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Oct. 18-19 - Austin, Texas
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Monday, Aug. 22
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Is your dealership receiving e-mail
[from SouthWestern Association?

If not, send us your e-mail address.
We will forward important
Association correspondence to
your attention via e-mail. Please
register your e-mail address at:
www.swassn.com/register-email.htm
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Limited Space Available - Register Today!
SouthWestern Association Golf Classic

Monday, Aug. 22
Prairie Highlands Golf Course
Olathe, Kan.

Proceeds from the event benefit the SWA Technician
Training Program at OSU-Institute of Technology.

Ask any group of farm and industrial equipment dealers about the
biggest challenges they face, and the lack of qualified service technicians
is a frequent answer. Each year, as equipment becomes more
technologically advanced, the need for skilled technicians grows.
SouthWestern Association is addressing this problem with the Industrial
and Farm Equipment Technician Program at
Oklahoma State University Institute of Technology.

The program trains dealership technicians who are:

* Trained on current industrial and farm equipment
* Trained in the latest diagnostic and servicing procedures
* Trained with a positive attitude about the job

The program is a planned dealership personnel development program.

Proceeds from this tournament will support the ongoing expenses related
to this important program. Donations accepted.

Registration: 10:30 a.m.
Lunch: 11:30 a.m.
Shotgun Start: 12:30 p.m.
Awards: 5:00 p.m.

For more information and registration materials, please contact
SouthWestern Association ar 816-561-5323 or

800-762-5616.




Dealers of Tomorrow

Register Today to Attend Dealers of Tomorrow
Workshops in Kansas City and Austin

The 2011 Dealers of Tomorrow workshops are sched- More information about the Dealers of Tomorrow Workshops
uled in Kansas City on August 2-3 and in Austin, Texas, on is available on the SouthWestern Association website: www.
October 18-19. Topics will range from communications and  swassn.com or by calling the Association offices at:
customer service to leadership skills. The program will feature ~ 1-800-762-5616. S
three speakers on three different topics at each location.

This workshop is for owners, mid-level managers, depart-
ment managers, and key dealership personnel. Consider bring- =~ FIVE REASONS TO ATTEND DEALERS OF
ing several staff members so they can share ideas and return TOMORROW
to implement them at your dealership. While the Dealers

of Tomorrow programs are planned by younger dealers, the e Dealers of Tomorrow is an established event that offers
programs are designed for everyone — no matter your age, line a rewarding opportunity to meet and visit with other
of equipment or management position. dealers.

* The seminars are planned by dealers for dealers without
Thanks to Our Sponsors: regard to product or manufacturer affiliations.
Federated Insurance * Meals and breaks give you a chance to make connections
High Plains Journal that you can continue long after the conference ends.
Seigfreid Bingham Levy Selzer & Gee * Time away from your business is a great opportunity to
Fastline gain a new perspective and re-energize.
NAEDA Financial, Ltd. * Interact with content leaders and learn new ways to

Equipment Insurance International manage better.

Innovative Solutions Group

DIS

does your
business system
trap youin the

past{_

For today's equipment dealer
on the move, IRON HQ® forecasts tha
future of your dealership by integrating
your business system with leads,
prospects, sales activities and active
opportunities so that you gain visibility
today and win more deals tomorrow!

MNow your team can communicate, segment customers, prospect, quote, appraise, lorecast,

marked, manage margin and grow market share with proven tools from the leader In business
intelligence. Gain visibility and win more deals today. Im HQ =3
Learn more by contacting us for a free demo. 877.251.7731 x618 or sales@ironhg.com Customer & Equpmen Lfecycle Managertient

www. IRONsolutions.com
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Bidding starts to close, Wed., July 27 | 10 am CDT

Item #A3750 09 1D 9770 5T5

Item #A3752 '06 D 9870 5T5 Ttem #A4699 '05 1D 4330

Hregen ot F:if::l';uuuu phata
Iteam SAS174 "90 JD E7E0 4WD Item #A3ITE1 '95 1D DE00 Mew Listing "04 JD 1293 12R o hd New Listing 1D 9500

Combines: '09 & '08 JD 9770 575, '08 1D 9870 575, 06 J0 9860 575, 03 JO S650W, (2]} ‘98 CIH 2388, "95 )JD 9600, JD 9500, 82 & "Bl 10 7720 Application aquipment: ‘D6 10 4530
self-propeibed spryr, 04 Demce 1100 Tractors: "90 JD 8760 4WD, JD 4440, JD 8630, Ford 9N, Ford 4000, Ford 3000, TH 1066, 79 Versatie 855, '73 JD 4220 Loader: '08 JD 54250
Harvesting: "06 & 04 JD 1293 12R on hd, "02 CIH 2208 8R ¢rn hd, (2} JD €43 crn hd, CIH 1083 orn hd, '07 Honey Bee SPI0R 30" drager hd, '02 MacDon 972 30' drager hd, (2) JD
224 hd, (2] JD 930 hd, "96 JD 893 crn hd, "92 CIH 2055 cotton picker, Shelbourne Cx84 24" stripper hdr, JD 915 Nex platform Hayfforage: "08 JO 563 round baler, "08 CIH RB454 baler,
{2} 3D 587 round baler, 1O 566 round baler, (2] JD 535, JD 245 wire square baler, Hesston 4900 farge square baler, JO 704 hay rake, NH 684, '01 Vermeer 6051, '89 N 1118 swthr,
Walt 12 wheel rake, NH rotary rake, 08 NH HE040 windrower Planting/seeding: '06 1O 1770NT CCS, JD 9300 drill, '95 )0 455 drill, Crustbuster 4000 25" min-ull drill, GP 35" ADCI320
na-till drill Tillage: 10 1000 culthvator, Flex-king SxS undercutter, Flex-King KM25 undercutter, CIH 4800 freld culthvatos, 1D 1710 mulch, Unvedferth ripper Mowers /rotary cutters:
1D 1508 rotary cutter, J0 1518 rotary cutter, 1D

307 rotary cutter, Bush Hog 15 rotary cutter  11IVENEOry added daily w/ detailed photos, descriptions, A
Trailer: Aluma B1%x17'6" tandem axle Skid steer:  S€1l21 CONtact info and bidding online. pl..l rp]e wave

Case BOXT Attachments: 10 72° Idr bucket and muctions
s s k. » 8$66.608.9283 ...
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Federal Reserve Delays, EDF Assists Dealership
Dilutes Swipe Fee Relief Employees

The Federal Reserve Board has decided to delay and reduce Devastating storms swept across Missouri in May, laying
the interchange fee caps that retailers had sought to reduce the waste to miles of landscape — and the homes of at least two
onerous fees charged by big banks and financial institutions people employed by SouthWestern Association members
on their customers' debit card transactions. in Missouri — one from Joplin and the other from Sedalia.

Recently the Board voted to approve a final rule that would Fortunately, we were able to step forward and assist these two
institute a 21-cent cap on interchange, or "swipe," fees, rather  employees with some of their immediate financial needs with

than the 12-cent cap initially proposed in December. More-  the assistance of the Equipment Dealers Foundation - EDF
over, the Board delayed the effective date of the new regula- Disaster Relief Fund.

tions from July to October 1 in the face of intense lobbying The EDF Disaster Relief Fund was established in Septem-
campaigns by big banks. The fees currently average 44-cents ~ ber 2005 after Hurricane Katrina caused severe destruction
per transaction. Small financial institutions with assets under  along the Gulf Coast from Central Florida to Texas destroying
$10 billion will be exempt from the new caps. equipment dealerships and their employees' homes. Since that

Last year, Senator Richard Durbin (D-IL) attached provi-  time, the EDF fund has provided grants to dealers and their
sions to the financial industry reform legislation to direct the  employees affected by hurricanes, storms, flooding and other
Federal Reserve to issue rules for "reasonable and proportion-  natural disasters. Grants may be used for food, living expenses,
al" fees for debit card transactions. Retailer groups supported  temporary accommodations, home repair, permanent home
the Durbin amendment and filed comments in support of the  construction and other approved needs.

Board's proposed rule in December. A Senate measure that If you would like to help the EDF prepare for the next
would have delayed swipe fee relief by more than a year was disaster, tax deductible donations may be made payable to
recently defeated. SW "EDF" and mailed to NAEDA, 1195 Smizer Mill Rd.,

Fenton, MO 63026-3480. SW

when it comes to your retail financing
Let NFL be the light at the end of your tunnel. Call 1-888-922-4635 today!

* NEW Online Application - Logon, apply, get * Simple Documentation — NFL prepares all
approved, close the deal necessary documents
* No Recourse, No Reserves — NFL funds 100 * Quick Settlements - You get your money
percent of the amount financed with no contin- faster with NFL (via ACH or overnight)
NAEDA Financial, Ltd. gent liabilities

Agricultura Retail Diviion * Physical Damage Insurance - One-stop

14010 FNB Parkway, Suite 205 . :ncrea?d P":iﬁt Margln‘sd— L:se orilrgmatlon financing and insurance
Omaha, NE 68154-5206 ees and earn finance residuals up front +  Supported by NAEDA and 14 NAEDA-affiliated
1-888-922-4635 * Low, Competitive Rates - Fixed and variable associations

. T rates available
Industrial Retail Division

635 Maryville Centre Drive, Suite 100 * Customer-Friendly Programs - Same rates for

St.Louis, MO 63141 new and used equipment Helping Dealers Succeed

1-888-765-6772 « Sales Bonuses - Paid directly to sales personnel
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Eight Hiring Mistakes Employers Make:
From Application to Interview

By Susan M. Heathfield, About.com Guide

Hiring decisions that result in "bad" hires sap your
organization's time, training resources, and psychic energy.
These are the top hiring mistakes to avoid during your recruit-
ing and hiring process. Do these eight activities with care;
your recruiting, interviewing and hiring practices will result
in better hires. Better hires will help you develop a strong,
healthy, productive, competitive organization.

Here are eight recruiting and hiring mistakes to avoid.

Do Not Pre-Screen Candidates

A half-hour phone call can save hours of your organiza-
tion's time. Pre-screening applicants is a must for recruiting
and hiring the best employees. You can discover whether the
candidate has the knowledge and experience you need. You
can screen for applicants who expect a salary that is out of
your league. You can gain a sense about the person's congruity
with your culture. Always pre-screen applicants.

SWA Member Benefit

This program is recommended by the SouthWestern Association

W
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Helping Dealers Succeed

and endorsed by the North American Equipment Dealers Association.

[%@ reers.com

Fail to Prepare the Candidate

If your applicant fails to ask about your company and the
specifics of the job for which he or she has applied, help the
applicant out. Prepare your applicants better for the interview,
so interviewers spend their time on the important issues:
determing the candidate's skills and fit within your culture.
Prepare the candidate by describing the company, the details
of the position, the background and titles of the interviewers,
and whatever will eliminate time wasting while the candidate
interviews within your company.

Fail to Prepare the Interviewers

You wouldn't choose a college for your child or launch a
project without a plan. Why, then, do organizations put so
litcle planning into interviewing candidates for positions?
Interviewers need to meet in advance and create a plan. Who
is responsible for which types of questions? What aspect of
the candidate's credentials is each person assessing? Who is

Partner)>
%

Your Shipping Connection

Continued on next page

Save on every shipment you

send and receive. Enroll FREE,
with no obligations and no
minimum shipping requirements.

Enroll today:

800-599-2902
[ CLICK

".

*Includes a bonus 5% online processing discount. Full details available at www.partnership.com/24naeda/FedE:

UPS, UPS Freight, the color brown, and the UPS brandmark are trademarks of United Parcel Service of America, Inc. All rights reserved.
PartnerShip LLC, an independent transportation broker, produced this ad.

i 29%

(4B[v @ PartnerShip.com/24NAEDA P

i For eligible FedEx services and rates, .,
contact your association or PartnerShip®. All FedEx shipments are subject to the applicable FedEx Service Guide at fedex.com. FedEx se[vn:e marks used by permlssmn
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HR Issues - cont.

assessing culture fit? Plan to succeed in employee selection in
advance.

Rely on the Interview to Evaluate a Candidate

The interview is a lot of talk. And most frequently, because
applicants are not prepped in advance, a lot of interview time
is spent giving the candidate information about your organi-
zation. Even more time is invested in different interviewers
asking the candidate the same questions over and over.

During an interview, candidates tell you what they think
you want to hear because they want to successfully obtain a
job offer. Organizations are smart when they develop several
methods for evaluating candidates in addition to the interview.

According to the Chally Group, a Human Resources con-
sulting firm, in, 7he Most Common Hiring Mistakes, research at
the University of Michigan found that, "The typical interview
increases the likelihood of choosing the best candidate by less
than two percent. In other words, if you just flipped a coin
you would be correct 50 percent of the time. If you added an
interview you would only be right 52 percent of the time."

Here are four more mistakes you need to avoid as you work
your candidates from application through interview.

Do Nothing But Talk During an Interview

Every interview needs to have components other than
questions, answers and discussion. Walk the candidate through
the company. Ask about his or her experience with situations
you point out during the walk.

Watch the candidate perform a task such as separat-
ing parts or components to get a feel for their "hands-on"
ability. Have a documentation or writing candidate write a
description of the steps in one of your work processes. See
how quickly a person learns a particular task. Ask how the
candidate would approach improving the quality of a given
accounting process.

As long as you use tests and tasks that are directly related
to the position for which the individual is interviewing, you
will earn reams of relevant information to use in your selection
process.

Evaluate "Personality” Not Job Skills and
Experience

Sure it would be nice for you to like everyone at work.
But, this is much less important then recruiting the strongest,
smartest, best candidates you can find. People tend to hire
people who are similar to themselves. They are the most com-
fortable with those candidates of course.

This will kill your organization over time. You need diverse
people with diverse personalities to deal with diverse employ-
ees and customers. Think about the customer that drives you

crazy. Isn't it likely that a new employee with a similar person-
6

ality would have the same problem? Likewise, hiring a candi-
date because you enjoyed and liked him or her, as the main
qualification, ignores your need for particular skills and
experience. Don't do it.

Fail to Differentiate, Via Testing and
Discussion, the Critical Job Skills

How do you differentiate one candidate from another?
Everyone has a "wish list" for all of the qualities, skills, person-
ality factors, experience and interests you want to see in your
selected employee. You must decide on, and perhaps, test, the
skills you most desire in your candidate.

What are the three-four most critical factors for contribu-
tion and success given the job, the skills of the other employ-
ees and the needs of your customers? Once you have identified
these, you cannot "settle” on a candidate that does not bring
these to your workplace. Or you will fail.

Develop a Small Candidate Pool

Take the time to build a candidate pool with several can-
didates who meet the needs of your organization. If you don't
have to make a choice among several qualified candidates,
your pool is too small. Don't "settle" for someone if you don't
have the right person with the skills and experience you need.
It's better to reopen your search.

These mistakes are often fatal to a candidate's ultimate
success within your organization. If you do these activities
successfully, you increase the probability of a happy, successful
employee contributing what you need from him or her to your
organization.

For more information about AgCareers. com contact Beth Hales at
1-800-929-8975 or beth. hales@agcareers.com. 9#

Federated Life Insurance
Company Maintains "A" Rating

Federated Life Insurance Company FEDEMT ED
V®

is proud to announce that once again it
has earned an "A" ("Excellent") rating
for financial strength from Weiss Rat-
ings, the nation's leading independent provider of ratings and
analyses of financial services companies, mutual funds and
stocks. Less than two percent of the nation's life and health
insurers meet Weiss Ratings' criteria for exceptional financial
strength.

Melissa Gannon, Vice President of Weiss Ratings, wrote,
"This rating recognizes Federated Life Insurance Company as
an outstanding insurer, offering excellent financial stability for
its customers, vendors, and employees." N
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After Market Sales

Who's Not Buying?

By John Walker, President of After Market Services Consulting Co.

n equipment sales we have the tendency to pay attention

to and talk about our conquests. We talk about our suc-

cesses and how we captured a major account. We nurture
and take care of those who buy from us, those customers who
provide us with market share to appease the suppliers. This is
as it should be; but...

What about all those customers who are not buying from
us? Have we ever asked the question of them, face to face,
"Why aren't you buying from us?" How much attention are
we paying to them? What are we doing to bring them on-
board - to add them to our base of customers?

In this instance, we are talking specifically about those
customers who purchase our line of equipment, but for one
reason or another, forget about our dealership when it comes
time to perform service or maintenance on this same equip-
ment.

Pick up any industry's "Cost of Doing Business Study" and
look at the dealers' contribution to total sales by their service
profit center. As a general rule, no other major profit center
contributes less to the dealership's total sales than does the

service department. Now look at the gross margins produced
by the dealership's four or five profit centers. Here you will
discover there is no other department that produces the high
margins of the service department.

What's wrong with this picture? Aren't equipment dealers
in business to make a profit for themselves and their families,
for their investors and their employees? Dealers make their
suppliers happy with market share. If they fail to do this then
their agreements with these same suppliers are questioned.
Over the years, we have seen few suppliers who are really
concerned with their dealer's service business. They care
about the dealer making sure the equipment is ready to go to
the customer, and that all the mistakes the supplier made in
producing the product are fixed (called warranty). They care
about the dealer making sure that warranty is performed and
that they don't get too many complaints about the dealer's
service performance. But, outside of that, the focus continues
to be upon market share of equipment.

Continued on next page

It would be crazy to try to find your way out of
here without the help of a navigation system. Is
your dealership any different? With more than 30
years in the business we’ve helped guide thousands
of businesses to a successful destination. Our Total
Management Workshops and 20 Groups will give you
the principles and tools for continued success, even

when you can’t see the forest for the trees.

business management

Fulfilling. Success.

SouthWestern Association Flash ¢ July 2011



After Market Sales

How about analyzing your service department's market
share? Contribution is a highly interesting number that we
have used for years. The guideline for service contribution is
generally set at 25 percent to 28 percent, and some dealers
take it as high as 32 to 34 percent and they are what we clas-
sify as "world class dealers.” There are many equipment dealers
out there running at the 6 to 8 percent level, and we have told
them, "This is not at all that impressive."

Service Market Share

Sometimes we wonder whether dealers are confused by
the word, "Contribution," and refuse to use it as a bench-
mark. It is simply a measurement by percentage of what a
particular department's contribution is to the total sales of
the dealership. Therefore, in order to show who is not buying
your service, we looked to a dealer whose operations manager
decided to figure out his service market share. Surprisingly, it
all becomes extremely simple.

It works like this: Assume you have 1,000 customers who
have purchased equipment from your dealership over the
past five years. Of this 1,000, only 300 are using your service
facilities and 700 are either outsourcing their service or doing
it themselves. Service market share is based solely upon the
customer base identified as buying your equipment and/or
operating your equipment. Therefore, in the example shown,
your service market share on the equipment you sold is 30
percent. This clearly tells someone it is time to begin market-
ing your service department.

Identify Your Buying Customers

The one solid result from figuring service market share is
that it becomes necessary to dig deep into your customer lists
to determine which customers are or are not buying service
from your dealership, despite the fact that they originally
purchased the equipment from your dealership. When this list
is drawn up you have created your "first great marketing tool"
for your service department. You have created a list of custom-
ers who, for some reason or another, have decided that they
don't need you to service their equipment. Remember how
often we have told our readers that their customers all have
a choice when it comes to both service and parts. In effect,
they don't need you to satisty their product support needs and
requirements — they can easily go someplace else.

You may say at this point, "Well, they may not be buying
our service, but they are most certainly buying our parts and
that's business we don't want to give up for the sake of getting
their service business. "We are willing to wager that if you get
their service business, the likelihood of your getting all of their
parts business is almost a "slam-dunk."

We can tell you with certainty that if your service contribu-
tion is low (between 6 percent and 10 percent), your market

share as described above will be low. The operations manager,
8

in this article, who discovered his market share of service was
30 percent, was not a "happy camper." He told me when

he discovered this it felt like a horse had kicked him in the
stomach and that he was going to shoot for 50 percent in the
coming year and not be satisfied until he reached 75 to 80
percent. All of this will come from planning how to do it, but
a 75 percent to 80 percent market share in the dealership's
service sales would also be extremely profitable for the dealer-
ship, all of its managers, and personnel. It would also open
up the opportunity to achieve that sought after 100 percent
absorption rate.

Take a look at your total parts sales for last year. If the ratio
between parts sales and service sales is extremely high and in
favor of parts, it should be a pretty clear indication that your
customers are repairing their own equipment.

If the ratio between parts sales and service
sales is extremely high and in favor of parts,
it should be a pretty clear indication that your
customers are repairing their own equipment.

Next, take a look at your top 25 parts customers. If there are a
lot of your competitors on this list, then they are stealing your
service business. (We have pointed this out to you before, and
have shown you what it costs you not only in parts business
but in service business.) Have your service manager begin to
log the number of customers who call in asking for advice on
how to fix their equipment.

Today, more than ever before, the customer's abuse of the
dealer's service facilities is becoming more of a problem. Once
again, we are observing more dealers who "loan-out" special
tools to customers to perform repairs. This is a slap in the
face to any dealer and particularly when the tool is sometimes
returned by the independent.

The major benefit of developing your service market share
numbers is that the process identifies for the dealership who is
and who is not purchasing their service and maintenance from
your dealership. Those who are not purchasing your service
and maintenance then become your focused opportunity. You
develop a dealership campaign blitz, or whatever you care to
call it, and go after those customers with all the determination
the dealership can muster.

Determine Why Customers are Not Buying
After performing the task of developing these lists, you
are put into the position of determining exactly why these
customers are not buying from your dealership. This calls for
someone to go out and meet with the customer and to ask

Continued on next page
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Business Forms

the hard questions to determine why. In all honesty, it is a

question dealers have not wanted to have answered because w

they thought they knew the answer they would receive, "The

dealership's price is too high." Once dealers begin to ask the SOUTHWESTERN

question, however, they find out they can drop that reason be- ASSOCIATION

cause the customer mentions too many other reasons as being Look to the Association for all your
critical to the dealer's getting the customer's service business. business forms needs. SouthWestern

Surprisingly, the reason given the most is generally, "Nobody
ever asked me for the business."

If someone in the dealership takes the challenge and goes
out to discover the reasons customers are going elsewhere for

service, you will eliminate a whole lot of assumptions and be L )
on your way to earning a higher service market share. We can Contact De at the Association office,

assure you we have helped and had many dealers recognize 1-800-762-5616, for pricing and more
their opportunity by getting into the market place and asking information.

the hard questions. If you have any questions about what you

need to do to get this process started in your dealership, call P.O. Box 419264  Kansas City, MO 64141
Phone: 800-762-5616 * Fax: 816-561-1249

www.swassnh.com

Association has competitive prices for all
stock and custom forms, including
business envelopes.

us or email us and we will be more than happy to help you get
started. The first step, only you can take, is to determine your
own service market share. If it is lower than you want it to be
then you are ready to take the next step — ask your customers
why. If you believe you can, you will; if you believe you can't
than you probably won't.

data= money

IS your money going

down the drain?

Enterprise xSellerator is the answer!

Can you afford to wait?

) . . . . Contact us for a free demo today!
With this game changing service exclusively for John Deere dealers you can: Call 877.251.7731 x618 or email

- Easily profile top customers
- Increase market share by targeting key accounts

- Have central visibility into customer and equipment information from
multiple sources (including JDAIM and JDIS)

- Safeguard dealer and equipment data providing a vital secure audit trail v=., , ENTERPRISE

- Effectively manage and track online and print marketing activities < {
- Eliminate communication silos between departments and locations se”er ator

xSellerator@ironsolutions.com
www.EnterprisexSellerator.com
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It's'ONF Buisiness to Protect Yours®

{

E
“I am very impressed with
the level of commitment and
personal service | get from
my Federated representative.
We also have access to risk
management resources thak
allow us to be proactive in
controlling our company’s
losses and maximizing
our profits.

Doug Neufeld
Prairieland Partners
Hutchinson, Kansas

THWESTERN

STATIGN

Association Recommendation for:
Property and Liability, Workers
Compensation, Financial Protection
Services, and Group Health

Federated Mutual Insurance Company ¢ Federated Service Insurance Company* ¢ Federated Life Insurance Company

Home Office: 121 East Park Square + Owatonna; Minnesota 55060 « Phone: (507) 455-5200 » www.federatedinsurance.com
*Federated Service Company is not licensed in the states of NH, NJ, RI, and VT.
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