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SERVING AG, CONSTRUCTION AND OUTDOOR POWER
EQUIPMENT DEALERS ACROSS IOWA AND NEBRASKA

CUSTOMER
SUCCESS
When your customers thrive, everyone wins.
They have a good experience, and your
dealership builds lasting relationships that
drive your reputation and minimize churn.

Simple.
Fast.
Flexible
financing.
AgDirect® online tools give your
business a competitive edge.
The digital tools found at agdirect.com or through
the AgDirect Mobile app* are the most intuitive and
convenient in the business! You’ll find everything
you need – from quoting tools to applications –
for added flexibility, speedier turnarounds and
unsurpassed convenience.
And eSign is an easy and secure tool for customers
to sign documents remotely or to simply save time
– now available for lease transactions, too!
See how AgDirect Mobile and electronic signatures
can help you select the best financing solutions for
your customers.

*Download AgDirect Mobile from the App StoreSM or the Google PlayTM store.
Your mobile carrier’s message and data rates may apply.
AgDirect is an equipment financing program offered by Farm Credit Services
of America and other participating Farm Credit System Institutions with lease
financing provided by Farm Credit Leasing Services Corporation.
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This quarter’s feature drives home how customer success can translate to dealership
success. Read five different articles detailing success – from the customer’s vantage
point to what dealers can do to win over customers. And driving it home is an Iowa
dealer who is literally “building” for its customers’ success.
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Change is a Coming!
Our Association continues to evolve to meet the changing needs of our members. Being relevant
requires us to be flexible, adaptive and willing to carry out new ideas. We cannot be rigid or reluctant
to try new things because, “that’s the way we’ve always done it.” As times change, we must change
and be prepared to implement new events, products and/or services.

executive
insight

Over the years, our membership has changed from primarily single stores to multi-store operations.
Currently, 75% of all Iowa and Nebraska dealer locations belong to a multi-store organization. This
wasn’t the scenario 10 or 20 years ago. This change occurred over time. We’ve witnessed how this
change has impacted our Annual Conference. Years ago, the Annual Conference served as a fun,
highly attended event for many members. It was a reunion-like experience where members networked,
commiserated, shared stories and were educated along the way.
While this event included top notch speakers, excellent accommodations and evening social events,
we witnessed a continual decline in dealer participation. Why the decline?
• Time pressures – Many found it to be increasingly difficult to spend two+ days away from the
dealership to participate in this event.
• Store managers and branch managers were unable to leave their dealership due to the responsibilities that come with running the operation.
• Manufacturer meetings were held in the spring to roll-out new programs, products and services.
These meetings required owners to pick and choose where they spent their time.
• Geographic distance played a factor. Even though conferences were held in Omaha, it was still a
long drive for many members, often making it a three+ day event.
• Years ago, the entire family traveled to the Annual Conference. Now, families are starved for
time, running to sporting events, school activities or various camps.
Taking these factors into consideration, we realized that we needed to approach the Annual
Conference differently. What could we do for members in ways that would allow them to participate?
Has the Annual Conference become a thing of the past? If so, what could we offer that is relevant and
provides value? In the end, we concluded that the days of holding an Annual Conference are over and
it’s time to implement a new approach.
Our new approach is two-fold. First, we will be hosting dinner meetings with you, our members.
We will invite you to join us for an evening of fun, conversations and information sharing at an area
steakhouse, country club or restaurant. This spring, we will be traveling to four locations in Iowa and
three locations in Nebraska. These informal events will be a perfect opportunity to build relationships,
share ideas and inform our members of the exciting activities currently afoot at the Association.
It’s vital that we meet with members to continue developing current relationships and forming new
relationships as well. The spirit of these events is to enjoy a relaxing evening together with great
people, great conversation and an excellent dinner, too.
Next, we will be conducting regional workshops in late spring/early summer where keynote speakers,
facilitators and break-out sessions will be held. These workshops will focus on the key theme of
Workforce Development – Retention, Recruitment and Training. These half- to full-day events will be
chock full of excellent content and material, providing attendees with valuable takeaways and ideas
that can be applied and implemented in their dealerships. These workshops will be conducted in
Grand Island, Nebraska and Ankeny, Iowa. While we can learn from each other, the intent behind
these workshops is to educate and share information. Additionally, we will be conducting a second
round of workshops in late summer/early fall.
While the Annual Conference has served its purpose for many years, it’s time to replace it with
something that we hope you will participate in and take the time to get involved. Please keep an eye
out for invitations to these terrific events in the near future. We look forward to seeing you!

Chief Executive Officer
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A

2021 Federal Legislative
Agenda Outlook

s the Biden
Administration
transitions to
power this January,
legislative priorities
coming from the White House
will shift dramatically from the
past four years. Agriculture
will have new leadership and
focus on nutrition and support
for small farms; energy will
shift to being driven by
climate policy and the Paris
Agreement; defense will have
a slightly trimmed down and
refocused budget; intelligence
will prioritize domestic
terrorism and cybersecurity
following recent attacks; an
ambitious tax policy will be
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DAVID ADLEMAN,
Cornerstone

pursued; and the Presidentelect will shift trade efforts
to focus more on allies and
limiting China’s control of the
global market. Each of these
policy areas is broken down
further below.

AGRICULTURE
Democratic control of the
White House will significantly
shift Congress’s approach to
agriculture, nutrition and trade
policy issues. The Senate
Committee on Agriculture,
Nutrition and Forestry and the
House and Senate Committees
on Appropriations will have
new leadership, and priorities
will likely include addressing

climate change, nutrition
programs and support for small
and minority-owned farms.

ENERGY
The U.S. energy policy
will be largely driven by
climate policy and rejoining
the Paris Agreement. With
prospects for compromise
unlikely, the biggest changes
in energy policy during the
next Congress are likely to
occur because of executive
actions. Early executive
actions by the Biden
Administration will include
a comprehensive review and
reinstatement of Obama-era
energy and environmental

regulations. Additional actions
will likely include efforts to:
limit access to public lands and
waters for fossil fuel projects;
issue new environmental and
safety regulations and institute
more comprehensive review and
planning processes for fossil fuel
activities; conserve federal onshore
and offshore lands; incorporate
climate considerations into reviews
of federally authorized or funded
activities; and achieve ambitious
net-zero emissions goals.

NATIONAL
SECURITY: DEFENSE,
INTELLIGENCE,
AND HOMELAND
SECURITY
Defense
House Congressional Progressive
Caucus members have already
called for a 10% reduction to
the Defense budget. While deep
cuts to the Department’s budget
are unlikely in the near-term, a
flatline budget or small reductions
could certainly be on the table—
particularly if Democrats control
the Senate and House.
A Biden Administration rewrite
of the National Defense Strategy
will focus the priorities of the
DoD on smarter investments in
new technologies, divestment of
legacy systems, and a renewed
commitment to U.S. alliances.
Expect Biden to strengthen these
alliances and use soft power by
way of emphasizing diplomacy
and development and funding
a smarter defense budget that
builds systems to meet national
security needs. He will seek to
reduce expenditures on nuclear
weapons, support alternative
energy to combat climate change,
and increase the emphasis on
personnel issues.

We expect President-elect Joe
Biden to lean on experienced
officials to provide leadership
at the Pentagon, particularly
those who served in the
Obama administration.

the incoming Administration.
Finally, there will be a big push
to enhance cybersecurity efforts
and mature the Cybersecurity and
Infrastructure Security Agency.

Intelligence

The 116th Congress has been
incremental and slow-moving in
developing bipartisan legislative
tax policy, and a similar dynamic
is likely to unfold in the upcoming
117th Congress in the event of
continued divided government.
Possible vehicles include
additional stimulus, transportation
and omnibus spending. The Biden
Administration is also likely to
pursue an ambitious regulatory tax
policy, especially on international
tax and financial services.

With a new Biden Administration,
expect a swift change in
leadership across the IC with
Trump appointees leaving their
top posts to be replaced by many
Obama-era officials returning to
government service. Within the
IC our adversaries, including
China, Russia, North Korea and
terrorist groups like ISIS, will
remain a danger. Similarly, cyber
threats posed by nation-state
actors will remain a continual
threat, regardless of White House
control. Senate and House
Intelligence Committees may
have new leadership in the next
Congress should the Democrats
take the Senate. Regardless,
The House Permanent Select
Committee on Intelligence
(HPSCI) is expected to have
new leadership in the next
Congress. Chairman Adam Schiff
(D-CA) and Ranking Member
Devin Nunes (R-CA) are both
expected to end their tenure as
HPSCI leaders due to term limits
(assuming the Democratic and
GOP leadership do not change
Caucus and Conference rules).

Homeland Security
DHS and Congress will focus
on the threat of domestic
terrorism and violent extremism
to our homeland following
the comments of FBI Director
Christopher Wray in September.
Furthermore, DHS will pivot from
building a border wall and return
to a more technology-driven
border security approach. Expect
comprehensive immigration
reform to be a top priority for

TAX

TRADE
President-elect Joe Biden inherits
a trade record of President
Trump marked by unilateral and
protectionist actions. He will also
face immediate decisions on
maintaining tariffs and pursuing
trade deals with the UK and
Kenya. Look to Biden to take a
coordinated approach to trade by
engaging traditional U.S. allies,
especially to balance China’s
global influence.
The Expiring TPA next July
will invite additional scrutiny
of congressional-executive
relationship on trade matters.
Finally, key Democratic leaders
will look for President-elect Biden
to take a hardline approach to
USMCA enforcement on labor
and environmental provisions,
including the rapid response
mechanism to enforce labor rights.
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MARK OTHMER, Nebraska Field Director
[marko@ineda.com]

NEWS & VIEWS
FROM THE FIELD

A

nother year is in the books. Like me,
I’m sure that most of you are very
happy to put this year behind us.
What started out as a normal election
year turned into a crazy pandemic
episode with new and creative ways
to conduct an election.
In my last Retailer article, I shared that I hoped
the election would be over on November 3, 2020.
That just wasn’t in the cards. While the presidential
election will more than likely be verified and
completed in December, there is still one more
election in January, the special election in Georgia
to decide two U.S. Senate seats. The importance
of this special election cannot be overstated. It will
determine the direction of the Biden administration’s
actions and more importantly, the direction of our
nation. I suggest we all strap on the seat belts a little
tighter, the next four years could be a wild roller
coaster ride!

NEBRASKA UNICAMERAL 2021
On January 6, 2021, the Nebraska legislature will
convene its 1st session of the 107th Unicameral.
That is about the only thing I know for certain at
the writing of this article (December 14). Rumors
abound as to how the Unicameral will operate
this year as the pandemic continues, hopefully
with an end in sight. Some speculate that the
Senators will meet for one day, choose the standing
committee chairs and participants, then adjourn
until later in the year when hopefully the vaccines
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will get the pandemic under control. Others feel
that the legislature will forge on as it did during
the completion of the 2nd session of the 106th
legislature, with special social distancing rules
practiced in the chambers and hearing rooms. It’s
pure speculation at this point.
One thing I have heard is that the Executive
Committee from last session has urged Senators for
the upcoming session to limit the number of bills
introduced this year to “most important” issues of
the time. While this is a highly subjective standard,
the feeling is that there should be no need to
introduce 800 bills as normal. Instead, they
suggest that Senators only choose one priority bill
and committees only choose two. Add in the 25 bills
the speaker can choose as priorities, and only 150
or so bills will actually get substantial floor time for
debate (the theory being that we limit introduction to
that number of bills). While this is a noble “ask” by
the Executive Committee, I highly doubt it
will happen.

NEBRASKA LEGISLATIVE
COMMITTEE
Each year for the past several years the INEDA
Nebraska Legislative Committee has invited all
dealers, Senators, the Governor and Lt. Governor
to a breakfast to discuss current issues of interest
to our members. Unfortunately, the breakfast will
not be held this year since legislature’s Executive
Committee has asked that all groups refrain from
hosting events during the pandemic, so Senators can

limit exposure to possible carriers of the virus. This
breakfast has been very well attended by dealers and
Senators in the past, so it was very disappointing to
have to cancel. Hopefully things will return to normal
next year. The Nebraska Legislative Committee
will still be meeting (most likely virtually), after
bill introduction is completed on January 20. I am
concerned that we may see a “Right to Repair” bill
this year, but we are already working hard to try and
stop it from being introduced to the legislature.
While the committee cannot hold the Nebraska
Legislative Breakfast this year, I am fairly confident
that the Nebraska Summer Legislative Meeting &
Golf Outing will happen in June. I’m sure everyone
will be ready for this fun and informative social
event. Keep an eye on your email and the RoundUp
for when and where this event will be held.

FEBRUARY & MARCH
DISTRICT MEETINGS
The Annual Conference is being replaced by District
Meetings this year. (See schedule located in the
box to the right.) We hope all location managers
and dealership owners will attend. The plan is to
meet late afternoon, enjoy a social hour and dinner,
followed by a short meeting and presentation. INEDA
will be announcing some exciting new program
offerings soon and these district meetings will be the
perfect opportunity to gain direct access to program
providers and to discover how the programs will
benefit your dealership. We hope all dealer locations
will be represented at these meetings.

INEDA DISTRICT MEETINGS
Join us this February and March for an evening
full of good food and enjoyable conversations.
In addition, you’ll learn about the current issues,
review pertinent legislative and industry relations
info and discover how INEDA programs and
services can help your business succeed.
We hope to see you there!
IOWA
Feb 8 | IA District Mtg (NW) –
Kahill’s Chophouse | Sioux City
Feb 9 | IA District Mtg (NE) –
White House Supper Club | Saint Lucas
Feb 10 | IA District Mtg (SW) –
Fire Creek | West Des Moines
Feb 11 | IA District Mtg (SE) –
Tuscan Moon | Kalona
NEBRASKA
Mar 23 | NE District Mtg –
Norfolk Lodge | Norfolk
Mar 24 | NE District Mtg –
Chances R | York
Mar 25 | NE District Mtg –
Coppermill Steakhouse | Kearney

nebraska SALES TAX spotlight
Q. Is seed flow lubricant or “talc”
subject to sales tax?

A. Yes. Since this item was not installed in or on the

originally purchased machine that qualified for an ag
sales tax exemption, the item does not qualify for the
sales tax exemption.
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TOM JUNGE, Iowa Field Director
[tomj@ineda.com]

STRONG CASE
FOR OPTIMISM

A

s the new year begins, there is
much more optimism for economic
growth and a return to more prosperous
times for agriculture and construction.
Add in the COVID vaccine arrival and
record stock indexes; 2021 looks
much better than 2020.

also on the verge of another leg lower to levels
not seen since 2014-2015. This would be
supportive of grains as it makes our exports
cheaper to the world. South American farmers
have benefited from their currency fluctuations
the past couple years. Now it’s the U.S.
farmers turn.

AGRICULTURE HEADLINES

Exports are strong. Corn sales for the first
quarter 2020/21 are the largest EVER, coming
in at 57% of the USDA’s yearly goal. This could
push the USDA to boost exports as much as 100
million bushels. Soybeans also had a RECORD
first quarter in sales. Current sales make up
87% of the entire export sales projection! (The
average for the first quarter is 69%.) Wheat also
had its best first quarter sales since 2016/17.

Commodity prices are above the “magical” price
points of $4.00/bu. and $10.00/bu. with cash
corn for December delivery @ $4.21/bu. (Valero,
Fort Dodge) and cash soybeans for December
delivery @ $11.12/bu. (New COOP, Fort Dodge).
Looking at the futures: Dec 2021 corn @ $4.10/
bu. and soybeans @ $10.40/bu. Dan Basse,
president of AgResource Co., says soybean
prices could go as high as $14 to $16 a bushel,
given the tightening stocks and crop prospects
in South America.
The USDA projects that 2020 net farm income
will increase $35 billion from 2019. If realized,
net farm income in 2020 would be at its highest
level since 2013 and 32% above the 2000 to
2018 average of $90.6 billion. Net farm income
is projected at nearly $120 billion in 2020, with
nearly $46.5 billion coming from government
payments, including coronavirus relief and the
Market Facilitation Program.
The U.S. dollar continues to fall and is
approaching levels not seen since 2018. It is
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The Rural Mainstreet Index provided by Ernie
Goss of Creighton University shows that the
November farm equipment-sales index increased
to 42.9, its highest level since December 2013
and up from 37.9 in October. The November
farmland price index reading jumped to 55.0
from October’s 50.6. This is the first time since
2013 that Creighton’s survey has recorded
back-to-back above growth neutral readings in
farmland prices.
The Purdue/CME Group Ag Economy Barometer
shows that farmer perceptions of their current
farm conditions improved. The Index of Current
Conditions, buoyed by the ongoing rally in
agricultural commodity prices, rose by 9 points

from October to November, setting a record high
187 for the index. Farmers also remain relatively
optimistic about making large investments in
their operations. The Farm Capital Investment
Index changed little in November with a reading
of 80, just two points below the index’s record
high set in October.
On November 25, John Deere predicted a
worldwide sales increase of its farm and
landscaping equipment by 10% to 15%
next year.

CONSTRUCTION HEADLINES
U.S. long-term mortgage rates edged lower in
December, reaching record lows for the 14th
time in 2020 against the backdrop of the
pandemic-ravaged economy. Mortgage finance
giant Freddie Mac reported on December 3rd
that the average rate on the 30-year fixed-rate
home loan slipped to 2.71% from 2.72% the
previous week.
On November 10, Dodge Data & Analytics
released its 2021 Dodge Construction Outlook,
a mainstay in construction industry forecasting
and business planning. The report predicts that
total U.S. construction starts will increase 4% in
2021, to $771 billion.
The dollar value of single-family housing
starts is predicted to be up 7% in 2021, with
the number of units growing 6% to 928,000
(Dodge Data & Analytics basis). Historically
low mortgage rates and a preference for less
dense living during the pandemic are clearly
overpowering short-term labor market and
economic concerns.
The dollar value of commercial building starts
will also increase 5% in 2021. Warehouse
construction will be the clear winner as
e-commerce giants continue to build out their
logistics infrastructure with another 8% increase
expected in 2021. Office starts will also increase
due to rising demand for data centers (included
in the office category), as well as renovations to
existing space. On the flipside, retail and hotel
activity will languish.

Julian Anderson, president of financial
consultant Rider Levett Bucknall, feels the
recovery will be K-shaped, reflecting diverging
markets. Sectors such as data centers, logistics
and water treatment bounced back after the
initial shutdown, while hospitality and related
sectors continue to suffer. There is a good
chance that the second half of 2021 will see a
return to more normal times, perhaps even busy
for designers and contractors.
Electric utilities/gas plants will gain 35% in
2021, led by expected groundbreakings for
several large LNG export facilities and an
increasing number of wind farms (Dodge
Data & Analytics).
After a very volatile and uncertain 2020, it is
welcome news to see a better 2021 on the horizon.
It looks to be a year that treats every business
better – not just industries such as e-commerce,
supermarkets, lumber, appliances, utility vehicles,
bikes, fitness equipment and boats. And most
importantly it looks to be a year where face-toface interaction can once again take place, giving
everyone a fresh outlook on life.

iowa SALES TAX spotlight
Q. How do I determine which sales tax to
charge for an out-of-state customer?

A. If the customer picks up the item at your
location, Iowa law applies.

If you ship the item, it is the customer’s
responsibility to pay use tax in the state in which
they reside (unless you exceed their state’s
sales limit, then you may have to report sales,
and collect and remit any applicable taxes –
Wayfair decision).
If you deliver the item, you may create nexus in
that state and be required to collect that state’s
sales tax (check on that state’s law). If you don’t
create nexus, the customer is responsible to pay
use tax in the state in which they reside.
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What Your Customers
Want from You, the Dealer
Gaining and maintaining customer loyalty can significantly boost your revenue. However, as the needs and
demands of today’s consumers change, customer loyalty is not as easy to come by. Research by Access
Development reported that 79% of customers would take their business to a competitor within a week of
experiencing poor customer service. This equates to an estimated $1.6 trillion in revenue loss due to customers
switching brands as a result of poor service.
So, what do your customers think of their local equipment dealerships? Following is what some Iowa and
Nebraska farmers had to say….
“I have dealer reps drop by the
farm periodically to ask me what
I need or how they can help. I
like it when I know them and they
know me because when I say, ‘I
don’t want to see you right now,’
they stay away for six months,
which I appreciate. They listen
to my needs and aren’t ultraaggressive. It’s a turnoff when
they keep coming back.”
“When I’m looking to purchase
a new piece of equipment, I like
that my dealer offers to line up
a test drive with a customer who
has one on their farm so I can get
the farmer’s opinion on that piece
of equipment as well. The chance
to test drive large equipment
before making the investment is
very important to me.”
“I have a good relationship
with the staff, parts people
and technicians at my local
equipment dealership. So good in
fact, that I have their cell phone
numbers. The dealer doesn’t
mind me calling a specific
mechanic directly which is a
good thing. It saves time when I
can call the person I dealt with in
the past because questions can
get pretty specific and the service
manager more than likely won’t
be able to answer my question.
From parts to mechanics, I hope
things stay that way, because
when I have a planter issue, I
need an answer immediately.”

“I’m thrilled that the equipment
dealers in my area seem to have
plenty of shop personnel and
shop space available. I don’t
know how they do it. It’s so
important during planting and
harvest season.”
“I feel the machinery industry isn’t
really looking at the smaller sized
farmers now. The smallest combine
manufactured right now is a Class
6. As a result, smaller farmers
are looking at older equipment.
The machinery industry needs
to address this. It’d be nice if
equipment dealers could have
pieces of equipment available to
rent for a reasonable fee.”
“Another alternative to servicing
smaller producers is to make sure
parts are available for equipment
in the dealer’s service territory.
The service department and sales
department need to know what
equipment is in their service area
and have the parts on hand for
this equipment.”
“My local dealership is hard
working and has the farmers’
best interests at heart. They
are dealing with manufacturers
that want to be cutting edge
and improve so fast that
sometimes it seems like farmers’
interests get pushed aside to
bring on the newest and best
technology. Sometimes I wish the
manufacturers would take a step
back and let us catch up.”

“I would like to see more training
opportunities for farmers. While
I’ve gone to planter and combine
clinics for several years, I’ve
discovered how critical it is to
know what’s going on in real
time. When I have a problem, I’d
really like to know if anyone else
has experienced this same issue
and if so, how they fixed it. It’s
hard to absorb all of the details
when the dealer comes out to the
farm and walks me through all of
the bells and whistles on a new
piece of equipment in just 30
minutes. At my age it’s getting
harder to retain that technical
information. I’d also appreciate
communication from the dealer
or manufacturer explaining what
changes are happening any time
software updates are uploaded to
my equipment.”
“If a piece of equipment cannot
be fixed in a timely manner
there’s value to having a similar
piece of equipment available at
the dealership to rent.”
“Technology has become a huge
part of farm equipment today so
it’s important to have someone in
the dealership who can answer
technical questions about
electronics, monitors and more…”
“I am continually amazed that
dealerships can keep things
together, especially in light of the
roller coaster ag economy over
the last several years.”

As you can see, farmers have a lot to worry about these days. That’s why they value relationships and rely on trusted
advisors like you, their equipment dealer, to help them with key decisions. If you continue putting in the time and
effort toward good customer service at your dealership, you will most certainly be rewarded with loyal customers.
FEATURE CUSTOMER SUCCESS | 11

Customer Success =
Dealership Success

W

hen your customers thrive, everyone
wins. Your customers will have a good
experience, and your dealership will
build lasting relationships that drive your
reputation and minimize churn.

Successful dealers of the future will be driven by
solutions and customer success. This shift will change
the focus from equipment-centric to case-centric.
Dealers will need to be adaptable and able to shift to/
away from solution components, while keeping an eye on
the success of their customers.
Employing people who understand the solutions and
customer success will be key.
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So, what is customer
success?
Customer success is defined
as a “long-term, scientifically
engineered and professionally
directed business strategy for
maximizing sustainable customer
and company profitability.”
While most customer success
initiatives typically start
out saving at-risk customer
relationships, it shouldn’t stop
there. The challenge is to gather
and use the data from every
interaction to move the team
out of reactive mode and into
far more effective proactive
stances, because the earlier
you can address the issue
of maintaining sustainable
customer relationships, the more
effective they can be and the
less it will cost.
It has become increasingly
important for today’s businesses
to actively manage customer
relationships as strategic
portfolio assets. If they don’t,
they’re effectively ceding control
of their customers and their
company’s future to chance and/
or the competition.
Customer success specialists are
all about customer relationship
retention and optimization. And
the most effective way to keep
customers is to make them as
successful as possible using your
products and services.
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What do customer
success specialists do?

outcomes for both the dealership
and customer.

Customer success specialists
help provide solutions
for customer development,
retention and expansion.
They work with the dealership
sales, marketing and service
departments, helping them
understand the farm operation’s
goals, and training staff and
mapping solutions to successful

These customer success
specialists must have an
in-depth knowledge of your
customers and a strong expertise
in the products and services
being sold. In a sense, they will
act like a service advisor at the
dealership. However, instead
of focusing on preventative

Doing so requires wearing
many hats in order to flexibly
respond to customer needs.
These “hats” include:

Onboarding
Getting off to a strong start
increases the chance of success.
Customer success specialists help
customers start from a position
of feeling confident about using
your products and services.
Holding demos, classes and
webinars are effective ways to
get new customers up to speed.
Ask yourself, ‘Do customers have
all the tools they need to be
productive from the beginning?’

Training

maintenance and dispatching
service, they will be focused on
understanding customer goals,
communicating those goals to
the dealership team, suggesting
ways to help meet those goals,
making introductions to others
in the dealership, and providing
data to show how the dealership
is helping customers achieve
their goals.

The ultimate goal of a customer
success specialist is sustainable
business profitability and
growth; and making customers
as profitable and productive
as possible. Your customers’
success is your dealership’s
success, and customer success
specialists can play a key role
in putting this idea into action.
Their job is to make sure your
customers are getting the most
out of your products or services.

To set your customers up
for success, make it as easy
as possible for them to take
advantage of all the equipment’s
bells and whistles. This may
involve visiting customers on
the farm or jobsite to provide
customized training in how the
equipment can be used to meet
their particular needs.
It also means making sure
customers are aware of the
resources available. It is
important for customers to
have access to tools that can
help them take advantage of
everything a piece of equipment
can do, and to know that they
have access to these tools!
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Gathering customer
feedback
Promoting customer success
isn’t telling customers how
to be successful as much
as it’s engaging them in a
dialog. Customer success
specialists regularly check in
with customers to see how
your dealership’s products
and services are meeting
their needs and whether
there are areas for possible
improvement.When gathering
feedback, it is important to pay
attention to both feedback on
the products and services, as
well as feedback on the
overall experience.

Managing
communication
infrastructure
Maintaining the infrastructure
your dealership uses to
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communicate with clients
is a process of ongoing
improvement. Review the
literature, tutorials and
training videos your dealership
and manufacturer provides
to customers.
Incorporating customer
feedback is part of this process.
For example, if multiple
customers have experienced
the same point of confusion,
the literature, training, etc. may
need updating to clarify. It is
also important to make sure
clients are aware that these
resources exist.

Being a customer
advocate
As the person most in touch
with the customer, it makes
sense for the customer success
specialist to represent the

customer in things like staff
meetings, making sure that
customer feedback is heard.
Customer success specialists
are sometimes called “client
advocates” because part of
helping customers succeed is
giving them a voice.
The most challenging aspect of
this role is mediating between
customer requests and the
dealership’s vision. It’s likely
that you will receive more
customer requests than your
dealership can realistically
accommodate. The key is
finding the best way to represent
customers in the context of your
dealership’s overall vision.

Account management
Customer success specialists
also strive to create ongoing
customer relationships, so they

are aware of customer needs
and experiences on an accountby-account basis. Account
management is important when
maintaining relationships with
customers, no matter the size
of operation. Keeping
customers happy will keep your
dealership thriving.

Upselling
Identifying opportunities for your
dealership to offer additional
products and services to
customers means understanding
their needs. Customer success
specialists are in an ideal position
to bring these opportunities to
customers because they are in
touch with customer experiences.

Firefighting
Dealing with customer
complaints is one of the most
important parts of a customer
success specialist’s job. It’s also
one of the least predictable,
requiring the employee to adapt
and respond to unexpected
situations. While the exact
solution will be different for each

customer complaint, the process
is typically the same – listening
to the customer’s experience,
serving as a client advocate and
finding the best resolution.

Churn management
Many roles of a customer
success specialist are about
taking a proactive approach
to churn management – that
is, making sure customers are
happy so they don’t leave in
the first place. When customers
do leave the customer success
specialist is responsible for
following up to help gain an
understanding of why they left.
Part of this process is about
trying to win the customers back.
However, even when you aren’t
able to bring these customers
back, learning what happened
is important to help minimize
future churn.

Updating customers
When it comes to maintaining a
strong, ongoing relationship with
customers, sharing what’s new
can help. This includes keeping

them in the loop on changes to
the equipment they’re using,
such as new features and new
complementary products.
It also means keeping them
apprised of how their requests
are being addressed.
As you can see, customer
success specialists take on
many roles. They have to be
able to juggle distinct, but
complementary, responsibilities.
That’s because helping
customers thrive requires being
in touch with their experiences
at every stage, from the time
they begin learning to use
a piece of equipment to the
moment they decide to stop
using it. Understanding the
factors that drive customer
success or act as barriers
at every step along the way
makes it possible to continually
improve customer experiences,
which ultimately allows you to
be proactive about minimizing
churn and maximizing
customer satisfaction.
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Digital Advertising is
clear as
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Don’t know where to start?
We can help you find your way!

• Website development
• Audience targeted display & retargeting
• Search engine marketing

• Audience targeted email & retargeting
• Social media targeting and retargeting
• And much more!

We are a full service digital agency!

800-888-1380
800-475-6655
agamplified.com

3 Reasons Why a Customer Success
Specialist Should be Your Next Hire
Easily confused with the
customer service role, customer
success is a whole different
kettle of fish.
Customer service roles are
primarily reactive; they revolve
around dealing with complaints
and reacting to customer’s
challenges. The role of a
customer success specialist
is to work proactively within
your business and with your
customers to achieve a holistic
solution for all involved.

1. Customer success
specialists invest time
in their customers —
not just because they
want more business.
Customer success is a
huge step toward ensuring
your business understands
a customer’s needs. The
customer success specialist
spends time with the customer,
understanding exactly what it is
that the dealership needs to

get out of the transaction – not
what is going to be the quickest
and most profitable sale.
Great business is built upon
great relationships. Customer
success roles exist to foster
those relationships and avoid
letting them devolve into a oneway transaction.

2. They are great
communicators — that
are refreshingly honest.
Customer success specialists by
their very nature have fantastic
communication skills.
They are the integral point of
communication in your business
– the conduit between your
business and your customers
– relying on plain English,
honesty and accuracy of
information. They act as the
internal customer representative,
ensuring that your company hits
the mark for your customers time
and time again.

3. Their focus is the
customer’s success!  
Without customers, you
don’t have business!
The sole purpose of a
business having a customer
success specialist is to ensure
customers are as successful
as possible with your unique
products and services. The
customer success specialist is
not there to try and sell every
service you provide, but
simply to understand the
customer’s business needs and
work with them to reach their
desired outcome.
When your dealership has a
person or team who specialize
in spending more effective time
with a customer, they become
better at communicating the
customer’s needs and focus
on their success. This means
they have the customer’s best
interests at heart – and that’s
good business!
Source: Croomo
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Increasing Customer
Loyalty at Your
Dealership
Gaining new customers is a critical aspect of any
business. However, it’s customer retention that will grow
your revenue in a cost-effective way. Loyal customers not
only ensure sales, but they’re more likely to purchase
additional services or high-margin supplemental
products. And they’re more likely to refer their friends
and generate buzz about your brand online.
When you focus on customer retention, you will see
significant improvements in your bottom line. You
may even keep your customers from checking out
competitors. It is not only less expensive to market to
your current customers; it’s good practice to help fortify
your brand. Here’s how it can improve your ROI:

• The likelihood of selling your products to existing

customers is 60-70%, while the likelihood of
selling to new customers is just 5-20%.
• Your current customers are 50% more likely to try
new products you offer and to spend 31% more
money than new customers.
• Increasing your customer retention rate by just
5% can increase your profits by 25-95%.
Your current customers offer the most potential to
maximize ROI because you’ve already established the
relationship – one of the biggest and most expensive
marketing hurdles. But to drive customers back to
your store, you need to nurture them.
To build loyal customers, you need to put together
a comprehensive plan that focuses on the customer
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experience. Here are some tips to help get
you started…

1. Referral program
Nearly half of U.S. consumers find out about
products or businesses from their friends and family.
Referrals are the top source of brand awareness –
84% trust recommendations from people they know.
A healthy referral program should reward customers
for their loyalty to your dealership and encourage
new business.

• Referrals convert 30% better than leads from

other marketing channels and they have a 16%
higher Customer Lifetime Value (CLV.)
• They have a 37% higher retention rate and are
four times more likely to refer other people to
your company.
• Referrals from friends and family encourage
77% of consumers to purchase products from
companies that are new to them.
If you don’t have a referral program set up, put
together a quick survey and ask your customers
what they might like to see in one. While a referral
program should offer an incentive for your customers
(at the very least), including an offer for the new
customer may encourage a bigger purchase.

2. Personalized content
Nearly 60% of revenue comes from personalized,
segmented and targeted email campaigns, which
deliver transactional rates that are six times
higher than non-personalized email campaigns.
Personalized email content is very effective at
increasing customer loyalty:

• Improves open rates: When it comes to

promotions, personalized emails see a 29%
higher open rate.
• Increases click rate: More than 80% of marketers
who use email personalization saw an increase in
click rates.
• Encourages customer engagement: Nearly 75%
of marketers saw an improvement in customer
engagement with email personalization and
targeted messaging.
Personalization can be as simple as including
someone’s first name in an email subject line.
It can also be as complex as making product
recommendations based on their previous purchases.

3. Loyalty programs
Customer loyalty programs have a significant impact
on customer experience. They also influence how
people engage with your company. A customer
loyalty program can:

• Encourage repeat purchases: Half of consumers

make purchasing decisions that help them reach a
higher tier in customer loyalty programs.
• Increase customer engagement: Sixty-four percent
of retail businesses use their customer loyalty
programs to connect with consumers.
• Improve customer lifetime value: The average
customer will spend 67% more after two or three
years than they will in the first six months.
Over 75% of consumers feel that customer loyalty
programs are an extension of their relationship with
a brand. This means a solid loyalty program can
improve customer retention and increase brand
awareness. If you don’t have a customer loyalty
program already, consider different ways to approach
that to drive customer retention.

4. Social media influencers
Social media is everywhere. Its use spans virtually all
generations – anyone who has the ability to access the
internet. More than 70% of customers trust a business
more after it is recommended by an influencer. Use
social media influencers to build loyalty:

• When it comes to trusting high-profile

recommendations, 92% of consumers trust
recommendations from influencers over celebrity
endorsements and classic advertisements.
• When it comes to trusting all sources for shopping
recommendations, 33% of consumers say that
they trust social media influencers the most.
Social media influencers who use a company’s
product encourage 40% of people to purchase
products from that business. Almost half of
consumers rely on social media influencers for
product recommendations as well. For a look at
influencers in agriculture, be sure to check out
the Marketing Window column in the July/August
and Sept/Oct issues of The Retailer. These can be
accessed at ineda.com.
Keep your customers coming back
Building customer loyalty is a critical step toward
improving ROI. Using a combination of tactics, you
can encourage your customers to keep coming
back. To achieve the best results, remember these
key takeaways:

• Customer experience is everything. From the

rewards you offer in your loyalty program, to how
you personalize offers, customers appreciate their
unique experience.
• Marketing automation is important. Whether
you’re automating emails around the holidays or
sending referral codes after a recent purchase,
automation leads to more business.
• Engagement with customers is critical. Your
customers want to feel like they have
a relationship with your brand, so find ways to
encourage engagement.
Putting together a plan to build loyal customers at
your dealership will take some time and effort, but it’s
worth it to improve your ROI and drive new business.
Sources: Social Media Today, invesp

• When it comes to trusting recommendations for
buying decisions, consumers trust social media
influencers 94% more than their own friends
and family.
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AROUND IOWA

Dealer Combining
Two Locations
into One New
Facility to Better
Serve Customers
When J.J. Nichting Company purchased
82-year-old H.D. Cline Company
in October 2019, Jeremy Marston
(COO), Pat McCrabb (GM) and Shane
Dolohanty (CFO) started working on
expansion plans for the West Liberty
and Tipton dealership locations. Both
stores were “land locked,” making
expansion impossible. “There was
simply no room to grow,” said Marston.
“The size of these two facilities limited
the level of service we could provide
our customers in these communities,”
he explained. “We needed to come
up with a solution that fits our
company’s mission.”
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“To be the preferred farm
equipment dealership in the
tri-state area we serve. Our
unparalleled experience,
service, parts inventory and
long-term commitment to
the community enable our
customers to be among the
top producers in
the industry.”
– J.J. Nichting Company

The Case implement dealership group
(based in Pilot Grove, Iowa) determined
that combining the West Liberty
and Tipton facilities into one large,
centrally located facility would serve
their customers better. “We wanted to
construct a facility that could hold more
parts for our customers, increase the
shop size and provide easy access and
better efficiency for our customers,”
said Marston.

The dealership conducted a
map study of their top 200
customers from both stores and
selected a location in the center
of that nucleus. In the end, the
company purchased 15 acres
from the Walt Lehman Farm
– enough land to expand the
facility even more in the future.
Contractors broke ground in
September on the new 45,000
square foot dealership near the
West Liberty intersection off of
Interstate-80. Completion is
expected to wrap up by midsummer 2021.
According to Marston, while the
decision to close two stores and
create one facility wasn’t an
easy one, it was “best for our
customers” to create one big
dealership. The company will
combine its 19 West Liberty
employees and nine Tipton
employees, with plans to add
more service personnel once the
new facility opens.

J.J. Nichting Company – Core Values
• To live by a high standard of ethical behavior.
• I treat everyone with respect and dignity.
• I am positive, passionate and believe in what
we do.
• I take pride in my work and understand its value.
• I honor my commitments, communicate
and collaborate with both internal and
external customers.
• I continuously seek to grow and share
my knowledge.
• I find solutions to challenges.
technology specialists to help
with precision planting and
harvesting, GPS programs and
other new technology on modern
farm equipment.

The size of today’s implements,
as well as the size of farming
operations, also helped shape
the decision, added Marston,
noting adaptations were made
in the current facilities to be
able to service giant combines
and tractors.

Large Facility = Increased
Customer Benefits

Changes in farming technology
also played a role. The company
currently employs two full-time

The new state-of-the-art facility
will feature a high-tech training
center for customers, 17,000
square feet of space for parts,
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25,000 square feet for repair
service, plus a showroom that will
offer Case gear, tools and toys.
There also will be plenty of land
in front of the store to display
new and used equipment.
“The footprint for our Tipton and
West Liberty stores is a combined
35,000 square feet,” said
Marston with a chuckle. “That’s
8,000 square feet smaller than
the parts and service departments
in the new facility!”
A strong emphasis has been
placed on growing the parts
department at the new facility.
“Having a larger volume of parts
organized under one roof will
be a dramatic improvement
for our customers, saving time
and creating efficiency,” said
Marston. “Our Pilot Grove
location currently boasts the
largest Case parts department in
the Midwest. We plan to match it
at our new West Liberty facility.”
He added, “The new facility will
carry enough parts and products
to keep farmers operating during

any season.” A bulk oil tank
at the new store will also allow
farmers to purchase their oil in
bulk, reducing costs.

offer a great space for local ag
groups to gather.”

According to Marston, the large
shop will benefit customers
as well. “Now we’ll be able to
service several more pieces of
large equipment at the same
time, helping get famers back
into the field faster.” The
new shop will also feature an
overhead crane and geothermal
heating and cooling.

According to Marston, local
farmers are “pretty excited” about
the new facility and the ability to
get parts quickly when they run
into problems, “getting support
when they need it the most.”

The new training center will
be named for Walter Lehman
of Lehman Farms, a valued,
life-long customer of the firm
and highly respected member
of the community. The center
(located in a separate part of
the building) will hold not only
customer events, but events for
local ag organizations as well.
“It’s important that we support
local programs and organizations
in the communities we serve,”
he said. “Our training center will

Farmer Excitement
Growing

A Grand Opening celebration will
take place after the new store
opens so everyone in the area
has an opportunity to tour the
new facility. The Tipton and West
Liberty facilities, which have three
buildings each, will be vacated.
J.J. Nichting Company, now in its
third generation of family ownership,
was founded in 1920 in the tiny
community of Pilot Grove, Iowa. In
addition to Tipton and West Liberty,
the dealership also has locations in Mt.
Pleasant, Sigourney and Pilot Grove,
Iowa. The dealership group currently
employs over 100 individuals.
Sources: J.J. Nichting Company and
West Liberty Index

WITH OVER 65 YEARS OF TRANSPORTATION EXPERIENCE, OUR #1 GOAL IS CUSTOMER SATISFACTION!

515.278.1010

The experienced team at Transportation Consultants offers the following services:
R US DOT# & MC# applications
R Fuel Tax Reporting
R IFTA Filings & Renewals

R UCR Filings & Renewals
R 2290 Filings & Renewals

INEDA’s Truck Compliance HELPLINE: 515.278.1010 |
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www.tcipermits.com

Jerry Pigsley, Attorney
Licensed to practice law in Iowa
and Nebraska

www.woodsaitken.com

For over 50 years, Woods Aitken’s labor and employment
attorneys have represented local, regional and national
businesses in a broad spectrum of industries. We provide
services in human resources counseling, employment
litigation, and traditional labor law.

INEDA Human Resources Helpline
(855) 277-5575

The helpline is available for general advice at no charge to INEDA members.
Representation on specific matters may be subject to charge to the individual
member, but no charge will be incurred without the member’s agreement first.
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2021 IOWA
LEGISLATIVE
OUTLOOK

T

he 2021 Iowa Legislative session has
officially begun, and lawmakers are
already pursuing an agenda to address
the impact the Covid-19 pandemic has
had on Iowa’s families and businesses.
In addition, the legislature is looking
to pass legislation dealing with school
funding, school choice, broadband internet access,
water quality and several other issues. The biggest
question remaining for this year is how aggressive
lawmakers will be willing to be during an offelection session.
This year, the Iowa-Nebraska Equipment Dealers
Association (INEDA) plans to pursue a legislative
agenda that will clarify Iowa’s Dealer Protection
Laws, create an appropriation to help pay for Roll
Over Protective Structures (ROPS), and prevent
legislation that would allow the illegal tampering of
equipment. Following is a brief look at our legislative
agenda for the 2021 session:
Clarification to Iowa’s Dealer
Protection Law
Iowa Code Chapter (ICC) 322F, also known as
Iowa’s Equipment Dealer Protection Law, is the
code section of Iowa law that addresses the
relationship between equipment dealers and
manufacturers. Without this law, our members would
only have the protections afforded in a
dealer-manufacturer agreement.
Earlier this year, we asked our legal counsel to review
the ICC 322F section and advise us about the rights
of a dealer to terminate or cancel an agreement with

26 | GOVERNMENT AFFAIRS

WILL ROGERS,
Director of Government Affairs
[willr@ineda.com]

a manufacturer. Our attorney responded that he
believes the Iowa Law is “silent” as to the right of
dealer to terminate an agreement and that there are
no other cases that address this issue.
Based on the advice of legal counsel, we plan on
pursuing a clarification that specifically grants a
dealer the right to terminate a dealer-manufacturer
agreement. In advance of the 2021 legislative
session, we had meetings with John Deere and Case
IH regarding the proposed change to the code and
they both expressed no reservations as to changing
the code section for this purpose.

Funding Request for Roll-Over
Protection Structure (ROPS) and
Grain Bin Entrapment Rescue
Equipment
We are seeking an appropriation from the state of
Iowa that would help pay for Roll-Over Protection
Structure (ROPS) and Grain Entrapment Rescue
Devices. The proposed legislation would appropriate
$500,000 from the general fund to help pay for
safety equipment, which would be administered
by the Iowa Center for Agricultural Safety and
Health (ICASH).
Half of the funding requested ($250,000) would
be used for a rebate program to help pay for the
purchase and installation of ROPS. The goal of this
proposal is the purchase and installation of ROPS
with seatbelts on approximately 150 tractors.
The remaining $250,000 would be used for the
purchase of Grain Entrapment Rescue Devices and

training for local and volunteer fire departments
across Iowa, with the goal of supplying at least one
fire department 15 miles or less from every farm in
the state of Iowa. This would require at least 225
local and volunteer fire departments to have access
to Grain Entrapment Rescue Devices.
INEDA is working with Sukup Manufacturing to
develop a broad-based coalition aimed at supporting
the proposed legislation. While we hope it will pass
this session, we recognize that lawmakers have
several funding priorities to address this year.

Illegal Tampering – Right to Repair
We oppose any legislation that would allow illegal
engine tampering and will fight any efforts that
could lead to the chipping and tuning of equipment.
We also will continue to support manufacturer and
industry efforts to meet user needs regarding repair
options and have encouraged lawmakers to research
issues related to right to repair at illegaltampering.
com. (No legislation was filed in Iowa during the
2020 session.)

Iowa Legislative Reception
The Iowa Legislative Reception will be held on
Tuesday, February 2, from 4:00 to 6:30 pm at
the Iowa Ag Expo in Des Moines. We encourage
you to take advantage of this opportunity to meet
with lawmakers from across the state. All safety
requirements regarding the Covid-19 pandemic
will be observed during this event. I hope to see
you there!

Action Alerts
Throughout the 2021 legislative session we
may send out “Action Alerts” asking you, our
members, to reach out to your local state lawmakers
and encourage them to vote in support of the
Association. Please respond to these alerts as soon
as possible and know that your voice CAN and WILL
make a difference.
For more information regarding the Iowa legislature,
feel free to reach out to me at 800.622.0016 or
willr@ineda.com.

www.KreamerLaw.com

(515)727-0900
Mergers & Acquisitions
Business Law
Succession Planning
Samuel I. Kreamer, J.D., C.P.A.
sikjdcpa@kreamerlaw.com

Licensed in both Iowa and Nebraska
INEDA Associate Member

Wills, Trusts, & Probate
7155 Lake Drive, Suite 200
West Des Moines, IA 50266
7155 Lake Drive, Suite 200
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MARKETING
VIEW
CINDY FELDMAN, Marketing Director
[cindyf@ineda.com]

2020 —> 2021

As 2020 gets the book closed on it, you may be
thinking “I’m glad THAT’S behind us!” I certainly
have some of those days where I feel that, too.
But mostly, I feel grateful for how we made it
through the year, which was mostly full of turning
lemons into lemonade!
We didn’t let a year of working from home and
zooming stop us. No! We did MORE with less!
We started the year with a new CEO and a new
strategic plan. We held our last Annual Conference.
We traveled to other farm shows to gleem new
exhibitors and new ideas. And we even decided to
change the name of our Power Farming Shows to the
Nebraska Ag Expo and Iowa Ag Expo!
Being fluid to change is a good thing!
Over the summer we planned and planned and
planned. And usually, those plans were changed,
thrown out or postponed. But...we survived, folks!
We’re on the other end of 2020 and staring down
2021 and I have to say, we’ve got some EXCITING
things coming at you!
We’re rolling out the new year with a fresh, new
look to the Retailer and RoundUp. It’s been six
years with the old look and I felt it was time for the
Retailer and RoundUp to reflect what’s happening at
the Association, too. I’m excited to unveil the new,

INEDA
P R O M O

PROMOTIONAL
PRODUCTS

quarterly look in this very first issue and hope you
like it as much as I do.
The new look for RoundUp eNewsletter will debut
on January 5th. The RoundUp compliments the
Retailer, but serves to deliver the latest information
and news you need to know for the Association,
along with a few headline news from dealers,
manufacturers and industry experts.
Our team also has a brand new way to communicate
this year – a mobile texting platform. We will be
sending out crucial, timely information this way. One
example of what you will see using mobile texting is
“Stolen Equipment Alerts.”

INEDA Promo
And last but not least, we’re rolling out INEDA
Promo! Are you needing promotional products for
your dealership? Whether you’re in need of branded
apparel, a promotional item or just browsing for ideas,
INEDA Promo has the perfect product for your brand.
When you purchase products from INEDA Promo,
you will be working with people you know and trust.
We are here to help you locate the perfect piece of
apparel or product to promote your business and
brand. Quality products, fair pricing, and quick
turnaround...what’s not to like!
When you say “I need a promo.”
Find it at INEDAPromo.com!

When you say “I need a promo.”
Find it at INEDAPromo.com!
Quality products. Fair pricing. Quick turnaround.

BRANDED
APPAREL

EXHIBITOR
SOLUTIONS

To order: INEDAPromo.com | Customer Service: 515.223.5119
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Turn Your Life’s Work into
a Proud Legacy

Let us help you prepare
for the next stage
of life with business
succession and estate
planning support.

Scan to read our latest article on a
life and disability insurance topic
impacting business leaders.

Commercial Insurance Property & Casualty | Life & Disability Income | Workers Compensation | Business Succession and Estate Planning | Bonding
Federated Mutual Insurance Company and its subsidiaries* | federatedinsurance.com | Ward’s 50® Top Performer | A.M. Best® A+ (Superior) Rating
21.02 Ed. 12/20 *Not licensed in all states. © 2020 Federated Mutual Insurance Company
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