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percent of rural areas do not have access to 
broadband. It is now as clear as it was then 
that something must be done. 

Rural broadband access 
affecting the dealership
For farm equipment dealers, the pain of not 
having rural broadband access is creating is-
sues for them and their customers. In a re-
cent survey conducted by WEDA (see survey 
results on page 5), over 89 percent of deal-
ers said access to broadband is an issue for 
their customers, and nearly half said it was 
an issue for their dealerships. But why is this 
problem more than just a nuisance?

As farm equipment has become dramati-
cally more complex and technologically ad-
vanced, the broadband infrastructure re-
quired to use the technology and service the 
equipment is woefully inadequate. Produc-
tivity gains created by precision ag are only 
achievable if telematics are available, which 
requires GPS and wireless connectivity to 
operate. Many farmers simply don’t have the 
ability to operate precision ag equipment 
due to lack of broadband on the farm or in 
the fi eld. On the other side of the equation, 
when farm equipment 
needs to be serviced, the 
lack of broadband makes 
it diffi  cult or impossible 
to remotely diagnose the 
problem. In our survey, 
more than 80 percent of 
dealers said their abili-
ty to remotely diagnose 

Hits and misses of
Rural Broadband

The rapid growth of new tech-
nology abounds everywhere, in-
cluding areas of the economy 

that many view as primitive industries, such 
as agriculture. It surprises many outside of 
the agricultural community to know how 
much technology has transformed farm-
ing operations, especially farm equipment. 
However, there is clear evidence the tech-
nological advancements in agriculture and 
farm equipment are quickly outpacing the 
infrastructure that allows us to use these 
new technologies. 

In this article, we’ll discuss how the lack 
of rural broadband is aff ecting your dealer-
ship and customers, the current state of the 
problem, and how we are on the cusp of 
making serious gains in the so-called “digital 
divide.” But, fi rst, let’s look back at history. 

In the early 20th century, a technological 
revolution was sweeping the country – elec-
trifi cation. Great gains in productivity and 
standard of living came about because of 
the availability of aff ordable electricity that 
powered lights and machines. Around this 
new technology sprang up numerous ad-
vancements in industry and household im-
provements, such as running water and re-
frigeration. Not all areas of the country were 
reaping the benefi ts, though. In 1920, less 
than 10 percent of farm families in the U.S. 
had electricity. 

Despite the problem being widely ac-
knowledged for over a decade, nothing was 
done until an event occurred that exacer-
bated the problem and triggered action. 

After the stock market crash of 1929, the 
Great Depression ensued and highlighted 
the poverty of many areas throughout rural 
America. Th e “Dirty Th irties” showed just 
how far behind rural areas were in the tech-
nological advancements and how detrimen-
tal this was to agriculture production. It was 
clear something needed to be done.

During the presidential campaign of 
1932, Pres. Franklin D. Roosevelt gave a 
speech in Portland, Ore., that made rural 
electrifi cation an issue. In his speech, he de-
clared that electricity “is no longer a luxu-
ry. It is a defi nite necessity…” He added it 
would “lift the great burden off  the shoul-
ders of the hardworking farmer.” In May of 
1936, Congress passed the landmark Ru-
ral Electrifi cation Act that brought various 
agencies working on rural electrifi cation 
under the authority of the Department of 
Agriculture. Although it took some time, by 
the 1950’s nearly 95 percent of farms had 
electricity. By bringing publicity to the is-
sue, investing public resources in the eff ort, 
and through engineering advancements, 
the gap between rural and urban electrifi ca-
tion was eliminated. 

Not to belabor the point, but anyone can 
see there are strong parallels between what 
took place in the early 20th century and 
what is occurring nearly a hundred years lat-
er with another technological revolution. 
Th e numbers are nearly as staggering as the 
last century. Over 23.5 million people in ru-
ral America lack broadband access. In sever-
al states, such as Kansas and Texas, over 80 

EVERY DAY, IT SEEMS, new technology advancements are 
announced that change the way we interact and the way we 
work. What once seemed far-fetched becomes commonplace 
as the technological revolution marches forward. 

WED Feature

Technology gaps affecting dealerships 
and customers
By ERIC WAREHAM

is vice-president of 
government affairs 
for the Western 
Equipment Dealers 
Association. 

ERIC WAREHAM
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equipment would improve with expanded 
broadband access.

As a result of the digital divide, farmers 
and ranchers are growing frustrated with 
increasing downtime and the inability to 
repair their highly advanced farm equip-
ment themselves. Because of the sophistica-
tion of modern equipment, highly trained 
technicians are required to perform service 
on the equipment. Decreasing downtime 
for customers is tremendously aff ected then 
when the dealership does not have the abil-
ity to remotely diagnose the equipment be-
cause broadband is unavailable at the farm. 
Technicians are even sometimes forced to 
bring the equipment back to the dealership 
for repairs because a farm lacks connectiv-
ity to diagnose the problem, or download 
required updates. 

Realizing this problem, the association 
has partnered with companies like AgriSync 
that provide solutions to connecting dealer-
ships with their customers. Casey Niemann, 
founder and president of AgriSync, is well 
positioned to understand these issues and re-
cent developments in technology. Niemann, 
who worked for Microsoft for 14 years, now 
runs a company that provides one-touch 
mobile access to local dealership advisers 
to help troubleshoot machinery in a time-
ly, cost-eff ective way. He understands that 
equipment manufacturers have “delivered 
a tremendous amount of technology to the 
farm” and that “innovative dealers are taking 
the fi rst steps with innovative services that 
connect the dealer with their customers.”

THE SURVEY SAYS…
WEDA’s dealers respond to survey about 
broadband availability 

IN A HIGH-TECH WORLD where mobile 
devices now outnumber global popula-
tion, it’s diffi cult to imagine there are dead 
zones where broadband is limited or not 
available at all. 

According to the U.S. Federal Commu-
nications Commission, nearly one-fourth of 
rural residents don’t have access to broad-
band service. This problem has been on 
the radar of the public and private sectors 
for many years but solutions have been 
bogged down for a variety of reasons. How-
ever, it’s clear that without broadband im-
provements in rural areas, the production 
of food and the operation of the machines 
used in food production puts North Ameri-
can agriculture at risk of remaining static in-
stead moving forward – and it also could 
cripple rural areas in receiving or providing 
other services or taking advantage of eco-
nomic opportunities. 

To measure whether poor broadband 
access is having an effect on WEDA’s 
members, Eric Wareham, vice president of 
government affairs for the association, re-
cently surveyed dealers to determine if the 
lack of availability is an obstacle to their 
businesses and their customers. 

The survey was revealing. Following 
are the survey questions, the results and 
some dealer comments.

Is broadband 
availability a 
problem for 
your dealership 
and your 
customers?

• Almost all customers have access to 
cellular to their locations. However, 
there are still dead areas. Speed with 
wireless or cellular connections is poor 
and unreliable.

• It is a problem for our dealership be-
cause in some areas we cannot use the 
internet to access service resources or 
diagnostic tools. Many of our custom-
ers do not regularly use internet due to 
access issues – or because the service 
they have access to is expensive and 
only available by dial-up.

• This slows the speed of business. 

• We have only one source of reliable 
broadband and if it is off it is off most 
of the day.

Would 
expanded 
broadband 
availability 
improve your 
dealership’s 
use of remote 
equipment diagnostics?

• Customers who have poor or no cel-
lular connections while in the fi eld 
makes it diffi cult for us to connect.

• Technology is at the core of the equip-
ment we sell but broadband availabili-
ty/coverage is the limiting factor. 

• It would help to make repairs in the 
fi eld if service were available and 
make repairs more cost effective. 

• Service department has to be able to 
use laptop to run diagnostics on ma-
chinery.

Has limited 
access to 
broadband 
affected your 
dealership’s 
ability to 
serve your 
customers?

• With poor or lack of services, this 
causes us the inability to remotely di-
agnose, assist and resolve issues.

• Makes download of software diffi cult 
on the farm or in the fi eld.

• We will have to haul the machines to 
our shop instead of being able to diag-
nose in the fi eld. 

• We have to rely on other means to 
supply the service we need and these 
other alternatives are not fully reliable.

While the survey revealed that some 
dealerships are fortunate to have ade-
quate access to broadband, WEDA is 
concerned about the vast majority of 
members who responded that the lack of 
access is a problem. That is why the as-
sociation is getting involved to work with 
other stakeholders and policymakers to 
close the broadband access gap and re-
solve this problem. WED 

Continued on page 6

Dealership % Yes   
Customers % Yes  

89.04%

47.95%

80.68%

19.32%

62.07%

37.93%



Data provided by the Association of Equipment Manufacturers (AEM).

HERE’S WHAT YOU SOLD – Equipment Retail Sales in Units
U.S. – July 2017
Ag Tractor and Combine Report

July Y-T-D July July 2017

2017 2016 % Chg 2017 2016 % Chg Beginning Inventory

 2WD < 40 HP 12,558 12,255 2.5 91,707 82,591 11.0 69,657

 2WD 40 < 100 HP 5,222 5,044 3.5 32,807 32,926 -0.4 32,208

 2WD 100+ HP 1,215 1,608 -24.4 9,604 11,372 -15.5 8,153

Total 2WD Farm Tractors 18,995 18,907 0.5 134,118 126,889 5.7 110,018

Total 4WD Farm Tractors 120 120 0.0 1,149 1,216 -5.5 694

Total Farm Tractors 19,115 19,027 0.5 135,267 128,105 5.6 110,712

Self-Propelled Combines 409 428 -4.4 2,079 2,205 -5.7 1,006
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Th ese issues have become a focal point in 
the legislative arena, too. Th e issue known as 
‘Right to Repair’ poses divisive, unnecessary 
legislation caused by the inability of deal-
ers to remotely diagnose farm equipment in 
the fi eld and reduce downtime for their cus-
tomers because of inadequate broadband 
accessibility. When frustrations build over 
the lack of infrastructure, sometimes the 
fi nger gets pointed in the wrong direction, 
as is the case here. 

Equipment dealers are partners with 
their customers, and their success is depen-
dent on their customers’ success. Howev-
er, frustration over the inability to quick-
ly diagnose problems remotely is increasing 
downtime and costs for farmers and ranch-
ers. Th e lack of broadband is slowly pitting 
some customers against dealers and spark-

ing legislation, such as ‘Right to Repair,’ 
but the real culprit of this problem is the 
digital divide that is leaving rural areas 
behind without the infrastructure to 
use technology.

Moving beyond 
the Digital Divide

Much like the last cen-
tury’s diffi  culty in over-
coming the electrifi ca-
tion gap, an event has 
triggered action by 
public and private ac-
tors. Th e election of 
Pres. Donald Trump 

highlighted the dissat-
isfaction of many ru-

ral voters and the sentiment 
from those voters that they 

are not realizing the economic progress oc-
curring in metro areas. To many, this can be 
partially attributed to the digital divide. And 
people have taken notice.

Th e conversation about how to close the 
broadband gap is nothing new. Th e Nation-
al Telecommunications & Information Ad-
ministration (NTIA) has been collecting 
data through U.S. Census Bureau surveys for 
some time, and the disparity between rural 
and urban broadband accessibility has been 
known for well over a decade. Yet, despite 
much being said about the problem, there 
has been little done about it because of the 
costs associated with bringing broadband to 
remote areas. However, because of recent en-
gineering advancements and a shift in politi-
cal winds, there is change on the horizon. 

One of the participants in bringing 
about this change is Microsoft. In July, Mi-
crosoft President Brad Smith announced in 
a Washington, D.C., speech that his compa-
ny is committed to connecting over two mil-
lion rural residents to broadband and elim-
inating the digital divide within fi ve years. 
Th is ambitious plan is based on using TV 
white spaces, the unused channels between 
television broadcasts, to provide broadband 
to people who live in areas with population 
densities between two and two-hundred 
people per square mile. Th is method of de-
livering broadband is 80 percent less costly 
than fi ber optics and makes it economical-
ly viable. Microsoft has already demonstrat-
ed the technology works by connecting over 
185,000 people throughout the world using 
TV white spaces. 

Th e Trump administration is also com-
mitting to closing the digital divide. Among 

the components of a future infrastructure 
package, the president has stated that a sig-
nifi cant investment will be made in rural 
broadband. His intention to invest public 
resources in bringing broadband to the farm 
is buttressed by the attention given to the is-
sue by U.S. Secretary of Agriculture Sonny 
Perdue. Testifying before the House Agri-
culture Committee in May, Perdue support-
ed rural broadband by stating that “if young 
folks can’t stay connected, it will be hard to 
keep them living in rural America.” In addi-
tion to that, the Federal Communications 
Commission is doing its part to encourage 
dissemination of broadband by stepping up 
eff orts to collect and distribute data on ru-
ral broadband usage to identify needs, and 
working with companies like Microsoft to 
provide additional unlicensed TV channels 
to be used for delivering broadband through 
TV white spaces. 

Th e association is committed to work-
ing with both private and public entities to 
bring publicity to the issue, help identify 
needs, and pursue public policies that will 
facilitate future investment in rural broad-
band. As we approach the next generation 
of ag automation, we must have the infra-
structure to support the use of it. Th e as-
sociation is in a prime position to advocate 
for that investment and eliminate the digi-
tal divide we are facing in this latest technol-
ogy revolution as our predecessors once did 
nearly a century ago. WED

ERIC WAREHAM is vice-president of government affairs 
for the Western Equipment Dealers Association. He is a 
graduate of the Willamette University College of Law and 
Augusta State University. Eric may be reached by writing 
to ewareham@westerneda.com.

Continued from page 5

WED Feature
…the technological advancements in agriculture and 

farm equipment are quickly outpacing the infrastructure 
that allows us to use these new technologies.
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is an agricultural 
journalist living in 
Mt. Horeb. Wis. 

LYNN GROOMS

Three days a week for years Brad Derr drove from Sa-
vannah, Mo., to neighboring St. Joseph. He would 
see people on the streets, thinking they were just 

walking to work or heading home. Little did he know that many 
of the people didn’t have a home or that one day he would call 
many by name. 

And little did the Case IH dealer from Savannah know that 
clearing a coat tree at home would later have a lasting impact on 
his native northwest Missouri. An accidental call to a friend has 
grown into an inspirational arc of helping the homeless and mo-
bilizing volunteers. 

Making a coat tree grow
It all started last December when Derr realized that, for years, he 
hadn’t seen the coat tree at his home. By the time he added the 
mountain of coats from the coat tree to a windrow of those he 
cleaned out from several closets and two garages, Derr had col-
lected more than 70 coats and jackets. 

Derr was planning to call Goodwill to make a donation, but 
accidentally called Sandy Dozier, one of his friends instead. Doz-
ier told him that if he wanted to give coats directly to people in 
need he should visit the Open Door Food Kitchen in St. Joseph, 
a city of about 77,000 people.  

“We handed them out to people who weren’t wearing a coat or 
– at best a very light coat – and realized that we didn’t even have 
a quarter of what we needed on that 10-degree December day,” 
Derr said.

Th at’s when the dealer decided to enlist the help of family, 
friends and Facebook. With additional donations, they were able 
to supply coats and personal hygiene kits at the kitchen for the 
next several weeks. He learned that the kitchen was closed on 
Sundays. Th e homeless only received a cold snack and lunch and 
really had nowhere to get out of bad weather until shelters re-
opened on late Sunday afternoons. 

Derr talked with Dan Moyer, the kitchen’s manager, and re-
ceived board approval to begin organizing and serving Sunday 
breakfasts at the site. He, family members and about a doz-
en volunteers began serving Sunday breakfasts on Super Bowl 
weekend and have been doing so ever since. Th at fi rst Sunday 

Loaded coat tree 
leads dealer to 
inspiration
 By LYNN GROOMS

they fed about 140 people. Th ey now feed an average of 240 
people each Sunday.

“We receive about $300 per week in donations to buy food,” 
Derr said.

Mission: not impossible 
Sheila Mendez, facility coordinator at Community Missions, St. 
Joseph, said, “Brad is an absolute godsend. He’s one of the biggest 
humanitarians I’ve seen in my lifetime and he’s also very modest. 
He’ll just say, ‘I’m doing God’s work.’” 

Community Missions works to eliminate homelessness by 
providing aff ordable housing and supportive services to men 
with low to moderate incomes in northwest Missouri. In the past 
six months, Mendez said the organization has provided servic-
es to about 700 people. She attributes increased awareness about 
Community Missions’ services to Derr and his work. 

“He has a special gift for enlisting the help of church groups 
and youth groups,” she said. 

Rhonda Bullmaster works in individual and family services 
homeless outreach for InterServ, a group of volunteers, churches 
and community organizations that helps people in the St. Joseph 
area. Th e group is particularly focused on identifying and ad-
dressing unmet needs in the community. Derr coordinates dona-
tions to purchase toothpaste, shampoo, razors 
and other items for people in need, she said.

“Brad follows through with what he says,” 
Bullmaster said. “He’s an exceptional person.”

Angela Reynolds, project coordinator for 
St. Joseph Youth Alliance, added that she’s 
impressed with how Derr has devoted space 

The Derr Equipment showroom is a multipurpose space. New 
equipment is surrounded by clothing and other items that will 
be donated to local charities and shelters. The equipment is for 
sale – the clothing is donated, never sold. 
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Derr Equipment

Established: 1947

Location: Single store in Savannah, Mo., serving 
eight counties in Missouri and two counties in 
Kansas

Owner: Brad Derr

Employees: 27 full-time

Major line: Case IH agricultural equipment

Other lines: Kubota, Cub Cadet and Woods

Website: derrequipment.com

Continued on page 10

to donations at his dealership in Savannah. Teams of young peo-
ple regularly travel to Derr Equipment to help sort and orga-
nize clothes. 

Th ere are currently about 60,000 pieces of clothing in a quar-
ter section of the dealership’s 60- x 100-foot showroom, Derr 
said. And Joe Knorr and family, who own a fl ower shop and oth-
er buildings in Savannah, donated a 65- x 16.5-foot building. It 
is being used to store furniture, appliances and other household 
item donations. 

Furniture is delivered to people who are just establishing 
households and are working their way to better incomes and lives. 
Derr Equipment’s trucks also are used to pick up leftover items 
from garage sales. 

Th rough Help the Homeless of Northwest Missouri, Derr and 
his volunteers have created forms to help people make an easi-
er transition into a home. Th e forms are distributed at the Open 
Door Food Kitchen as well as at churches, schools and other loca-
tions for people to specifi cally indicate what they need. 

Reaching out to veterans 
In early 2017, Help the Homeless of Northwest Missouri also 
was approached by a family that wanted to donate land on which 
to build small transitional homes for military veterans in need. 
Th e land hopefully will be able to accommodate 24 small homes, 
Derr said.

Dave Th omas, veteran navigator for the Salvation Army’s sup-
port service for veterans and their families, said, “Brad is a com-
passionate man who treats homeless people with dignity and re-
spect. He not only reaches out to fi nd people who need help but 
helps to guide them on the right path as well.” 

Sons and fathers. Standing from left to right are three 
generations of Derrs. Brad’s sons are Garrett (far left) 
and Cutler (far right). Brad is fl anked by his father, 
George, who’s wearing the Case IH cap.

Brad Derr, dealer principal, visits with a lawn and 
garden customer. 

All photos provided by Garrett Derr, Derr Equipment.
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Th ere are four levels of homelessness, Derr said. Of the peo-
ple served now, about 50 are living outside on the streets, 150 are 
considered “squatters,” or living in condemned buildings. About 
170 people are living in shelters while about 200 people are “dis-
placed,” living with family members or friends. Many were aff ect-
ed by the Great Recession.

“Homeless refers to anyone who doesn’t have a place to call 
their own,” he said. 

Among the homeless are women who have fl ed abusive rela-
tionships. Others are drug addicts, mentally ill, or people who 
have lost everything through a business failure or a divorce.

Help the Homeless of Northwest Missouri is non-denomina-
tional, and no donated items are ever sold. “Th ey’re always given 
away,” Derr said.

Derr donates a great deal of time to helping those in need and 
can do so with the support of his wife, sons, a daughter-in-law 
and a team of dedicated employees, including technicians cur-

rently in training at Oklahoma State University Institute of Tech-
nology in Okmulgee, Oklahoma – a program supported by the 
Western Equipment Dealers Association. 

Derr Equipment’s 27 employees include Derr’s sons – Garrett 
and Cutler. Garrett, 26, joined the dealership in 2013, and man-
ages the precision farming department. Cutler, 21, joined the 
dealership in 2016, and sells lawn and garden equipment. In ad-
dition to Case IH and Kubota agricultural equipment, the deal-
ership sells and services Cub Cadet, Kubota and Woods mowers 
and various other short lines. Brad Derr’s sons are the fourth gen-
eration of family to work in the dealership.  

Th e company was established in 1947 by Edward Derr. When 
he retired, Brad’s father, George, bought the business. Brad joined 
the company in 1986 and is now the owner. In addition to oper-
ating the family dealership for the past 30-plus years, Derr served 
25 years on the Southern Fire Protection District’s volunteer fi re 
department in his hometown of Oregon, Mo. He served 12 years 
on the Oregon City Council, the last four years as its mayor. 

Derr’s leadership in the community and, more importantly, 
his humanity is an inspiration to all – to help off er a hand up 
when it’s needed the most. And he always tells people, “Th is is 
God’s project; we’re just the delivery guys.” WED  

Visit Help the Homeless of Northwest Missouri on Facebook. 

Derr’s leadership in the community 
and, more importantly, his humanity 
is an inspiration to all – to help off er a 
hand up when it’s needed the most.



WESTERN EQUIPMENT DEALER • Fall 2017 11

Any good business wants to keep 
its systems secure and safeguard 
customers’ payment informa-

tion. Unfortunately, the process and stan-
dards for keeping this sensitive data safe 
continues to become increasingly complex 
and require more resources. Keep reading 
to learn more about PCI compliance and 
why it is so important for WEDA members 
to be compliant.

What is PCI compliance?
Any company that processes, stores or 
transmits payment cardholder data must 
adhere to a set of standards known as PCI 
DSS – the Payment Card Industry Data 
Security Standard. 

Cardholder data refers to the person-
ally identifi able information (PII) associ-
ated with the owner of a debit, credit or 
pre-paid payment card. PCI compliance 
is how the Payment Card Industry Secu-
rity Standards Council (PCI SSC) ensures 
merchants handle cardholder data in a se-
cure environment.

Which businesses are required to comply 
with PCI standards?
Any debit, credit or prepaid card associat-
ed with any of the five members of the PCI 
SSC – American Express, Discover, JCB, 
MasterCard and Visa – falls under the scope 
of PCI compliance.

So, all merchants who accept card trans-
actions by any mechanism – from point-of 
sale swipe terminals to e-commerce shopping 
carts – need to meet and maintain some level 
of PCI compliance criteria. Th is level is typi-
cally related to transaction volume.

How does transaction volume affect a 
merchant’s need to be PCI compliant?
PCI compliance is required of all card-ac-
cepting merchants, regardless of the size or 
number of card transactions. However, the 
transaction volume does aff ect the level of 
compliance each merchant is subject to. 
Merchants fall into one of four validation 
levels based on their annual card transaction 
volume. Th e larger the business, the higher 
the validation level, and thus the higher the 
compliance requirements.

PCI compliance:  The basics

Merchants who have suff ered a breach 
that compromised cardholder data may be 
bumped up to a higher validation level to in-
troduce a more stringent level of compliance.

What steps must every merchant take to 
meet PCI compliance?
Th ere are 12 categories of PCI DSS require-
ments that all merchants must meet to be 
considered compliant or they risk financial 
penalties imposed by the card brands. Th ese 
categories provide a framework comprised 
of more than 275 questions and require-
ments and are dependent upon the four lev-
els previously listed as well as the role each 
party plays in the transaction process.
Th e 12 categories are:
1. Install and maintain a firewall config-

uration to protect cardholder data
2. Do not use vendor-supplied defaults for 

system passwords and other security pa-
rameters

3. Protect stored cardholder data
4. Encrypt the transmission of cardholder 

data across open, public networks
5. Use and regularly update anti-virus soft-

ware or programs
6. Develop and maintain secure systems 

and applications
7. Restrict access to cardholder data by 

business need to know
8. Assign a unique ID to each person with 

computer access
9. Restrict physical access to cardholder data
10. Track and monitor all access to network 

resources and cardholder data
11. Regularly test security systems and pro-

cesses
12. Maintain a policy that addresses infor-

mation security for all personnel

What are the risks of not being PCI 
compliant?
PCI DSS is a set of standards, not laws, but 
almost every state has enacted legislation re-
quiring merchants to notify their customers 
of security breaches. Current state and fed-
eral privacy regulations forbid merchants 
from storing unencrypted cardholder data, 
PIN numbers as well as other PII.

Merchants who do not comply with 
PCI standards risk being subject to cost-
ly consequences – fines, legal fees, card re-
placement costs, forensic audits, decreas-
es in stock equity, reputation damage, and 
loss of business.

How do third-party payment processors 
help merchants reach PCI compliance?
Payment processors can help merchants 
simplify ongoing compliance needs and 
rest easy knowing they’re meeting all 12 re-
quirements. Hackers are growing smarter 
and more relentless every day. A third-par-
ty processor can reduce a merchant’s risk of 
exposure and serve as an ongoing security 
consultant. Processors can identify system 
vulnerabilities that could be targeted by cy-
ber criminals seeking access to a merchant’s 
private network. Th ey should also have ex-
pert knowledge on the latest compliance 
rules, as well as a pulse on new and custom-
izable technologies that can decrease or re-
move a merchant’s system from the scope of 
PCI compliance. WED

CardConnect is the recommended provider of payment 
processing solutions of the Western Equipment Dealers 
Association. With solutions including their patented 
tokenization and PCI-validated point-to-point encryption 
(P2PE), CardConnect ensures that your data is protected 
and your PCI compliance is better managed. To learn more 
and receive your complimentary savings analysis, visit 
https://cardconnect.com/partner/weda.

When you boil it all down, PCI compliance is about doing what 
is right for your customers and maintaining their trust.

LEVEL 2

LEVEL 3

LEVEL 4

6M+ Transactions/Year

1-6M Transactions/Year

20K-1M Transactions/Year

<20K Transactions/Year

LEVEL 1
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is a fourth-gener-
ation agricultural 
equipment dealer 
and a leader in the 
equipment industry. 

TRENT HUMMEL

Commission plans to drive retail sales
By TRENT HUMMEL

For every 100 dealerships, there are 200 commission struc-
tures. We work with dealerships that have a diff erent com-
pensation structure for each salesperson. If it works, don’t fi x 

it. But is your compensation plan generating the results you desire or 
just the results you have come to accept? 

Th ere is a saying we’ve used over the years that, “decisions we 
make in the good times carry us through the bad times.” Current-
ly, there are many senior managers echoing the following “the deci-
sions we made in the bad times have kept us alive” And, in some cas-
es, thriving.

Depending on the products you off er, the markets you serve and, 
most of all, the actions you’ve taken in the last few years, your deal-
ership might be in a great position or you could still be hoping for 
better days. Regardless, change is the key to getting diff erent results.

Having worked with hundreds of dealerships, we can safely say 
there is room for improvement on retailing aging new inventory and 
reducing the number of days used equipment is in inventory. Every-
one desires a new trade to be sold as soon as possible without giving 
up margin dollars.

As an owner or sales manager, to achieve this alone is nearly im-
possible. Unless you are a one-person sales force, you will need all 
the horses (salespeople) pulling in the same direction in order to get 
meaningful results. Imagine, everyone in the sales force exhibiting 
the behavior you desire regarding wholegoods inventory manage-
ment. Oh, what can’t be accomplished when a team puts its mind 
to it? 

Is the target wrong? 
As outlined in Western Equipment Dealers Association’s Cost of Do-
ing Business study and noted in other dealership fi nancial reports, the 
target percent of aged wholegoods units is stated as “zero units over 
12 months old.” We believe that target is outdated. We do not know 
of any dealership that is ordering units with intent to retail the unit 
11 months after arrival. 

We might be ordering new units more than 12 months ahead of 
the planned retail month but more than likely the plan is to not have 
units in the yard for nine, 10 or 11 months before they are sold. New 
units age by just sitting outside. 

Used equipment is even worse. Th ere are too many external fac-
tors that can adjust a unit’s value over a 12-month period. We have all 
bought a trade at $50,000 with intent to sell it in the mid $50,000s. 
At the time we bought the trade, mid $50,000s was the right re-
tail number. Twelve months later, however, the right retail number 
might be $45,000. Values are constantly changing. Th erefore, the 
sooner we get units sold the better off  we are. 

In the previous example, how many dealerships have had to pay a 
spiff  in order to get a salesperson to sell a unit at zero margin or a loss? 
Disregard the fact that the department paid full commission on the 
deal that generated the trade. Dealerships are asked to pony up more 

money in order to get a trade sold, which either was bought wrong 
in the fi rst place or did not get sold before the market value adjust-
ed. Either way, we end up paying more of our gross margin dollars 
in commissions. 

Changing sales force behavior 
Following is a list of behaviors dealerships should encourage their 
salespeople to adopt:

1. Urgency to sell fresh inventory

2. Avoid taking the hard-to-sell trades

3. Target potential trades that are desirable in your market

4. Presell trades as often as possible

5. Improve used marketing skills to complement selling skills

6. Quickly sell trade mistakes without salespeople complaining 
about making no commissions

7. Reduce number of trades in a series

8. Accept commissions paid from actual gross margins

9. Understand that every new and used unit in a series of trades is 
equally important

10. Have a healthy appreciation for all the negatives that aging new 
and used inventory has on the cash fl ow of the dealership

Th ere has always been a manager’s hope that by presenting and 
explaining these 10 issues, salespeople will change their behav-
iors. Th e reality is behaviors seldom change until an individual 
hits rock bottom. 

Th e proven and eff ective method to change a behavior is to 
change a policy/procedure, which, in turn, will drive the desired be-
havioral change – but it’s easier said than done. Many managers will 
share experiences of a procedural change that produced results far 
greater than expected. 

Let’s get into a commission structure that has produced results for 
a number of wholegoods departments.

 CONVENTIONAL DEALS AND COMMISSION PLANS

 DEAL 1 in a series of deals
 New unit cost of sale .......................  $100,000
 Trade wholesale value .....................  ($60 000)
 Breakeven .........................................  $40,000
 Gross margin (GM) 10% .....................  $10,000
 Customer difference ..........................  $50,000

 Deal 1 commission ................... 25% or $2,500
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 DEAL 2 
 1st trade cost of sale ..........................................................  $60,000
 2nd trade wholesale value ..................................................  $20,000
 Breakeven ..........................................................................  $40,000
 GM 10% ..............................................................................  $  6,000
 Customer difference ...........................................................  $46,000

 Deal 2 commission .................................................... 25% or $1,500

 DEAL 3
 2nd trade cost of sale .........................................................  $20,000
 GM 10% ............................................................................... $  2,000
 Customer cash price ...........................................................  $22,000

 Deal 3 commission ....................................................... 25% or $500

 BACK-LOAD ALL GROSS MARGIN TO THE LAST TRADE

 DEAL 1 in a series of deals
 New unit cost of sale ........................................................  $100,000
 Trade wholesale value ...................................................... ($60,000)
 Breakeven ..........................................................................  $40,000
 GM 10% ..............................................................................  $10,000
 Customer difference ...........................................................  $50,000

 Reduce trade wholesale value by GM to $50,000

 Deal 1 commission ......................................................................  $0

 DEAL 2 
 1st trade cost of sale ..........................................................  $50,000
 2nd trade wholesale value ..................................................  $20,000
 Breakeven ..........................................................................  $30,000
 GM .....................................................................................  $16,000
 Customer difference ...........................................................  $46,000
 Reduce trade by GM to .......................................................  $  4,000

 Deal 2 commission ......................................................................  $0

 DEAL 3
 2nd trade cost of sale .........................................................  $  4,000
 GM .....................................................................................  $18,000
 Customer cash price ...........................................................  $22,000

 Deal 3 commission .................................................... 25% or $4,500

In both the conventional and back-loaded series, the customer 
paid the same amount. In both series, the GM (gross margin) expect-
ed is the same – the only diff erence is the dealership and salesperson 
did not realize the GM until the last trade was sold. 

From the list of behaviors previously listed, let’s examine how this 
back-loading procedure changes sales staff  behaviors.

To clarify, the 3rd deal has $18,000 GM and $4,500 commission, 
not all of which is paid to the salesperson who closed the 3rd deal. 
Th e total commission is evenly split between every salesperson who 
closed one of deals. For example, if Tom closed the fi rst deal, Dick 
closed the second deal and Harry closed the third deal, the $4,500 
commission would be an even split of $1,500 each. 

If Tom closed two of the three deals, he would get two-thirds of 
the commission with the remainder being paid to the salesperson 
who closed the remaining deal. Let’s suggest that the 2nd trade is not 
desirable and we did not make 10 percent GM and we had to sell. 
We sold it at $20,000. Th is leaves $16,000 GM in the total series. 
Th e split is based on the actual gross margin earned on this series. Th e 
dealership does not have to pay a spiff  to retail the undesirable trade. 

Salespeople do not want to share commissions. Most salespeople 
soon fi gure out when they presell the trade, the whole deal is their 
deal and no sharing. If a salesman is having diffi  culty selling a trade, 
he is helpful to another salesperson to get his trade sold. His commis-
sion is tied up until the trade sells.

Th ere is a huge dealership benefi t for the used deal to be turned in 
along with the new deal. Th ere will be no trade to fl oor plan and no 
risk in used value corrections. 

In the series above, the 2nd trade was undesirable. In the back-
loaded scenario, the salesperson closing the 2nd deal will do every-
thing to talk the customer out of trading the undesirable unit. Th e 
fewer deals in a series of trades reduces the chance of having to share. 
If the 2nd trade was a cherry and the salesperson could make good 
money on it, the salesperson will go after that trade. 

When salespeople start to think like a wholesaler, they will go af-
ter the cherries and get away from the loser trades. Having a yard 
full of cherry trades will increase the speed at which used equipment 
sells. Th e after eff ect of this is improved gross margins, increased 
equipment turnover and a reputation of having desirable trades.

Th e secret to preselling a trade is to have the right type of trade. 
Ambitious salespeople comb the countryside looking for the trades 
that are selling well – or trades the market is demanding. Th ese sales-
people master the technique at logging a used equipment lead, fi nd 
the unit being sought after and then get it on trade in order to presell 
it. Th is creates discipline for the sales staff  to go after the right trades. 
Finding buyers, remembering leads and leaving no stone unturned is 
the nature of making money in all this. 

Manufacturer sales staff  bonuses have long been a hot topic 
among dealer principals, sales managers and salespeople. Why do 
manufacturers off er sales bonuses? It’s simple, bonuses drive results. 
My position on this is as follows: Let the salespeople collect all the 
bonuses but in return they must agree to sell the no margin units. 

I have worked with a few dealerships that have imitated this struc-
ture. One dealership only applied it to their planting equipment. 
Th is resulted in the salespeople fi nding presell buyers and staying 
away from bad trades. 

Another company is using this in its power sports division. Th e 
company had a history of taking worn out quads and the trades 
would sit until the owner hauled them to auction where he took a 
loss. Now, the salespeople seem to buy the trades right along with 
having a buyer in mind long before the fi rst deal is signed. Th ey get 
their money when the last trade is sold, which drives good behaviors.

I have used this method in everything from combines to lawn 
mowers. Without a miss, every time this has been implemented, 
turnover has increased, aging is reduced, interest expenses are de-
creased, and paid inventory is reduced – results that are important to 
management. On the other hand and more importantly, the sales-
people sell more units and make more money and this is what keeps 
it going. 

Please note the structure outlined may not work for you exactly as 
stated but a similar version could cleanup many of your past and cur-
rent wholegoods issues. In an industry that takes as many high and 
low dollar trades as we do, we need to dump out the box of old ideas 
and get a structure that will work for both the dealership and sales-
people because it’s just good business. WED

TRENT HUMMEL is a fourth-generation agricultural equipment dealer and a leader in the 
equipment industry. He also is a lead trainer for and consultant to the Western Equipment 
Dealers Association’s Dealer Institute. He provides onsite training and public courses to 
improve dealership asset management and business operations. Please send questions 
and/or comments to thummel@westerneda.com.
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401(k) retirement plan benefi ciaries
What you need to consider
By DAVID WENTZ 

When meeting with clients 
at equipment dealerships, 
one of the things I always 

stress is benefi ciary designation for retire-
ment plans, as well as life insurance. In the 
event of your death, the money accumulat-
ed in your 401(k) plan and life insurance is 
distributed based on who you name as the 
benefi ciaries for each respective plan. Th ere 
is sometimes confusion among investors re-
lated to the operation of testamentary doc-
uments, such as a will. To be clear, bene-
fi ciaries selected on fi nancial contracts 
supersede wishes left in a will.

 In most cases, you can select anyone you 
want to be a benefi ciary. However, 401(k) 
benefi ciary designation is unique. As a par-
ticipant in a 401(k), you are required by law 
to designate a spouse as the primary benefi -
ciary to your 401(k). In the event you want 
someone else to be your primary benefi cia-
ry, your spouse must sign a waiver. Once 
that waiver is signed, you are free to desig-
nate anyone or any organization you wish. 

However, many married participants 
elect to name their spouse as their prima-
ry benefi ciary. It is always important to des-
ignate contingent benefi ciaries in the event 
that something would happen to your pri-
mary benefi ciary. What if you’re single or 
your spouse is deceased? Even though you 
are single, it is still important for you to 
name benefi ciaries to your retirement plan. 
Th ere are multiple ways to do this, includ-
ing naming them as alternates on the origi-
nal document or as primary on an amended 
form. Why is this important? If your heirs 
are not listed specifi cally, the plan adminis-
trator will not transfer the assets automati-
cally. Consequently, the proceeds from your 
401(k) would pass to your estate and would 
thus be subject to additional regulations 
that may not be ideal for your heirs. 

An additional aspect of a 401(k) plan 
that is important as related to benefi ciary 
designation revolves around how money is 
distributed. Generally speaking, the money 
can be paid out in a variety of ways that in-

clude a lump sum payment or paid out over 
many years dependent on your benefi ciary’s 
life expectancy. In some cases, there are ad-
ditional restrictions that don’t apply in other 
places. For example, some plans might spec-
ify the way in which the proceeds are to be 
distributed. Plan restrictions can have im-
plications for tax purposes. Th erefore, in the 
event you have questions, do not hesitate to 
get in touch with your plan administrator. 

When you leave your 401(k) to your 
heirs, there are certain tax considerations 
that can affect them. Your 401(k) can po-
tentially be the subject of federal estate tax 
if your estate’s value is greater than the life-
time federal gift tax and estate tax exclu-
sion amount. Th e federal estate tax can be 
applied to both traditional and Roth plans. 
However, benefi ciaries of a traditional 
401(k) plan are far more likely to be aff ect-
ed by federal and state income taxes. Why is 
that? Retirement accounts traditionally de-
fer taxes on contributions and earnings in 
the account. Eventually, you will pay taxes 
on that money upon withdrawing your con-
tributions and earnings (excluding after-tax 
contributions). Benefi ciaries will deal with 
this when they do the same. 

You should also consider age and tax 
bracket when electing benefi ciaries. In the 
event that your spouse is fi nancially sound, 
and does not need the 401(k) contributions, 
leaving the money to your younger heirs is a 
great option, as younger people tend to ben-
efi t the most from an extended distribution 
compared to older people. Something else 
to think about is leaving your retirement 
income to heirs with lower incomes and in 
lower tax brackets. 

Moving on, I want to briefl y discuss life 
insurance regarding benefi ciary designa-
tion. I mentioned earlier that (in most cases) 
you have the ability to select anyone as your 
primary and secondary benefi ciary. Th is is 
the case in life insurance contracts as well. 
You can also select multiple secondary and 
contingent benefi ciaries through a per stirp-
es designation, which allows your assets to 

be divided equally among your children and 
adopted children. However, this does not 
include stepchildren.

Additionally, there are two other kinds 
of life insurance benefi ciaries that are im-
portant to keep in mind: irrevocable and re-
vocable. An irrevocable benefi ciary is one 
whose stake in your contract cannot be 
changed without his or her consent. We see 
this become an issue with divorced couples. 
For example, Jim and Pam were married for 
10 years before getting divorced. Jim then 
gets married to Angela and wants her to be 
the primary benefi ciary of his life insurance 
contract. In order for this to happen, Jim 
will need to get the consent (signature) of 
Pam. If Jim isn’t able to get Pam’s consent, 
Pam, not Angela, will be the benefi ciary of 
Jim’s death benefi t. Now the opposite of an 
irrevocable benefi ciary is a revocable ben-
efi ciary. When you name someone as a re-
vocable benefi ciary, you retain the ability 
to change who will receive the death ben-
efi t from your policy or terminate the pol-
icy without the consent of the benefi ciary. 

As always, we work for you. So, if you 
have any questions, do not hesitate to get in 
touch with your fi nancial professional. WED

DAVID WENTZ is CEO of Tax Favored Benefi ts, Overland 
Park, Kan. Wentz is a graduate of the University of 
Kansas School of Law with a Juris Doctor degree. Wentz 
frequently speaks at various professional and business 
seminars about pensions, profi t sharing, 401(k) plans, 
tax favored benefi ts, and 
investment programs. 
Western Equipment Dealers 
Association endorses Tax 
Favored Benefi ts as a 401(k) 
provider. No compensation is 
received. More information 
is available at www.
taxfavoredbenefi ts.com.

is CEO of Tax 
Favored Benefi ts, 
Overland Park, Kan. 

DAVID WENTZ

Securities and investment advisory services offered solely through Ameritas Investment Corp. (AIC), Member FINRA/SIPC. AIC and Tax Favored Benefi ts, Inc. are not affi liated. Additional 
products and services may be available through David B. Wentz or Tax Favored Benefi ts, Inc. that are not offered through AIC. Securities email: dbw@taxfavoredbenefi ts.com
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Optimistic leadership
Being the leaders followers like
to follow
By DR. LARRY COLE 

Further, Martin Seligman, the father of positive psychology, in 
his book Learned Optimism wrote that:

• Optimists believe bad events are temporary while pessimists be-
lieve bad events are permanent.

• Optimists compartmentalize failure while pessimists believe that 
a failure in one area of life means failure in life as a whole.

• Optimists believe that bad things happen to good people where-
as pessimists believe everything about them is bad.

All of us are on this continuum somewhere. Circle the number 
that represents you. Ask your employees to do the same and discuss 
the ratings. 

We need to point out that optimists are not Pollyannaish. Polly-
annaish people have the unrealistic expectation that everything is go-
ing to be good. Th at’s not the way the world works. As noted in Har-
old Kushner’s best-selling book, When Bad Th ings Happen to Good 
People – all of us are aware of bad things happening.

Th e optimistic leader’s default position is summarized in the 
words of Catherine Ponder who wrote in her book, Th e Dynam-
ic Laws of Prosperity, that “failure is nothing but success trying to be 
born in a diff erent way.”

Before discussing how you can become a more optimistic leader, 
here is a list of some of the advantages of being one.

• Such leaders generally have a well-defi ned direction for the busi-
ness and expect to be successful. Th ese leaders take advantage of 
the Law of Expectation, i.e., you will receive that which you ex-
pect to receive.

• We are hardwired to seek pleasure and avoid pain and it’s more 
pleasurable to follow an optimistic leader.

• People will enjoy being around you when you help them feel that 
everything is going to be okay.

• Th erefore, people will more readily follow you.
• Employee morale is higher.
• You and your people will be more productive and profi table.
• You are more willing to be innovative; therefore more willing to 

step out of the comfort zone and take calculated risks.
• When you approach problems with an optimistic attitude you 

will fi nd solutions easier and faster.
• Optimistic leaders are more resilient – that is they bounce back 

faster from frustrations and disappointments.

Now let’s review some of the benefi ts for you as a person. Optimists:

• Enjoy the many blessings of living life fully.
• Th ey are healthier.
• Th ey live longer.
• Generally are more fi nancially successful.

Now let’s turn our attention to what you can do to become a more opti-
mistic leader. Yes, we can learn to be optimistic, 
it is not DNA determined. Actually, you can be 
as optimistic as you want and the more you use 
your optimistic muscles, the stronger they be-
come. If we examine our life process, our fi rst 
experiences on this earth were negative. On 
August 30, 1945, I was being born.

• I left a warm environment and came into 
one that was cold.

Let’s start this article by looking at your hand. Stick your left 
hand in front of you and look to fi nd something you would 
change about it. Perhaps you have wrinkles or unattractive 

fi ngernails. Some of you will look at your wedding ring and think 
you’ve got the wrong ring on. Now look for something you like. Per-
haps you have fi ve fi ngers and all of them work.

Th is simple exercise illustrates two important psychological 
points. First, is that everything has positive and negative characteris-
tics. Second, is that when you see the good, you don’t see the bad and 
vice versa. Th ey are mutually exclusive categories.

As leaders we have both positive and negative characteristics. Let’s 
look at a list of synonyms on a continuum of ranging from pessi-
mism to optimism and you can decide who you would prefer to 
work with.
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• I left a relative quiet environment and came into a noisy one.
• Mom’s womb was dark and I entered a world of bright lights.
• Th en the doctor spanked my little butt under the pretense to help 

me breath. But psychologically that spank tells us the “honeymoon 
is over. Th is is a tough world out here.”

Our journey to optimism is made more challenging by the fact 
that our brain generates 50,000 thoughts a day and that 80 percent 
of them are negative in some fashion. We have to learn to ignore this 
chatter while focusing on more optimistic thoughts. Let’s begin this 
journey by putting in writing the kind of day you want live every day. 

Let’s complete another exercise for our journey. List and priori-
tize your top 10 blessings. 

Our challenge is to reprogram our mind and I’m going to share with 
you the 10 strategies I use. 

1. Take the time to write your vision, mission and your core values. 
Your vision is where you want to go in life and your mission is why 
you want to do that. Th ere are multiple tools to help you write your 
vision and mission. I completed mine through self-examination. 

2. When you lay in bed at night, think about one reason why you 
might want to wake-up in the morning. 

3. Many people hit the snooze button upon hearing the alarm clock 
in the morning and, of course, that’s a negative thought and ac-
tion. Instead, enthusiastically sit up in bed and exclaim, Oh, Boy. 
It is time for me to start my day. I over dramatized this point, but 
I’m sure you get the point.

4. Th en lie in bed for a few minutes and visualize the kind of day 
you want to have today. Visual imagery is an excellent tool to re-
program your mind.

5. Th ere is a major diff erence between the nights you are going to 
bed to go to work the next morning vs. going on a vacation. 
You’re excited about going on a vacation and you’re wide awake. 
Let’s take advantage of this practice and go on a mini vacation ev-
ery morning. Wake-up at least 30 minutes early to do something 
that is just for you.

6. Complete simple stretch exercises to awaken your muscles while 
thinking about the kind of day you want to have today.

7. During a few minutes of morning quiet time, review your vi-
sion, mission, the description of the day you want to live and 
your ten blessings.

8. Problems = Opportunities. Th e word “problem” has a negative 
connotation whereas the word “opportunity” has a positive one. 
Work on substituting the word “problem” with “opportunity.”

9. Fake it until you make it is an excellent strategy. Force your-
self to be optimistic. A favorite expression of mine when ex-
periencing disappointment is asking myself, “Is this the end 
of the world?”  Obviously not. Then I immediately use the 
tenth strategy.

10. Look for the good and you will fi nd it. Look for the answers to 
the following questions:

• What did you learn?

• How are you going to be better?

• What additional opportunities are being presented by this sit-
uation?

If you develop the habit of looking for the good you will fi nd it. WED
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P&C Ag Solutions elevates 
customer support
Company partners with AgriSync 

Through the AgriSync service 
management tool, P&C Ag So-
lutions’ expert advisors can de-

liver additional support and problem solv-
ing remotely through any smartphone. 
Th is provides another method to help their 
farmer customers solve problems, make 
decisions and maximize uptime. 

“P&C Ag Solutions is an innovative 
leader in the emerging precision agricul-
ture technology market,” says Casey Nie-
mann, president of AgriSync, Inc. “We’re 
excited to partner with them and help their 
experts troubleshoot issues, explain new 
technology, and continue to deliver high-
quality customer support and satisfaction.” 

P&C Ag Solutions was founded in 
2000 with the goal of providing a high 
level of expertise in agronomy and tech-
nology. Th ey have also become experts in 
the emerging area of precision agriculture 
technology, specifi cally precision plant-
ing, providing farmers the latest technol-
ogy and advancements on the market. 

“AgriSync gives our customers a better 
support experience, and gives our compa-

ny the ability to handle high support vol-
ume more eff ectively and effi  ciently, “says 
Mike Houghtaling, president of P&C Ag 
Solutions. “AgriSync is a total win!” 

AgriSync is the fi rst remote support 
app for agriculture. It enables live vid-
eo calling, which will assist equipment 
technicians and subject matter experts 
in providing better service to their farm-
er customers when breakdowns occur or 
decisions need to be made. Th e live vid-
eo technology allows the advisor to see ex-
actly what the farmer sees to help bring 
speed to resolution. Within the app, ad-
visors can organize and manage their help 
requests through a ticketing system and 
obtain instant feedback from customers 
about the quality of service they received. 

P&C Ag Solutions has introduced 
AgriSync to current customers and is us-
ing this new technology within its service 
plans and service calls. WED

P&C AG SOLUTIONS has partnered with AgriSync to further the 
company’s commitment to providing excellent service and support 
to area farmers.

AgriSync enables live video calling, which 
gives equipment operators immediate access 
to dealership technicians to remotely provide 
service when breakdowns occur or decisions 
need to be made.

What WEDA members say 
about AgriSync

“I fi xed the salesmen that I work with 
up with AgriSync so I can help them 
while they are out with customers. One 
salesman called while he was delivering 
the machine and needed help setting 
up the display layout. For me, this is 
one of the hardest things to do on a 
John Deere display without seeing it. 
AgriSync made it easy and we gave the 
customer a good experience too.”

Marty Albrecht, integrated solutions specialist, 
PrairieLand Partners   

“We are new users of the AgriSync 
application but see great value in it. The 
ability to remotely support a customer 
is becoming increasingly important in 
today's world. We utilize John Deere’s 
RDA to support their displays. AgriSync 
takes it to the next level by giving us 
better visibility to what the customer is 
experiencing and allowing us to better 
support him by reducing or possibly 
eliminating a visit to the tractor.”

Barry Peterson, integrated solutions manager, 
Pape Machinery  

“We provide innovative solutions that 
help our customers be more effi cient 
and productive, and reduce downtime. 
AgriSync helps us do that. We’re 
enhancing customer support and are 
standing by our commitment to keep 
our farmers up and running.”

Jeff Lemna, director of customers support,
RDO Equipment Co.

EDITOR’S NOTE: AgriSync is a privately held com-
pany founded in 2014 to help farmers and the peo-
ple they rely on connect more effi ciently to make 
farming less complicated and more productive. The 
AgriSync service maximizes the use of technology 
for farmers and lowers the cost of quality service 
delivery for advisors, including equipment dealers

For more information about this association-endors-
ed provider, visit www.agrisync.com.
For more information about P&C Ag Solutions, visit 
www.pcagsolutions.com. 



Do you have business-related problems?

WEDA’s hotline is here for you
By JOHN SCHMEISER

For many years, we have off ered a hot-
line to you as members. Our hotline 
is consistently rated by members 

as the best service we provide. Even though 
many of you take advantage of this service, I 
want to remind everyone about the hotline, 
how it works and encourage you to use it for 
your benefi t and the benefi t of your fellow 
members. Following is information about 
WEDA’s hotline and we always look forward 
to hearing from you.

What is the number?

1-800-762-5616
Write it down, add it to your contacts, put it 
on speed dial – whatever works best for you.  

When should you call the hotline?
If you have a legal, tax, accounting, human 
resources or other type of regulatory issue 
come up (and unfortunately, who hasn’t?), 
you should call the hotline. More impor-
tantly, we want the hotline to be the FIRST 
call you make. We understand that your in-
stinct might be to call your local advisor, but 
due to the thousands of calls we’ve handled 
over the years, there is a good chance that 
we’ve heard your question before and our ex-
perts can give you quick, practical guidance 
to help you work through the problem. Best 
of all, your call to the hotline is included as 
part of your membership so you will not only 
get an answer to your question but it will also 
avoid a bill from your local advisor. 

Who should call the hotline?
Any member can call the hotline. We handle 
questions from single-store dealers to some 
of the biggest multi-unit dealers in the world. 
Even if you have specialists on staff , encour-
age them to use the hotline. Our experts can 
be used as a sounding board and share insight 
on what has worked or not worked in simi-
lar situations.

What kinds of issues can be handled by 
the hotline?
You name it and we’ve probably heard it. Th e 
most frequent calls we receive from dealers 
relate to manufacturer relations (buy-back 
issues, dealer agreement terminations, war-

ranty audits, etc.), human resources and cus-
tomer disputes (lawsuits, repair lien ques-
tions, etc.). Th is is not a surprise since these 
often represent common relationship issues 
with your suppliers, employees and custom-
ers. However, we also handle calls about is-
sues that occur less frequently, like succession 
planning, business sales, tax/accounting, 
OSHA/EPA, insurance, and fi nancing. 

How do my calls help the association and 
other members?
We love hearing from you because it allows us 
to help you get through the day. But anoth-
er big benefi t of your hotline participation is 
that it allows us to see trends and common is-
sues that dealers face. Th is information helps 
us identify industry issues that we may turn 
into action items for discussion with sup-
pliers through the Industry Relations Task 
Force or lobbying for changes in laws or reg-
ulations for the benefi t of dealers. In addi-
tion, if we see enough issues in an area, we 
will often devote more resources to that area 
to develop materials that can help guide you. 
Examples of this include information we 
have created related to UCC searches/trade-
in procedures, repair lien “cheat sheet” mate-
rials and forms and model forms and imple-
mentation guide to address data privacy and 
information security issues. Your continued 
calls are critical to enable us to create relevant 
and targeted materials that will help you in 
your day-to-day business.

Are my calls confi dential?
Yes, unless you give us permission to share 
your issues with other dealers or a supplier, 
we will keep your information confi dential. 
In addition, when you speak with our attor-
neys through the hotline, they will not share 
correspondence between you and them with 
the association (unless you give permission) 
to protect the attorney-client privilege be-
tween you and the law fi rm.

How many times can I call?
Th ere isn’t a limit on the number of calls you 
can make to the hotline and we haven’t yet 
had to tell anyone to stop calling. For deal-
ers who use the hotline, we’ll typically hear 
from them a couple of times a year as need-

ed. But the bottom line is: We know you 
can’t control when you are going to have is-
sues and we want to be there to assist when 
those times arise.

How much does it cost?
As mentioned previously, there is no cost for 
the calls because they are included as part of 
your membership dues. Th is applies to your 
initial calls to address an issue and, in almost 
all cases, we’re able to take care of the issue 
with the initial call. Our average time on a 
call and related follow up is approximate-
ly 30 minutes. In the rare situations where 
more assistance will be needed to resolve the 
issue, you’ll be informed before any charg-
es are incurred with our experts and you will 
have the option to work with our experts or 
any other advisor that you choose. We expect 
our experts to give you estimated costs when-
ever feasible so that you can make a good as-
sessment of how you’d like to proceed.

Who is on your team?
When you call our hotline, you get access 
to a group of experts that are familiar with 
your business. 
• LEGAL COUNSEL. If you need an attorney, 
you will be put in contact with Seigfreid 
Bingham. Th e attorneys at Seigfreid Bing-
ham include Lance Formwalt, John Neyens 
and Dave Shay. Lance will handle most of 
the manufacturer, succession planning, tax 
and business-related questions, John is on 
point for HR issues and Dave works with 
dealers on customer disputes, including law-
suits and bankruptcy issues.
• ACCOUNTANT. Curt Kleoppel and oth-
er accountants with Equipment Dealer 
Consulting, LLC will provide you with ac-
counting, tax and valuation advice. EDC 
focuses only on equipment dealerships and 
many of you also know Curt as the CFO 
for the association.
• OSHA. Robert Uhler is a member of the as-
sociation’s staff  and is certifi ed to conduct 
mock OSHA evaluations. If you have any 
questions about OSHA compliance, you will 
be put in contact with Robert. WED

JOHN SCHMEISER is CEO of the Western Equipment 
Dealers Association.
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has been a manage-
ment consultant 
to the agricultural, 
construction and 
outdoor power 
equipment indus-
tries for over 30 
years. 

DR. JIM WEBER

Growing your business by developing a 
professional image – Part 3
By DR. JIM WEBER

As the two previously articles articulated, and the following dia-
gram illustrates, the culture that exists within a dealership plays 
a pivotal role in establishing the image of that dealership. Th e 

following diagram also illustrates, however, that various other components 
help shape the way the dealership is perceived by both internal and exter-
nal stakeholders. 

advantage by using e-mail, text messaging and social media as well as other 
conventional means of marketing.

A positive dealership identity will require that all dealership locations be 
neat, clean and well lighted. For many, this will require a major overhaul. In 
many instances it is not uncommon to enter a dealership and immediate-
ly come to the conclusion that the dealer principal and many of the depart-
mental managers are believers in reincarnation. One need only look around 
to realize that these individuals are going to enter their second life as junk 
dealers. A professional identifi cation program does not necessarily require 
the building of a monument to the manufacturer, but rather the implemen-
tation of the highest standards as they relate to cleanliness and organization. 

Likewise, a clean and orderly facility implies a lot that is regularly main-
tained. Equipment should be frequently moved and the weeds kept to a 
minimum. Flowers and shrubbery add more to a professional identity than 
do weeds and empty beer cans.

In all of this, dealers will have to project a professional identity. Dealer-
ships must have the latest lighted signs to promote their dealership. Roll-
ing stock should be uniformly decaled and should be washed at least week-
ly. Employees should be prevented from smoking within the rolling stock or 
leaving their leftovers from lunch or snack-time.

Dealers will likewise have to demand an improved appearance from their 
personnel. Improved identifi cation requires attention to animate objects as 
well as inanimate objects. Employees that come in contact with customers 
– which is virtually every employee in the dealership – must adhere to the 
highest possible standards relative to appearance, personal hygiene and use 
of language. Gone will be the dinosaur holding up the parts counter and 
blowing smoke in the customer’s face. In his place will be properly attired 
personnel representing a professional dealership and a professional manu-
facturer. Likewise, the use of personal telephones should be prohibited ex-
cept for emergency purposes. Employees should be focused on making eye 
contact with the customer rather than playing video games on their phone or 
text messaging a “loved” one for the thirty-second time of the day.

Furthermore, the present identity of many AG dealers is one of being a 
price leader. Is your dealership identifi ed with superior prices or is your deal-
ership identifi ed with superior service?  Th e competitiveness of the market-
place and the intelligence of the end-user dictates that the profi table deal-
ership of the future will require an identifi cation program that emphasizes 
superior service at competitive prices. For many, this will require retraining 
and reeducating the customer and the employee.

Th e best way to undertake this retraining and reeducation is through the 
development of a comprehensive communication program. Successful deal-
ers recognize the need for both internal and external communication pro-
grams. Internal programs consist of weekly and monthly meetings, memos, 
newsletters, and award ceremonies; while external communication consist 
of advertising, direct mail, newsletters, social media, 
or any other means of disseminating the dealership’s 
values, beliefs and identity.

Probably the most underutilized management 
tool in the dealership, and the one that employees 
are thus most critical of, is the proper use of commu-
nication. Many dealers believe that the proper use 
of communication consists of autocratically and dic-
tatorially bellowing out commands. Th is approach 
may have been eff ective 50 years ago, but today, with 
the mobility of the work force and the employment 
opportunities available to most hardworking em-
ployees, such an approach is no longer feasible. Top-

Th ere is no doubt that a dealership’s culture is not only the heart to a deal-
ership’s image, but also the soul to the dealership’s profi tability. Dealers that 
are going to be successful in the years to come must project that all impor-
tant image which is really a function of that dealership’s culture. A warm, 
customer driven culture will not only create a positive image, but also a prof-
itable business.

While dealership culture is the foundation for a successful image, dealer-
ship identifi cation is a major building block for a successful image. Dealer-
ship identifi cation is to image what exercise is to physical fi tness or Botox is 
to eliminating or minimizing wrinkles. Th e better one looks, the greater the 
attraction. While a good image helps to attract the people necessary for suc-
cess, that is, employees and customers, a good identifi cation program helps 
to secure that image.

Whereas dealership culture provides the vehicle by which departmen-
tal managers and employees come to understand the unique values and be-
liefs that shape the dealership’s strategies, the dealership’s identifi cation pro-
gram is the means by which these values and beliefs are communicated to the 
marketplace. A precursor to a successful identifi cation program requires the 
dealer principal to answer a series of questions, such as:
• What is the dealership’s mission?
• In what areas do you anticipate growth?
• Do you have a plan to manage that growth?
• Is your existing identity in line with those expectations?

Dealers must use the answers to these types of questions to clearly dif-
ferentiate their business from those of other dealerships. While manufactur-
ers want to emphasize the OEM brand, successful dealers of the future will 
focus on creating a dealership brand wherein the manufacturer’s product is 
only one component of the overall dealership brand.

Because of the limited customer base and the highly competitive nature 
of the agricultural equipment industry, AG dealers in the future will have to 
secure a competitive advantage by capitalizing on their strengths while si-
multaneously taking advantage of their competition’s weaknesses. Th is in 
turn will require dealers to ascertain their niche in the marketplace and uti-
lize their resources accordingly. To accomplish this, dealers will have to assess 
their meaningful competitive advantage and then vigorously promote that 
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down communication must be replaced by solicitation of bottom-up input. 
Th is can best be eff ectuated by having employees, especially departmen-
tal mangers, develop their own goals and objectives. Th e role of the deal-
ers should be that of a facilitator, or change agent, whose primary duty is to 
provide the resources necessary for change as well as the required follow-up 
to ensure change.

Th is follow-up should consist of a weekly management meeting to dis-
cuss what happened as well as what’s going to happen. In addition, a quarter-
ly meeting of all employees should be held to keep each and every employee 
informed of their department’s and dealership’s performance. Furthermore, 
all employees should be formally evaluated every six months at which time 
they are told not only what “good things” they are doing, but also, what “not 
so good things” they are doing. In addition, employees should be provid-
ed the means and wherewithal to improve their performance. Ideally, these 
evaluations should be centered on individual job descriptions that were mu-
tually developed. Dealership communication will greatly improve the day 
that dealers recognize the usefulness of job descriptions, the utility of objec-
tives, and the importance of follow-up.

Another approach that has worked successfully, not only in improving 
communication but also profi tability, is the use of a suggestion box. Employ-
ees who come up with the best cost reduction, or sales enhancer, could re-
ceive a $500 gift certifi cate or other award of the dealer’s choice. Th is award, 
along with other employee awards such as the most valuable or most conge-
nial employee, could be announced at an annual awards banquet.

Still another approach that could improve communication, especially in 
dealerships with multiple locations, would be the use of an internal newslet-
ter. Th is newsletter should be used to keep employees informed of dealership 
successes, employment of new personnel, initiation of new policy, employee 
recognition and inclusion of family happenings outside the dealership. An 
off -shoot of this latter point would be to have the dealer principal or gener-
al manager send a personalized birthday card or anniversary card to each ap-
plicable employee or family member.

Equally important as the internal communication is the external com-
munication that a dealer undertakes. Th e external communication that a 
dealer utilizes should achieve three objectives. Th ese objectives are:
• To reinforce a dealership’s presence and change or solidify an existing 

image;
• To attract top quality employees; and
• To provide a solid foundation from which marketing eff orts can stem.

Profi table dealers have recognized the two requirements for a successful 
marketing program. First, the message should clearly diff erentiate the deal-
ership from competitive dealerships and should build on the identity and 
culture previously mentioned. Second, dealers should stop utilizing a shot-
gun approach and adopt a BB gun approach by narrowing in on the target 
customers. Except for dealerships selling consumer products, mass media 
advertising should be replaced with e-mail marketing, text messaging, di-
rect-mail marketing and the use of social media.

Th e third building block of a successful dealership image is the develop-
ment and dissemination of dealership policies and procedures. Policies may 
be viewed as a standing plan that charts a course of action. As such, polices 
are used over and over to guide specifi c action and to give predictability and 
consistency to actions taken at diff erent times by diff erent employees. In ad-
dition, policy serves a key role in spelling out and clarifying the strategy pre-
viously articulated.

Dealership policies that contribute to the dealership’s image, and thus to 
profi tability, include but are not limited to the following:
• Clean rolling stock
• Manicured lot
• Spotless parts displays
• Immaculate bathrooms
• No telephone texting

Dealers with these kinds of policies do not feel the need to apologize for 
a spotlessly clean facility; instead they take pride in having the cleanest, most 
organized dealership in town. Successful dealers have long recognized that 
cleanliness and organization not only contribute to profi tability but also to 
increased morale. Studies have consistently demonstrated that businesses 

that develop and adhere to policies and standards built around cleanliness 
will have more customers, happier employees, and increased profi ts.

As a result of a dealership’s policies, communication and identifi cation 
programs, and ultimately its culture, employees begin to formulate their 
own perception, or image, of the dealership. Th is employee perception is 
critical since it is the interaction with employees where most customers form 
their perceptions of the dealership. Employees who are treated like royalty 
will in turn treat the customer like royalty. Similarly, employees who work in 
clean, well-organized facilities will project a similar kind of feeling. Conse-
quently, customer perception is primarily a manifestation of the employee’s 
feelings, attitudes, and beliefs toward the dealership. Th us, the question be-
comes:  “How would you evaluate the way your employees feel about your 
dealership?”

More specifi cally, questions that would give you a pretty good idea of 
your dealership image would include:
• Do your employees thoroughly enjoy coming to work?
• Are positive attitudes reinforced and negativism frowned upon?
• Is collaboration and collegiality the norm rather than the exception?
• Is employee ebullience encouraged and employee enmity discouraged?
• Do your employees see the customer as the most important component 

of the business?
• Does your dealership refl ect the highest standards of housekeeping?
• Are employees rewarded commensurate with their performance?
• Does the dealership have a defi ned mission statement?  And even more 

importantly, can each employee recite it?
• Do employees know their duties and responsibilities?
• Are employees regularly evaluated?

If you were able to answer affi  rmatively to each of these questions, then 
chances are that your employees are highly motivated and positively project 
these feelings to the customer. In turn, customers come away from that in-
teraction with a very positive perception of the dealership.

Also impacting the way a customer perceives a dealership are three exter-
nal image building blocks. Th e fi rst external image building block is exter-
nal communication. External communication refers to the communication 
that takes place between customers outside the dealership. Such communi-
cation may be rumor, gossip or factual, and generally confi rm or refute the 
actual perceptions that were derived from the interpersonal communication 
between employee and customer.

Another external image building block is the customer’s previous prod-
uct experience. In those instances where the product has been less than de-
sirable, the negative image toward the dealership and its product can only be 
mitigated if the dealership and its employees work doubly hard to overcome 
this experience. Unfortunately, many dealership managers and employees 
exacerbate the problem by spending more time commiserating with the cus-
tomer rather than ameliorating the problem.

Instead of denigrating the product or the manufacturer, dealers need 
to come up with innovative ways to overcome the problem. Programs like 
guaranteed uptime, free inspections, technicians in the fi eld, “free” loaner, 
etc., will do more to overcome negative product experience than will blam-
ing the product or the manufacturer.

Another external image building block that will also serve to help over-
come the previous product experience is the interaction between the cus-
tomer and other manufacturer personnel such as the territory sales manager 
or the territory service manager. Th ese individuals should serve to enhance 
the customer’s perception by answering questions in a professional, consul-
tative manner. Th eir demeanor, attire, knowledge and communication skills 
will leave an impression on the customer that will favorably or unfavor-
ably impact the perception of the manufacturer, product, and ultimately the 
dealership. Th us, manufacturing personnel should be a critical component 
of the image building process and, when appropriate, should be used by the 
dealers to improve the dealership’s image.

Th is column, as well as the previous two columns, addressed the funda-
mental components of a dealership’s image. Th e concluding column in this 
series, which will appear in the next issue, will address what steps a deal-
er could take to improve upon an existing dealership image and how those 
steps could be eff ectively and effi  ciently implemented. WED

• No profanity
• No smoking/chewing tobacco
• Proper telephone etiquette
• Organized tool room
• No interdepartmental squabbles
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JERRY LEEMKUIL

Triple Protection Plan
An employee retention strategy
By JERRY LEEMKUIL 

This article is for general information and risk prevention only and should not be considered legal, fi nancial, tax, or medical advice. This information may 
be subject to regulations and restrictions in your state. There is no guarantee following these recommendations will help reduce or eliminate losses. This 
information is accurate as of its publication date. Qualifi ed counsel should be sought regarding questions specifi c to your circumstances. All rights reserved. 
* All products and services may not be available in all states

Over the years you’ve built a profi table busi-
ness. You’ve invested your money, your time, 
and your passion. Now ask yourself, “What is 

my most valuable business asset?” While physical assets – 
the buildings and equipment – support fi nancial goals, the 
success of many businesses can be traced to the good judg-
ment, skills, and expertise of your key employees. 

•  What if a competitor makes your key employee an off er
he/she can’t refuse?

•  What is the impact on the business if you or your key
employee dies?

•  What happens to your key employee’s family when the
paycheck stops?

Your key employees aren’t listed on your balance sheet or 
your income statement, but what they do shows up there. 
Unfortunately, many business owners train and mentor 
employees with the intention they will stay forever only to 
have them leave. Most people don’t realize how costly this 
can be because they have not thought about losing an em-
ployee nor the consequences associated with that loss. 

So the question becomes, “How can I protect my busi-
ness against these possibilities?” Th e answer is to wisely al-
locate your fi nancial resources and provide protection for 
multiple concerns with a specially designed program. 

Triple Protection Plan
With a Triple Protection Plan (aka Th ree Part Plan) you 
can address your employee retention concerns and help 
protect against the fi nancial impact of an employee death. 
It can also provide a benefi t for an employee’s spouse and/
or children. 

1. A Private Bonus Plan can help retain employees. It is a 
written agreement that pays selected employees set bo-
nuses at specifi c times. Th e plan is informally funded 

with a cash value life insurance policy and it protects 
against the employee’s voluntary departure by providing 
a strong incentive to stay. Th e business applies for, owns, 
and pays the premiums on a life insurance policy on the 
key employee to informally fund the private bonus plan. 
Th e business withdraws policy cash values as needed to 
pay the scheduled bonuses. 

2. Key Person Coverage protects against fi nancial loss-
es associated with an employee’s death. Th e proceeds 
from the same life insurance policy provide liquidity, 
which can be used to recruit, hire, and train a replace-
ment. It can also be used for business continuation or 
overhead expenses.

3. Family Protection allows the business the opportunity 
to share the life insurance protection with the employ-
ee’s family. Using an Endorsement Split Dollar plan, the 
company can provide life insurance to a key employee. 
And, the company remains in control of the policy while 
off ering fi nancial security for the key employee’s family 
with a portion of the death benefi t. 

Employee retention and the potential departure of 
a key person are concerns for all business owners. By us-
ing a Triple Protection Plan, your talent-
ed employees will be more likely to stay 
and you gain peace of mind thanks to 
an added degree of stability and securi-
ty. One solution for three problems! WED

By using a Triple Protection Plan, 
your talented employees will be 
more likely to stay…
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If this is what you see…
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Poor driving decisions could keep you and your 
employees from making it home S.A.F.E. today.
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In today’s competitive North American equipment industry, 
dealership owners are challenged to raise their game. On is-
sues from people management to fi nancial performance and 

much more, owners are looking for new ideas to stay on the lead-
ing edge. 

Th at’s why dealers are pencilling in Nov. 29 to Dec. 1, 2017, 
at Scottsdale Resort at McCormick Ranch. It’s the 2017 edition 
of the WEDA Conference and we’ve packed the agenda with in-
sights and fresh thinking you can take home and use profi tably 
right away. 

“Th e core values of WEDA are to advo-
cate, elevate and educate for the benefi t of 
our members,” says CEO John Schmeiser. 
“Our 2017 Conference features a strong fo-
cus on education. We’ve put together pan-
els with the top dealers, manufacturers and 
trainers in our industry, along with speak-
ers who bring expert insights on key issues. 
At WEDA 2017, we’re rolling up our sleeves 
and getting you answers to your key busi-
ness challenges.”

Three focused dealer panels
WEDA is constantly in touch with our 
members, asking what matters to you and which issues you want 
to know more about. Based on that, the centerpiece of WEDA 
2017 is three 60-minute panel discussions with WEDA members 
and associates who know the issues inside-out. We’ve asked them 
to take on one specifi c topic and dive deep. 

PANEL 1: Interdepartmental Relationships. Confl icting rela-
tionships and miscommunication between departments can 
impair effi  ciency, harm the customer experience and cost you 
money. Th ree dealers give their best advice for how to get every-
one talking, pulling in the same direction and going all out for 
your customers. 

PANEL 2: Service Flat Rate. Hourly or fl at rate: which is best 
for your organization? It’s a big question. Beyond your physi-
cal facility, the high-tech diagnostic tools and equipment need-
ed to service today’s equipment requires a huge investment. 
Th ree dealers who’ve wrestled with hourly vs. fl at rate take you 
through their thinking. 

PANEL 3: Metrics of a Successful Dealer. It’s the age of analytics, 
benchmarks and big data. For dealers, the key is to focus on the 
numbers that best refl ect what’s happening in your business. In 
this panel, three Dealer Institute trainers guide you through the 
key metrics that drive your performance. Measure what matters 
and manage accordingly. 

Major line panel discussion and dealer meetings
WEDA 2017 is the place to hear fi rst-hand what the major line 
manufacturers are thinking, doing and planning for 2018 and 
beyond. On Th ursday, Nov. 30, at 12:45 p.m., representatives 
of leading manufacturers such as AGCO, Case IH, CNH, John 
Deere and Kubota will share their news and answer your ques-
tions in a 75-minute session. Dealer meetings occur on Friday, 
Dec. 1, from 9:45 a.m. to noon. 

Keynote address
WEDA has extended an invitation for U.S. Secretary of Agricul-
ture Sonny Perdue to join us as our keynote speaker on Th urs-
day, Nov. 30. 

North American agricultural economy
Following the keynote address, economist J.P. Gervais will out-
line his views and expectations for the U.S. and Canadian ag 
economies for 2018. 

“WEDA 2017 will provide our members a package of practi-
cal ideas and insights that you can’t get anywhere else,” says CEO 

JOIN US FROM Nov. 29 to Dec. 1, 2017, at Scottsdale Resort at McCormick 
Ranch in Scottsdale, Ariz., as we explore practical ways to make your 
dealership successful and profi table in 2018.

2017 Conference tackles the
ISSUES THAT MATTER TODAY

Continued on page 26

John Schmeiser, 
CEO, Western 
Equipment 
Dealers 
Association

Peer-to-peer discussions among dealers highlight WEDA 
meetings.



The Western Equipment Dealers Association (WEDA) has created a foundation 
(WEDF) to help members get one step closer to filling technician vacancies. The 
Foundation’s mission is to continue our support for the WEDA Industrial and Farm 
Equipment Technician Program at OSU Institute of Technology, and to establish 
scholarship programs at post-secondary education institutions for deserving
students and member employees interested in pursuing a degree program relative 
to the equipment industry. You can help. Please call today with your support. 

Please contact Olivia
Holcombe at 
800-762-5616.

MAKE A
DONATION

HELP US PUT THE PIECES TOGETHER

Filling the need for technicians
with new scholarship programs
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John Schmeiser. “I invite you to learn more about the conference 
agenda and book your place at WEDA 2017 today.”

Peer-to-Peer networking opportunities 
In addition to top-rated learning sessions, the WEDA 2017 In-
ternational Dealer Conference features plenty of opportunities 
to connect and network with colleagues and industry thought 
leaders from across North America in a collaborative and casu-
al setting. 

Th e WEDA International Conference app will be available for 
download in early October. Th e mobile app will allow registered 
attendees to view and connect with other conference attendees. 

Use social media to get the latest conference updates and con-
nect with your colleagues and the larger equipment dealer commu-
nity. Don’t forget to include the offi  cial #WEDA2017 hashtag. WED 

Continued from page 24

WEDA’s Conference Center is Scottsdale Resort at McCormick 
Ranch in Scottsdale, Ariz. 

WEDNESDAY 11/29
11:00 a.m. Registration Opens
11:30 a.m. Lunch for Registered Golfers Only
12:30 p.m. Golf Tournament – Palm Course
6:30 – 8:30 p.m. Opening Network and Welcome Reception

THURSDAY 11/30
7:00 – 8:00  a.m. Breakfast
8:00 – 9:00  a.m. Keynote Address – Invited U.S. Secretary of 
 Agriculture Sonny Perdue
9:00 – 10:00 a.m. North American Ag Economy – J.P. Gervais, 
 Vice-President and Chief Agriculture Economist, 
 Farm Credit Canada 
10:00 – 10:30 a.m. Networking Break 
10:30 – 11:30 a.m. Panel Discussion: Interdepartmental 
 Relationships: Dr. Larry Cole, Shawn Skaggs, 
 Livingston Machinery, TBD
11:30 – 12:30 p.m. Lunch
12:45 – 2:00 p.m. Panel Discussion: Major Line Manufacturers: 
 AGCO, Case IH, John Deere, Kubota, New Holland
2:00 – 3:00 p.m. Panel Discussion: Service Flat Rate: Jeff Irwin, 
 Brandt Holdings Company; Sean Young,
 Youngs Equipment, Inc.; TBD
3:00 – 3:30 p.m. Networking Break
3:30 – 4:00 p.m. WEDA Annual Meeting
4:00 – 4:30 p.m. Selling Your Business: Employee Stock 
 Ownership Plans: Lance Formwalt,
 Seigfreid Bingham 
6:00 – 6:45 p.m. Networking Reception
6:45 – 9:00 p.m. Dinner; Entertainment: Dueling Pianos

FRIDAY 12/1
7:00 – 8:00 a.m. Breakfast
8:00 – 8:30 a.m. Hot Button Legislative Items – Eric Wareham, 
 Vice-President of Government Affairs,
 Western Equipment Dealers Association 
8:30 – 9:30 a.m. Panel Discussion: Metrics of a Successful 
 Dealer: Gord Thompson, Kelly Mathison,
 Trent Hummel 
9:45 – noon Dealer Meetings with their Manufacturers 

CONFERENCE HOTEL AND REGISTRATION
• The WEDA 2017 International Conference will be held at the 

Scottsdale Resort at McCormick Ranch in Scottsdale, Ariz. 
• Take advantage of our conference rate of $189/night, plus 

applicable taxes. Mention Western Equipment Dealers 
Association when you make your reservations by Nov. 6, 2017, 
call direct at (800) 540-0727. 

• If space is available, this rate will be extended three days prior 
to and after our conference. Check-in time is 4:00 p.m. with 
checkout at noon.

WEDA 2017 International Conference 

AGENDA 
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• Insights from industry-leading experts

• Practical sales advice to future-proof your dealership

• Learn about the business economy 

• Network with in-line dealers and manufacturers

Join us for the WEDA 2017 
International Dealer Conference

For sponsorship information, please call:

Canada: 800-661-2452
US: 800-762-5616

NOV.29-DEC.1

Scottsdale Resort at McCormick Ranch 
Scottsdale, Arizona 

SAVE THE DATE
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