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ABSTRACT

The cultural concept of the producer of raw food and
fibre is bound up in a frame of reference labeled "farmer."
Developments of recent years have necessitated a reappraisal
of the term. Agriculture in the last quarter century has
felt the fgll impact of research, mass production and mech-
anization. These forces have radically altered conditions
upon wnich plans, policies, and approaches are made. The
size of the farm, soil usage and conservation, technical
research, communication, methods of information dispersal,
training of personnel at all levels of food production, dis-
tribution, and use, have undergone considerable adjustment.

In the course of this transition, certain areas of
agricultural endeavor showed singular conservatism in meeting
the challenge of these new conditions.

Not the least of these concerns 1s the lack of under-
standing of the place, function and service of the farm
equipment retailer. The retailer of farm equipment continued
" to be called a "dealer." As shown in the data, management
practices did not keep pace compared to like capitalized
businesses on main street. Manufacturers of farm equipment
continue to franchise retail outlets for their lines, without
sufficient facts and figures as standards to defend such
placement. There is no evidence to show that standard in-

struments of testing are used to evaluate basic aptitude for
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the business. The lush years following World War II had a
tendency to shove aside any realistic appraisal of the loss
of public status. The farmer purchased at the lowest possible
cost by positioning one dealer against another. Nothing was
done to structure in the producer's mind the true service of
a sound retailer.

This study was directed toward the core problems of the
industry, "What are the underlying reasons for the lack of
respect for the farm equipment industry, and what possible
remedial measures suggest'themselves as a solution?®

It was the object of this study to examine the problem
by interviewing two hundred and fifty retailers of farm equip-
ment, picked at random. On the basis of the data obtained,
the causes for prevailing conditions were to be determined.
It was hoped that developing patterns might point to possible
solutions. This anticipation was realized. The critical
areas studied were three in number:

1. The physical equipment.

2. Policy operation.
3. The public relations findings:
a. 1n the field of employee practice and policy.
b. in the field of customer practice and policy.
c. 1in the field of community worker.
d. in the field of community group and agency
relationship.

ii1
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A guestionaire was constructed. The items secured the
statistical data necessary to get an analysis of each busi-
ness operation.

It was necessary to obtain data on forces and factors
relating to and having an influence on the main problem.
These areas were:

1. The strength or weakness of the area agricultural

economy.

2. A sense of responsibility, or the lack of it, on
the part of the retailer, the company "traveler,"
or the manufacturer towards its product and product
service.

3. Company policy as related to realistic field con-
ditions.

4. The influence of organization and associations
related to the "dealer" and his activities.

During the course of the investigation, specific pro-

jects were undertaken to test assumptions.

Summary
Problems in the industry are traceable to the following
conditions and facts as supported by the data:
1. There is a distinction between the "dealer" and his
status as compared to that of the retailer who con-

ducts his business and relationship to his customer

as a purchasing agent for a businessman engaged in

iv



the production and processing of raw food and fibre.

The farm equipment retailer stands high on the list

[AR]

of counselors of the farmer. As such, he (the
retailer) stands near the bottom of the list on
the basis of training to occupy that role. The

retailer is a yvital channel of communication, but

that channel is not always clear ard open because
of insufficient training.

3. The impact of youth training for agriculture pur-
suits and the increased density of population of
young farmers seems to have no recognition in
thought or practice of a large majority of the
businesses studied. The older retailers have grown
older with their long time customers. There are
isolated instances of measures being taken to con-

~struct channels of communications with these new
farmers. The recent new retailers of farm equipment
are so beset with business problems that they have
little time for cultivating the young farmer.

Other problems relating to the main i1ssues are discussed

in the body of this thesis.
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INTRODUCTION

The work herein reported found its origin in questions
raised concerning the widening gap of understanding between
the farm equipment retailer and his producer customer.
Additional stimulus to study the problem occurred at the
point of discovering a singular lack of information, data,
and viewpoints in the literature.

Should the recitation of facts, the supporting evidence
of data and the discussion of indicated points of improvement
add to or stimulate thinking on the problem, the work will
have been justified.
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STATEMENT OF THE PROBLEM

There is current, in the many activities related to
agriculture, the concept that the farm equipment business
is unstable. Of immediate concern is the question, "Why
should there be so little respect for the place and function
of the retailer of farm equipment, when he fills so vital a
1link in the chain that has made American agriculture capable
of feeding so many, so efficiently?" The problem then has
three elements.
1. What are the forces, factors, circumstances leading
up to the current situation?
2. What is the basic measure of a farm equipment
retailer and his function? |
3. What principles and programs are indicated which
will help resolve the difficulties?
It is to these three concerns that this thesis addresses
itself.



HISTORICAL BACKGROUND

Early recordings of man's history show the use of simple

tools.l

The bent back, forked stick, the beast of burden
drawing a wood hook are symbolical of early man's struggle
to provide food for himself and his family.

Population growth was retarded by the impact of con-
ditions of survival. The mind of man, except for isolated
instances, did not conjecture for the improvement of his
lot.

Not until 1797 were there evidences of relating uniform-
ity of steel products to food production.2 With the intro-
duction of the steel mold board, a new era of food production
was introduced. .

The development of the plow, cultivating tools, the
advent of the reaper, later the use of the internal combus-
tion engine as a source of power are too well known to be
reviewed here.

There was not, however, an equal pace maintained by our
sociological or cultural concepts of the food production
process. This is evidenced by the gravitation to the farm
of those who couldn't maintain the exacting requirements of

the professions, business competition or particular individual

l"Land of Plenty." Farm Equipment Institute, 1950.
Chapter 1.

2Ibid.
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skills.3 The standard of living in the country was lower.
As late as 1935 farming was referred to as an occupation
one could fill if unfit for anything else.

Farsighted people, however, anticipated the future
demands of population for food, recognizing that expanding
demands for foods would necessitate greater skills in pro-
duction. This foresight is evidenced by the following table.

1817--Massachusetts-~-Mervinal to Congress, asking for

a National Board of Agriculture.

1836--Patent Office--distribute seeds and plants.

1862--Agricultural Department United States.

1862--Morrell Act--Land Grant Colleges

1914--Hatch Act--Agricultural Extension and Experiment

Station.
1917--Smith-Hughes--Vocational Agriculture in High
Schools.

1929--George Reed Act--Expansion of Smith-Hughes.

1930--George Deen Act--Annual appropriation.

1946--George Barden Act--Permanent legislation--
vocational agirculture in high schools.

Light on the central problem of this study occurs at
the point of reference to the purveyor of farm machinery

as a "dealer." The cultural concept of the “dealer" finds

3Austin, David F. "The Lost Medium of Exchange."
United States Steel Company.






its roots in "horse trading" as it is related to power and
transportation.“

With the advent of the tractor as an accepted source
of farm power, the trading of horses for tractors was common
to the industry. The dealer, recognizing the economic deval-
uation of the horse, was usually alert to protect himself.
It was in thls era of "jockying for position in the act of
trading" when the current connation of the term "dealer"
found acceptance as applied to the farm equipment retailers.

Unfortunately the very nature of the developing business
militated for "dealing." The scaycity of early farm tools
placed emphasis on the value of traded in and used farm
equipment. Sales could be made easily at a profit on the
used goods.5

The period beginning about 1935 witnessed the full
impact of science, research, mass production, communication
and population changes on our economy. Perhaps agriculture
was under more pressure than any segment of our economy.

The colleges struggled to transmit to the food producer
the information necessary for him to keep pace with demand.
Every means were used to accomplish this end. Banking, food

processing, distribution and allied lines of many services

L’Oester, Lester E. "“Survey Report." Farm Implement'
News, August, 1953.

5"Cost of Doing Business Survey." American Farm Equip-
ment Association. 1951,
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sought constantly to secure, select and train their per-
sonnel that the product might achieve a better recéption.
Carefully laid plans and practices are common in industry
to find, select, screen, train personnel and prospective
personnel.

By contrast the farm equipment industry, historically,
has only of recent date inaugurated such activity as would

6 There are evi-

1ift the public concept of the "dealer."
dences of standardization of buildings, dealer requirements,
information to teacher-trainers, FFA activity, et cetera.
There is much room for improvement, however, on a comparative

basis with the auto industry.

Summary

Historically, the fafm equipment retaller is at a dis-
advantage. The cultural concept of his activity is still
dominant. The dealer himself has done much to sélidify the
farmer concept that a merchandiser of farm equipment is
unstable. The farmer also is responsible for a condition
embarrassing to the farm enterprise. He did and does utilize
such practices of bargaining as make it difficult for the
sound retailer to compete. There is considerable evidence
to show that the farmer has been encouraged to "shop" at the

ultimate expense of himself and his normal supplier.

6Karr, C. N. "Industry Wide Public Relations." Report.
Farm Equipment Institute, November, 1952.






The farm equipment retailer is in the public mind a
"dealer." The data shows that those retailers who recog-
nized changing conditions and accomodated themselves to
those changes, enjoy quite a different status in their

communities than their competitors of the "dealer" type.



APPARATUS AND METHODOLOGY

A. THE PILOT STUDY
A pllot investigation of the problem was conducted in
the late summer and fall of 1952. Twenty dealers were
selected in five counties. The area of public relations
were designated as:
1. How the dealer rated the business as compared to
other businesses.
2. His place of business (looks) as an instrument of
public relations.
3. Rating of employee meetings to structure public
response to an individual business.
4. Number and type of contacts with youth groups.
5. Number and type of contacts with farm groups.
6. Number and type of contacts in community activity.
7. Number and type of contacts with the community
through the various advertising media.
The following questions were asked and the results
obtained are 1nd1cated.1
1. In your judgement where does the farm equipment
business rate in public réspect. Put a 1, before your first
choice, a 2, your second choice, et cetera.
Automobile retailing Elevator Supply Business

Grocery retalling Farm equipment retalling

lSee Appendix, Exhibit Number 1.
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2. How does farm equipment rate as to "looks" as com-
pared to: (Place (1) before your first choice, (2) your
second choice, et cetera.)

Automobile retailing Elevator retailing
Grocery retalling Farm supply retailing

3. Do you have regular policy and business conferences
with your employees aimed at increasing your business?
Circle one.

Yes No On occasion

4. Do you have a planned, sustained activity with
youth? Circle one.

Yes No On occasion

5. Do you engage in any regular, planned sustained
contact with farmers' groups? Circle one.

Yes No
6. Do you belong to any civic group other than church?
Check your activity on the 1list below adding any not listed.
Noon luncheon club
Chamber of commerce.
A civic promotional activity.
A governmental responsibility.

7. Check the items in the 1ist below that you use in

your promotional work.
Classified advertising.

Space advertising.
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Company advertising.
Radio.
Special house organ.
8. Place the proper figure 1, 2, 3, et cetera before
the items you select as contributing most to public disre-

spect for the farm equipment business.

The color of paint. Credit policy.
Quality of merchandise. Trade-in policy.
Farmer gossip. The personality and
The "looks" of a dealer's practices of a
place. given dealer.

9. Do your employees bring in "prospect" names to you?
Circle one.
Yes No Occasionally
10. Check the activity with which you have been identi-
fied in the last year.

a. Visited the high school advising the Vo-Agri
teacher of your desire to help him if he had
occasion to call on you.

b. Vo-Agri teacher has been in your store.

¢c. Made yourself acquainted with the FFA president.

d. Put on a demonstration for a youth group.

e. Have had a 4H tractor club in your place of
business.

f. Chaperoned one group of FFA members to some

agricultural meeting or event.
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g. Visited the home of a boy or girl who has
achieved recognition for work well done.

h. Identified yourself with some youth activity
in the public press.

Questions and Results
Question number 1:
In your judgement where does your business rate in

public respect as compared to each of the following businesses.

Automobile retalling Elevator supply retailing
Grocery retailing Farm equipment retailing
Result:

Four of twenty voted the farm equipment retailing as
standing second, 16 voted that it stood fourth.
Question number 2:

How does farm equipment places of business look as com-

pared to:
Automobile retailing Elevator supply retailing
Grocery retailing Farm equipment retailing

Rate the above 1in order of their "looks™ to the customer.
Result:

Two voted to place the farm equipment retailing in third
place, 18 voted for fourth place.

Question number 3:
Do you have regular policy meetings with your employees

aimed at achieving customer increase?
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Result :

Seventeen voted no, three said "on occasion."
Question number 4:

Do you engage in any regular planned, sustained activity
with youth?

Result:
Two said yes, 138 said no.

Question number S:

Do you engage in any regular planned, sustained contact
with farmer groups? (Grange, Extension, Farmers' Clubs,
Farm Bureau, Soil Conservation.)

Result:
Two said yes, l¢ said nc.

Question number 6:
Do you belong to any civic activity other than church?

Result:
Seven reported specific membership or responsibility
in civiec group affairs.
Question number 7:
What commercial advertising do you use?
Result:
All reported the .use of the local newspaper.
All reported the use of company advertising.
T™Wo reported the use of radio.

Two reported individual, printed advertising activity.
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In each of the geographical areas where data was
obtained two farmers were asked two questions. The response
is tabulated below.

Question One:

What dealer comes to your mind as a respected citizen
and sound businessman?
Result:

Cf the forty farmers interviewed only fourteen picked
the particular dealer in the study.

Question Two:
What one thing makes you pick that man?

Result:
The answers fell in three categories:
(1) The integrity of the owner.
(2) Personal likes or dislikes.
(3) The business deals that the dealer makes with
his customers.
The pilot study indicated that public relations could
not be isolated from sone other factors. These were:
(1) The structure, organization and functioning of
the business as a busilness.
(2) An evaluation of the dealer as one trained for
the job.
(3) The influence of company policy.
Data in these three related areas resulted in a decision

to make the investigation comprehensive. The study would
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attempt to measure the public relations program and practice
of 250 farm equipment retailers in the areas of:

(1) The business as a functional physical unit.

(2) The policy operation of the business.

(3) The business as a functional public relations

activity.

The pilot study gave rise to the catalogue of major and
minor areas of the farm equipment business, data concerning
which had to be obtalned if sound conclusions were reached
in the area of public relations.

The chart on the next page shows~the breakdown of the

business as obtained in the pilot study.
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B. APPROACH TO THE FORMAL STUDY AND METHOD OF OBTAINING DATA

1. The Questionaire.

A questionaire was constructed.® 1In obtaining the data,
at no time was the complete questionaire in evidence. The
recording was done immediately after the interview.

Method: Interviews were predicated on the assumption
that the interviewer was helping the dealer. Advance infor-
mation was available thru the association records on some
items in the questionaire. There was some reluctance to
cooperate in isolated instances. It was necessary in some
cases to return as many as four times before the dealer
became friendly to a point where he would give the informa-
tion desired. Where the attitude was defensive the barrier
had to be removed to achieve the real facts.” The greatest
difficulty occurred at the point of obtaining the facts'of
gross volume of sales of used equipment inventory, and status
of accounts receivable.

2. The questionaire was constructed using items obtained
in (1) the pilot study, (2) company forms and literature, and
(3) help from interested and informed 1nd1viduals.3

3. Cooperating Agencles

The college facilities in personnel were used extensively.

The technical problems of research were discussed on stated,

2See Appendix, Exhibit Number 2.
3See Appendix, Exhibit Number 3.
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scheduled occasions. Routes of travel and contacts were
worked out with the help of the Michigan Farm Equipment
Association. Advice of company officials was asked in the
formation of the questionaire. There was one formal report
made to company personnel midway the study.

Data obtalned was in three catagories.

Category One: The physical operational aspects of the
business.

Each item was given a weigh’c.L+ Obviously there is room
for debate as to the relative weight to be given each item.
A strategic site or an adequate building carries more weight
than the arrangement of the merchandise or the equipment
placement. Similarly, policy opération should réceive more
weight than e&idence in the category of vital statistics,
such as, age, training, tenure.

Category Iwo: Operational policy.

It was necessary to obtain data in this area because of
its influence on the public relations status of the business.

Category Three: Direct data bearing on the problem of
public relations.

Selection of dealers to be studied.

No attempt was made to pick dealers to be studied. A

travel route was outlined and the questionaire filled out on

“See Appendix, Exhibit Number k4.
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each dealer on the route of call. Every attempt was made,
however, to:
1. Balance the numbers of total dealers per company
(25).
2. DBalance the number of dealers per company in each
of the four gross volume categories.

a. Gross sales under $100,000

b. Gross sales 100,000 to 250,000
c. Gross sales 20,000 to 350,000
d. Gross sales 350,000 over

All data was limited to a dealer franchised with a
ma jor line. |
TABLE 1
Group Group Group Group

A B C- D

Company 1 -- 26 dealers were studied | 12 7 5 >
Company 2 -- 29 " n " 7 |12 9 1
Company 3 -- 27 n n " 6 |13 8 0
Company 4 -- 27 " " " 5 8 | 10 L
Company 5 -- 26 " n " y 5 | 10 3
Company 6 -- Zh " " n 10 |11 3 0
Company 7 -- 24 " " n 11 9 5 5
Company 8§ -- 2 " n " 5 8 8 L
Company 9 -- 26 " " " 9 9 7 1
Total 234 69 | 8¢ |62 |17
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Total number of competitors ir a circle of twenty-five

miles diameter . . .« . ¢ ¢ ¢ ¢ ¢ ¢ i e 4 e e e e o . 23
Total number of competitors of the same '"make" in a

circle of twenty-five miles diameter . . . . . . . . L
Average‘distance between competitors,

all ldnes . . . . ¢ . v v v v ¢ ¢ ¢ o+ . o(miles) 7.8
Average distance between competitors,

same 1line . . . . . . . . . ¢ . ¢ o ... .(miles) 13.6
Number of dealers per county, average fifteen

(excluding seven counties)
" Number of farms with income over $1,000.00 in

Michigan . . . . . . . . . o 0000000 L 92,0001
Number of farms with income over $2,500.00 in

MICh1gAN o « + « 4 « 4 v e e e e e e .. .. 61,0000

Average dollars to be spent on farm machinery in

the state per farmer . . . . . . . . ¢ ¢ . o . . $2003

This data furnished the background for evaluating the
success of some dealers while others failed in the same area

of operation.

1Doneth, John. Michigan Farm Business Report, 1953.

°M.8.C. Experimental Sfation, Quarterly Bulletin,
Volume 37, Number 2, Page 272.

3"Farming Today--What It Costs." Cooperative Extension
Servige, M.S.C. Agricultural Extension Bulletin Number £37,
Page ©.



study was not the area of concern.

aspects of the business did have an influence on the public

DISCUSSION AND INTERPRETATION OF DATA

PART 1

THE PHYSICAL SIDE OF THE OPERATION

I. Introduction
The physical side of the farm eduipment retailing in this

However, the physical

relations of the dealer.l As such the whole area of the

physical operation of the business will be discussed briefly.

Some interesting facts concerning this side of the business

was developed in the data.

II. The Buildin
There was definite data available concerning the physical
plant. The summary of that data i1s contained in the following
table. .
Group A -- Total Number of Dealers 69
Location [Strategic 7 |Convenient 3% Adequate 16|Isolated 11
Structure |New-Modern 2 |[Modern 16 |[Adequate 34 |Medium 17
Adequacy
Floor Above
Space Standard O [Standard 11 |[Crowded 43 |None 15
Appearance [Neat Dusty 25
Clean 12 |Clean 2k | Cluttered |[Dirty 18
Parking [Designated 9 |Assigned 16 [Curd 15 |[None 24
Business
Sectionedi& Areas 4 |3 Areas 12 |2 Areas L4O|]1 Area 11
lnparm Equipment Industry and the Public." Report of

Farm Equipment Institute.

20

November, 1952.
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Group B -- Total Number of Dealers 86
Location Strategic 17|Convenient 38|Adequate 21|Isolated 10
Structure |New-Modern 11|Modern LolAdequate 9 |Medium 26
Adequacy
Floor Above
Space Standard 9|Standard 31 |Crowded 26 |None 20
Appearance |Neat Dusty
Clean 17|Clean 44 [Cluttered 12 |Dirty 13
Parking Designated 24 |Assigned 52 |Curb 8 |None 2
Business
Sectioned |t Areas 54 |3 Areas 26 |2 Areas 6|1 Area 0
Group C -- Total Number of Dealers 62
Location |[Strategic 31 |Convenient 20 |Adequate 9 |Isolated 2
Structure |New-Modern 24 |[Modern 31 |Adequate 5 |[Medium 2
Adequacy
Floor Above
Space Standard L4 |Standard 26 |Crowded 24 [None 8
Appearance |[Neat Dusty
Clean 41 |Clean 11 |Cluttered 8 |Dirty 2
-Parking Designated 39 |Assigned 11 |Curd 12 |None 0
Business
Sectioned |4 Areas 51|3 Areas 6|2 Areas 5

1 Area 0
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Group D -- Total Number of Dealers 17

Location |Strategic 12|Convenient 4]Adequate 2]Isolated O
Structure |New-Modern 9 |Modern 4 ]Adequate 3|Medium 2
Adequacy

Floor Above

Space Standard 10 |Standard 4 |Crowded 4|None 0
Appearance |Neat Dusty

Clean 7 |IClean 7 |Cluttered 4|Dirty o)

Parking Designated 6 |Assigned 9 |Curd 3 |None 0
Business

Sectioned |4 Areas 17 |3 Areas 1|2 Areas Ol Area O
I1I. Tenure of the Personnel

There is a close correlation between the type and kind

of physical equipment

had been in business.

point.

Group A

Group B
Group C
Group D

and the length of time the operator

The following table illustrates that

-~ Years in Business

4.7

" 7.9
" 13.6
n k.1
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A summary of the data of the area of physical equipment
indicates the following:
The new and younger dealer 1s definitely handicapped

e His assets are usually

with inadequate physical facilities.
put in the merchandise and parts inventory. The extent of

the physical equipment and plant are usually dictated by what
i1s left of capital assets.

In each of the other three groups there is marked
improvement in the physical aspects of the operation as
indicated in the table.

IV. The other elements of the business, parts department,
office and records, showroom, shop, and used machinery,
parallel closely the data in the foregoing tables. Wide
variation was found in the used machinery lots. To quite

some degree the used machinery lot reflected the personality
and the business practice of the owner. Some of the newer

and younger equipment retailers, having been properly "scared"
at the spectre of used machinery junk yards, were not to be
caught in comparison with their competitors. The used machin-
ery show lot was orderly, clean, and the used machinery re-
conditioned and painted. On the other hand it is interesting
to note that some of the high volume dealers actually hid
their used machinery inventory. This hiding took various

forms. Trips to Archibald, Ohio, auctions, storage in old

2See Chart, "Group A" item 2.
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buildings or barns and with quite some frequency the used
machinery was restricted to public view by being hidden in
weeds seven feet in height, by actual measurement.”

By contrast, the dealers in distress might well learn
a lesson from the high scoring dealers <in the matter of the
used machinery lot and used machinery merchandising. One
illustration out of many will emphasize this point.

This dealer did not have a "fancy" operation so far as
bullding was concerned. It was neat, painted and in repair.
However, the machinery lot was well drained, slightly raised,

raveled, and surfaced with a fine crushed stone. The new
equipment occupied one area, the used equipment in another
area. In the center of the lot was an eight inch high,.ten
by thirty foot platform. On it, each week was displayed a
"package deal" of used machinery. The combination of items
was so arranged that Ehe total sale price would achieve a
net profit. The dealer reported that.in ; seven months'
period'hé had averaged a package sale a week with but one

.
exception.

PART II
THE POLICY OPERATION
(MANAGEMENT)
Internal policy is defined as the directive program
and aétivity of the owner or manager. It is a second, vital

phase of the business. It was necessary to secure some data
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The liquid assets of this dealer were in his used
machinery--piled three-deep behind this shed.
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in this area because of its influence on public relations.

Data was secured on the following items:

Group A B C D

Years Years Years Years

Tenure of the Owner 4.7 7.9 13.6 24.1
Tenure of the Employees 1.3 2.6 4.3 7.7

Training of the Owner, education
(high school) 4.1 4.2 L,2 3.9

Training of the Employees 3.5 3. 4,0 3.9

In Service Training of All
Personnel (Company Schools)

Capital Structure
Credit Policy
"Trade-in" Practice
Sales Plan

The data in the areas of capital structure, credit
policy, trade-in practice and sales plan was inconclusive.
There was no way to get at the relationship of volume, assets,
liabilities, credit without making a detailed, exhaustive,
study of the business records. It was not the intent or
purpose to pry into this phase of the business. It was the
opinion of the writer and those advising the study, that it
would be best to avoid the specific data in this field.:



GROUP A

Score

Rating

0=-2%

Score
Rating
25=-50

Median

Score
Rating
75=100

Location
Structure
Adequacy Floor Space
Appearance

Parking _
Building Sections
Shop

Office

Parts

Showroom

Mobile Equipment
Tenure in Business
Training

Personnel Tenure
Personnel Training
Capital Structure

"Monthly Balance Sheet

Credit

Trade-in Practice
Internal Policy

Personnel Education
Sales, Plan

Promotional Advertising
Public Relations-
Bulletins

Demonstrations

Company Literature
Visual Aids

Farmers' Meetings
Extension Meetings

F.F.A. Meetings--Activity
F.H.A. Meetings--Activity
4H Activity

Young Adult Night School
Soil Conservation Activity
Community Activity

House Organ




THESH!

_— -

PR ot~



GROUP B

%) ) o
oo 0 CO o
Hed U AW oo
o+ 1 o+ 1 o
OO Omcw\n\ @
0n nmmo =

Score
Rating
50=-75
Score

Rating
75=100

N
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Location

Busliness Structure
Adequacy--Floor Space
Appearance

Parking

Building (Sections)
Shop

Office

Parts

Showroom

Mobile Equipment
Tenure in Business
Training

Personnel Tenure
Personnel Training
Capital Structure
Monthly Balance Sheet
Credit

Used Inventory
Internal Policy
Personnel Education
Sales Plan
Promotional Advertising
Public Relations
Bulletins
Demonstrations
Company Literature
Visual Aids
Farmers' Meetings
Extension Meetings
F.F.A. Activity
Women's Activity
Young Adult School
Soil Conservation
Community Activity
Publicity

A

A
V
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GROUP C

Score
Rating
25=50
Median
Score
Rating
50-75
Score
Rating
75-100

Location

Structure

Adequacy Floor Space
Appearance

Parking

Bullding Sections

Shop

Office

Parts

Showroom

Mobile Equipment

Tenure in Business
Training

Personnel Tenure
Personnel Training
Capital Structure
Monthly Balance Sheet
Credit

Used Inventory

Internal Policy
Personnel Education
Sales Plan

Promotional Advertising
Public Relations
Bulletins

Demonstrations

Company Liberature
Visual Aids

Farmers' Meetings
Extension Meetings
F.F.A. Meetings--Activity
F.H.A. Meetings--Activity
4H Activity

Young Adult Night School
So0il Conservation Activity
Community Activity
Publicity

---A
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GROUP D
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Location

Structure

Adequacy Floor Space
Appearance

Parking

Building Sections

Shop

Office

Parts

Showroom

Mobile Equipment

Tenure in Business
Training

Personnel Tenure
Personnel Training
Capital Structure
Monthly Balance Sheet
Credit

Used Inventory

Internal Policy
Personnel Education
Sales Plan

Promotional Advertising
Public Relations
Bulletins

Demonstrations

Company Literature
Visual Aids

Farmers' Meetings
Extension Meetings
F.F.A. Meetings--Activity
F.H.A. Meetings--Activity
4H Activity

Young Adult Night School
Soil Conservation Activity
Community Activity
Publicity
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This can be said in summary. It is at this point in
the business where the owner decides whether he runs the

business or whether the business runs him.3

Summary

The physical equipment and operational policy are an
integral part of the success or failure of a particular
business. The farm equipment business might be likened to
a structure having three supporting columns, namely the
physical plant, the operational policy and the human rela-
tions. Emphasis on-any one of these factors at the relative
expense of the others courts trouble. In the study it was
apparent that high scores could be achieved by new, young,
(or both) dealers with what they had po work with. The
sales volume as compared to the low scorers in their partic-
ular group, usually reflected a better public response to

the business.

3Appendix, Exhibit 5, Cost of Doing Business--Low and
High Scoring Dealers.



PART 111
THE PUBLIC RELATIONS FINDINGS

Introduction

ot a Paradox but Lack of Balance
A hasty summary of the data bearing on public relations

-

would lead one to the conclusion that a paradcx exists at the
dealer level in the farm equipment industry. This apparent
situation is discussed at some length Lecause it sheds light
on the central problem of this investigation, namely that
public relations training of farm equipment retallers needs
immediate attention.

On one hand the servicing of the agricultural industry
with machinery has been a magnificient contribution of the
dealers and this job has achieved position of public admira-
tion.1 A very strong case can be built for the part that
the farm equipment retaller has played in the growth of
America. His role is well illustrated by the fact that he
has been an essential element 1n the process that made it
possible for one present day farmer to raise food and fibre
for seventeen of his fellow countrymen.2

On the other hand--the balanced operation of the few

nigh scoring dealers gives rise to the observation by

1
Graham, Merril D. The Farm Equipment Business--Its
Past, Present and Future. Chapter 1.

2Austin, David F. The Lost Medium of Exchange.
Chapter 1, page 4. ,

36
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contrast, that the majority of the dealers, in their operation,
do present a paradox. Fifty-four percent of the total number
of dealers studied had less than a minimum standard of public
relations activities. Put in other terms, how did the dealers
do such a magnificent job while paying so 1ittle attention to
public relations and human engineering.

Rather than being a paradox, the situation is one of
lack of balance. By the very nature of the pressure for ex-
pansion in agriculture of recent years, the emphasis has been
on product; company travelers have been trained in product,
retallers have been trained in product.3

By contrast, the successful dealer apparently recognized
the neceésity for keeping product knowledge and merchandising
practice in balance with his public relations practice and
policy. His success in the field of public relations is
traceable to his continuously structuring helpful situations

on the human side of the equation of success.

Major Assumption
A Definition of the Function of the Farm Equipment Retailer

The sharp contrast between the top and bottom scores in

the study gives rise to the suggestion that the success of the

_3Graham, Merril D. "A Lump of Yeast." Report. American
Farm Equipment Association. 19%54.

3Fletc‘ner, L. J. "Telling the Story of Qur Business."
Farm Equipment Industry Report. 1953.
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tor group be defined. The following definition is submitted
to cover the total operation of the successful operators.

"The retailer of farm equipment 1is essentially
a purchasing agent and a counselor to a businessman
engaged in producing and processing raw food and
fibre.”

The interpretation of the data 1is predicated on this
concept of the retailer and his relationship with his public.
It.is in order that some elaboration be made of the defini-

tion. Graphically analysed the definition reads:

Technical knowledge
Purchasing Agent Counseling

and Counselor Product knowledge

Client needs
of a
Large farm operation
Businessman Books

Profit economics
Stature -- status

Efficiency
Engaged 1n Production Productive Methods
Techniques
Markets
of
Varities
Cultural Methods

Markets
Food and Fibre , Processing

In spite of the possible charge that the above explana-
tion 1s academic, the evaluation of procedures and practices

of the high scoring dealers support the definition.

h"Our Business Code." Farm Equipment Retailing,
August, 1949. Page 28.



"A Purchasing Agent"

As the data was collected, the writer of necessity,
spent some time with particular businesses to Y"get at" the
reason for success or a difficulty. Whenever a dealer was
scoring high in the schedule of items, it was noticed that

the dealer knew his customer's business and talked with the

customer on the familiar ground of his business operation.

The farm equipment retailers in these instances were not
sellers, they were not purveyors, they were not dealers.
Essentially they were acting on a plane equal to that of a
purchasing agent of any large manufacturing plant. GSimilarly,
these dealers counseled the farmers not only in the purchase
of machinery, but in several other areas as well. There was
definite technique of assisting a farmer to help him solve
his problem.

"Businessman"

The high scoring retailers, treated their customers on
an equal business plane. They discussed the "deal" in terms
of sound ethical business. By contrast, the following illus-
tration 1s used to point up how injurious nefarious approaches
can be by the "smart-boys."

In this instance the dealer was irritated by the in-
ability of his salesman to secure the signea order from a
farmer. The dealer (his own words) '"hopped on the combine
with the farmer and told him that he (the dealer) needed his

(the farmer) old tractor because he had a market for it.»



4O

Tne deal was closed. Later the farmer saw the tractor in

the used machinery lot. While he did not regret his purchase
of a new tractor (at his price) he raised the question as

to the ethical grounds of approach to him for a sale. The
customer said, "He must be getting terribly hungry for a
sale,"

"Engaged in Production of --"

Essentially this is a core value in the American concept
of free enterprise. Everything inherent to the dynamics of
personal enterprise is tied up in the act of engaging in and
producing thru the activity of farming. The sound retailer
treats his client with the respect due him.

One man on the farm feeds and clothes seventeen other
American citizens. This enormous repsonsibility calls for
all the assistance the producer can get. As his first ally
he turns to the dealer. The dealer is a vital part of the
farm operation.

The Qperation of the Business

The physical operational element of the retail business
is not covered in detail in this report. Much has been done
in recent years by the companies to improve the physical
retail operation. Stores have been improved; service and
management schools are common; programs are in operation to

improve the service on the machines.
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The discussion of these physical and management elements
of the equipment business received full treatment in the Farm
Equipment Retailers Handbook published by Farm Equipment
Retalling, Incorporated. This book 1s a significant contri-
bution to the industry. 1In itself this book can be of great

help to any dealer provided that he will read and understand.

The dealers scoring high in the tabulations seem to have a
mental dynamics that carried them into reading, conferences,
conventions, displays, exhibits and demonstrations. They
utilize many sources of information to keep abreast of their
business.
The pPublic Relations Area of the Study Defined

Public relations as such cannot be isolated.S Almost
every phase of the business, in some way, produces a reaction
on the part of the customer. One dealer using an approach
to a problem involving people will secure a reaction totally
different from another dealer handling the same situation.
The voice used in telephoning, types of advertising, effec-
tive or ineffective shop practice, prompt or tardy field
service are all elements of the intangible web called public

relations.6

5Dalton, James H. "How's Your Rating." Farm Equipment
Retailing. April, 1945.

6Dealer's Guidebook. General Motors Corporation
Publication, 1953. Page 9.
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An 1llustration will serve to emphasis this point. The
owners of a farm equipment business partitioned off a part
of thelr office into a coffee spot. Accessorles were ar-
ranged for leisurely, comfortable conversation. Over a cup
of coffee, the owners paesed to share a few minutes with their
floo; traffic. 1Invariably the discussion or conversation
¢ would strengthen the tie between the customer and the owners.
This led to farm calls and sales. Where did public relations
begin? Where did the sales process start?*
In spite of the difficulty of isolating a pure factor
of public relations, the data seemed to classify itself into
four major areas. These are:
1. The impact of the retail farm equipment business
on the public.
2. The human side of public relations within the farm
equipment business.
3. The influence of company policy.
4. The responsibility of education in the area of
dealer program and practice of public relations.
These four areas are discussed in detail on the follow-

ing pages.

*There were only three such "coffee spots" in the state.
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SECTION A

THE IMPACT OF THE RETAIL FARM EQUIPMENT BUSINESS ON THE PUBLIC

1. Lack of Understanding of the Public

Throughout the research on this project, nearly all
segments of the community including the farm equipment busi-
ness, seemed to reflect a singular reserve of appreciation
towards one of the most important sales, supply and service
functions in the American economy.

One man on the farm now feeds and clothes seventeen of
his city friends. He can do this only because he has machines
to do the job and a farm equipment retailer to back him up.

As long as food is produced, there must be the farm machinery
suppliers. Farm machinery is a stable industry. The major
portion of farm machinery is sold in the small towns. Figuring
that each of the twenty thousand dealers in the United States
have a minimum investment of $50,000, the one billion dollars

represented is no small sum.2

Similarly, eight hundred fran-
chised dealers in this state thus have an investment of forty
million dollars. Again, these eight hundred dealers, averaging
$100,000 in gross sales, represents a sales volume of eighty
million dollars. Many other facts, such as employment, com-

munity activity, and community economic growth could be cited

1Fletcher L. J. "“Telling the Story of Business--Our
Job." Caterpiilar Tractor Company. Page 7.

2

Farm Equipment Handbook. National Farm Equipment
Association, Section &, Part 1, page Lk,



to build the case for the dealer. The interesting thing
disclosed in this research 1s that the dealer has done so
little to tell his story to the public.

¢. Purrpose of tlie Dealership Defined

The farm implement dealer's primary purrpose is to sell
farm machinery to the farmer-grower.3 In the carrying out
of this function a complex program is involved.

First, the dealer is obliged to invest his money in a
building, fixtures and tools. He nmust staff this with com-
petent service, parts, and salesmen who not only try to sell
eqguipment, but must also understand the farmer's needs that
he may be equipped with the proper implements for his par-
ticular needs.

Secondly, he must invest money in inventory--both new
machines and parts, that when a farmer needs a machine,
delivery can be made. When a machine already in sérvice
breaks down, it is the responsibility of the dealership to
repair it cuickly and put it back.into service. The urgency
of putting a machine back into service is of the utmost im-
portance to the farmer. He has his money, futﬁre operations

and income at stake.

3Land of Plenty. "The Better Life." Farm Equipment
Institute, 1950. Page 6k,

LlCost of Doing Business Survey. Report, 1954.



The dealer, like his salesman, must become an authority
on farm management practices--especially ihnse related to
machinery, sc that he can counsel with his customers regard-
irg the latest and best suited equipment for each type of
farm operation.

It is understood that the dealer 1s in business to make
moriey. And like everyone, he is concerned with making a living
for himself and his family. However, when he chose to make a
career in farm equipment retailing he accepted the giving of
utmost service to his customers as part of that career.

It is for the community to recognize the essential service
rendered by the dealer.

3. The Impact of "Looks" on the Pubplic

The study revealed some specific data in fhis area. One
hundred dealers out of the two hundred and fifty studied were
asked the queStion,S "Would you put the average farm equipment
business first, second, third or fourth when compared in "looks"
with the retail auto business, farm elevator business, the
grocery business?" Sixty-four placed their business on the
bottom of the comparison, twenty-four placed it third, twelve
refused to vote claiming the comparison was not proper.

In the areas where the above question was put to the
dealers, occasions arose when it was possible to ask the

farmer-customer the questiori,6 "Does the physical appearance

SExhibit 1, Questionaire.
6Exhibit 1, Questionaire.
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Four-tenths of one mile of used farm equipment.

The second and third rows could not be readily seen

for the sweet clover cover.



of the business have any relationship with your trading here?®
The question was put forty-six times. Thirty-one of the
replies indicated that, "The dealer who keeps his place neat
and clean is a harder man to deal with." The inference was

plain. The retailer who respected his business’ to the ex-

tent of keeping the premises neat and clean was catalogued
in the farmer's mind as one whose business dealings compelled

respect.

4. The Impact of the Used Machinery Lot

In the process of this investigation farmers were asked
the cuestion, "How would you pick the farm equipment dealer
with whom you could drive a sharp bargain?". Nineteen of the
thirty responding farmers said, "I'd shop around." Eleven
said, "I'd find the guy who has a large used machinery in-
ventori." '

The practices of the high scoring dealer in the matter
of the used machinery and its merchandising, is significant
in their success.8 The general policy of this group seemed
to be that they had purchased a plece of equipment for sale
and, as such, it should be put in the best possible condi-
tion, painted and displayed at the earliest possible moment.

The anecdotal records reveal that dealers who were in

7Farm Equipment Retailers Handbook. National Farm
Equipment Retall Association, Section ©.

&

Graham, Merril D. Farm Equipment--Past--Present--
Future. "Handling Used Farm Equipment," Implement and
Tractor. North Carolina Farm Equipment Assoclation.
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difficulty usually were found to have most of their liquid
assets tied up in their used machinery lot.

5. The Iupact of Dealer-Commnunity Relations

The community reacts to a business because of its prod-
uct and the man who represents that business.9
It was significant throughout the study;ﬁhat banks,
farm loan officers, service or civic group members were
usually in accord in naming the dealer or dealers who were
contributing to their community. The following table in-
dicates this fact. The question was asked, in ten communi-
ties having four or more dealers in 1t, "Can any dealer be
singled out as doing his full share of community work?" In
each community'four people were asked to name their choice

(a banker, a civic group head, the vocational agricultural

teacher, a main street businessman).

Topal number of communities 10
Total number of dealers 62
Total number of people choosing 40
Total agreement on first choice 86%‘

In other words the community had spotted and agreed on-
fifty-three out of sixty-two dealers as having made an impact
on the community through their service activity.

9Jolly, Fred. "Community Relations." A Report.
American Farm Equipment Institute, 1950.
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All too seldom do the owners of farm equipment
business take time to sell themselves. This retailer
is explaining his business operations to a group of

rural people.
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€. The Impact of the Farm Egquipment Business on the School

This area of public relations will be discussed in
another section of this report. It must be recorded, however,
that in the over-all picture, the contact with youth has been
badly neglected. An illustration will emphasize this point.
There are in Michigar nearly 100,00C youngsters in the school
grades three to six inclusive.10 At some period in those
years agriculture is studied. Yet in the two hundred and

fifty dealers studied only four had taken occasion with toy

tools to ald the teacher in instruction as to the part farm

machinery played in agriculture!

Summary
o
It would appear from the study that the farm equipment

business must take steps to "sell" or "resell" itself to the
public. It has a good story to tell. It need not be ashamed
of its contribution. True, that unfortunate circumstances at
times has given the industry a black eye. Currently there is
much distress for dealers who for one reason or another will
not remain in the business. Basically, the sound retailer of
farm equipment 1s a vital link between town and country. As

such hé has both status and stature in his community.

10School Census Report. Michigan State Department of
Education. 1954,
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Only three dealers had an active, successful,

cooperative "on the job" training program with the

vocational agricultural schools.

“



SECTION B
THE HUMAN SIDE OF THE RETAILERSHIPS

1. Product or People

In the many discussions the writer had with dealers
throughout the investigation, invariably the point was raised
as to whether the management of the physical side of the
business was more important to success or the human side of
the operation.

Both elements, product and peonple, are present in the
business. At times it would appear in a given situation
that product was the more important. On other occasions
it appeared that the management of the human element meant
the difference between success or failure. There was gen-
eral agreement that all too little emphasis had been placed
by the industry on understanding the influence of the human
element on the success or failure of the business.

In the hope that some help may be given in this area
of the problem, cases of successful practice by the high
scoring dealer are offered in each category of human rela-
tionships of the business.

It was noticed that all the high scoring dealers had a
technique (peculiar to themselves) of engineering situations
that were favorable to the business. Whether in the field”

of job aséignments, youth work, customer relations or com-
munity activity, these dealers were structuring the situation

to keep the human element happy.



2. Relationship with Employees

The tenure of employees was the critera for evaluating
the relationship with employees. The average tenure of
employees on one hundred six dealers who responded to this
question, was 4.2 years. It was impossible to isolate any
reason for such a low figure. It is significant that, of
the dealers scoring high in the study, working coﬁditions,
compensation and owner treatment (human element) of'the
employees were rated on a near equal level by dealers and
employees alike.1

Case Number 1. The dealer was a college graduate, com-
munity worker, twenty-five years in the b;siness. There were
elght employees, average tenure was nine years. The owner
held regular, weekly staff conferences; there were bonuses
and extra benefits. 1In this case the dealer was forced into
a building expansion program (the employees and owner put up
the g;otbtype bqilding after hours) because the employees
were constantly active in many ways to secure business.

Case Number 2. The dealer had been in business for

about twenty years. There were seven employees. Tne building
was o0ld but adequate. The working conditions were acceptable
but dark. There was no ready market for labor in that area.

The employer said, "I have the policy of keeping my employees

L4

1Carmecheal, Dr. Leonard. "Manpower and Human Talents."
Science Newsletter, March 7, 1953.
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One of the top scoring dealers laying the facts and

figures before father and son on the cost of doing business.



careful to keen their job. I never pay a mar what he is
worth." The dealer complained bitterly about the lack of
tenure, was critical of all competition and wanted immediate
help to sell out. 1In this case the employees were hesitant
toward the customers, surly toward one another, and were not
known to present a prospect name to the owner.
3. QRelation With the Farm Family

In this category of data, there was a wide variety of
approaches by the successful dealers. It was noticeable
that their approach in this field was planned. Not only did
the dealer know the family as it related to the farm business,
he knew the people of the family. -

The farm housewife 1s a big factor in the practice of
the successful retailer.< _Christmas gifts of paring knives,
pot holders and mirrors (to mention a few) are common. How-
evef, the economics of choice is influenced by the housewife.
A $4,000 investment in a major machine is of deep concern to
the housewife who needs a deep freeze and a new rug. The
- good dealer doesn't forget this. Again, it was noticeable
in the top scoring dealers, the readiness with which they
were invited and welcomed inlo the farm home.‘ Welcome and
receptivity was in sharp contrast to coolness and antagonism
as noticed in the interpersonal relationship of dealer and

housewife in the low scoring group.

2"Special Sales Events." United States Chamber of
Commerce, 19Uk,
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In recent years retailers have taken on supporting
lines, including household appllances. This has aided the
dealers in their contact with the housewife. However, the
approach usually is to sell them something rather than sell
themselves as a person from whom the customer desires to buy.
The following two cases prove the point of importance attached
to this phase of public relations by successful dealers.

Case Number 1. A retaller (father and two sons) started
a practice sixteen years ago of recording farm births in their
trade area. The arrival of a baby in the farm family trade
area was the signal for a personal note of congratulation and
well wishing. On the third birthday of each child a toy im-
plement combination (tractor and one tool) was sent to the
youngster. The dealer showed the writer the record of how
the youngsters, on reachling a responsible age in the farm
operation, influenced the business of the farm toward that
particular dealer. As the dealer put it, "I got my color of
paint in their blood early."

Case Number 2. The data shows absolute neglect of the
dealer toward the future homemaker. Data from dealers carry-
ing white goods, kitchen equipment and hardware (household)
disclosed that there was no evidence of any dealer having

made a "play" for this group--the high school home economics

group.
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In one instance a dealer, having a demonstration of
frozen foods, complained about the non response of his cus-
tomers' wives to the demonstration. There were twenty-two
women present. The invitation went Lo customers' wives only.

Yet in that community there were seventeen major women's

groups that were potential buyers. There were four vocational

home economics groups totaling one hundred twenty-one girls

in a radius of twelve miles, yet not one school had been
invited.
4. Youth Contacts

Of the two hundred and fifty dealers, forty-one had

active programs underway with 4H tractor clubs! A total of

one hundred six dealers cooperated "as was convenient," the
balance, all too frequently reported they didn't want to be
bothered.

Equally amazing is the indifference to the high school

FFA training program. All segments of our American life
recognlze, admire and applaud the vocational growth of the
farm boy in FFA.3 The impact of leadership skill as acquired
in FFA tralning has been felt in all segments of our economy.
Yet the data shows that less than twenty-five percent of the
dealers interviewed could:

(1) Call the vocational agricultural teacher by name

even though the two lived in the same town.

3Wright H. C. "Industry Relations with Educators.™”
Internationai Harvester Company Publication, 19%2.
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Vocational guidance at its best. A farm boy learning
the function of the parts department in the retail farm

equipment business.
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(2) Lecs than twenty-five percent could call the FFA
chapter president by name.

(2) Tless than sixteen percent had any sort of a joint
dealer-vocational agricultural activity. |

A study of the successful retailer in the top scoring
groups shows the importance attached by them to this phase
of public relations activity. The following illustrations
are offered as evidence of successful practices. |

Case Number 1. Recognizing the advantage of a contact
with youth as a "talker" for himself and his business, this
dealer was ready to step into an emergency teaching situation
in a school agricultural class. Carefully structuring a con-
tinuing relationship, he now 1s a regular lecturer in nine
surrounding area towns having vocational agriculture. The
dealer, in a public statement said, "This expansion of public
relations activity has become our bread and butter." The
schools report that no attempt has ever been made to sell
products. This dealer helped the school with their problems,
thus winning a large following of public confidence.

Case Number 2. The dealer was not satisfied with the
local business house=-school relationships. Unable to find
ready acceptance of his concern with his fellow businessmen,
he structured, with the help of the séhool, an "on the Jjob"
trailning program for qualified youth. The program is so
successful that on a local and state basis many other retailers
are copying the plan. The data shows the strong impact of this

program on sales.
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‘Future farmers learning dealer shop operation problems.
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Case Number 3. The dealer found that the high schools
night young farmers' class was without adequate shop and
demonsiration facilities. Here again, the situation was
resolved by opening up his shop to the group. The continuous
contact with the youth materially assisted the dealer in
broadening his sales contacts.

Case Liumber 4. Thirteen dealers were influenced to

award FFA mechanics' judging teams a trip to the laboratory
of theilr company. The dealers were instructed in the total
process of inviting the boys, how and what to talk about
enroute to the plant as the dealer's guests in his car, and
the follow up. Nine of the thirteen dealers evaluated the
experiment and its results as being excellent in developing
other areas of relationship with the FFA boys.
5. The Use of Publicity in Building Human Relations

This is a critical area of the dealer public relations.

There were only twelve dealers out of thirty-foﬁr (who gave

definite answers) that could boast a plan, policy and activity

that sought to "tell his story."h It can be argued that these

are many ways to tell the story. The point is that the twelve

dealers were using devices that were building, in their pub-

lic's mind, the essentialness of their business to the com-

munity. The following cases are offered to support this point

of view.

L*Ruder, William. "Publicity a Merchandising Tool."
Advertisers Digest, January, 1953. Page 17.
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Future farmers are the constant concern of enterbrising
dealers. Here a group of F.F.A. boys are spending several
hours as dealer guests in the -laboratory of a manufacturing

business.
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Case Number 1. A group of dealers had experienced a
growing concern for increasing farmer criticism of the sales
and services of the area dealers. The situation demanded
concerted action. The situation was studied at considerable
length by the writer. A report was made to the group on the
findings. Four meetings ensued with a total average attend-
ance at the meetings of nineteen dealers. Decisions were
reached, plans laid, action was taken aided by resources
supplied by the college. The dealers pooled their advertising
resources to make a six months' presentation of their case
through skillful advertising. The results were immediate and
gratifying.

Case Number 2. The dealer uses the device of the per-
sonal letter. Frequent discussions with his customers in
the realm of their interest focuses the particular interest.
Frequently the dealer, when running across a news article,
magazine article or some material pertinent to the subject
would mail it to his customers with either a typed note or
penciled comment. The letter or note usually reads "I ran
across this today and it bears on our discussion of last
. week when you were in my store." The dealer reports that
it is a strong device for holding his customers in line.
Frequently he finds occasion to drop a line to a youth member
of a farm family who had achieved recognition.

Case Number 3. The dealer sends his house organ to the
high school. He tries to get in high school news with names



of the high school boys in the article. He frequently turns
over his radio time to youth panel groups. Results from
this public relalions practice have paid off in sales.

In summary, it 1is evident that the skilled use of pub-
licity is not known to many of the dealers. This area of

dealer public relations needs attention.
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SECTION C
THE INFLUENCE OF COMPANY POLICY ON THE DEALER'S
PUBLIC RELATIONS PROGRAM

The influence of company policy on the dealer and his
pﬁblic relations needs much more study, particularly by the
company. This study and discussion focuses attention on the
problems in the hope that much more work can be done on this
point.

Four areas are considered. They are:

1. The territory manager (blockman).

2. Direct company decisions (policy and programs).

3. Over populatlon of dealers in a given area.

4. Aptitude testing.
1. Ihe Territory Manager and the Dealer

The company representative, no matter what the title or
responsibility, 1s the company to the dealer at the particular
moment of contact.1 It is significant that thirty-six percent
of all dealers interviewed did not rate their company repre-

sentative as being helpful to them.2 All too freqﬁently the
dealer sought to attack the company through the representative.
Oftimes the dealer was defensive, lnsecure and uncertain. He
manufactured grievances traceable to his own inaptitude and

took out his annoyance on the traveler. He feels that the

1Mulliken, Paul S. "A Public Relations Program."
Farm Implement News, April, 1953.

2Exhibit 1, Appendix.
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company is not sincere in its expressed concern for his
welfare.

Admitting that many of the dealer-company frictions
occurred at the dealer's initiative, it appears that there
are ample grounds for improvement. The tabulation of the
sincere "gripes" are as follows:

(1) Arrogance on the part of the "blockman."

(2) Lack of product knowledge on the blockman's part.

(3) "He irritates me."

(4) "He tries to sell me--not help me."

%) Too short a time on the territory to gain the
dealer's confidence.

(€) "viHe gives so much time to finding new dealers

he hasn't time for us older dealers."

(7) VUndermining the dealer in an area on sales by

carrying prospect names to competing dealers.

(8) Lack of judgement in public statements. (In one

instance a traveler made the statement, "Show me
a farmer with five hundred dollars and I'll set
him up in the farm implement business." The
reaction of the established dealers in that area
was immediate and to the point.)

The points are listed to call attention to the fact
that much of the difficulty arises at the point of inability

to counsel, coach and lead a dealer.



2. Direct Company Policy

The question was asked, "In what areas do you think
company policy could be improved to help your relationship
with the company?" The replies are listed. Only those items
that received the most answers are recorded. They are not
listed in order of importance.

(1) Adequate financial policy.

(2) Abandonment of pressured company policy.

(3) Accounting procedures simplified.

(4) Decreasing dealer margins call for comparable

help from the company.

(%) DNew dealers placement with some regard for the

busiress of established dealers.

(€)Y Faillure to listen to dealer's ideas.

(7) Moving a territor& man from one locale to another,

(stable tenure of respected company representatives).

(&) Inadequate parts organization.

There 1s a sharp line between the relationship of the
top scoring dealers and thelr respective suppliers and the
lower scoring groups. The top scoring groups admitted dif-
ferences of opinion on occasion with the company, but usually
qualified their remark by saying, "I get along pretty well
with the company. The things they bring to us are, in their
Judgerent, good for the dealer. EHowever, a particular thing,
in my judgement, may be good or bad for me. I make the deci-
slon and stick to it until I'm proven right or wrong." It



was refresiiing to vislt a dealer who was ready to examine a
conpany idea on its merits as against the group who immedi-
ately cordemmed the proposal as unworlkable.

3. The "Dealer Council"

Much could be written about this area of dealer-company
putlic relations. There 1is one significant development that
points to an improved dealer-company relationship. Reference
1s made to the "dealer council."3 It is a device, instituted
by one company and accepted by a second, to tap the construc-
tive thinking and 1deas of the dealers. Tnrough a carefully
structured screening device, the dealers screen the ideas
and suggestions for company use. The net effect is that the
dealers feel a sense of importance in that their ideas and
sugpgestions are being sought by the company. Of the total
number of dealers visited (two hundred fifty) one hundred
sixty-three had heard of the dealer council, seventy-four
knew enough about it to recommend it, thirty-one had active
contact with and registered satisfaction for the process.

Many of the dealer-company relationships can be improved
if the meetings are on a level of mutual sharing and under-
standing. Dealer meetings on occasion are vicious, deroga-
tory and destructive, serving no useful purpose for the

dealer or the company.

3" The Dealer Council Plan." Farm Equipument Retailler
Handbook. Page 369.
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L. oQver Population of Dealerships in an Area as an Irnfluence
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on Public Relatiorns

It is argued that the farm equipment field is hignly
competlitive, a "dog eat dog" situation. The ramifications
of this point of view are broad. It is peinted out, that
over competition for the farmer's dollar nas led to disaster
in the past. The placement of dealers in a territory already
overstocked with dealership leads to a situation without
defense. The new dealer is usually inexperienced, under-
capitalized, undermanred in his operation and ill-equipped
to do the job. A new and hungry dealer 1s easy prey to
shrewd price Jjockeying by the farmer.

In this connection, the field work disclosed another
practice that undermines the dealer's'confidence in himself
and the dealer's status in the community. Random rumor of
possible prospects causes company travelers to encourage
distant dealers (as much as forty miles away) to visit the
so called prospect. 1In several instances farmers have

reported as many as nine dealers in his yard in one day.

Aside from the attitude structured in the farmer's thinking
by such tactics, the tragiec part of the situation 1s that
the producer may have been carefully "worked with" by the
local dealer leading up to a sale. The regultant situation
leads to embitterment by the dealer and the farmer's disgust
at the evident weakness that gives him an immediate dollar

advantage but losses for him in the end.
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A philosopiiy of "there should be a ten percent turnover
of dealers each year" militates agalnst any stable, sound,
constructive public relations attitude of respect for the
industry, the particular lines and the local dealer.

S. Aptitude Testing

It is significant that other major industries screen
their personnel carefully, often using the scientific device
of aptitude testing.h The device 1s in such wide and accepted
use as to need no defense.

By contrast, there was no evidence to show any use of
measuring deviges for aptitude for the business at any level
in the farm ecuipment industry.

To explore this condition, the writer conducted two
experiments In the area of aptitude testling. Alded by Staff
members of Michigan State College counseling center, two
groups of potential employees were taken to a camp. These
young people were introduced to and were helped to survey
the farm equipment business over a one week period. They
were given a battery of tests selected to bring out the
aptitudes: |

(1) Persuasiveness (for the sales.area)

(2) Mechanical (spare relationships)

(3) Mathematics (engineering)

LlBroaded, Charles H. Essentials of Management for
Supervision. "Testing," Chapter ©.
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This workshop was organized and directed by the writer.
Its purpose was to make avallable to farm youth a chance to

explore the farm equipment industry.
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(4) Reading ability

(£) Spelling

(6) Deductive reasoning

(7) Clerical

The purpose of this experiment was to achieve facts and

data in two areas.

(1) Had these youth had any prior study contact with
industry as a vocational field.

(2) Were there basic aptitudes in the youth which might
assist the youth in making a vocational choice in
the field of farm machinery.

Tne aptitude profiles are contained in the appendix.

A summary 1s presented as follows:

Total number in experimeht 30
Boys' _ 28
Girls 2
High school graduates 30
Previous testing experience L

(limited to mental maturity
and reading)

Average age 19

Currently employed : L
(in the faram implement business)

Looking for employment 21
The results of this experiment were such as to cause
considerable concern on the parf of experts who examined

the results. No attempt will be made to analyse each case.
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The general conclusion reached by the experts and staff are

listed.

(1) There is a reservoir of desirable aptitudes for

the business in high school vocatiornal agricul-

ture trained boys.

(2) The high schools as represented by the group do

not utilize aptitude testing as a device in

vocational counseling. The isolation of apti-

tudes for particular vocational endeavor was

noticeable by its abserce.

(3) There was no evidence that the industry had

cultivated the FFA boy for possible employment

in the industry.

4) .There was a definite correlation between basic

abllities as revealed by the tests and the apti-

tudes required for Jobs in the industry.

(¥) The data disclosed that certain employees and

prospective employees in the farm equipment busi-

ness had abilities suited to other flelds than

farm equipment.

The following two cases are cited to point up the whole

problems of adequate screening of personnel.

Case Number 1. The dealer was in distress with his books and

parts department. He was bédly in need of internal support

on the records side of the business (management).

The writer

analysed the situation with the dealer, showing him his
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requirements in personnel at the point of his need. The
test results on a number of older youth were examined. The
test results on a girl showed all the necessary aptitudes
and abilities. The dealer retreated from the idea of a girl
handling his parts department. He reacted further when he
was faced with the reality that he had to pay for ability.

His desperate situation compelled him to hire the girl.

The record shows that the young lady rectified the internal
situation in less than one month and became a vital factor
in the success of the business,

- Case Number 2. The dealer had taken a "shine" to a high
school Jjunior and had influenced the boy toc come into the
local business. The dealér wanted that boy. The test results
(as revealed in the experiment) showed this individual as
above average in mental maturity, mathematically and scien-
tifically inclined. High school records verified the test
results. The boy 1s now in a college engineering course
achieving top honors. The dealer would have had a sad ex-
perience with this employee.

These cases ére cited to point up the area of proper
dealer and employee selection. Many cases of dealer failure
are traceable to lack of basic aptitudes and aﬁilities.

A summary statement of company policy as it influences
the dealer's public relations must include recognition of the
simple fact that the current status of agriculture argues for

a rethinking of dealer-company relationship.



N
~N

SECTICI D
THE RESPONSIBILITY OF EDUCATION

The Dealer as a Commurications Chnannel

An 1important phase of the investigation was centered
around the concept that the dealer was an important channel
of communications with the farmer and as such was a major
responsibility of educatlion.

Arguing from the premise that the farm equipment re-
tailer is a key communication channel to the farmer, several

1 These

areas of concern immediately present themselves.
areas are brought into focus by the practice of self upgrad-
ing of the top scoring retailers. 1In every instance these
dealers place much emphasis on keeplng close to sources of
tralning and education, the college being prominent in their
thinking.
Attention musl bLe called to the following areas of
concern 1n the educational aspecis of the problem.
(1) Why has vocational agriculture not included a
study of the farm equipment business in some
phase of the training process?
(2) Why do the colleges reflect so little concern
towards the basic function of the dealer?

(3) Why do the various dealer and trade associations

of the industry show so little effective

lFletcher, L. J. "Telling the Story of Our Times."
Farm Equipment Institute. 1952.
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aprlications of revenues to assist the dealers at
the point of thelr greatest need?

(4) Why manufacturing policy continues to emphasize

the product side as against balancing product
knowledge with human engineering as a skill of
their field representative.

1. The Central Problem

An examination ¢f lhe previously mentioned pnoints, in-
dicates that they are elements of the central problem of
dealer education.

Granted that various agencies do attempt to fortify the
dealer with approaches to the educaticnal problem, tiie writer
holds that these aprrocaciies do not satisfy the central issue.
In the case of Michigan, there are over eight hundred dealers,
(22,000 in the United States) of major farm eguipment who
contact the farmers. There are only one hundred sixty county
agriculture agents and their assistants. Yet, the former
group, in constant contact with the farmer, has little place
in the thinking, plans and programs of educational services.
By contrast the county agent, of necessity being spread very
thin in his area, is a highly trained individual. The central
issue is simply one of education to assist the dealer in his
role of veing a communication channel to the farmer.2
2. Meeting the Challenge

In recent years this basic problem has been recognized

by the Agricultural Engineering department of Michigan State

2Appendix, Exhibit 6.



College.3 In spite of failures 1in other states, 1952 saw
the first attempt at a solution to the problem. Sponsored
by the Agricullural Engineering department, dealers were
given the opportunity to improve their fund of information
that they might successfully fulfil their role as a counselor
to the farmer. The two day conference was essentially a
rigorous course in technical information and reviewing ex-
periment station findings. As might be expected, only a
few of the dealers participated. Double the number attended
the conference in 1953. About the same time a night school
course was offered for dealers. The course consisted of
business management, economics, community analysis and suc-
cessful business promotion practice. General approval was
given to the course by the thirty-three participants.

The urgency for the educational institution to assume
leadership in training the dealers is apparent. In a series
of meetings held in late fall of 1954 by Michigan State
College Agricultural Engineering personnel, fifty-four rep-
resentative dealers in six areas of the state voiced the need

for leadership in the broader fields of dealer education.

GENERAL RECOMMENDATIONS
A Broad Approach to the Problem

This study indicates and suggests some broad courses of

action that might improve the status of the farm equipment

3see Appendix. Exhibit 6 and 7.
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retailer. These suggested activities are:

1. At the Dealer Level

a. The land grant college, through 1ts various activi-
ties should acquaint the dealer with the many aids it has
for the dealer in merchandising, technical, information, et
cetera. It 1s equally important that the dealers lake the
initiative to avail themselves of the many aids that can be
furnished them by the college.

b. A device, such as, group meetings or college conducted
seminars, for the purpose of examining management practices.
Tnis regular, self appraisal process must be conducted by an
educational agency that the pitfalls of bias and prejudice
may not hinder the educational growth.

c. There should be consistent employee, in-service
training. The place of the employee in the total picture
of the business 1s an educational growth process and needs
attention.

d. Some system must be devised to acquaint the young
farmer with a standard of measurement of the farm equipment
dealer with whom he desires to do business. The vocational
agriculture classes should take considerable time to explore
the relationship of a good dealer to good farming practice.
The dealer in turn should be ever alert to structure for
himself a solid and sound position of respect in the mind

and program of the young farmer.

I;Karr, C. N. Industry Wide Public Relations. Farm

Equipment Institute, 19°2.
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2. At the Company Level

The following measures might be considered as remedial
to current dealer problems.

a. A system of recruitment and screening of prospective
dealers. There 1s no defense for the current, promiscuous,
desperation efforts to get dealers. There 1s also no defense
for the tragic wastage of vocational ebility evidenced in the
vocational agricultural ranks.s This source of manpower
should be actively cultivated by the company.

b. Consistent and insistent in-service training of
retailership personnel. Product education by the company is
not enough. The improvement process of continuing education
is needed.

c. A consistent and insistent program of balancing
products with human engineering in the training of area
supervisors.

d. Recognition on the part of the company that fran-
chising of "suckers" only leads to public distrust of their
products.

3. At the Dealer Qrranization Level

a. An awareness of, an acceptance of and a promotion

of the function of coordination of all forces that can aid

the sound retailer in realizing a profit from his business.

Sl Hate to See Those Cotton Pickers Go." Saturday
Evening Post. October 27, 19¢2.



This calls for honest, sincere, constructive, determined
leadership. This approach takes issue with lackadaisical
"retreat into the future" programs.

4. At the College Level

a. The land grant college is committed to programs
and activities that seek the well belng of agirculture.
The data indicates that a concern for the welfare of the
farm equipment retailers, as it relates to the well being
of agriculture, is well within the scope of policy and ac-
tivity of the land grant college. Immedlate leadership
should be shown by the proprer branches of the college to
inform and train dealership personnel in the successful
discharge of the responsibility each business has toward
agriculture. Basic training is an educational function.
This is a prerequlsite to any special, particular technical
skill acqguired through other chénnels. In cooperation with
retailer organization, the industry and allied industry,
the college should establish and maintain a clear channel
to farm equipment retail training.*
5. At the Youth Level

This is a vital area of concern. The vocational agri-
cultural course should contain subject matter with adequate
time allotment to establish a‘clear frame of reference in

the future farmer as to the ethical, business, product

*Kellogg Center for continuing educatior

Wv 5 A ——— .
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service and community status of tire farm equipment retailing
business. It seems imperative in the light of the data,
that correctional procedures will be required by the intel-
ligent young farmer when he understands the problems of the
industry.

The impact of 4H tractor clubs leaves little question
as to the value of this activity. 0d4dly enough this activity
is sponsored not by the industry itself but by an allied
industry.

SPECIFIC RECOMMENDATIONS
It is tle opinion of the writer that the core responsi-
bility for dealer ecducation resides in the agricultural
engineering section of the college in cooperation with the
Continuing Education Service. There are several factors to
support this point of view.
(1) The vision and leadership already apparent.
(2) The growing respect of the individual dealer for
college services.
(3) Tne resources available to tiie college for instruc-
tional purposes.
(4) The college has no bias in building a sound approach

to dealer education.
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SPECIFIC STEPS

1. A Committee

A committee of college, industry and dealer personnel
should be motivated to re-evaluate the function and role of
the farm equipment retailer. This study shouid achieve a
firm base for future activity. This should be a college
report.
2. A Service from the College

With the support and cooperation of this committee the
college should set up a service to the retailer. This ser-
vice should have in it:

a. A course of study (one or two weeks) for owner-
manager. This course would cover intensive training in:

(1)  Methods of research as a technique for self-

examination of the business.

(2) The psychology of persuasion (sales).

(3) Agricultural economics (applied).

(4) Management practices (seminar).

(%) Analysing the community.

(6) sSkills and practice of public relations.

(7) ©Skills and practices of sales advertising and

promotion.

This course of study should be held at stated intervals
to best match the dealers' available time. This school
should be so structured as to become a permanent part of

the dealers' thinking.



b. Ihe Annual Farm Machinery Conference

Continuance and strengthening of the college farm ma-
chinery conference. This conference should be the rotation
point of the total activity of the college with the dealer.
The technique of consulting with dealer groups for advice
and council to build this program should be continued. The
"workshop" device should receive more emphasis.

c. Special Workshops and Seminars

The college should sponsor special subject workshops

and seminars both on and off campus. Reference is made to
the successful demonstration of taking one dealer area of
concern and staying with it until a solution or practice has
been achieved. (Berrien County Dealer Advertising Council)

d. An Extension Specialist

It will not be enough to offer training. There should
be an arm of the college in the form of extepsion personnel
(combination of agriculture engineering and Continuing Educa-
tion) to maintain a close follow-up on the effectiveness of
the training given. Obviously this work must be done in
cooperation with the company area supervisors.

e. Support for "Dealer Councils"

It is axiomatic that dealers are handed a program to
accept or reject. This situation is at the core of poor
interpersonal relationship, dealer, territory manager and
company. In very recent years a change has occurred in that

two farm machinery manufacturers have instituted "dealer
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councils." In essence they seek to involve the dealers into
responsible evaluation, dilscussion and decisions as problems
of mutual concern. This development is in a sense reversal
of policy to dictate to the dealers. In this area the college
has a function. Dynamic discussion leadership is a skilled
and technical role. The college can serve the dealer council
activity by trairing for effective discussion participation.

f. College-Dealer News Organ

The extension service, experiment station, agricultural
college relationship with the dealer can be improved by the
information service channeling screened information to the
dealer.€

The dealer, being a channel of commun}cation with the
farmer, of necessity should dispense sound information rather
than misinformation. It is significant that the data does
pot disclose one meeting sponsored by dealer or county agent
for their mutual understanding or benefit. There are many
reasons for this condition. Granted that all reasons may be
good for justifying such non-communication, the fact remains
that sound information must be built into this counciling
process of the dealer. The facts prove the urgency of the
situation. To cite specific examples--twenty dealers were
asked a series of ten questions pertaining to the college

relationship concern. The answers are in the appendix.

: and of Plenty. "Ambassador of Better Methods."
Page .
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g. TIraining of the Vocational Agricultural Teachers

Of great concern is the dealer vacuum in the area of
the young farmer. This critical situation is best illustrated
by the fact that sixty-four percent of the two hundred and
fifty dealers could not call the name of the vocational agri-
cultural teacher, ninety-four percent could not call the name
of the FFA president. The evidence show conclusively that
the top scoring dealers in the study have a very thorough
knowledge of and a working relationship with all these groups
and individuals.

it is not the function of the agricultural teacher or
county agent to solicit the understanding and working rela-
tionship. It is the dealer whb needs to have his vision
enlarged as to the benefits to be derived from such a rela-
tionship. Every opportunity should be utilized by the dealer
and his groups to achieve an understanding of and a working
relationship with these agencies. Similarly the vocational
agricultural teacher should have included in his training a
thorough acquaintance with the place and function of the FFA.

h. Opn Campugs Iraining of Dealer Personnel

The short course of sales and service of farm machinery
as conducted on the Michigan State College campus is a step
in recognizing the service that can be rendered to the
dealers' personnel. While this course of training for young

men is primarily basic, it has a distinct tendency to orient



88

the trainee to the over-all aspects of the farm equipment
business. The dealers should not look on these young trainees
as stop-gaps. There can be no incentive for a young man to
enter and stay in the farm equipment field when treated as
dispensable labor by his employer. Fortunately this condition
is not prevalent. 1t 1s discouraging, however, to a young man
getting started to experience negativeness on the part of the
employer toward the business.

The short course, "sales and service" training 1s a key
to correcting some of the problems of the industry. High
schools should test for aptitudes, screening such youth as
show inclinations towards the business. Dealers and high
schools in close cooperation should make available the college
training for those young men. The college should vigorously
promote a process of area dealer meetings to involve many more
dealers in the planning for the course and the recruitment of
students.

i. It is significant that the Kellogg Center for Con-
tinuing Education is beseiged with demands for space, accom-
modations and personnel for business and professional groups.
It is equally significant that not once has a dealer initiated
activity taken advantage of the vast resources available to
them through this Service agency. It had been of very recent
date that an isclated instance occurred where a county group
initiated an activity and utilized Continuing Educétion

personnel as a resource.
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3. A Brochure Covering the Project

The problem of dealer upgrading is common to all seg-
ments of the industry. Study will reveal to the companies
the advisability of utilizing the educational institutions
to assist the industry in doing this job. It would seem
appropriate that Michigan State College take the lead in
formulating a complete plan of continuing education that
it might service the entire industry in its many areas, but

with immediate programs for the dealer level.
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CONCLUSION

In the total consideration of the problems of the farm
equipment industry there is the basic situation of the con-
cept and workings of the "dealer" as opposed to the modern
function of the successful retailer who is a counselor to
the farmer and a purchasing agent for the farm business.

As such, the approach to successful farm equipment retailing
in the current technical and scientific agriculture is quite
different than it was fifty years ago. Yet there is a strong
relationship between the current ills of the business and
policy that had its origin fifty years ago.

Careful examination of the total operation of top scor-
ing dealers reveals that all their operations are in balance.
The solidness, substance, measured stride of the business
acquired has commanded a type of respect which is the envy
of the competition.

It is also apparent that the dealer, as a counselor--a
channel of communication--needs immediate recognition. There
can be no defense for failure to recognize the complete role
of the dealer in the total picture of agriculture. A quality
dealer program 1is essential.- The evidence shows that there
is in the public mind a close association between poor quality

merchandise and service and a slovenly dealer. If licencing,
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standardization, quality dealer programs do not find their
origin in the industry itself, the farm public may take a
hand in a more drastic way than "shopping."

The data indicates the need for a reappraisal of the
function of the farm equipment retailer. There is no stand-
ard by which the ultimate success of a farm equipment retailer
is measured. The main standard in use by the companies in
evaluating a retail outlet is the ability of the company to
collect.

Held against the concept of being a counselor to the
farmer, the dealer is inadequate in training to measure up
to his responsibility as an effective channel of communica-
tion. The equally important technical responsibility of a
"purchasing agent" for his farmer customer calls for educa-
tional training. The data indicates that there is within
the various elements of the industry men who recognize the
~situation and have conducted their business, philosphy,
practice and activity to measure up to a high standard of
ethical and business conduct. Balanced managément practice
is the key to thelr success. In these cases the community,
the customer, the competitor, the company all enjoy a high

standard of relationship.
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EXHIBIT 1

QUESTIONNAIRE
1. In your judgement where does the farm equipment
business rate in public respect. Put a 1, before your first
choice, 2, your second choice, et cetera.
Automobile retailing Elevator supply business
Grocery retailing Farm equipment retailing
2. How does farm equipment rate as to "looks" as
compared to: (place a 1, before your first choice, 2, your
second choice, et cetera).
Automobile retailing Elevator retailing
Grocery retailing Farm supply retailing
3. Do you ﬁave regular policy and business conferences
with your employees aimed at increasing your business?
Circle one.
Yes No . On occasion
4., Do you have a planned, sustained activity with
youth? Circle ore.
Yes No On occasion
£. Do you engage in any regular, planned, sustained
contact with farmers' groups? Circle one.
Yes No On occasion
€. Do you belong to any civic group other than church?
Check your activity on the list below adding any not listed.
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Exhibit 1
Continued
Noon luncheon club
Chamber of commerce
A civic promotional activity
A governmental responsibility
7. Check the items in the list below that you use in
your promotional work.
Classified advertising
Space advertising
Company advertising
Radio
Special house organ
8. Place the proper figure 1, 2, 3, et cetera before
the items you select as contributing most to public disre-

spect for the farm equipment business.

The color of paint Credit policy
Quality of merchandise Trade-in policy
Farmer gossip The personality and
The "looks" of a dealer's practices of a
place given dealer

9. Do your employees bring in "prospect" names to you?
Circle one.
Yes No Occasionally
1C. Check the activity with which you have been identi-
fied in the last year.
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Exhibit 1

Continued
Visited the high school advising the Vo-Agri
teacher of your desire to help him if he had
occasion to call on you.
Vo-agri teacher has been in your store.
Made yourself acquainted with the FFA president.
Put on a demonstration for a youth group.
Have had a 4H tractor club in your place of
business.
Chaperoned one group of FFA members to some
agricultural meeting or event.
Visited the home of a boy or girl who has
achieved recognition for work well done.
Identified yourself with some youth activity
in the public press.



EXHIBIT 2

RATING SCALE OF FARM EQUIPMENT RETAILER

PUBLIC RELATIONS

Part I. Rating Schedule of the Business Operation

A. Facilities - Physical

1. Facilities

- Housing

a. Building classification

(1)
(2)
(3)

(4)

(5)

location, class--prominent, convenient,
inconvenient, difficult

parking lot, class--assigned area, curb,
curb only, difficult

building appearance, class--attractive
new construction, neat and substantial,
expedient, shabby, old construction.
classification of used implement 1lot,
class--showmanship, adequate and arranged,
unarranged, Jjunk pille.

storage and warehouse facilities

b. Office

(1)

(2)

(3)

utility, class--owner separate office-
bookkeeper separate office-adequate space
and lighting, utility, non-business.
machines, class--typewriter, adding
machine, files, telephone, secretarial
desk and chair

books, magazines, and references

c. Showroom

(1)
(2)
(3)
d. Parts
(1)
(2)
(3)

windows, class--large and attractive,
average, small and unkept

floor space, class--roomy, convenient,
small and cluttered

nfiller" display, class--convenient
& 9

adequate, crowded and cluttered
Department

perpetual inventory, class--complete and
current, incomplete and non-current
personnel, class--number, age, training-
high school-short course-company trained
gross amount of inventory
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Exhibit 2
Continued

(4) parts bin system, class--adequate and
substantial, realistic, cluttered and 111
classified

(£) obsolete parts storage, class--in separate
storage, in main storage.

e. Shop facilities
(1) size--floor space, class--adequate, average,
: cramped

(2) light, class--maximum, adequate, dingy;
heat, class--optimum, adequate, happenstance

(3) benches, auxiliary machine, class--optimum,
average, inadequate

(4) accessory service, class--paint shop, steam
Jenny, electrical department

(%) personnel safety, class--consistent program,
maximum safeguards, adequate, hazardous

(6) personnel working conditions--toilets and
rest rooms adequate, maximum cleanliness,
inadequate, unclean

2. Facilities - Personnel

a. Salesmen--number, complete satisfaction, satisfied,
average, non-satisfied; general--turnover, age
level, schooling, age, years selling farm machinery

b. Bookkeeping--years experience, age (annual audit)
(1) excellent
(2) average
(3) substandard

c. Parts Department--number, ages, company trained
(1) excellent
(2) average
(3) substandard

d. Service Department--number, ages, company trained,
years of experience
(1) excellent
(2) adeguate
(3) substandard .

3. Facilities - Management

a. Training--age, years in business, company schools

TR i, S——
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Exhi»it 2
Continued

b. Eaployee policy and relations--employee con-
tests, insurance

c. Information service
(1) employees
(2) customers

d. Relationship with the company block man and
company schools

e. Professional advancement
(1) company schools--attendance
(2) conferences and conventions--attendance
(3) magazines--trade papers
(4) advanced farming techniques

f. Departmentalization - foremen - number
g£. Credit policy

(1) on parts

(2) on repair and service

(3) on loan paper

h. Balance sheet - monthly

Part II. The Public Relations Program and Practice of the

A,

Farm Equipment Retailer
Educational Agency Relationships
1. Extension Service
a. Cooperation with the program, county agent
sponsored meetinﬁ--attendance, aiding county
agent meetings, 4H sponsorship.

Y. Knowledge of the program on extension planning
council

c. 4H Club - evidence of participation
(1) specific activity
(2) sponsorship--broad

2. Vocational Agriculture
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Exhibit 2

Continued

. Cooperation with the program--evidence

. ¥Ynowledge of the program on vocational

agriculture council

F.F.A. relationships

3. Others

a.
bo
C.

4, Soil

Other youth groups
Veterans' classes
F.H.A,

Conservation

B. Farm Service

l. Promotion of Farmer Information

a.
b.
c.
d.
e.
C. Press and

D. Promotion

Bulletins

Farmer meetings
Evening schools
Educational projects
Farm family

Radilo

1. Advertising

a.

b.

Local paper

Company advertising

. House organs

Spot projects

\O
\O



Exhibit 2
Continued
e. Movie programs
f. Open house
2. Radio
E. Community Service
1. Member of Service Organization
2. Member of Civic Organization
a. School Board
b. City Council
c. Other
d. Church
e. Farm Board
f. Boy Scouts
3. Civic Projects

4, Service to Farmers' Meetings
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EXHIBIT 2
QUESTIONNAIRE

1. Is your company representative (List them in importance
by putting a 1, before your first choice, 2, your second
choice, et cetera.)

usually helpful

represents the company well
indifferent

distinctly not helpful

2. In what areas do you think company policy and operation
can be improved? (List them in importance by putting a
1, before your first choice, 2, your second choice, et
cetera.)

Financial policy toward dealer
Company pressure
Company accounting
Ad justment of company prices
Placement of dealers
Communication of ideas
Blockman's tenure
Parts organization

3. What 1s the dealer council?

4. Who started this dealer council?

5. In operating your business are *"filler lines"
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Exhibit 2
Questionnaire
Continued
(circle one)
very important
important
convenient
nuisance
If you belong to your state association of dealers,
check one of the following:
The association is important to me
The association is helpful
The assoclation is "alright, I guess, but is hasn't
done anything for me."

The association is ineffective
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EXHIBIT 2
QUALIFYING REQUIREMENTS

TRAINED MANPOWER

1 2 3
Yes No Yes No Yes No
(Check One for Each Rat%ng)

1. Have you adequate manpower?
2. All job functions definitel
assigned and properly opera¥1ng?

Name

a. Manager

b. Sales Manager

c. Service Manager

d. Parts Manager

e. Salesmen

f. Servicemen

g. Bookeeper

3. Right men in dealership attending
distributor-held schools?

4. Holding regular meetings--at least
twice a month--with all employees?




Exhibit 2
Continued

FINANCIAL CONTROL

Using Planned Profits Program?

(Check One foF_EggQRatin

10k

1 2 3
Yes No Yes No Yes No

>

You have adequate working capital--
equal to at least one-seventh of
sales volume?

You have adequate cash?

Ratio of current assets to current
liabilities (two to one)?

Accounting procedure which provides
the facts to make up the Financial
and Operating Statements?

SERVICE TO OWNERS

Dealership has a seBarate service
shop area of about 400 square feet
per tractor being serviced?

Shop has ALL these basic tools?

Complete set, hand tools
for each mechanic . . . . .
Workbench and vise . . . .
Electric drill . . . .
Valve grinding equipment
Vacuum gauge and compres-
sion tester . . . . . . .
Timing light . . . . .
I.D. and 0.D. micrometers
Boring bar . . . . . .
Bench grinder . . .
Cylinder honing equipment
One-ton hydraulic jack or

L] . L] L[] L] L]

chain hoist . . . .
Connecting rod aligning
tools . . . . o

Hydraulic lift cover
adjusting gauges . . . . .

E
=
)
d
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Exhibit 2
Continued

check Eac

Hydraulic pump overlap
gauges

Torque wrench
Cast-sleeve puller
Governor repair tools
Tachometer

Alr compressor

Spark plug cleaner and
tester

Battery testing equipment
Pressure grease equipment

Explaining Assembly and Operating
Manual to ALL owners?

Maintaining a current file of
Service Bulletins--readily
accessible to mechanics?

Using Service Record System--
or its equivalent?

PARTS SUPPLEMENT

Parts bin set-up per distributor
approved plans?

Have attractive functional parts
counters?

Making effective use of parts
and accessory display space?

Genuine parts displayed and
offered for sale? )

Inventory control system kept up
to date on ALL parts?

Consistently submitting monthly
tractor parts order?

Consistently participating in
seasonal ordering programs?

Parts and price lists kept up to
date?

105

l 2 3
Yes No Yes No Yes No

(Check One for Each Rating)
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Exhibit 2

Continued

ADVERTISING AND DISPLAY

Building properly identified?
Consistently maintaining
attractive displays?
Regularly advertising through
at least TWO of the following
media--allocating a minimum of

one percent of sales volume for
advertising?

Check

a. Newspaper
b. Billboard
c. Radio

d. Theater Ads
e. Direct Mail

Maintaining effective display of
tractor and implement sales
literature?

Displaying at local fairs or
divic events--whenever practical?
PUBLIC RELATIONS

Mailing company magazine to agri-
cultural leaders?

Held a FIELD DAY?

Actively cooperating with 4H and
FFA groups?

Actively cooperation with local
Soil Conservation District or
Extension Service Representative?

1

106

2

3
Yes No Yes No Yes No

Check Oneﬁggr Each Rating)
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Exhibit 2

Continued

EFFECTIVE SELLING

When available, keeping in inventory
an adequate stock of every implement

salable in your territory?

Have a used equipment lot--properl
maintained and properly 1denti¥ied?

Following a planned and approved
used equipment merchandising
program?

Using recommended Used Equipment
Inventory Control System?

Using recommended'Owner-Prospect
Record System or its equivalent?

Following a definite schedule of
owner and prospect calls?

Equalled or exceeded field-
demonstration objective?

Salesmen maintaining and using
loose-leaf sales binder with all
current and applicable sales
literature?

Actively cooperating with current
company distributor programs and
campaigns?

107

1 2 3
Yes No Yes No Yes No

eck One for Each Ratin
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EXHIBIT 2

NATIONAL AVERAGES--ALL DEALERS
SALES
1947 1948 1949 1950 1951 1952 1953

l

(National Retail Farm Equipment Association)
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EXHIBIT 2

NATIONAL AVERAGES--ALL DEALERS
MARGINS
1948 1949 1950 1951 1952 19¢3

1

(National Retail Farm Equipment Association)
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EXHIBIT 2

NATIONAL AVERAGES--ALL DEALERS
EXPENSES

1948 1949 1950 1951 1952

(National Retail Farm Equipment Association)

110

19

3

v



1947

9.35%

EXHIBIT 2

NATIONAL AVERAGES--ALL DEALERS
PROFITS
1943 1949 1950 1951 19¢%2

(National Retail Farm Equipment Association)
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1953
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EXHIBIT 2
NORMS FOR GROUP A

NATIONAL AVERAGES OF RETAILERS WHOSE 1953 SALES
WERE UNDER #%100,000

High-Profit Low-Profit
SALES verage Dealers Dealers
New Farm Equipment and Tractors %37,8 13 §33 369 534 990

Used Farm Equipment & Tractors 9,196 74,351 9, MSH
Repair Parts (Farm Equipment) 12 936 12 238 12 1&9
Service Labor ,/92 H hho 3, 236
All Other Lines ,ézz ,205 % é 3
Total Sales 72, 4103 - g 2
MARGINS
New Farm Equipment and Tractors $ ,,908 $ 6,609 $ 9,413
Used Farm Equipment and Tractors (537) (219) (1, 960)
Repair Parts (Farm Equipment) 3,914 3 848 3, 420
Service Labor 657 SZ (60)
All Other Lines 1,999 1,5 QO
Total Sales $11,201 13,369 ® 7,60
OTHER INCOME . $ 2 135 ¢ 1,91 $ 2 h83
TOTAL MARGIN 13 336 15 30 10 08/
TOTAL BUSINESS EXPENSES 13, 588 10 677 15 360
NET OPERATING PROFIT OR
LOSS BEFORE INCOME TAXES (252) (4,627) (5,273)
INVENTORIES

GROUP A NATIONAL AVERAGES
Beginning Closing Change ‘ghange Turnover

New Farm Equipment $18,604 $18,944 340 g 1.70
Used Farm Equipment ! , 796 L) ,536 (210) (h 3 ) 2.1k
Repair Parts 505 506 1 .99
Other Lines 5,5 5, 89 (49oh) L§.8§) 1.39

Total $38,489 $38,125 (364) ( .95) 1.52
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NORMS FOR GROUP B

113

NATIONAL AVERAGES OF RETAILERS WHOSE 1953 SALES
WERE BETWEEN $100,000 and $250,000

High-Profit Low-Profit

SALES Average Dealers Dealers
New Farm Equipment and Tractors $&9,478  $90,476 $81, 430
Used Farm Equipment and Tractors 26, 3376 26, , Skt 23, 63
Repair Parts (Farm Equipment) 27,512 27, 1698 28 069
Service Labor h 8/2 8,359 é,h92
All Other Lines 2 2 2%,141 16,91
Total Sales §173,§73 31 g,SBS $1§9,27O
MARG INS
New Farm Equipment and Tractors 316 758  $1€,926 $14,375
Used Farm Equipment and Tractors (2, 9%7) (1 h20) (8,561)
Repaid Parts (Farm Equipment) 8,062 8,223 s 142
Service Labor \ 88% & éZO 2%0
All Other Lines 0]0) 99 2,282
Total Sales 526,762  §30, 1ﬁé $21,L88
OTHER INCOME $ 5, kS 6 148 $ L 4936
TOTAL MARGIN 32, 305 36 296 26 024
TOTAL BUSINESS EXPENSES 26 549 24 108 29 372
NET OPERATING PROFIT OR '
LOSS BEFORE INCOME TAXES 5,756 12,188 (3,348)
INVENTORIES

GROUP B NATIONAL AVERAGES

Beginnin losing Change %Change Turnover
beglnning Lnange punange iurnover

New Farm Equipment $28,601 $30, 215 $1,614 5.64 2.47
Used Farm Equipment 7,376 8 166 790 10.71 3.77
Repair Parts 15 761 15 £51 (210) (1.33) 1.24
Other Lines 9“1‘ 6] L 369 (72) (1.04) . 2.94

Total $58,679 $60,801 $2,122

3.62

2.37

“®
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EXHIBIT 2

NORMS FOR GROUP C

NATIONAL AVERAGES OF RETAILERS WHOSE 1953 SALES
WERE BETWEEN $250,C00 and $350,000

High-Profit Low-Profit

ALE Average Dealers Dealers
New Farm Equipment and Tractors $152 637 $163, 329 $129,791
Used Farm Equipment and Tractors 46 969 go 65 h3 402
Repair Parts (Farm Equipment) HS 618 5,462 MS 033
Service Labor 1g , 806 lh ho3 16 397
All Other Lines 2 3,53; Q;, 20
Total Sales 3339 228 337,3 320,013
MARGINS

New Farm Equipment and Tractors $28,156 $32,851 $23,152
Used Farm Equipment and Tractors (5 667) (3,573) (/,u96)

Repair Parts (Farm Equipment) 12,712 13, 315 12,124
Service Labor 2, 235 2,733 2] 525
All Other Tines 9, ? 10,19 2,8;;
Total Sales ‘ 7 925 m% 39’
OTHER INCOME $ 9,917 $11,568 $ 8,188
TOTAL MARGIN 57 QH2 67 093 L8 066
TOTAL BUSINESS EXPENSES 50 677 NS 786 °1 089
NET OPERATING PROFIT OR

LOSS BEFORE INCOME TAXES 7,165 21,307 (3,023)

INVENTORIES

GROUP C NATIONAL AVERAGES

Beginning Closing Change %Change Turnover

New Farm Equipment $39,755 $41 Oag $1,283  3.23 .08
Used Farm Equipment 10,731 1,109 10 33 6/
Repair Parts 20 90 20 h7h ts20) (2. 05) 9

gggzi Lines Z:g 13,123 l(hgé) (2 g ) ‘3?1;
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EXHIBIT 2

NORMS FOR GROUP D

NATIONAL AVERAGES OF RETAILERS WHOSE 1953 SALES
WERE OVER 350,000

High-Profit Low Profit

SALES Average Dealers Dealers
New Farm Equipment and Tractors $296,934 $334,142  $279,408
Used Farm Equipment and Tractors 95 523 8] ,258 102,037
Repair Parts (Farm Equipment) 108) 335 142) ,060 88’ 4355
Service Labor 42, y 322 h;,202 57 ,/36
All Other lines o101 L hgh,gz
Total Sales 3700,131 5700?%%% ¥1,022,500
MARGINS

New Farm Equipment and Tractors § 56,595 $68,156 $53,863
Used Farm Equipment and Tractors (8 757) (h 031) (11, 9%6)

Repair Parts (Farm Equipment) 30, 137 38,622 24 h99
Service Labor 2 ,687 8. 4,771 11 73
All Other Lines 3 ,135 2,523 ,53
Total Sales 122,79 129,111 »y©93
OTHER INCOME $ 22,179 ¢ 24,520 $ 22,
TOTAL MARGIN 1“4 4973 153, 6% 1“9 60
TOTAL BUSINESS EXPENSES 125 567 107,281 183 690
NET OPERATING PROFIT OR
LOSS BEFORE INCOME TAXES 19,406 46,350 (34,230)
INVENTORIES

GROUP D NATIONAL AVERAGES

Bepinning Closing Change ¢Change Turrover

New Farm Equipment $o2,463 §84,825 $2,362 2.86 2.88
Used Farm Equipment 21, o2 21 5%5 319 1.50 L.88
Repair Parts hS Loy bl ,951 (503)(1.11) l.7g
Other Lines 4O 578 38 ,226 ﬁl,bOZ)gh.hh) 1.0
Total 189,721 $190,097 37 .20 3.31
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EXHIBIT <

EXPENSES
NATIONAL AVERAGES--ALL DEALERS
(Average Sales--$272,090)

Percent of Total Sales
High-Profit Low-Profit

Average Dealers Dealers

1. Salaries--QOwners, Managers 2.607 2.4€7 2.987
2. Salaries--Sales and Parts 2.74% 2.48 3.4y
3. Salaries--0ffice 1.0C .95 1.15
L., Salaries--Ohter (Except

Shop) .78 .56 .93
. Rent and Lease 61 49 .73
6. Heat, Light, Power, Water 3% .31 b2
7. Telephone and Telegraph .25 .23 .31
. Sgggaiﬁgplies and Equipment i 4o g
9. Other Supplies and

Equipment Repairs .20 b .21
10. Postage .06 .07 .10

11. Car and Truck Expense
(Gas and oil, tires, repairs,

licenses and insurance) .85 E2 .ch
12. Advertising .75 .64 .86
13. Taxes--Payroll and Property .66 .65 .79

14. Insurance (except auto and
truck) .62 .57 .71

19. Legal and Auditing 11 .11 .13
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EXPENSES

(Continued)

Demonstrations

Bank Charges and Interest

Repairs--Building and
Fixtures

. Depreciation
. Bad Debts

. After Sale Expense

Discounts and Allowances

23. Dues and Subscriptions

2k,
25.

Miscellaneous

TOTAL EXPENSE

pPercent of Total Sales

High-Profit Low-Profit

Average Dealers Dealers
179 ¢ 187 .20%
.32 .24 R

1k .12 C1b
$1° 69 95
2l .18 18
41 L3b ol
Lk .36 25
c7? .06 CY

.69 .99 .79
1£.387  13.80% 17. 667
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EXHIBIT 3

EMPLOYER EVALUATION SHEET

Accepts criticism without
resentment . . . . . . . . . .

Willing to correct an error

Speaks well of product or service
offered . . . . . .

Accepts responsibility . . . . .

‘'Does jobs above and beyond the

regular job . . . . . . .

Economical with time and equip-
ment L ] L] L] L] L] L] L] L] L] L] L] L] L]

Regular and punctual . . . . .
Plans work . . . . . . . . .

Starts a job without unnecessary
delay . ¢ ¢ ¢ ¢ ¢ ¢ ¢ o o o o

Avoids making careless mistakes
Completes a job in a neat way .
Neat in personal appearance . .
Does added tasks without griping

Willing to adjust plans to meet
the demands of the job .

Name

High Mediuml
Degreer Degree

Low
Degree




Expresses satisfaction in doing
work well done .

Friction with other workers . . i

Willing to adjust plans to
meet needs of fellow workers .

Helps other workers
Versatile
Shows ability to follow

instructions and modify
work habits
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High |Medium]Low
rDegree Degree]Degree

L) o . . L] o

Department
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PROPER EMPLOYER-EMPLOYEE RELATIONSHIPS
Questionnaire

Do you accept criticism from your employer without
resentment?

When you make an error, are you willing to admit it?

Do you avoid speaking 111 of the product‘or service
offered by your employer?

Do you avoid gossiping about your employer and his
business with other employee?

Do you accept responsibility for doing things which
you are not required to do?

Are you economical of your employer's time and
materials?

Do you contribute constructive suggestions for your
Job?

ACQUIRING GOOD WORK HABITS
Are you regular and punctual in reporting for work?
Do you plan your work carefully?

Do you go ahead with your work without unnecessary

‘delay?

Do you avoid making careless mistakes?

Do you finish up your work in a neat way?

Are you neat in your personal appearance?

Do you keep your temper under control at all times?

Are you willing to do added tasks without griping?
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Are you willing to adjust your own plans to meet the
demands of the job?

Do you have a feeling of satisfaction in doing your
work well?

¢

COOPERATION WITH FELLOW-WORKERS

Do you avold words or actions which might cause
friction with other workers?

Are you willing to adjust your plans to meet the
needs of your fellow workers?

Do you help other workers when your work is done?

Are you willing to give helpful information to new
employees?

Are you capable of adjusting to the demands of
different employees?

Can you work well in different types of job situa-
tions?

Have you shown that you can discard or modify work
habits learned 1n previous jobs?
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QUESTIONNAIRE

Courtesy 1is unnecessary to promote
a sale. ‘

A customer buys a product one feature at a time.

A buyer understands a product when the buyer con-
siders the product as a whole.

Services is a means of increasing the profits of
an organization.

Service 1s the management of a business.

Service 1s the repair of equipment.

Accldents are not caused.

Promotional schemes stimulate employee thinking.
Accidents can not be prevented.

Accidents result in inefficiency and delays, in
addition to being costly.

Cne small accident can cause a tremendous loss.

- Yearly 1nspections with yearly corrections are musts.
You can not expect others to do what you do not do.
There is a philosophic side of safety.

The concerns that have the best safety records know
the least about their employee.

It pays to kick. American was built by discontented
humans.

More is to be gained frcm cooperation than from
coordinated cooperation.

Action speaks louder than words.
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Continued

Success requires the thirkirg of the young buck and
the action of the old timer.

Injury of one key employee affects many.

Community relations are, doing the right thing in
the right way and at the right time and then telling
other people about it.

A parts department does not need to keep a record of
fast moving parts.

Slow moving parts should be purchased several months
in advance.

A parts foreman never knows when there is an improve-
ment change in a part.

Special priced goods are "Sale" items.
Sales are promoted by service.

To undersell a customer is to inadequately equipment
him.

Advise the customers.

A high powered‘salesman always makes a sale.

Service promotes selling.

A business should sell to the buyers' needs.

The purchase of goods should be determined by others.
Anyone can sell.

The ability to sell is a gift.

Management is not responsible for employee injuries

and occupational disease arising out of and in the
course of unemployment.
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Continued

Safety and cuality go hand in hand. The customer
depends upon management for. quality, workmanship,
and service.

Expenditures for injuries and occupational diseases
are greatly reflected in operational costs.

Housekeeping has a terrific effect on the customer.

An account with a merchant is a convenience for the
customers.

Cash customers always buy for less.
A sales talk 1s developed feature by feature.

The dress of a customer determines his capacity to
pay.

A business is a public service.

The sale of new implements promotes new practices
in agriculture.

A salesman does not have to know the features of
his product.

In selling a product only the advantages of the
product should be discussed with the customer.

A salesman selling merchandise presents features
and the benefits of the merchandise to the customers.

A sale 1is completed when the goods are delivered to
the customers. ’

A customer knows what he wants to buy.

A retail dealer 1s the factory representative of the
goods sold to the customer.
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Continued

The supplying of parts through a retail parts depart-
ment is a service to the buyer.

Parts can be more easily dispensed by sending them
through the mail.

A parts department 1s a seasonal business.

A farmer needs parts only two or three months of the
year.

The parts department is the same as a service depart-
ment.

In a service department trained mechanics work on
tractors only.

A farm implement service man works only on combines
and corn pickers.

A retail business man is a middleman.

A parts man of a parts department is interested only
in fast moving parts.

Slow moving parts are of small value to a parts
department.

Goods sold at bargain prices or at special sales
are sold on a small margin.

The parts department of a store is a service depart-
ment.

Most accessories are gadgets.

Obsolete parts are melted up for scrap.
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SURVEY OF GROUP CONFERENCE WORK - GEORGIA FARM IMPLEMENT
ASSOCIATION
Area of Concern

"What can we do at the county level to build a stronger
position for our business in our community?"

The area of concern of the Georgia Farm Eduipment Re-
tailers is embodied in the title of this report. The detailed
account of approach and procedure 1is recorded herewith. This
report is submitted as a record in the hope Qhat it may afford
an opportunity for critical examination of the field, as well
as materials of value to the area under study--the public

relations practice of the farm equipment dealer.

An Qverview of the "What" and "Why" of the Job

The Georgia Farm Equipment Association, composed of 319
members, all retailers of farm equipment, neet -twice a year
in sectional meetings to listen to resource information.
Past meetings have concerned themselves with a wide variety
of popular subjects, economics, soil conservation, public
policy affecting agriculture, et cetera.

It was the desire of the members, expressed through the
assoclation, that this series of meetings be devoted to a
frank evaluation of the current status of the farm equipment

business in the 1light of possible economic contingencies.
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The area to be covered was characterized by its intimate

(perhaps crucial) relation with individual businesses.

Approach

Conferences with the Secretary of the Association, J.
Pruitt, F. Lamley, Vice President of the Citizens ané Southern
Bank (chain) and members of the board of.directors of the
Associatlon secured the basic position that the meetings
should seek to have the dealers examine themselves and their
situation, rather than a speaker pouring it in, telling them
(the retailers) what was wrong.

To seéure a readiness, an open, receptive mind to this
unorthodox approach, all the meetings began with a free din-
ner. On arrival, the retaillers were greeted by the secretary
and officers. Large name cards were pinned'on each lapel.

With one exception 511 rooms were adequate to utilize
the small group discussion technique. 1In three of the five
meetings the Citizens and Southern Bank had a one-half hour
cocktail party for all early arrivals (quite well attended).

Procedure
Following the dinner, the bank representative, Mr. Lemley,

briefly discussed the interest of the bank in the dealers

making a factual appraisal of their business operation. 1In
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each meetirg he outlined the bank's rating scale: (1) The
increase of the individual businesses. (2) The credit paper
and accounts receivable of the dealers. (3) The business
records. (4) The recourse instruments of purchasers as re-
quired by the retailers, (insurance) and the relations of
the business to the putlic. This material was given in five
to seven minutes.

Then followed the presentation of the research material
as being developed in Michigan and explanatory remarks were
made in the course of the ten minutes discussion.

1. Material on the ﬁublic relation status of the dealers.

2. Material on the appraisal and rating of the businesses

studied--as a business.

Using a recreational device the entire group was segmented
into work groups of six, a secretary and spokesman appointed
and the discussion question given and copies for group work.

Each group had about eight members for discussion, two
minutes to agree, as a group, on the most pertinent idea on

the group discussion card, and one minute to report.
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Statistics of the Meeting
Dealers Employees Others Total Work Groups

Athens L2 16 19 €3 10

Louisville 30 O Y 52 9

Atlanta €1 16 19 Gé 15

Ferry L1 21 Y €€ 10

Tifton 76 19 _7 102 13
Total 250 &0 49 379

Total cards collected after all meetings - 957.
Total ideas or contributions by individuals in the

group - 228,

Tabulation Results

All the reports were recorded at each meeting. The
cards of each discussion group were examined and items
tabulated. Because of the terminology and phrasing, it was
necessary to arbitrarily catalogue some of the material.
Where two ideas were contained in the statement, both were
segregated and tabulated as separate items.

A. In the field of business operation, policy, practice
and operational procedure:

Of the 220 ideas expressed, 78 could be classified as

indicating dealer concern that the business was running them
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instead of they running the business. Areas most frequently
suggested as areas of concern were: (1) not enough time to
manage, (2) disinterest in bookkeeping, (3) community demands
on time, and (4) inability to dig out new resources for help
and information. The ideas in other related fields were:
Personnel--L4l; Bookkeeping--24,

This area of concern indicated clearly a recognition
that current conditions and economic situations were forcing
the farm equipment dealer to look in the mirror of standard
business practice and what he was seeing, he didn't like.

B. In the field of public relations:

This area was broken down into chief concern:

1. Relations with educational programs.

2. Relations with youth groups.

3. Relations with farm groups.

4. Relations with the customer and farm family.
€. Relations with the community

This area of concern indicated that of the fifty-seven
cards collected and reports listened to, there 1s a heavy
vote for the dealer achieving, establishing, and maintaining
public confidence and respect. Forty-four groups reported
this as their first concern. Good practice, mal practice

were cited to supprort the viewpoints.
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The second choice of public relation concern was in the
area of dealer-dealer relations, establishing an ethical code,
a professional standard. Thirty-seven groups said this was
their second major concern. Cooperation with F.F.A. and 4H
clubs, county agents, soll conservation and related activities
was reported as not being a concern because every dealer was
doing this in some measure.

The scattering reports and recorded comments covered a
wide variety of subjects, community activity, personal inter-
est in specific farm family activity, publicity concerning

news events and feature stories were mentioned most frequently.

§ummary

In this area it was evident that the routine public rela-
tion practice stopped at minimum 4H and F.F.A. cooperation.
The evident necessity of developing technique to exploit the
other areas may cause a neadache for the Georgia secretary.
The retailers are already calling for schools and workshops
" to give them skills in various "soft spots" of their public

relations programs.

General Summary

1. The approach--Structuring a readiness of mind (rap-

port), equipping the participant with a short, pertinent
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background, getting him to objectively examine his own policy
and procedure, frequent summarization of expressed ideas, the
sharing of ideas in a dynamic settinge-all were essentially
counseling and guldance technique. At points where the par-
ticipants floundered, resource material was brought to bear
in the situation. Supporting material by resources, to ex-
pressed positions in the discussion, was used only if and
when necessary.

This approach was new and the delight of the mature
minds. The groups had come to listen to a speech; the tables
had been turned on them; they had to do the work--public con-
fession via the reports was a face washing that delighted
them.

2. Criticism--(a) Too frequent desire on the part of
resource to want to inject himself into the structuring pro-
cess. Funds of information, pertinent to the situations,
cried for vocalization.

(b) Fatigue--a lack of a rest or relaxation period pre-
vious to such a session is a serlous handicap.

(c) I was particularily impressed with the point of
establishing previous acquaintanceship with some of the
participants. The "giving" of the first group was slow and

reluctant. The next sessions were pre-structured by calling
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on some dealers who were to be evening participants. My
interest in their business--a ten minute visit--changed the
"egive" of the groups. This was particularly evident at the
Atlanta mceting where the tcp brass of the companies were
present,

(d) Summrarization at conclusion of each session could
be helped greatly vy visual presentation of anticipated group
findings, i.e., slides showing one good profit and loss
statement to a bark, the other a presentation of a poor
profit and loss statement; a slide showing a "good looking"
_business, another a graveyard of used farm equipment,

(e) Frequent summarizations during the reporting and
sharing processes 1s the crux to the success or failure of

the effort.
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WEIGHTS ASSIGNED TO EACH ITEM IN EVALUATING THE SCCRING

ILocation

Structure

Floor Space
Appearance
Parking

Buiiding Sectiorns
Shop

Office

Parts

Showroom

Mobile Equipment

Tenure in Business

Training

Personnel Tenure

Capital Structure

Monthly Balance Sheet

Welght of

10
8

\n

N N

10

10

10

Cco

1C

points

points

points
points
points
points
points

- points

points
points
points

points

points

points

points
points

Strategic

Modern brick and block

to 0ld and

delapidated

Adequate to cramped

Neat and clean to shabby

Adequate to none

Prototype to one room

Complete to makeshift

Complete to makeshift

Complete to makeshift

Adequate to none

Group l--Truck or trailer
Group 2--Truck-trailer
Group 3--Truck-trailer-

Group 4--2

pickup
Trucks, 1

trailer, 1 pickup

Group 1=--1
Group 2--2
Group 3--%
Group L--¢

Attendance
schools

Group 1l--1
Group 2--2
Group 3--k
Group 4--6

Investment

to 2 years
to ¢ years
to 8 years
years and over

of company
to 2 years
to 4 years
to 6 years
years and over

to velume



Credit (open accounts)

Used Inventory

Internal Policy

Personnel Education

Sales Plan

Promotional Advertising
Bulletins
Demonstrations
Literature

Visual Ailds

Farmer Meetings

Bxtension Meetings

F.F.A. Activity

Women's Activity

Young Adult Night School

Soil Conservation

Community Activity
Publicity

Exhibit 4

Continued

Welght of

¢
10

N

10

&£ & F F

points

points

points
points

points
points
points
polints
points
points
points
points

points

points

points

points

points
points

1/10 of gross volume

Evaluation on percent
basis of total volume

Employee Meetings

Use of company schools
Use of educational
facilities

Scope and usage

Scope

Available on display
Four a year minimum
Usage

Usage

Project participation

Attendance
Project participation

Knowing the personnel
School cooperation
Project support
Demonstrations

Cooperation with group
activity
Demonstrations

Cooperation with school
activity :
Project support

Meeting attendance
Sponsorship of projects

Service clubs, projects

House organ, Local News
Advertising space,
Additional
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SCORE RATING
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regular

(M 3. 2 1
Location Strategic JConvenient] Adequate Isolated
Structure New-Modernd Modern Adequate Mediocre
Adequacy Above
standard Standard Over
space space Cramped crowded
Appearance Above Average Below Mediocre
average average
Parking Designed |[Designated]Curd Inconven-
ient
Building Sections | Five Above 3 2 or 3 - - -
standard standard standard
areas areas areas
Mobile Equipment 2 Tractors] Tractor, Tractor,
2 trailers] trailer, trailer, Tractor,
2 cars car car car
Tenure 10 years--| 7-10 4.7 4 years--
over years years below
Training College High
and School & |High Grammar
company company school school
Personnel tenure Average Average Average
5 years Lh.tg 2=k Below
and over years years 2 years
Personnel
- Training Policy Company Spotted None
Capital Structure | Investment] Investment|Investment Investment
reserve reserve operating
cash cash capital
Monthly Balance
Sheet regular Less than |Irregular | None
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SCORE RATING
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L 3 2 1
Credit Low Controlled] High East credit
(Customer) accounts accounts accounts
recelvable] receivable| receivable
Trade-in Firm-- Less Above Radical
Practice: low than average
inventory | firm
Internal Policy Efficient |Less than |Inadequate | Confused
efficient
Personnel
Education Planned Perlodic Irregular None
Sales Plan Planned-- | Incomplete|Below None
scheduled standard
Promotional Promotes Planned Spotted Poor
Advertising customer bulletins
education
Public Relations Promotor Interested|Non- Indifferent
aggressive
Bulletins Promoted Casual Available None
Demonstrations Aggressive|Occasional |Indifferent| None
Company
Literature Aggressive|Promoted Available Indifferent
promoted
Visual Aids Planned on Indifferent| None
use occasion
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COLLEGE ACQUAINTANCE RATING SHEET

guestions

1.

-~
[

\\8]

10.

Who is the extension director at M.S.C.?

Have you attended Farmers' Week in the
last five years?

Who is Dr. Farrell?

Who heads the short course sales and
service?

Have you been on the M.S.C. campus for
any reason in the last twelve months?

What bullding on the campus is most
closely identified with the machinery
dealers major interest?

Who 1s Bob White?

Do you read the Farm Machinery
bulletin in your Association Newsletter?

Did you attend the Machinery Conference?
Do you listen to WKAR regularly?

140

Results

out of 20

out

out

out

out

out

out

out
out

out

of
of

of
of
of
of

of
of
of

20
20

20

20

20

20
20
20
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