federal Reserve. Economic Projections Report. June
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DAVID WENTZ is CEO of TFB, Inc. David frequently speaks at various seminars about profit
sharing, 401(k) plans and investment programs. The North American Dealers Association
(NAEDA) endorses Tax Favored Benefits as a 401(k) provider. No compensation is received. More

information is available at www.taxfavoredbenefits.com.
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2025 Western Farm Show Returns
for its 63rd Year of Success!

he 2025 Western Farm Show, cel-

ebrating its 63rd season, will take

place from February 21-23 at the
American Royal Complex in Kansas
City, Missouri, offering farm and ranch
families a unique blend of information
and entertainment.

With over 400,000 square feet of exhib-
it space, attendees can explore the latest in
farm machinery, innovations, and agricultur-
al products, all aimed at enhancing the expe-
rience for farmers and ranchers in the region,
according to organizer Applegate.

In 2024, the show featured new attrac-
tions, including a catwalk at the South En-
trance sponsored by Sukup dealers Mill-
er Welding and Seed and Farm Supply, Inc.,
along with equipment displays at the North
Entrance sponsored by Honey Bee Manufac-
turing and St. Joseph Tractor. Director Chris
Chinn inaugurated FFA Day, welcoming over
4,500 students from Missouri and Kansas.

MFA, Inc. served as the primary sponsor
for the event, showcasing Dr. Ron Gill’s popu-
lar Low-Stress Cattle Demonstrations, known
forattractingafull arena. Applegate expressed
excitement about the growing number of first-
time attendees experiencing Dr. Gill’s work,
emphasizing the value of providing practical
strategies for farmers and ranchers. Many at-
tendees report using insights from the demon-
strations in their operations, leading toa cycle
of returning interest year after year.

The recent Farm Equipment Career De-
velopment Event (FECDE) showcased 104
FFA students competing in a three-part ag-
ricultural machinery competition, emphasiz-
ing the integration of classroom learning with
practical farming skills. Teachers appreciated
seeing their students’ growth, while returning
competitors aimed for the top prize of $1,000
from BTC Bank. This event not only fosters
students’ competitive spirit but also connects
them with potential employers in the agri-
cultural industry, highlighting the vital role
of community volunteers and The American
Royal in making this event successful.

The Upper-Level Exhibition Hall features
an impressive range of large exhibitors, show-
casing trucks, machinery, side-by-sides, trail-

ers, and vintage tractors,
while the Missouri Farm
Bureau hosts its Health and
Safety Roundup, providing
valuable health checks. Part-
nering with ten agencies, the
event offers interactive and
educational booths for at-
tendees of all ages, and a va-
riety of health screenings—
including blood pressure,
hearing, vision, and choles-
terol tests—aimed at pro-
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moting wellness and safety
in the community.

The Family Living Center
created a family-friendly en-

vironment this year, featur-
ing a diverse range of attrac-
tions including shopping for
goods like soap and boots, event”
dining options, and oppor-
tunities to interact with an-

“We're proud the
Western Farm Show
ranks among the top
indoor farm shows in
the Midwest. We're
more than just a big
show, we are an ag

- Jami Applegate
Western Farm Show Manager

imals, whether for petting
or purchasing. With Family
Center Farm and Home of-
fering a variety of products, the Center aimed
to cater to all ages, ensuring that every family
member could find something enjoyable dur-
ing their visit, particularly in the Upper Level
area as highlighted by Applegate.

Applegate has successfully managed three
shows, emphasizing the ongoing expansion
and enhancement of family-friendly activi-
ties at the annual event. Exciting plans are in
motion for the 2025 show, including the intro-
duction of a new event dedicated to women in

the agriculture industry, which Applegate has

passionately envisioned. With a remarkable
roster of speakers lined up, the commitment
to continuous growth and engagement in the

agricultural community remains a priority.

Applegate emphasizes the Western Farm
Show’s significance as the largest indoor ag-
ricultural event in the Midwest, highlighting
its role not just as a massive exhibition, but as
acomprehensive gathering designed to engage
farmers, ranchers, and their families in the ag-
ricultural community. ETl

WESTERN

FARM SHOW

For more information contact:

JAMI APPLEGATE, Western Farm Show Manager

PHONE: (816) 412-6118 EMAIL: japplegate@naeda.com
VISIT: www.westernfarmshow.com

The Western Farm Show is owned and produced by the North American Equipment Dealers Association, which
represents regional agricultural, construction, and outdoor power equipment dealers.

Show hours are 9:00 AM to 5:00 PM Friday and Saturday, Feb. 21-22, and 9:00 AM to 4:00 PM on Sunday, Feb. 23.
Adult tickets are $10 daily, and children ages 12 and under are free. First Responders, Military and Veterans are

free on Sunday with proper identification.

VISIT: www.westernfarmshow.com

o WesternFarmShow

® WesternFarmShow
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Equipment Dealers Foundation
Members raise additional S35K at
Annual Golf Classic & Clay Shoots

by NAEDA STAFF

Kansas City Golf Classic
Raises Over $20,000

The annual Kansas City Golf Classic at the
beautiful Falcon Hills Lake in Basehor, Kansas,
is a highlight on the Foundation’s fundraising
calendar. We hosted 76 golfers for a day of
friendly competition and fundraising. Partially
cloudy skies and a few sprinkles provided
much-needed comfortable temperatures all
day. Players didn’t mind a little bit of rain and
got to enjoy a relaxing day of golf and drinks
and finished the day with a delicious Italian
lunch buffet and a wildly successful (and
competitive) raffle. Thanks to the generosity of
attendees and sponsors, this tournament netted
an impressive $20,500 for the EDE

Tulsa Clay Shoot Nets $6,000

As always, the Tulsa Clay Shoot began with
adealer meeting and discussion before shooters
headed out to the range. With 36 shooters
ready to take on the challenge, the event
featured not only tricky targets but plenty of
friendly competition and great snacks. After a
fun day on the course, everyone came together
forawell-deserved lunch and a lively raffle that
included some much-sought-after DeWALT
tools, which helped push our fundraising total
to $6,000 for the day.

Madison Clay Shoot Raises $9,000
Similarly, the Madison Clay Shoot followed
the same format, beginning with a dealer
meeting before shooters took to the range.
Another 36 participants tested their skills in
the clay shoot and wrapped up the day with
lunch and a raffle. The Madison shoot exceeded

expectations, raising $9,000 to support the
Equipment Dealers Foundation’s programs.

Supporting the Future of the
Equipment Industry

All proceeds from these events will be used
to support the Equipment Dealer Foundation’s
initiatives, including workforce development,
scholarships and industry-specific education
programs. The funds raised are critical in
helping the Foundation continue its mission
of strengthening the equipment industry by
investing in its people and their futures.

The success of these events is a direct
correlation to the strong support within the
dealer community for the Foundation’s work.
Thanks to the generous contributions from
participants and sponsors the Foundation is
well-positioned to continue making a lasting
impact on the industry.

We look forward to continue building on
this year’s success and wrapping up 2024 with
two additional fundraising events. See our
schedule below...

2024 EVENT SCHEDULE

CLAY SHOOTS
November 15  Hub City Clays
Lubbock, TX

December13  Kidd's Place
Sporting Clay
Holly Springs, NC

Visit www.equipmentdealersfoundation.org/event-list for additional details. For sponsorship and registration
information about these events, please contact Jennifer Orr at 816-412-61510r email jorr@neada.com.

To stay informed on EDF events and more, make sure you have adjusted your email contact settings to include EDF
events, follow NAEDA on Facebook, Instagram, Twitter/X and/or LinkedIn, and have joined the NAEDA community.

If you have any questions on how to keep up-to-date, please reach out to Lindsey Cook, Communications Manager,
at lcook@naeda.com or Jennifer Luce, Vice President of Member Engagement, at jluce@naeda.com. BTl
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DEALERS FOUNDATION

SNAKE CREEK
SHOOTING SPORTS
Tulsa, 0K

TOP SHOOTING TEAM
AgDirect (336)

TOP SHOOTER
Marty Meyer (92)

MILFORD HILLS
Madison, WI

TOP SHOOTING TEAM
Middleton Power (274)

TOP.SHOOTER
Tanner Deegan (81)
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INTERNATIONAL
e RECRUITMENT

CONSULTING \ PROGRAM

Arch Stafﬂng - United States

Our program Is designed to recruit experienced Service Technicians
to Canada and the U.S. from South Africa and other countries as the
program evolves. This Is a full-service program that offers a variety
of services to support end-to-end recruiting solutions for dealers.
The program Is supported by an experienced team of professionals,
including on-the-ground recruiters who understand the South
African market. Arch Staffing & Consulting also has global
experience with on-the-ground recruiters in several geographies
across the world.

PROGRAM PHASES:
* PHASE 1
Pre-Recruitment
Visa Applications: Obtaining approvals to hire a
Permanent Skilled Worker from outside the US.

- 7
7,

Marketing Materials: Develop materialsto profile
your Dealer and job opportunities effectively.

PHASE 2

Recruitment

Partner with Dealers: Develop candidate
reguirements, interview process, and assessment
tools to manage expectations.

PHASE 3

Immigration

Fulfilling Requirements: Getting work visas/and
determining fixed costs associated with bringing
new hire and their families to the U.S. [

PHASE 4

Post Hire

Employee Settlement:Design settlement package
for relocation. l.

Cultural Awareness Training: Mandatory training for

new hires and optional training for Dealers.
CONTACT US:
r Dale Hindmarsh
n 403.519.0669

dale.hindmarsh@archstaffing.ca >
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Long-time Association Colleague
and Friend Passes Away

o tis with deep sadness and atits ﬁnestwhen.proviclii.nghis expertise. to the
FM. “MIKE U.S.and Canadian editions of the Equipment
KRAEMER heavy hearts that we say Dealer Magazine.
1953 - 2024 goodbye to Mike Kraemer' Mike was also well known for his ra-
dio news writing and broadcasting and of-
who paSSEd away on October ten commented that he had a “face for radio”,
8th, 2024. but it was his deep voice that so eloquently
Ry — Mike started with NAEDA in 1992, working 47" l{stte““: ‘o dhja(ri,Wh:t het hi‘s t(‘i’ Saly' PL‘S
. . ) commitmentand dedication to the dealers he
NORTH AMERICAN Or} C(?rporate comm(tilmcla tions, marketing, EUth served and the industry he loved was unwav-
EQUIPMENT DEALERS (= relations, program development, events and pro- ;0 0 the end.
AS50 N : motions, fu.ndr.alsmg, managing f':d.1tor of the na- Mike is a legend in the equipment indus-
oy o REA — R tional publication, and speech writing. try and was known for his relationships and

Followinghisyears of servicewithNAEDA, he  keen sense of humor. He truly was a one-of-a-
continued as a member consultant with WEDA  kind colleague and friend and will be great-

and Creative Sales Solutions. His voice can be Iy missed by those who were lucky enough to
heard on many NAEDA podcasts, and his skill ~ know him.

with the written word and publication finesse were "Til we meet again. EIl

HERE'S WHAT YOU SOLD Equipment Retail Sales In Units AEM:al

DATA PROVIDED BY THE ASSOCIATION OF EQUIPMENT MANUFACTURERS

US. - AUGUST 2024 AUGUST Y-T-D MAY AUGUST 2024

Ag Tractor and Combine Report  [gAYZA 2023 | %CHG | 2024 2023 | %CHG BEGINNING INVENTORY

2WD < 40 HP 10,107 12,927 -21.8 96,046 | 12,964 -15.0 18,944

2WD <100 HP 4,652 5,523 -15.8 36,158 39,917 -9.4 36,821

2WD 100+ HP 1,746 2,127 -17.9 15,539 16,917 -8.1 12,534

Total 2WD Farm Tractors 16,505 20,577 -19.8 147,743 | 169,798 -13.0 128,299

Total 4WD Farm Tractors 326 3N 4.8 2,665 2,534 5.2 875

Total Farm Tractors 16,831 20,888 -19.4 150,408 | 172,332 -12.7 129,174

Self-Propelled Combines 619 770 -19.6 3,933 4,792 -17.9 1,692

U NDEX
AGDIRECT ... IFC JLG AGRICULTURE ..ottt 3
ARCH STAFFING & CONSULTING ... KENECT oo neeeees .23
CORPAY ...ttt PROPANE EDUCATION & RESEARCH COUNCIL. ....ccooiiiiirieiceecies 13
EQUIPMENT DEALER CONSULTING ...t 21 RITCHIE BROS. ...t IBC
FEDERATED INSURANCE .....coiiiiiienieniesieeiesee s 19 UNTFTRST ettt 25
HBS SYSTEMS L.t 0BC WARRANTY PROCESSING SERVICES (WPS) ..o 9

We hope you have found this issue of Equipment Dealer Magazine both informative and educational. We welcome your
Euu I P M E NTd e a le r feedback and invite you to submit any ideas you have for upcoming issues. Feel free to contact us at info@naeda.com.
FESOURCES FOR SUCCESSFUL DEALERS magaZine Managing Editor: Joanne Olson www.naeda.com | www.equipmentdealermagazine.com

Equipment Dealer Magazine is the official publication of the North American Equipment Dealers Association.
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RITCHIE BROS.

The Global Marketplace
for Insights, Services,
and Transaction Solutions

* Buy assets with confidence
* Sell assets with flexible solutions

* Make smart decisions with data-driven insights

* Manage assets with cutting-edge tools

Innovative tools, services, and solutions to help you buy, manage, and sell commercial assets.



We can help you
make more

Rise above your competition with the NetViewECO
dealer management system from HBS System:s.

hbssystems.com



