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By Lisa Danes

Be Where the Buyers Are

f’m in a store and I see

a product that 'm inter-
ested in, but don’t know much
about, I typically whip out my
smartphone and Google it for
more information and price
comparisons. This is called
showrooming, and whether or
not I do it depends on what store
I’'m in.

If at a big box store, I would look
the information up on my phone to
avoid an awkward encounter with
the sales individual who likely doesn’t
have the knowledge to help me make
an educated decision. If at the local
independent retailer, I would walk up
to a knowledgeable employee to ask
about the product in question.

Showrooming is becoming increas-
ingly more common. According to
a 2011 Insight Express study, smart-
phone users comparing in-store prices
with those online has increased from
14% in 2009 to 59% in 2011. These
numbers are hard to ignore—and
suggest that dealers need to grow their
presence as online retailers.

When a customer checks online
for pricing, the lowest price often
wins. Online retailers are selling at an
advantage with lower prices thanks
to tax leniency. Currently, many
online retailers are not required to
charge tax on purchases. Bills like
“The Marketplace Equity Act” have
been introduced that would level
the playing ground upon approval.

It would authorize states to require
internet retailers to collect a sales and
use tax to be paid to the state where
the item is sent upon purchase. Until

that bill is passed, in-store retailers

are at a disadvantage because they
continue to collect taxes while most
online sellers do not. That could add
up to an average of 5 to 10% price
difference.

While not all dealers have the time
and resources to offer products online,
it is sometimes an option to partner
with your supplier to find a solution.
Rotary Corporation (story on page
14) and The Toro Company (article
at greenindustrypros.com/10823159)
have seen the trend in purchasing
shift toward online, and have sought
ways to help their dealers reach an
untapped online audience.

In order to remain competitive,
dealers need to grow their presence
online. While you still may not be able
to meet the price of the local big box,
you can offer customers online the
shopping experience you have worked
so hard to perfect in-store. Customers
choose independent dealers for their
knowledge, expertise and product
support. Show that customer online
what you have been showing in-store
customers for years. It’s important to be
where the buyers are. As they shift to

online, so should you. €

[ %

To contact Lisa Danes:
Phone: (920) 563-1634
Email: lisa.danes@cygnus.com
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“Why would | buy equipment from a company
that doesn’t support me?”

STIHL is a proud supporter of Independent We Stand, a

movement of locally owned businesses that promotes the I N D EPEN ENT
economic benefits of “buying local.” Stand up, register ™
your business, and become part of the movement

at www.independentwestand.org/trade.

— Y/

@ . LOCAL MEANS BUSINESS.
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INDUSTRY
INSIGHT

> By Gregg Wartgow

Equipment Dealer
Business Outlook

Quite a few dealers took it on the chin this
year, but remain upbeat about their prospects

in 2013.

oughly 42% of equip-
ment dealers saw a
decrease in equipment
sales this year, but only 15%
are expecting to see another
decrease in 2013, according to a
recent reader survey conducted

by Yard & Garden magazine.

The historic 2012 drought clearly
had an impact on dealer sell-through.
Aftermarket business was also affected.
Roughly 31% of dealers said parts
business was down, while 40% said
service business was down.

However, many dealers did see
growth this year. Larger dealers with
annual sales over $1 million tended to
have more success. Roughly half saw
increases in both equipment and parts
business, compared to just one-third
of dealers with sales under $1 million.

Looking ahead to next year, dealers
remain optimistic. Half expect to see
an uptick in equipment sales. Roughly
55% expect to sell more parts, and
64% anticipate an increase in service
business. (See graphs 1a, 1b, 1c.)

Diverse client base comes
in handy

The majority of dealers expect 2013
to be a good year with respect to each
of their customer segments. More
than half expect an increase in busi-
ness from homeowners. Roughly
one-third expect landscape contractors
to spend more. Roughly one in four
anticipate more business from munici-

Sales This Year vs. Next Year
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39%

15%

Sales This Year vs. Next Year

palities. Conversely, just
8% expect a decrease in 1b
homeowner business,
16% expect a decrease

in business from land-
scapers, and 19% expect a
decrease from municipali-

ties. (See graph 2.)
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Margins become
an even bigger
issue

Wholegood margins

-—t
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continue to be a major
concern for most dealers.
For instance, 47% of

: 33%

dealers said they earn less s o7 28%
than 15% on commer- H
cial zero-turn mowers "l"
(on average). That figure E -
remains unchanged from Flat Up
a year ago. .

The pinch iS on in Whﬂl'ﬂ 5 m Hﬂmy h zula?
the residential zero-turn 2 s
market as that business
has grown more competi- Percentage of
tive. Roughly 40% of i ]

. galy sxpieting to sae 2%
dealers said they earn less an Increase _
than 15% on average W aintain

£6 from key
compared to just 29% cuslomer
segmenls

of dealers one year ago.

Similarly, 41% of dealers

said they earn less than

15% on lawn-and-garden
tractors, compared to just 33% of
dealers one year ago.

Oddly enough, more dealers are
seeing an improvement in gross profit
on residential walk mowers. Roughly
60% said they’re earning at least 16%,
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Sales This Year vs. Next Year

64%

-

compared to just 46% of dealers one

year ago.
Handheld equipment is also a

bright spot for most dealers. Roughly

39% said they’re earning at least 20%

on trimmers, compared to just 29%

) continued on page 8
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Wright Mowing Technology. The Stander of Excellence and More. AMERICAN DESIGNED & MADE

For industry-leading performance and quality, look no further than Wright. Our entire

ling, from groundbreaking Stander® models to traditional mowers, are built in the USA,
and designed to give lawn maintenance professionals one thing—a better way to mow.
And our new ZTO™, the most agile mid-mount Z™ in its class, carries on this commitment

at an affordable price. With exceptional cut quality and rock-solid reliability, every Wright

has what you need to see a more beautiful bottom line for your business.

THEWRIGHT WAY TOMOW

@ right
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INSIGHT

of dealers last year. Those figures are
similar when it comes to chainsaws.

The parts department remains a
strong profit center for dealers. More
than half of dealers make at least 36%
on OEM parts. When it comes to
aftermarket parts, three in four dealers
make at least 36%.

Additional lines of business
A varying number of dealers carry a
range of equipment shortlines. The
most popular are:

* Tillers — 80%

¢ Generators — 66%

* Chipper-shredders — 59%

¢ Snowthrowers — 57%

¢ Lawn vacs — 56%

The equipment shortlines dealers
are most interested in adding to their
stores are:

* Stump removers — 7% (23% already
carry)

* Compact excavators — 6% (10%
already carry)

* Aerators, detchatchers — 6% (49%
already carry)

¢ Utility vehicles — 6% (30% already
carry)

* Trailers — 5% (18% already carry)

‘ WHAT WILL THE DEALER
NETWORK LOOK LIKE IN
2017?

Yard e- Garden magazine recently
conducted a survey of its outdoor
power equipment dealer audience.
One of the questions was: Where
do you see your dealership in five
years? Below are some of the more
enlightening responses.

* 15% think they'll be out of
business

* 15% plan to open another store

» 35% plan to be under new

ownership

* 21% plan to sell more equipment
lines

* 13% plan to sell fewer equipment
lines

» 60% plan to be more profitable

It doesn’t end
with just equipment,
though. A narrow
segment of the dealer $70
network also looks to
other product catego- 3
ries for add-on sales.
The most popular
products which dealers
already carry are:

* Safety gear — 37%

* Garden tools — 21%

* Work clothing,
boots, etc. — 8%

* Fertilizer — 8%

* Pesticides and/or
organic lawn care
products — 6%

The most popular 4
add-on products
which dealers are
looking to carry are:
¢ Garden tools — 21%

* Safety gear — 13%

* Work clothing, boots, etc. — 12%

* Fertilizer — 11%

* Hardscape and/or irrigation sup-
plies — 10%

Staffing
Most dealers maintained staffing levels
this year. Only 14% reduced parts and
service staff while 9% reduced sales
and office staff. Few were adding jobs,
though. Roughly 18% added service
staff, 9% added parts staff, 5% added
sales staff, and 6% added office staff.
Looking ahead to next year, roughly
29% plan to add service staff, 20%
plan to hire in the parts department,
14% are looking to hire salespeople,
and 5% plan on adding office staff.
Only 2-3% of dealers expect to lay
anybody off.

Shop rates

There’s been a big increase in the
number of dealers that are now
charging $61-70 per hour in the
service department—from 23% to

8 YARD & GARDEN I NOVEMBER/DECEMBER 2012 I greenindustrypros.com

More than

per hour

$61-70
per hour

What’s Your Shop Labor Rate?

Less than

Will You Raise
Your Shop Rate
Next Year?

37% to be exact. The number that
charge more than $70 per hour is
holding steady at 24%. (See graph 3.)
When asked if they plan on raising
their shop rates in 2013, roughly 53%
of dealers said they did, which repre-
sents a 6% increase from one year ago.

(See graph 4.)

Profitability
More dealers were unable to turn a
profit this year; 9% compared to just
5% last year. On the other end of the
scale, the number of dealers making at
least 11% net profit held steady at 34%.
When asked about 2013, 74% of
dealers said they expect to be more prof-
itable—up 11% from one year ago. €

Check out the Landscape
Contractor Business Outlook

online at greenindustrypros.
com/10824139
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DEALERSHIP DATA

DEALER
PROFILE

Through Economic Nece55|ty
Comes'Innoyation

MARK WILLIAMS
OUTDOOR POWER

Murphysboro, IL
markwilliamsoutdoor.com

Founded: 1982

Owners: Mark and Patty Williams
Employees: 5 full-time, 2 part-time
Sales Mix: 50% wholegoods,

30% parts, 20% service
Customer Mix: 50% consumer,
50% commercial

Shop Labor Rate: $66

Major Lines: Billy Goat, Echo,
Echo Bear-Cat, Exmark, Mantis,
Shindaiwa, Simplicity, Snapper

When the economy sent customers to the internet for cheaper
prices, and forced them to skip routine equipment maintenance,
Mark and Patty Williams set up programs to bring them back to the

dealership for purchases and equipment assistance.

ong gone are the days of equip-

ment and service selling itself.

Dealers today have to work
much harder to attract customers and

- get the sale. Mark and Patty Williams of

Mark Williams Outdoor Power Equipment in
Murphysboro, IL, decided that with a tough
economy paired with an increasingly competi-
tive and saturated marketplace, it was time they
thought of new and innovative ways to operate.
As their website states, “Through economic
necessity comes innovation.”

They have continued to implement new
and innovative programs to draw and retain
customers, motivate staff and grow their sales.
These assorted programs have made doing
business with Mark Williams Outdoor Power
Equipment a no-brainer and returned them to
the forefront as a retailer.

Getting back what they lost
As the economy took a turn, Mark and Patty
saw customers and manufacturers alike looking
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for inexpensive alternatives. While others were
looking for ways to spend less, they were chal-
lenged with the task of drawing customers back
to their dealership. Mark and Patty did this
with less help from their manufacturers than
they could typically count on in previous years.

“A lot of our manufacturers cut back on our
co-op dollars,” says Patty. “When it happened,
we had to figure out how we would recover that
marketing budget.”

That was when they created the Shop &
Share Program. The referral program designed
to build goodwill and their customer base. It is
simple to administer, rewarding local organiza-
tions with up to 6% of sales referrals.

“Our success is dependent on the support
of our local community, much in the same
way local organizations are dependent on the
community,” says Patty.

Local not-for-profit groups are invited to
participate in the Shop & Share Program.

The dealership provides printed promotional

materials for the organizations to distribute how



they like. The materials (wallet cards,
banners, T-shirts, flyers, etc.) promote
that 6% of each sale referred by the
organization goes right back to them.

“They are our ambassadors, in a
sense, and only get out of it what they
put in,” explains Patty. “It has worked
out really well. We benefit a lot
because we get to meet people from
organizations within the community.
It’s kind of a grassroots effort on our
part and each year it grows.”

In addition to losing some co-op
dollars from manufacturers, Mark
and Patty also saw a dip in their parts
sales to commercial customers. The
commercial customers started looking
to online retailers for the lowest
parts price they could score, regard-
less of the quality in manufacturing.
Mark and Patty had to find a way to
compete with the low-overhead, price-
competitive retailers.

“We noticed a decrease in common,
over-the-counter maintenance parts
sales,” says Patty. “We knew that our
landscapers were purchasing these
parts, but not from us. Our solution
was to develop a landscaper purchasing
program that would give us the oppor-
tunity to sell more parts.”

Landscapers were invited to join the
new Parts Co-op Program. There is no
annual membership fee. Members are
simply required to purchase a main-
tenance kit at the discounted co-op
price for their specific mower. The kit
includes filters, blades, spark plugs
and belts. All of the parts used in the
co-op are quality OEM parts.

“We were competing with the
internet and wanted to keep those sales
and tax dollars in our local economy,”
says Patty. “Our manufacturers got
aggressive that year as well, and the
planets aligned just right. We were able
to buy at a discounted price and passed
that onto our landscapers.”

Patty says the co-op program has
saved their landscape customers over

$8,000 since 2010, and has brought
a lot of that parts business back to
the dealership. In the first year, they
saw a 15% increase in parts sales. The
second year, sales fell flat. Patty says
she will gladly take flat parts sales over
the alternative, which is handing those
sales back over to internet retailers.
“We felt OK about the flat year
because it could have gone back-
wards,” explains Patty. “This year will
be a hard one to measure because of

the drought.”

The homeowner’s helper
With the commercial market under
their belt, Mark and Patty started
to focus on how to improve their
relationships with the homeowner
customer base. They saw customers
skipping maintenance and lessening
the life of their equipment in order
to save on costs. While they could
potentially benefit from a mower
sale in the future, thanks to the

The Parts Co-op Program has brought
commerical customers back to the
dealership for parts purchases.

lack of regular
maintenance, they
didn’t want the
life of a product
they sold to end
before its time.
They now offer
regular classes
to customers,
educating them
on simple
equipment
maintenance and
troubleshooting.
“We didn’t want

DEALER

PROFILE

PHOW WE DID IT

O Created a Parts Co-op
Program to encourage
commercial users to
purchase parts packages
through the dealership
instead of online

O Make investments

in employees and the
facility to maintain high
job satisfaction

® Hosts classes that
give customers the
knowledge to lengthen
the life of equipment

S

customers not doing the maintenance

on their equipment because they

couldn’t afford it,” says Patty. “We put

some educational programs together

so we could give our customers the

tools to do it themselves. We have

them and their equipment in mind.
We don’t want them to lessen the life

of their equipment because they can’t

afford it.”

> continued
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Each year they evaluate which
classes they are offering customers
to ensure they are truly providing
quality, timely information. Classes
are taught by Mark who operates the
service department. The information
he passes onto customers is often
a reflection of what he has learned
in manufacturer technician update
courses. They also listen to customer
feedback on the courses to learn how
to improve what they offer and how.

“This year, customers needed to
know more information on common
operating problems and preventative
maintenance,” explains Patty. “We also
shared a lot on ethanol and carbon-
ation issues.”

For those customers who still
choose to have their equipment
serviced at Mark Williams Outdoor
Power Equipment, they offer the
added convenience of an online
service request form. It was imple-
mented nearly two years ago to make
it easier for customers to cross the
task off their to-do list, and get that
commitment for service from the
customers as soon as it crosses their
mind.

“Each year we see an increase in
the use of this form,” says Patty.

“We wanted to offer a way for our
customers to request service 24 hours
a day and be able to go to bed with
that marked off their to-do list.”

Mainly homeowner customers
use the form and Patty says it is
just another way for the customer
to contact them. They promote the
online form in conversations with
customers, in-store signage, and link
to it in all email communications.

“We didn’t anticipate a lot of
people going there, but as our website
develops we expect to see more people
use it,” says Patty. “We often refer
customers to the website. In our email
marketing we try to get people to
think about their preseason service

The new break room at Mark
Williams Outdoor Power
Equipment offers staff a place
to recharge away from the
phone and customers.

and they can click
through the email
to the online form
immediately.”

Staff programs
and support

All the different
programs offered

by Mark Williams
Outdoor Power
Equipment are on
their website, markwilliamsoutdoor.
com. Patty says she likes having

them all in one place not only for the
customer, but also employees. They
can quickly and easily assist customers,
with access to the programs and forms
only a click away.

“Having the programs posted on
the website helps with training,” she
explains. “If we bring a new employee
in, he can go to the website and get
all the information he needs. There is
no need to look for a file, it’s all right
there. The website is not about buying
things; it's more about serving infor-
mation to the customer.”

They have certainly given their staff
the tools to better serve customers. An
“allowance” program gives employees
the opportunity to further their
education and purchase tools and
other things that will help them to
improve on-the-job performance.
With ever hour they work, each
employee is earning toward their indi-
vidual allowance.

“This allowance program can be
used for tools in the shop, education,
anything they feel will help them to
better do their job,” explains Patty. “It
can be something as simple as a pair
of reading glasses, work boots, gloves
or tools.”

Employees are also encouraged to
use their allowance to take continued
education courses in the offseason.
The courses they choose to take do
not have to relate to the industry or
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their work. “It helps them to think
about things outside of the box,” says

Patty. “We have not lost anybody to
another field through offering the
opportunity.”

Perhaps the reason employees stick
around is the job satisfaction they
receive working at Mark Williams
Outdoor Power Equipment. They are
given the tools for the job and then
some. Recently, the dealership was
also outfitted with a designated break
room. A Wellness Program was also
implemented.

“With being so seasonal, we put
in long hours a lot of the time. It’s
important to have a place to relax and
sit down away from the phones and
customers,” says Patty. “We're not in
a metropolitan area, so you can’t walk
somewhere to eat lunch or go to a
park. Everybody really appreciates that
space.”

As part of their Wellness Program,
the break room is typically stocked
with fresh fruit and vegetables, and
healthy snacks that employees are free
to eat on a break or take home with
them. Patty says it is a good way to
keep employees healthy and mindful.

While some customers and manu-
facturers are cutting their spending,
Mark and Patty continue to invest
in their special programs that draw
customers and take care of employees.
A happy work environment often
translates to better customer service,

and in the end, higher sales. €



Juan ‘Carlos’ Preciado (L)
Lee Watkins (M)

Jeff Miller (R)

Oregon Vineyard Supply
Hubbard, Oregon

“10-15% growth during a recession? I'll take that.”

Oregon Vineyard Supply has experienced record growth “We are increasingly seen as the ‘one-stop shop’ for
despite a recession. After making the decision to become service, parts and products, and have projected growth
employee owned, their next business move was to of 10-15% next year because of it.” According to Lee,
become an independent servicing STIHL dealer. It's one “We may have 82 employee-owners, but only one supplier
of the best choices they've ever made, both for their that's committed to our growth: STIHL — you can take that

customers and their bottom line. But it's about more than to the bank!”
money. “STIHL has helped open doors in the landscape
business for us,” says Lee Watkins, OVS sales manager. To find your local STIHL Distributor visit: STIHLusa.com

) Visit Greenindustrypros.com/yg/einquiry and enter 05



> By Lisa Danes

Parts Supplier Turned
Internet Retail Partner

Following the online shopping trend, Rotary is offering their dealers
a way to connect customers with their products via the internet.

ZEro-TurN Lawn MoweRs

www.CountryClippercom

Exclusive Features

o Patented Stand-Up Deck
« Joystick Steering Option
o Much More

Built in
the Heartland of America

Excellent Profit
Margins & Support

Contact your area distributor or representative to become a Country Clipper dealer

Boettcher Supply
(800) 569-2700

Colorado, Nebraska, Kansas, Missouri

Engine Distribution Center
(800) 722-6448

West Virginia, Virginia, North Carolina,
South Carolina

Kaye Corporation

(888) 223-5818

North Dakota, South Dakota, Minnesota,
Towa, Wisconsin, Illinois (North of
Highway 40)

Douglas Equipment & Supply
(503) 663-2053

Washington, Oregon, Idaho, Montana,
Wyoming, Utah

Theron Johnson

(478) 283-2256
Alabama, Georgia, Florida

Conniff Sales, Inc.

(800) 328-5333
Michigan, Indiana, Ohio, Kentucky, Tennessee

Gamble Distributors, Inc.

(800) 724-0355

New York, Connecticut, New Jersey, Rhode
Island, Massachusetts, Vermont,

New Hampshire, Maine

Marr Brothers

(800) 627-7276

Texas, Oklahoma, Arkansas, Louisiana,
Mississippi

Bob Murphy

(412) 584-6922

Pennsylvania, Delaware, Maryland
Ian Gilworth

(641) 872-2544
Illinois (South of Highway 40)
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With the
help of Shopatron’s eCommerce solu-
tion, online shoppers in the U.S. and
Canada can now buy any Rotary
replacement part and small engine
component directly from the compa-
ny’s online store. Products ordered
through the website are delivered
to the customer from an authorized

Rotary dealer.

The new online shopping capability
was introduced after many customer
inquiries for the added-convenience
service. A visible trend in the market
showing a shift toward online
purchasing further influenced Rotary.

“During the past several years
Rotary received numerous inquiries
from homeowners and commercial
landscapers wanting to purchase our
parts, tools and accessories online,”
says Chris Roessler, advertising and
marketing manager for Rotary. “Sales
from business-to-consumer online
shopping have exploded in the past
decade so we felt the establishment of
an online store was something Rotary
should seriously consider, provided it
would have a positive impact on our
servicing dealers.”

Rotary decided that online sales
would benefit everyone, including
their servicing dealer network and
their customers. Through Shopatron,
Rotary maintains a web store that



The world’s largest supplier
of outdoor power equipment parts.

Founded in 1957, Rotary is a family-owned business that
takes exceptional pride in supplying guaranteed quality parts
backed with superior customer service. Altogether, Rotary
offers over 8,500 parts, tools and accessories for outdoor
power equipment including hundreds of new items for 2013.

Quality always comes first at Rotary

A longtime leader in blade manufacturing, Rotary pro-
duces over 8 million austempered mower and edger blades
every year at its state-of-the-art plant in Glennville, GA.

Rotary blades are made in the
USA from premium grade high-
carbon steel, then heat treated and
tested to meet rigid standards for
quality, durability and performance.
Rotary’s blade division was one of
the world’s first to be certified for ISO
9000 Quality.

Approximately 80% of the com-
pany’s outdoor power equipment
parts are made in the USA including
a variety of foam air filters manufactured by Rotary.

Rotary Corporation
manufactured its
195 millionth blade
in 2012.

More parts, more value

The industry’s most complete line of outdoor power equip-
ment parts, tools and accessories is featured in Rotary’s
2013 sales catalog including nearly 200 new items.

It contains over 1,450 pages with comprehensive listings
by sizes, order numbers, product illustrations and original
equipment numbers for replacements.

New for 2013 are choke control cables, Pro Gear trans-
missions, drive shafts, spindle assemblies for Toro, John
Deere and Cub Cadet plus electric PTO clutches for Cub
Cadet and Dixie Chopper.

Other featured items include various deck belts for Ex-
mark, Grasshopper and Husqvarna models and idler pulleys
for John Deere and Cub
Cadet.

Rotary has also in-
troduced new mulching
blades for Dixie Chop-
per, Husqvarna, MTD and
John Deere, as well as
PTO switches for Cub Ca-
det and MTD.

2013 Sales Catalog is available
for qualified servicing dealers
and distributors.
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Rotary has built one of the industry’s
most advanced distribution networks

Rotary has built one of the industry’s most advanced dis-
tribution networks. Most orders are processed and filled the
day they are received, ensuring next day delivery to 80%
of the USA from eight U.S. distribution centers.* Rotary’s
fill rate now exceeds 95%. Rotary distributes parts to thou-
sands of customers in all 50 states and 68 countries.

The company’s customer service department provides
complete dealer support for all servicing dealers from 8 a.m.
- 8 p.m. EST, Monday thru Friday at 1.800.841.3989. Orders
may be sent by fax to 1.800.424.3945.

Doing business with Rotary has never been easier!
Shop online 24/7 at www.rotarycorp.com

I

Quality Parts for Less.

®

World Headquarters: P.O. Box 747 ¢ Glennville, GA 30427-0747

©2012 Rotary Corporation. Rotary is a registered trademark of Rotary Corporation.
Available through servicing dealers & distributors.

*Source: Statistical data for UPS ground packages shipped within the continental U.S.
as of Nov. 2010. Subject to change. Delivery time may vary in certain geographic areas.
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meets the needs of consumers with

the convenience of shopping online.
Participating Rotary dealers can fulfill
online orders from their own inventory.

“Shopatron was an ideal solution for
Rotary because it allows us to sell online
and, at the same time, promote our
servicing dealers,” explains Roessler.

Dealers will enjoy the benefits of
added sales through the online store,
while also connecting with new
customers. The online store serves as a
springboard for the dealers’ new rela-
tionships with online customers.

“By forwarding online orders directly
to our dealers, Rotary is providing
them with an additional source of
revenue plus access to new customers
whose equipment may need repair
or servicing,” says Roessler. “We are

confident this partnership will result in

a higher inventory turnover for dealers
and increased sales for everyone.”

As far as product pricing is concerned,
online customers are charged a suggested
list price and a shipping fee that gener-
ally covers freight and handling charges.
Sales tax is applied by Shopatron based
on the state where the order is shipped.
Dealers have to participate in a
short online class and pass a brief
exam to qualify as an authorized
Rotary/Shopatron fulfillment partner.
Rotary has tried to maintain a smooth
transition for their dealers into the
new role of an online retailer.
“Throughout the process of estab-
lishing a web store, our first and
foremost goal was to take good care of
our servicing dealers by providing the

resources and technical support that
will enable them to tap in to a new and
growing market,” says Roessler. “We
feel the future potential is unlimited,
both in terms of sales and the ability of
dealers to forge new relationships with
customers who purchase online.”

While the online store offers dealers
a new audience, it is too soon to say
how it has impacted their sales. They
have been given the tools and oppor-
tunity by Rotary, and now it is left up
to time to tell.

“At the current time, we have
not established a sales forecast with
Shopatron although our long-term
expectations remain very high,” shares
Roessler. “We view online consumer
sales as a slow, but progressing segment
of the outdoor power equipment
market that cannot be overlooked.” €
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0ver§;509 outdoor power equipment
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Servicing dealers and distributors only.

FULL SIZE 'WEDGE designed for

wider splitting separation

RUBBER TORSION
axle suspension system c’

M
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POWERED by HONDA

3700LS-H (37 Ton)
Horizontal/Vertical

SLEEVED, PROTECTED
,hydraulic hose cover

AUTO IDLE REDUCTION saves

fuel and improves engine life

L AUXILIARY
hrdrau“c

filter

2000LS-H (20 Ton) &,
« Splits Both Waysp "=
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DOS O ... built better than they have to be
www.dosko.com/nl11/ | 800-822-0295
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> By Lisa Danes

Deere Gets the Wright Stuff

Wright will soon manufacture stand-on mowers to be sold under the John Deere
brand. While some might think the partnership will take away the Wright dealers’

claim to having the best stand-on mower, it could also have its upsides.

Deere dealers
will soon offer customers a stand-on
mower option and further strengthen
John Deere’s presence in the commer-
cial mower marketplace. It will all be
achieved through the help of Wright
Manufacturing and their proven design
and technology.

“The stand-on product category is
growing, so we see this as an opportunity
to expand our presence with professional
landscape contractors,” explains Chase
Tew, John Deere product line marketing
manager. “Stand-on mowers have gone
from a secondary product for most
landscapers to a core product because of
the value that stand-on mowers bring to
their fleets.”

When looking for a partner in
their newest venture into stand-on
mowers, John Deere turned to Wright
Manufacturing. The manufacturer has
recently entered into an arrangement
with Deere & Company to design and
manufacture stand-on mowers that use
Wright's patented technology and carry
the John Deere logo and branding.
Wright has proven very successful in
the stand-on market. They believe that
partnering with John Deere will only
make them stronger and more successful.
“There are many mutual benefits
with this agreement,” says Bill Wright
of Wright Manufacturing. “We're

MoRing
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There is no comparison between a Zero Turn Mower and any
other powered mower when it comes to getting work done
quick and efficiently. A Land Pride Zero Turn Mower can

cut square corners, zip around trees, and increase overall

e : ; A Division of
productivity on your farm, in your yard or at your business. Great P ne:

f : . Salina, Kansas
Get mowing work done... with Land Pride’s Zero Turn Mowers! www.landpride.com

Over 250 Products to Fit Your Lifestyle... fE
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combining the best of both worlds
with Wright’s innovation and speed-
to-market, and combining it with the
enhanced quality and manufacturing
processes from John Deere. These
things together will make us a stronger
company over time.”

Wright trusts that their dealers will
also have something to gain. They
claim Wright dealers will see improve-
ments to manufacturing and increased
popularity in the stand-on market.

“Wright dealers will benefit from
our increased investment in produc-
tion capability, combined with John
Deere’s support for enhanced quality
and manufacturing processes,” says
Wright. “I believe most Wright dealers
will generate even more sales as the
agreement facilitates increased use of
our top-of-class technology.”

Both manufacturers have high hopes
for the partnership. As they commu-
nicate the partnership details to their
supplier channel and dealers, they have
been met with both optimism and
skepticism.

“John Deere dealers are excited to
sell an industry-leading design that’s
enhanced by our quality and produc-
tion standards,” says Tew.

John Deere continues to receive posi-
tive feedback from their dealers as they
spread news of the new product. It is
up to the qualifying dealer if they want
to offer the QuikTrak stand-on units.

“John Deere is poised to have the
widest portfolio of commercial mowing
equipment in the industry,” says Tew.
“Our new QuikTrak stand-on mowers
will only enhance the value proposition

for our dealers and demonstrate our
commitment to the landscape industry.”

Wright communicated the partner-
ship with their dealers through a press
release, and met with their U.S.-based
regional distributors to inform them on
the facts of the agreement. Distributors
were then equipped to communicate
those shared facts with dealers.

“All of our distributors wanted to
convey these facts themselves to their
respective independent Wright dealers,”
explains Wright. “We've since had
conversations with a number of those
dealers. The feedback has ranged from
concerns over occasional dealer prox-
imity to hearty congratulations to us
and optimism for Wright’s and their
(the dealers’) future.”

Dealers have varied opinions on the
partnership. Many are skeptical of the
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QUALITY GOES IN EVERY BLADE,

BEFORE THE ROTARY NAME GOES ON. B

Content Licensing for
Every Marketing Strategy

Marketing solutions fit for:
* Outdoor

Direct Mail

* Print Advertising

* Tradeshow/POP Displays
* Social Media

* Radio & Television

NCTREVE:

RIIANCE!

Logo Licensing | Reprints | Eprints | Plaques

Leverage branded content from Yard & Garden to create a more powerful and sophisticated
statement about your product, service, or company in your next marketing campaign.

Contact Wright's Media to find out how we can customize your acknowledgements and recognitions
to enhance your company’s marketing strategies.

Call 1.800.841.3989 or visit rotarycorp.com

fon)

Available through servicing dealers & distributors.

® For more information, call Wright's Media at 877.652.5295 or visit our website at
www.wrightsmedia.com
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security of a partnership with Deere,
and fear the near-identical mowers will
saturate their territories. On the other
hand, some dealers feel it’s just business
and nothing personal.

“I have seen it before and I don't like
it. But I am also a business person that
understands they are going to do what-
ever they think makes them a better
company,” one dealer empathizes.

While dealers are cautious about the
partnership, they all stand by the Wright
stand-on mower as being a quality
product they are proud to carry and will
continue to support.

“We won't give them up just yet. We
love Wright,” said one dealer. “They
make the finest stand-on mower on the
market and hold the patents for every-
thing that is good about it.”

With the additional production
demands, Wright will be making invest-
ments in capabilities to ensure uninter-
rupted distribution of the Wright and
Deere brands. That may put some
dealers at ease. One we spoke with had
fears specifically about supply problems,
saying: “This year we have had problems
getting some Wright products and parts.
This alliance surely won't make things
better.” Wright claims their actions will
prevent any issues.

“We will continue to use our existing
supply base, and expand our in-house
capabilities for captive parts,” explains
Wright. “Everyone involved should
expect to be delighted with the delivery
and availability of service parts since
both companies consider parts supply a

top priority.”

Since the agreement only covers
the design and manufacturing of
the mowers, it is expected that each
company will handle the distribution
of their respective brands.

The year 2013 will prove to be an
especially interesting one for Deere,
Wright and dealers alike. Time will tell
how the new arrangement will pan out.
Dealers will certainly be waiting to see
how the partnership is handled and
where the manufacturers’ loyalties lie.

“It’s disturbing how manufacturers
and distributors want the dealer to be
loyal even though it is perfectly OK
for them to do as they please,” says
one dealer. “This year it is John Deere
manufactured by Wright. Next year
will it be Wright manufactured by John
Deere? I will keep this in mind when
the booking program comes.” €

Accelerate your business with our latest business system features:

* Warranty labor flat rates - Simply point and click to add the appropriate rate to a repair
order. Now available for Stihl, Kubota, Toro and Exmark, with more to come.

* Kubota Parts Locator - Search dealer inventories if Kubota is out of a part.

* Electronic product registration - EZ-Link (Toro, Exmark, Echo and Shindaiwa), PSP (Stihl)

and EPR (Ariens).

-- 800-334-3114

mfmy}c systems.co

cCsystems.co
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RIS =SSSmpIesy > By Bob Clements

Take the Peak Out of
Your Peak Season

Five steps to effectively promote service early in the year

and ease the pain of spring surges.

he end of the year is a great

time to begin thinking about

how to preserve cash flow
during the slow season and how to
reduce the pressure of next spring’s
peak. It doesn’t make sense to work
hard all year long only to lose your
profits during the next few months.

As important as cash flow is, so is

getting done in January and February
the work that would likely come to
you in March, April and May. By
having as much work as possible done
in advance, you flatten the peak of
your service season and free up more
time to better serve potential new
service customers. It also eliminates
the need for that extra technician you
might pick up during the busiest part
of your year.

Special service offers

and incentives

The most effective way to generate
preseason work is to make contact with
your existing customers through direct
mail, phone, or a combination of both,
with an offer to service their equipment
before the spring season starts. You

will want your offer to end about 30
days prior to when your normal spring
season begins in order to give you a
chance to finish the work and prepare
for your normal busy season.

Your offer should be simple for the
customer to understand and attractive
enough to get them to take action on.
You may offer 5% off of the parts,
service, pickup and delivery, or simply
free pickup and delivery with the

normal rate for service.

Once you have decided what you
are going to offer and for how long,
make the offer. Compile a list of all
your customers and sort them by
consumer, commercial and municipal.
For the most part, you want to target
your consumer customer base. There
is an opportunity to do preseason
service with your commercial and
municipal customers, but you may
want to make them a different offer
which includes special pricing on
blades, belts and filters for use over
the course of the coming season.

As you think about and prepare
your postcard/mailer, remember the
following five tips:

1. Keep it friendly. When your
postcard arrives in the mail you don’t
want your customers to think of it as
another piece of junk mail, but rather
as a message from a friend.

2. Drop the sales pitch. These are
your customers who have done busi-
ness with you and know you. If this is
the first time you have done a mailing,
you want to generate enough interest
from your customers so that they
will call you. If you call them, they
shouldn’t feel like you are hammering
them for their service business.

Briefly state the benefits of getting
the equipment serviced prior to the
beginning of the season. Use the
remainder of your postcard to moti-
vate them to get more information by
calling you or going to your website.

3. Timing is everything when
it comes to direct mail. Send your
postcards so that they arrive on either
a Tuesday or Wednesday. The amount
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of mail delivered on those days in
both the United States and Canada is
usually light, giving your mailing less
competition.

4. Follow up with a phone call.
This is one of the most important
elements to your preseason service
campaign. Following up can easily
double the amount of preseason work
your shop sees.

5. Be consistent and persistent.
Don’t just mail once in November,
cross your fingers, and hope for the
best. Do it again in December and a
third time in January. According to
direct-mail marketing studies, your
persistence will ultimately pay off.

Give your slow season a boost that
will improve your cash flow and take
the peak out of the 2013 season. €

Bob Clements is the president of Bob Clements
International, a consulting firm that specializes
in the development of high-performance dealer-
ships. His organization works hands on with
dealerships throughout North America, helping
them attain the personal freedom and financial
wealth all entrepreneurs strive to achieve. For
more information, visit bobclements.com.

For more articles, videos
and podcasts from

Bob Clements, visit
greenindustrypros.com/
bobclements




GE Capital

WE'RE NOT JUST BANKERS,
WE'RE BUILDERS.

Every sale counts for your business. GE Capital’s strong financing offers make it affordable for your
customers. But the real difference is when our experienced underwriters take the time to work through
your most difficult customer situations. For example, Sara, a GE Outdoor Power Senior Underwriter,
brings 26 years of experience to help you close every sale possible. At PenTex Equipment, Chad Trueman
relies on Sara to help build sales and his business every day. Stop just banking. And start building.

gogecapital.com

Sara DePauw
GE Senior Underwriter

—

had Trueman
Tex Equipment
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WORLD'S

Precision-sharpened cutting edge
for a cleaner, finer cut!

Scan with your
smartphone
to view Xtreme

Performance video.
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BLADES!
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Better built blades.

® 20% less power required to drive blade for improved engine performance

¢ Less vibration prevents pre-mature component wear

¢ Up to 46% more particle retention time under deck for better mulching

CALL 1.800.841.3989 OR VISIT ROTARYCORP.COM

©2012 Rotary Corporation. Available through servicing dealers & distributors. Rotary is a registered trademark of Rotary Corporation.
*Source: Statistical data from an independent study conducted by a major university in 2009 - 2010.
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