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15 Implements For the Care and Maintenance of Vineyards

IMPLEMENTS

Leaf RemoversLeaf Removers
 Available in single or double 
defoliation heads, in row or over 
the row mountings 
 Featuring 3-pt. 
air compressor 
with low pressure 
air that shatters 
the leaves 

PreprunersPrepruners
 Cuts the long canes 
small eough that they 
fall through the wire 
for easy clean-up 
 Featuring unique 
magnetic sensors for 
opening and closing 
the cutting heads 

Venturi Air 3-Pt Hitch ModelsVenturi Air 3-Pt Hitch Models
 More uniform spray particles with 
fog sized droplets 
 3-Point hitch - 75, 
100, and 150 gallon 
models
 Distribution heads 
available to match a 
variety of foliage pro les 

Trailer Mounted Venturi Air Trailer Mounted Venturi Air 
Spray twice the acreage per day 
 Entire 
plant 
evenly 
covered 
with spray 
 Trailer - 300 
gallon 

Trailer Wrap-Around BoomTrailer Wrap-Around Boom
 Less 
chemical 
run-off 
means 
better spray 
utilization and savings 
 Trailer - 300 and 500 gallon 

3-Point Compost Spreaders3-Point Compost Spreaders
 Spreads wide range of 
materials such as: 
compost, peat, lime, 
gypsum, etc.
 For tractors up to 
150 H.P.
 Capacity - 35.3 cubic feet 

3-Point Hitch Sulfur Dusters3-Point Hitch Sulfur Dusters
The organic way to 
control mildew 
 Hopper capacities of 
300 and 400 pounds 
 Mechanical 
agitation for even 
 ow 

Vineyard Incorporators Vineyard Incorporators 
 Year round implement for vineyard 
 oor maintenance
 The Incorporator tills, 
buries weeds and 
other small material 
for decomposition 
 Available in tilling 
widths of 63" and 73"

Flail Mowers / ShreddersFlail Mowers / Shredders
 Fine shreds grasses, 
weeds, and brush 
 SFG Series, 
(53" to 82") 
available with 
double Y blades or 
hammer knives 

Rotary TIllers Rotary TIllers 
Tilling produces 
loose textured 
soil that holds 
moisture and 
reduces erosion
 N Series available in widths of 
51", 61", 71", and 81" for tractors up 
to 70 H.P. 

Soil ConditionersSoil Conditioners
 One pass implement breaks up clods 
and creates a  ne 
level surface   
 Widths 
available 
from 4' to 8' to 
 t all popular vineyard rows 

Air Blast Sprayers Air Blast Sprayers 
 Ideal for small 
to medium 
sized vineyards 
 Tank capacities 
of 50, 100, and 
150 gallon 
 For tractors 20 to 
50 horsepower 

In-Row Cultivators In-Row Cultivators 

Four different attachments - blade, 
power disc, back  ll disc, 
and rotary hoe
 Sensor rod for 
automatic 
implement 
retraction 

Double Spinner SpreadersDouble Spinner Spreaders
 Accurate broadcast spreading 
attachment 
available for 
2 row band 
spreading 
 Large 2200 lb. 
capacity hopper with Cat. 2 hitch 

 Available in half row, one row, 
and two complete rows 
 Features 
stainless steel 
blades that 
never need 
sharpening                      

Vine Trimmers Vine Trimmers 

Far West Ad 
full page 7.5"x10"
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800 260-9949 agmag.com

Bringing Buyers, Sellers and Ag Businesses Together Since 1996

M A G A Z I N E

*21M

TM

Ag Source Magazine
    features all the 
EQUIPMENT,  
   PRODUCTS and 
SERVICES you need 
  to do the job from 
      start to finish!

Farm With Us!



March | April 2019         FARWEST Dealer 5

It’s a wonderful time of year! 
Spring is here and it’s amazing 

to watch as the snow melts, the 
grass turns green and the leaves 
grow on the trees. 

Change is in the air! Same can be 
said about our businesses. The 
culture of our business and how 
our employees and customers feel 
is more important than ever. We 
have a sign hanging in our store 

that reads, “it takes months to find a customer 
and seconds to lose them.” 

The business model and customer/employee 
base continues to change and evolve. Their 
needs and challenges have drastically 
changed. Has our business adapted and 
changed with them?

There was a young girl watching her mother 
prepare a roast beef dinner one Sunday 
afternoon. As she watched, she noticed her 
mother cut the roast on both sides making 
it smaller. She placed the roast in the pan 
and put it in the oven to cook. The little girl 
curiously looked at her mother and said, 
“Mom, why do you cut the roast at both ends?” 
Her mother calmly replied, “I’m not sure honey. 
Your grandmother always did it this way. Why 
don’t you go over to her house and ask her?”

 The young girl arrived at her grandmother's 
house and asked her, “Grandmother why do 
you cut a roast at both end before you cook 
it?” The grandmother chuckled and said to 
the girl, “when I was growing up we had small 
pans that were too small for roasts. We had 
to cut them down to make them fit. I suppose 
we have just kept doing what has always been 
done in the past.”

Doing what we’ve always done hoping it 
will work is a recipe for failure. We should 
be looking for new ways to innovate and 
invigorate. Our customers are different than 
they were 20 years ago, 10 years ago, and 
even five years ago. A few things to consider 
are giving your business a VISION, and once 
there is a vision then develop a MISSION. 
Finally, share the vision and mission with your 
employees and team leaders, and embrace it 
as we carry it to our customers. Tell your story 
and people will be attracted to the structure 
and consistency that is in place.

We are excited about this coming year as 
the Vision and Mission continue to develop 
and take hold at FWEDA. Joani and her staff 
are working hard along with the board of 
directors to bring meaningful change to our 
association and your business. The Board 
of Directors met  in Phoenix/Tempe March 
13-14, followed by a networking social at the 
Stockyards restaurant. It was great to catch 
up with dealers and discuss the affairs of the 
association in greater detail at a great venue. 
We plan on doing this throughout the year 
in June (Colorado), September (Southern 
California), and finally, seeing everyone at our 
2019 convention in Tempe, Arizona.

I am excited about the significant changes our 
association is making. There are plenty more 
to come as we continue to build and focus on 
the members and services we can provide.

See you soon!
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It’s been quite the ride! 

This time last year, we shared a leadership vision 
from Far West Equipment Dealers Association's 
board of directors that laid a foundation for 
the future of this association. A strategic plan 
guides FWEDA, fueled by a fast and furious race 
to jump ahead of industry challenges that are 
integral to our mission: protecting and promoting 
the interests of our members.

We’re forging ahead with a vibrant plan to revitalize our purpose. 
Will you join us?

Here’s what’s ahead:

FWEDA remains steadfast in our core mission to fight the battles 
dealers cannot fight alone, working to protect and promote the 
interests of our members with legislative and industry advocacy.  

We’ve been successful in deterring Right-to-Repair legislation in 
five of our seven states where it’s been proposed so far this year. 
Our dealer hotline has seen a significant increase in requests for 
support with manufacturer OEMs, legal, financial, taxes, regulatory 
compliance, human resources and other business-related matters.

We invite you to explore our Member Services portal, providing 
vast resources dealerships use every day — legislative and regulatory 
requirements, state dealer laws, dealer agreements, transportation, 
safety and labor matters. Members can also update their profiles, 
add key personnel to our contact list and sign up for e-messages. 
Contact jason@fweda.com for a login and password if you don't 
already have one. 

We’ve also added valuable member 
benefits by redefining membership 
categories and amending association 
bylaws. Read about it in The Advocate, 
FARWEST Dealer and online at fweda.
com

Please take note of our new address. 
Effective April 1, we are at 2020 Research 
Park Drive, Suite 160, Davis, CA 95618.  
FWEDA offices will be closed March 25-
29 to accommodate our relocation.

The History Project – We've uncovered a treasure trove of FWEDA’s 

past and share it on our history page https://www.fweda.com/fweda-
history/ Follow our lead at #FwedaFlashback and find Far West’s 
precious and rare moments of the past seven decades.

COUNTDOWN to 75 — Save the dates for FWEDA’s annual 
conference, featuring a popular NEW three-day program schedule, 
highlights include networking, professional development, and 

building and renewing relationships: 

• 2019 at Tempe Buttes Marriott in Phoenix, 
Arizona 
 • 2020 at Westin Lake Las Vegas, Henderson, 
Nevada 
• 2021 in Monterrey, California  
• And speaking of history, be sure to join us in 
2022 for our 75th Diamond Jubilee Celebration 
in Hawaii … Book ’em Danno!

CONNECT with US – New this year, FWEDA 
hosts networking events to coincide with 

our quarterly board meetings as an opportunity to visit with our 
members and meet prospective new members and allied partners. 
Our inaugural get-together March 14 in Phoenix was a huge hit, 

Far West expands Benefits of Membership

Joani Woelfel 
President & CEO

Far West Equipment Dealers 
Association's involvement in the 
Right-to-Repair legislative effort 
has been key to ensuring the 
livlihood of dealers in California 
and across Far West territories.  
– Clayton Camp 
   CEO, Kern Machinery

BENEFITS OF MEMBERSHIP

GOVERNMENT AFFAIRS
Far West was founded on grass-roots 
advocacy. We remain steadfast in our 
efforts to preserve positive business 

objectives and protect dealers from onerous and 
unnecessary legislation that stifles innovation and 
economic growth. FWEDA is the only voice for 
equipment dealers in the business and regulatory 
landscape across our territory of seven states. 

Join FWEDA today at www.fweda.com/membership

Bill Garton, Garton Tractor, and Scott Starr, 
Wiejelo Equipment
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SAVE THE DATE
2019 FWEDA CONVENTION

Nov 5 – 8, 2019  
CONFERENCE 

Phoenix Marriott Resort  
Tempe at The Buttes 

Tempe, Arizona Phoenix Marriott Resort, Phoenix, AZ

GOLF TOURNAMENT 
The Raven Golf Cub 

Phoenix, Arizona

Far West expands Benefits of Membership and we look forward to our next one, set 
for June 18 in Denver, Colorado. Look for 
details in upcoming correspondence and the 
FARWEST Dealer.

FWEDA is excited to roll out a collection 
of NEW MEMBER BENEFITS. Through 
strategic partnerships that provide incentives 
and discounts on products and services, 
along with revenue to the assocation, we're 
increasing the value of your membership:

• In an exclusive arrangement with 
Associated Equipment Distributors (AED), 
FWEDA members are now eligible for 
member pricing on AED’s comprehensive 
training programs and technical assessments. 
To be eligible, members can register through 
a portal on our website.

• FWEDA has partnered with ASPECT, 
a team of industry professionals to offer 
customized training in parts and service, 
and sales for your dealership. This program 
brings seasoned trainers for one-on-one 
coaching to improve your dealer teams' 
success. 

• One Point of Care is a new healthcare 
partnership for association members that 
provides a long-range strategy to optimize 
health insurance coverage and provide 
guidance and cost savings to both employer 
and employee. OPOC.us not only assists 
with members’ benefit plans optimization 

but also provides valuable advocacy to the 
members’ employees.

• A new Affinity program offers association 
members with incentives on office supplies, 
fuel programs, fleet purchasing, shipping, 
travel and lodging, technology, facilities 
maintenance and other business services, 
and much more.

• Additional new partnerships include 
a full-service marketing program, and a 
fully-integrated equipment financing and 
payment platform. 

• FWEDA’s NEW Ambassadors Club assists 
with recruitment and supports members 
in making the most of their membership. 
Ambassadors Club representatives will 
guide new and existing members through 
the onboarding process, as well as assisting 
existing members in navigating valuable 
member services and benefits.

Details of each program, along with training 
registration schedules, will be available at 
fweda.com. For more information, contact 
us at services@fweda.com.

COMING SOON: 

• A voucher program that incentivizes your 
membership with Far West for products and 
services dealers rely on.

• Services to support dealers with dealership 
valuations, succession planning and mergers 
& acquisitions.

• Additional insurance programs across a 
broad spectrum to complement FWEDA’s 
current offerings.

FWEDA staff and the board of directors 
have worked hard the past year to evaluate 
and adjust what the association brings to its 
members through advocacy and member 
services.

We place a high value on the needs of 
our members and respect their time and 
financial commitment to the association.

If you're a member of Far West, thank 
you for your membership! We invite you 
to explore the many changes we've put in 
place this year and Make the Most of your 
membership, starting with logging in to the 
Member Portal, updating your information 
and signing up for association news. 

We invite past members to give us another 
shot and see what FWEDA does to improve 
your business environment and the impact 
we have across the industry. And we 
encourage dealers who are not members 
to join FWEDA — be part of the change 
you want to see. We support your business 
success and members support the collective 
interests of dealers at every level.
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Manufacturers’ emphasis on 
delivering market share has a 
significant impact. Dealers have 
worked and fought for numbers 
to keep the manufacturers happy 

and we loaded up our lots with price-inflated trade-
ins. Many dealers are now having to bite the bullet 
and move overpriced trades at a loss. I’m sure every 
dealer can cite an example of a deal they made that 
they would never have done if not for market share 
demands. 

In general, the wage and hour 
laws in California have created 
a potentially significant and 
costly HR nightmare for the 
equipment industry and labor in 

general. We’ve made changes in our administration 
to prevent frivolous lawsuits. Tier 4 emissions 
standards and a California state government tractor 
replacement program also has a significant impact 
on our business. There is no change in operations 
except for the realization that equipment will be 
kept longer due to rising equipment prices and air 
board terms.

I have only been around the 
industry for five years so I would 
defer to those who have much 
more wisdom on this topic.

In 1994, John Deere created the 
Precision Farming Group to look 
for evolving technologies that 
could make GPS more accurate 
and begin creating yield maps. 

Auto Trac was born in 1997 and by 2016 around 
70 percent of the North American crop acreage 
was farmed using AutoTrac or similar systems. 
In Australia it was greater than 90 percent. Peter 
Liebhold, curator of the Smithsonian Institution’s 
Division of Work and Industry, called the original 
Deere GPS receiver the “steel plow of the 20th 
Century.”

The greatest impact today for the producer is the 
transition from the traditional approach to farm 
production management to precision ag, and 
incorporating the use of machine data into the 
decision making process. For the dealer, the ability 
to see and use data helps us see the growers’ 
problems through their lens versus the dealers’ 
lens.  We can then use the data to align equipment 
configurations to their specific cultural practices. 
We use the data to sell them what they need, no 
more no less.  Environmental changes are shrinking 
the crucial planting and harvesting windows. It is 
imperative that growers have the right amount of 
equipment and correct configurations to maximize 
production and reduce cost of sales.  The capturing 
of machine data is enabling this to take place.  

The first innovation to affect my 
dealership business is the GPS/
PLM technology. This technology 
is expanding and growing more 
technical. Our customers become 

Q&A Ask fwedA's 
BOARd

ERIC MASON 
President 
Mason Machinery 
Aurora, UT

RUSSELL BALL 
District Manager 
21st Century Equipment 
Fort Morgan, CO

NATHAN GREEN 
President 
Belkorp Ag, LLC 
Modesto, CA

KEITH GREENWOOD 
COO 
Stotz Equipment 
Bluffdale, UT

BILL GARTON 
President 
Garton Tractor, Inc. 
Turlock, CA

What equipment industry innovation or trend of the past 10 years has had the greatest impact on 
your dealership business? How has it changed the way you operate?
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more efficient and better at what they do, and it 
demands a dealership offer customers additional 
support with the equipment that has this technology 
installed on it. Customers rely on the aftermarket 
department of the dealership to take care of them 
with their network and precision farming.

Second, is dealership consolidation. Dealers 
merging and buying other dealers provides 
improved buying power, as well as flexibility 
in “buying” deals and/or market share to get a 
footprint in certain areas. This allows them to 
take trade-ins or make riskier business decisions, 
whereas a small dealer will be much more 
conservative because their cash flow and balance 
sheet does not allow for this. I see the consolidation 
to continue at a steady pace and eventually you will 
have big dealers from every manufacturer covering 
vast areas in the distant future.

Technology continues to have the 
greatest impact in our business. 
With the invention of more 
technology and making it better, 
it challenges dealerships to stay 
current on a daily basis. 

The inclusion of technology, 
advanced farming and the 
sophistication of the equipment 
in general has had an impact 
on our business. It requires 

specialized training, skills testing of employees 
and an overall change in the way we document 
process. The impact of Social Media on customer 
preferences and trends has also been significant.

The obvious answer would be 
GPS and Telemetry, that now 
comes as a standard tool in 
today’s market. In the Central 
Valley of California, the biggest 

impact on our dealership is market change. The 
Valley has always had a huge number of dairies with 
a good amount of row crop. (i.e. wheat, corn and 
cotton) Over the last 10 years the price of milk has 
not given the dairy industry a good revenue stream, 
which forced farmers to look for other crops to 
produce revenue. (i.e.: trees and vines)

Tractor hour usage is down each year, and smaller 
horsepower units being used to farm are also 
trends. With that and other factors, it has changed 
the way dealers do business.

1) Dealers have had to become diversified, not just 
focusing on one segment of the market.

2) Inventory levels must turn, you have to have what 
the customer needs, not what the manufactures 
want you to stock.

3) Absorption is the key to success.

Innovation in technology has 
had the most significant impact 
on our business. High-efficiency 
farming primarily through GPS 
has benefited our customers, 
company, and industry. 

Technology has created more intelligent equipment, 
which allows our clients to track efficiencies, yields 
and applications, enabling them to become more 
efficient with their resources and increase their 
profitability. Increased profitability on their end 
is what ultimately affects our bottom line. This 
same technology innovation permits us to evolve 
in service as well, allowing us to assist efficiently 
and accurately and achieve limited down-time and 
increased customer satisfaction.

BRENT SCOTT 
General Manager 
M & S Equipment, Inc. 
Coolidge, AZ

BRIAN POTTER 
General Manager 
Quality Machinery Center 
Tulare, CA

MIKE METH 
General Manager, Ag Division 
4Rivers Equipment 
Greeley, CO

STEVE NADELMAN 
Operating Partner 
Booth Machinery 
La Verne, CA

BOARD TALk
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Tinkering with tractors has taken on 
new life in the face of technology. 

Increased productivity and reduced 
downtime replace the simplicity of 
hands-on repairs. This evolution 
brought about by technology sparked 
the heated debate over a customer’s 
Right-to-Repair equipment taking the 
country by storm.

The consequences of its impact — 
modifying the way machinery operates 
— is a widespread concern in the 
equipment industry, with consumers 
paying the highest price.

Modern machinery equipped with 
Engine Control Units (ECUs) and 
Diesel Exhaust Fluid (DEF) systems is 
programmed to comply with state and 
federal safety and emissions standards. 
Proponents of R2R legislation are 
demanding access to this embedded 
software code, arguing equipment 
owners should be able to manipulate 
machinery as they see fit. Manufacturers 
counter that the only purpose served by 
access to embedded software code would 
alter engine performance and emissions 
controls outside the standards. Tuning 
and “chipping” services on the market 
now override these systems by adjusting 
software settings to increase horsepower 
and torque, and by removing emissions 
controls. Companies that offer these 
services claim they are perfectly 
legitimate.

The EPA says otherwise:

• Motor vehicle engines and off-road 
vehicles and engines must meet Clean 
Air Act standards, which apply to cars, 
trucks, buses, recreational vehicles 
and engines, generators, farm and 
construction machines, lawn and 
garden equipment, marine engines and 
locomotives.

• It is a violation of the Clean Air Act to 
manufacture, sell or install a part for a 
motor vehicle that bypasses, defeats, or 
renders inoperative any emission control 
device.

• The Clean Air Act prohibits anyone 
from tampering with an emission 
control device on a motor vehicle by 
removing it or making it inoperable 
prior to or after the sale or delivery to 
the buyer.

Chipping tractors changes the fuel 
injection duration and width without 
changing the common fuel rail 
pressure. By adding fuel, this chip gives 
the machine up to an additional 20 
percent power and torque, which puts 
unintended strain on other components 
like the transmission, final drives, seals, 
etc. Ultimately, adding unintended 
horsepower will find the weakest point; 
maybe not immediately, but eventually 
it will.

Similar to chipping, altering horsepower 
and emissions by other means including 
reprogramming software and the ECU 
causes extreme risk to the original 

customer, the secondary customer and 
the dealer. Reprogramming the ECU 
can accomplish the same result as 
installing a chip, but sometimes extends 
beyond the 20-percent change. Through 
reprogramming, users can also bypass 
emissions controls that are required by 
federal law to be installed and working 
on modern engines. Companies that are 
regularly reprogramming ECUs through 
pirated software save the original 
settings so they can reprogram it back 
if the customer has a major failure and 
doesn’t want to jeopardize the warranty 
coverage, or if the customer desires to 
trade it in.

Those who provide this service and the 
customer recognize the risks created 
(legal and component failure) so they 
commonly save the OEM settings 
for this reason. Unfortunately, the 
secondary customer and the dealer 
take on 100 percent of the risk once 
the machine is traded in because they 
never know whether a machine has been 
chipped or reprogrammed.

“As a dealer, we cannot determine 
whether a tractor has been chipped 

ALTERING EQUIPMENT Continued on page 12

CUSTOMERS BEAR THE BRUNT 
OF ALTERING EQUIPMENT
This is the second in a series of articles related to Right-to-Repair, a movement that seeks unrestrained access to 
equipment tools and technology. These articles address the Right-to-Repair vs. Right-to-Modify machinery, the potential 
impacts that compromise safety and emissions standards set by state and federal governments, and the ramifications 
consumers face by altering equipment.

R2R RESOURCES
For detailed information 
on Right-To-Repair visit:

www.fweda.com/r2r
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Specialty Equipment Insurance Services, previously 
known as AmTrust Specialty Equipment... 
 
NEW NAME. NEW LOOK. NEW CAPABILITIES.

Stronger than ever to support your equipment 
protection and insurance needs: 
• Extended Service Contracts
• Physical Damage Insurance
• Dealer Business Insurance and Services
• Rental and Asset Remarketing Services

Specialty Equipment Insurance Services
One South Wacker Drive, Suite 2180, 
Chicago, IL 60606

Call us at 1.800.726.5070
specialtyequipment@amyntagroup.com 

Best In The Field, 
Just Got Better.
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ALTERING EQUIPMENT Continued from page 10

and represent this trade-in machine 
to the rest of the market as a normal 
tractor that has been operated with 
the original manufacturer’s engineered 
specifications,” says Terry Gass, district 
manager and marketing vice president 
of 21st Century Equipment with 
locations in Nebraska, Wyoming and 
Colorado. “Likewise, the secondary 
customer who purchases that machine is 
doing so assuming the same.”

If that customer has a major failure after 
unknowingly purchasing a tractor that’s 
been chipped, they are many times faced 
with a large, unexpected repair bill, 
Gass said. “Equipment dealers today 
have survived and grown by standing 
behind what they sell. Even if they 
unknowingly sold a tractor that had 
been chipped, and it consequently had a 
major failure shortly after selling it, they 
assume the risk of major repair expense 
to protect their good reputation,” he 
said. The real burden of equipment 
alterations is ultimately borne by 

consumers. Although it’s hard to know, 
if it’s determined that a tractor has been 
chipped or reprogrammed to increase 
horsepower or bypass emissions, much 
of the manufacturer warranty is voided, 
Gass said.

Engine components, transmissions 
and final drives can fail if they aren’t 
engineered to accept high levels of 
horsepower or torque. And the cost is 
high. Gass estimates repairing a 9.0-liter 
engine can reach $40,000; a final drive 
failure is roughly a $15,000 repair; and 
an IVT Transmission repair is estimated 
at $50,000. Subsequent issues caused 
by these failures can drive these costs 
even higher, and unfortunately, it’s 
typically the dealer or the secondary 
customer who bears the brunt of these 
costly failures, he said. Additionally, 
all machines are engineered with 
an expected life-cycle. During the 
engineering process, the horsepower 
created by the engine is matched by the 
drivetrain and all other components 

of the machine, so if parts are pushed 
beyond their capability, life-cycle 
diminishes.

The EPA is ramping up enforcement 
of its standards with several companies 
facing the consequences of violating 
mandates. Our next article will explore 
industry transformation driven by 
compliance and the ways consumers can 
protect their equipment and businesses.

Joani Woelfel is president and CEO of 
Far West Equipment Dealers Association, 
a nonprofit trade group representing 
agricultural, industrial, material 
handling, hardware, lumber, outdoor 
power and rental equipment dealers 
in Arizona, California, Colorado, 
Hawaii, Nevada, Utah and Wyoming. 
This comprises nearly 300 equipment 
dealerships across seven states whose 
contributions serve to enhance a 
healthy economy. This article appears in 
Wyoming Agriculture, a publication of 
the Wyoming Farm Bureau.
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FWEDA Marketing Services is an integration of our pre-approved 
professional partners engaged to step in where you need assistance. 
You will have the confidence and assurance that our partners are 
screened for quality and professionalism.

This is good news for YOU.

From the initial concept to final completion, we help identify the service 
you need, and we select the right partner to accomplish your goals. 
Whether it’s website design, marketing collateral design, commercial 
printing, or promotional giveaways, FWEDA Marketing Services will 
help you save money while successfully meeting your objectives.

Count On Us For:
• Expert Graphic Design at affordable rates.
• Digital Media Services - basic to highly advanced website 

development, content, SEO, social media and analytics.
• Printing – brochures, postcards, flyers, promotional banners and 

signage, stationery, business cards, equipment labels, business 
forms, and much more.

• Promotional giveaways – company branded items (pens, mugs, 
magnets, etc.), embroidered or screen printed; hats, shirts, jackets, 
bags and other textiles.

FWEDA Marketing
Services

Concept to Completion

FWEDA MARKETING SERVICES
fweda.com/marketing-services
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AgDirect is an equipment financing program offered by participating Farm Credit System Institutions.

Andy Bustillos
California, Nevada
(209) 329-2015

Chris Kayton
Arizona, California 
(323) 312-9155

Ed Harrison
Wyoming
(406) 403-2688

Brent Young
Colorado
(620) 923-6652

Ryan Kruger
Utah
(208) 488-0322

AgDirect® was built specifically for the unique needs of 
ag equipment dealers and those who buy from them. 
Along with our simple, fast and flexible financing, we offer 
purchase and leasing options, competitive rates and ag-
friendly terms that keep customers happy and coming back. 

And nobody delivers more responsive support.

Learn why more dealers are choosing AgDirect. 
Call us or visit agdirect.com today.

Your equipment 
is built for 
agriculture. 
so is our 
financing.
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SALES TAX & SELLING TO OUT OF STATE CUSTOMERS
A New Sheriff is Coming to Town
If your dealership is located close to 
a state border or if you’ve expanded 
your operations and own dealerships in 
multiple states, you are well aware of the 
pain that comes with trying to figure out 
the correct sales tax to charge to your 
customers that are in different states.  You 
are also familiar with customers that try 
to convince you of when tax should or 
shouldn’t be charged so they can get an 

overall price from you that is “cheaper” than what they can get from 
a dealer in a different state.  The confusion and related customer 

pressures are very real because every state has different laws in this 
area and the Supreme Court has established rules to “guide us” that 
are incredibly complicated.  Unfortunately, we can’t just ignore 
the issue because as states get more aggressive in capturing sales 
tax, dealers can be caught in the cross-hairs and face tax bills and 
penalties/interest in the hundreds of thousands of dollars.
The “good news” is that in 2018 the Supreme Court issued a ruling 
in South Dakota vs. Wayfair, Inc. that allows states to adopt an 
additional set of rules that will help make things clearer for dealers.   
However, this doesn’t mean it will reduce your obligation to pay 
tax, and dealers need to understand the new rules to help minimize 
exposure in future sales tax audits.  

Lance Formwalt
Seigfreid Bingham, P.C.

When you deal with sales tax issues, you’ll hear the word “nexus”.  
The reason is that the Supreme Court has said that a state cannot 
require an out of state dealer to collect sales or use tax unless the 
dealer has “substantial nexus” in the state.  “Nexus” is basically a 
measure of how much connection your dealership has with a state.  
Before the Wayfair case, substantial nexus could only be established 
if your dealership had an actual physical presence in that state.  
The problem is that physical presence doesn’t just mean having 
a location in the state, so dealers are often left to guess whether 
their activities subject them to sales tax collection and reporting 
obligations in another state.  For example, any of the following 
activities might give you a physical presence in a state sufficient to 

require you to collect sales tax:   
• Maintaining a sales location, storage place or repair shop in the 
state  • Your salesman meets with customers or potential customers 
in the state  • Your vehicles are used to deliver equipment to 
customers in the state  • Your employees or contractors go to the 
state to perform repairs in the field  • Direct mail advertising into 
the state
Any of these activities can be enough to allow a state to say you have 
to pay tax on ALL customer transactions with customers in their 
state.  The problem is that outside of having a dealership in a state, 
it is rarely crystal clear when these other activities apply, and dealers 
often don’t find out the answer until they are under audit.  

What is Nexus & Why do I Care?

Lance Formwalt is the leader of the Equipment Dealer Group at Seigfreid Bingham, P.C. The firm also serves as legal counsel to the Far West Equipment Dealers 
Association. Lance may be contacted at lancef@sb-kc.com or 816-265-4106. Also see www.sb-kc.com. This article is intended to provide general recommendations and is 
not intended to be legal advice. You should always consult your attorney for advice unique to you and your business. Please note that any estimates of tax consequences 
are based on the current tax code and could change based on future changes in the law or regulations.

The Wayfair case doesn’t eliminate the “nexus” rules relating to 
physical presence.  But it does allow states to define which out of 
state dealers must charge sales tax based on “economic presence” in 
the state.  The changes are being driven primarily due to the increase 
in on-line transactions (e.g., Amazon), but it has the impact of 
sweeping out of state dealer transactions into its coverage.
The economic presence test eliminates a lot of the subjectivity 
baggage associated with “physical presence” and instead focuses 
on objective measures relating to actual sales activity.  The most 
commonly used standard being adopted by states is that an out of 
state seller must collect taxes from customers if the dealer has sales 

of more than $100,000 in the state OR more than 200 separate 
sales transactions in the state.  These tests are usually measured 
on an annual basis.  About half of the states have adopted this 
standard, but some states have a much lower standard.  For 
example, Idaho and Oklahoma each require out of state sellers to 
collect and remit sales tax if sales into the state are greater than 
$10,000 (a bill has been introduced in Oklahoma to increase this 
amount to $100,000).  Other states have much higher standards - 
Massachusetts requires sales of $500,000 or more AND at least 100 
separate sales transactions before it requires out of state sellers to 
collect and remit sales tax.

The Wayfair Case and a New Standard for Sales Tax Responsibility

Almost all states with a sales tax have already taken steps to 
implement the new Wayfair standard.  Many of the new rules began 
applying throughout 2018, with more coming on line in 2019.  
Please note that the following states have not yet adopted guidance 
relating to the new standard:  Arkansas, Florida, Kansas, Missouri, 
New Mexico, and Texas.
Even though many of you will now be subject to these rules, 
it is important to note that these changes do not impact the 
availability of sales tax exemptions that often apply to the sale of 
agricultural equipment.  However, in many states, sales of tax-
exempt equipment count toward meeting the dollar threshold even 
if the specific transactions are exempt.  As a result, it would be easy 

for one large tractor sale to an out of state customer to create an 
obligation for you to start collecting sales tax on all lawn and garden 
tractor sales or ATV/UTV sales to other customers in that state. 
Sales tax compliance has never been easy even though the vagueness 
of some of the standards may have made it easier to gloss over 
potential sales tax obligations.  With the new Wayfair ruling by 
the Supreme Court, dealers will get the benefit of some additional 
clarity for both reporting obligations and responses to customer 
questions.  But this clarity comes at the cost of requiring you to be 
even more vigilant about your compliance efforts as there will be less 
gray area involved in sales tax audits regarding sales to out of state 
customers. 

When Does the Wayfair Standard Become Effective? 
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Leaders from Far West and EDA joined dealers, lawmakers 
and others from the agricultural industry for Dealer Day 
on Capital Hill March 6 in Washington, D.C. The annual 
event gives the equipment industry an opportunity to meet 
with lawmakers from across Far West territories to discuss 
pressing issues that affect dealership businesses and 
agricultural interests.

Topics dealers discussed with their elected representatives 
included:

• A permanent repeal of the death tax, which unfairly 
burdens small businesses

• Support for trade agreements that level the playing field for 
U.S. Companies that import and export goods

• Workforce Development and Immigration Reform that 
includes adopting the Tillis-Harris Amendment 

• Rural Infrastructure Development that includes long-term 
investments in our national infrastructure

(Left) FWEDA 
Chair Eric Mason 
discusses 
the death tax 
with Utah Rep. 
Chris Stewart's 
legislative staff  
during a March 6 
Hill visit. (Right) 
Dealers heard tax 
policy updates and 
rural infrastructure 
investment ahead 
of Hill meetings 
with lawmakers.

FWEDA joins EDA in 
D.C. to advocate for 
equipment industry

Mr. Mason and Mr. Garton go to Washington. FWEDA Board 
Chair Eric Mason (left) and Vice Chair Bill Garton (right) spent 
the week of March 4 on Capitol Hill working to protect and 
promote the interests of equipment dealers at the highest levels 
of government.

Hill Day included a tour of the U.S. Department of Agriculture and presentations on 
Census of Ag, and commodities reporting. 
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(Left) FWEDA 
Chair Eric Mason 
discusses 
the death tax 
with Utah Rep. 
Chris Stewart's 
legislative staff  
during a March 6 
Hill visit. (Right) 
Dealers heard tax 
policy updates and 
rural infrastructure 
investment ahead 
of Hill meetings 
with lawmakers.

FWEDA Vice Chair Bill Garton and Chair Eric Mason and met with California 
Congressman Josh Harder (top) and Colorado Senator Cory Gardner (above and 
below), whose family owns Farmer's Implement in Holyoke, Colorado. Harder 
detailed Democratic support for immigration reform, while Gardner discussed 
repeal of the death tax. 

Hill Day included a tour of the U.S. Department of Agriculture and presentations on 
Census of Ag, and commodities reporting. 
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When the recent heavy rains hit Ukiah, Calif., the flooding heavily 
damaged the Ukiah Youth Baseball Fields. The floodwaters moved out 
valuable red dirt playing surfaces from the fields and bullpens.

When the Belkorp Ag team heard about this, they decided to donate 
the use of one of their John Deere 3038E tractors to help out with 
cleanup and rebuilding efforts. They teamed with Northern Specific 
Landscaping to supply the dirt-moving muscle while they supplied the 
manpower.

Working together, everyone benefits! 

Belkorp Ag donates tractor use 
to rebuild youth Baseball Field

FW MeMber Mileposts

For more information about Belkorp Ag please visit 
www.belkorpag.com

Have an interesting tip, comment, question, video, photo, product, or article idea you want to contribute? Help us share the great things 
people do every day that set them and your business apart: Promotions, moves, relocations, acquisitions, community service … all the 
things that make your business successful. Send us news and information at info@fweda.com. 

Wiejelo Equipment is a dynamic organization with 
its head office in The Netherlands and branches in the 
United States, Asia and Scandinavia.

Wiejelo is highly specialized in the engineering, design, 
development and worldwide distribution of automatic 
lubrication systems and automatic fire suppression 
systems.

They supply automatic fire suppression, and lubrication 
systems to OEM manufacturers, distributors and end-
users worldwide in different market segments.

Wiejelo provides their services world-wide. These services 
are related to the design, provision of advice, delivery, 
assembly and maintenance of automatic fire suppression 
and lubrication systems in the field of safety and 
efficiency.

Worldwide lubrication systems distributor joins FWEDA

For more information about Wiejelo Equipment please visit www.wiejelo.com
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Convention Manufacturer’s Hospitality Night

Join FWEDA and 
Make a Difference

Call 800.576.8850 or visit  www.fweda.com for more information on the benefits of membership

EXPERIENCE THE BENEFITS OF MEMBERSHIP

#FWEDADEALERS

#FWEDAPARTNERS

COMING SOON

INCENTIVE PROGRAMS
Exciting new programs and opportunities to reach 
FWEDA members.

NETWORKING OPPORTUNITIES
Connect with members during our annual convention 
with sponsorship and programming opportunities.

DEALER MARKETPLACE LISTING
A listing on the Dealer Marketplace that places your 
business at our dealers’ fingertips.

MEMBER DIRECTORY 
Receive membership access to our exclusive online 
Member Directory.

ADVERTISING OPPORTUNITIES
Grow your business by advertising on our website, in 
our bimonthly printed and digital Dealer publication 
and 2018 Convention Program.

VOUCHER PROGRAM
Our new voucher program offers dealers discounts on 
products and services.

DEALER-MANUFACTURER RELATIONS
FWEDA works with EDA and the Industry Relations 
Task Force to negotiate equitable agreements 
between dealers and OEMs. 

GOVERNMENT AFFAIRS
We remain steadfast in our efforts to preserve 
positive business objectives and protect dealers 
from onerous and unnecessary legislation that stifles 
innovation and economic growth. 

FEDERAL & STATE COMPLIANCE
We track and respond to regulatory changes as they 
happen, and offer assistance to achieve balance 
between best practices and enforcement.

LEADERSHIP & INFLUENCE 
We facilitate valuable opportunities for professional 
development, networking, attracting and retaining 
qualified talent, communicating equipment industry 
objectives, giving back to our communities and 
preparing for the future. 

INDUSTRY PARTNERSHIPS
FWEDA and EDA form strategic alliances to develop 
programs and partnerships that benefit the business 
needs of our members and their employees. 

ASSOCIATION

EQ

UI
PMENT DEALERS
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Photos by Joani Woelfel 
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At Basic Software Systems, we make our software adaptable so you can grow 
bigger, better and stronger. Our software integrates with your dealership and will 
take you into the future, lacking nothing.

ADAPT. 
GROW. 
SUCCEED.
HELPING SUSTAIN GROWTH SINCE 1979

www.basic-software.com   |    (800) 252-4476
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FW politics & policy

A California Court of Appeal just 
announced a sweeping change in 

California’s reporting time pay rules which 
now prohibits a common scheduling practice 
used by employers throughout the state 
(Ward v. Tilly’s, Inc.). The decision means 
that California employers who require 
employees to call in two hours before a 
shift to determine whether or not they are 
needed, and report to work if called in, are 
now obligated to pay that employee, at a 
minimum, for two hours of work even if the 
employee is informed that there is no need 
to come in to work that day. Unfortunately, 
the case left many unanswered questions  so 
employers should carefully craft scheduling 
policies to avoid pitfalls. 

Background And Decision

The facts of the case are relatively 
straightforward. Under Tilly’s scheduling 
policy, Skylar Ward was required to call in 
approximately two hours before the start of 
her shift to determine whether she needed to 
come to work. If Tilly’s told her to report to 
work, she was required to do so and would 
be paid for that shift as normal. However, if 
Tilly’s informed her that there was no need 
to come in, Ms. Ward would receive no 
compensation—after all, according to Tilly’s, 
all she did was make a single call and never 
actually reported to the worksite.

Nevertheless, in a precedent-setting ruling, 
the court held that, under the facts of 
this case, merely calling in for one of 
these mandatory on-call shifts constitutes 
“report[ing] to work,” which entitled Ms. 
Ward and her coworkers to a minimum of 
two hours of reporting time pay under the 
applicable wage order. In relevant part, the 
court examined the following language from 
the reporting time rule contained within 

Wage Order No. 7(A):

Each workday an employee is required to 
report for work and does report, but is not 
put to work or is furnished less than half said 
employee’s usual or scheduled day’s work, 
the employee shall be paid for half the usual 
or scheduled day’s work, the employee shall 
be paid for half the usual or scheduled day’s 
work, but in no event for less than two (2) 
hours nor more than four (4) hours, at the 
employee’s regular rate of pay, which shall not 
be less than minimum wage.

Court’s Reasoning, Explained

In short, the court ultimately reasoned 
that even having to place a telephone call 
as part of a mandatory on-call schedule 
fell within the ambit of this “reporting” 
rule for two main reasons. First, requiring 
reporting time pay would “require 
employers to internalize some of the costs of 
overscheduling, thus encouraging employers 
to accurately project their labor needs 
and to schedule accordingly.” Second, it 
would also “compensate employees for the 
inconvenience and expense associated with 
making themselves available to work on-call 
shifts, including forgoing other employment, 
hiring caregivers for children or elders, and 
traveling to a worksite. 

What Should Employers Do Now?

In light of this decision, employers should 
be careful to avoid the pitfalls of the Tilly’s 
scheduling policy. Specifically, the court 
identified several distinguishing features 
of the Tilly’s scheduling policy that led 
to its downfall, including: (a) requiring 
the employees to call the employer; (b) 
independently disciplining employees for late 
or missed call-ins; and (c) making call-in and 
reporting mandatory. To mitigate against 
these pitfalls, you should craft alternative 

scheduling policies, using the following 
guidelines:

You should call the employee, not require 
them to call you. You can do this by creating 
a call list of employees who might be 
available prior to the upcoming shift. Your 
managers can then make their way through 
the list to meet scheduling needs. This 
practice has been approved by various courts 
in related “on-call” contexts.

Don’t discipline employees for failing to 
respond to your call to check for availability. 
Without a fear of discipline, it would be 
much more difficult for the employee to 
argue that the policy truly constrained the 
employee’s freedom and activity.

Don’t make reporting mandatory. If an 
employee answers and doesn’t wish to report 
to work, simply move on to the next person 
on the list. This practice has also been 
approved by various courts in related “on-
call” contexts.

Even with these guidelines, however, no 
policy is a sure thing, and even minor 
changes could affect the way a court may 
view it—meaning that some employers may 
wish to abandon such practices altogether. 
Nevertheless, there is hope. Unlike most 
decisions coming out of the Court of 
Appeals, Tilly’s v. Ward is one of the rare 
cases that comes with a robust dissenting 
opinion that condemns the new rule and 
cautions against retroactivity. To that end, 
you should keep up-to-date on whether a 
subsequent appeal is filed and whether the 
California Supreme Court ultimately decides 
to take another look at this sweeping change 
in the near future.   

– Fisher Phillips

Politics & Policy Continued on page 24

CALIFORNIA 
COURT USHERS 
IN SWEEPING 
CHANGES FOR 
SCHEDULING 
POLICIES



24 March | April 2019         FARWEST Dealer

FW politics & policy UpcoMing 
events

Arizona

California

Colorado

Hawaii

Nevada

Utah

Wyoming

US Regular Session 
1/3 – 12/31

Legislative Sessions

1/14 – 4/27

1/7 – 11/30

1/4 – 5/4

1/16 – 5/2

2/4 – 6/3

1/28 – 3/14

1/8 – 3/1

17-18 September 
2019

FWEDA September Board 
Meeting & Networking Event

TBD – Southern CA

FAR WEST 
2019 Convention
Phoenix Marriott Resort 
Tempe at The Buttes
2000 W Westcourt Way

Tempe, AZ 85282

5-8 November 
2019

Dozens of organizations across 
California include Far West, joined 
a broad coalition opposing AB 40, 
introduced this session. The bill is a 
repeat from last year's session from 
Asm. Phil Ting. 
In a letter to Ting, the coalition 
outlined issues with the proposed 
legislation:
AB 40 would require the California 
Air Resources Board (ARB) to 
develop a comprehensive strategy to 
ensure that the sales of new motor 
vehicles and new light-duty trucks 
in the state have transitioned fully 
to zero-emission vehicles by 2040. 
By requiring the ARB to develop a 
strategy and ensure that passenger 
vehicles sold after 2039 are zero-
emission vehicles, AB 40 will operate 
as a de facto ban on the internal 
combustion engine. 
As outlined in AB 40, the ARB 
would be required to develop a 
strategy by examining data gaps, 
coordinating with state agencies, 
assessing barriers to financing 
development and ownership, and 
identifying regulations that could 
help ensure market acceptance. 
While the outlines of the strategy 
provide a starting point, it fails to 
contemplate the myriad agencies, 
programs, and policies that play a 
role in ZEV adoption, and those 
which may be impacted. Only 
with a more robust analysis can 
the public and policy makers truly 
assess whether or not to limit choice 
for California’s 27 million drivers 
and 35 million registered vehicles. 
Without a more comprehensive and 
meaningful approach, AB 40:  
Unnecessarily Limits Mobility, 
Transportation Options for 
California residents 

Even with a comprehensive report, 
the Legislature has the obligation 
to decide whether or not limiting 
mobility and transportation options 
for the vast majority of California’s 
families and businesses is the best 
way to achieve California’s climate 
goals. By leveraging all available 
vehicle technologies, including 
efficient internal combustion 
engines, California would improve 
environmental standards and better 
meet a more diverse range of family 
and business transportation needs at 
a lower cost. 
Arbitrarily Limits Advanced and 

Efficient Vehicle Technologies 

One of California’s notable policy 
advancements is regulation that is 
measured to encourage technological 
innovation. This bill runs roughshod 
over this important and subtle 
dynamic – essentially proclaiming, 
“Ban it, and they will come.” 
In fact, ARB’s regulations are 
driving increasingly efficient internal 
combustion engine vehicles and 
hybrids. According to some experts, 
the fuel economy of some of the 
internal combustion vehicles could 
double by 2050. 
In requiring ARB to “ensure” 
a strategy for zero emission 
vehicles, AB 40 arbitrarily limits 
advanced and efficient vehicle 
technologies, and necessarily 
stymies further innovation. AB 40 
is also inconsistent with California’s 
recently-adopted greenhouse gas 
(GHG) reduction strategies and 
the state’s near-term air quality 
improvement needs. California 
should not eliminate efficient and 
clean transportation choices, as 
would certainly be the result of AB 
40.
AB 40 ignores this progress by 
creating a zero emission vehicle 
definition inconsistent with the 
vehicle technologies promoted 
by the Air Resources Board’s Low 
Emission Vehicle (LEV) and its Zero 
Emission Vehicle (ZEV) regulations. 
The bill “ensures” the sale of zero-
emission vehicles and narrowly 
defines a zero emissions vehicle as a 
vehicle that produces zero exhaust 
emissions of any criteria pollutant or 
precursor pollutant, or greenhouse 
gas.  In addition, approximately 
$480 million in public funding 
has been provided to California 
drivers through the California 
Vehicle Rebate Program (CVRP) to 
promote cleaner vehicles that aren’t 
required to meet the stringent AB 40 
standard. Specifically, Californians 
have paid over $169 million to 
incentivize drivers to buy plug-in 
hybrid electric vehicles, which would 
be prohibited by AB 40. 
Ignores Immediate Air Quality 
Needs and Improvements

AB 40 ignores immediate air quality 
improvements by placing a focus 
on 21 years from now, ignoring 
immediate opportunities. According 
to the state’s major air pollution 

control districts, the primary 
contributors to exposure to toxics in 
disadvantaged communities are from 
older, less efficient vehicles that are 
not at all the focus of your AB 40. 
This low hanging fruit provides the 
opportunity to achieve tremendous 
air quality improvements in a 
manner that is more cost effective 
and achieves immediate and 
permanent emission reductions. 
Unfortunately, the bill’s focus 
on new sales in 2040 ignores the 
millions of older vehicles that may 
be driven longer and concentrated 
more in disadvantaged communities 
for decades to come, and fails to 
provide a cost effective path that 
results in immediate and permanent 
air quality improvements.
Is Inconsistent with California’s 
Climate Strategies 

California has adopted the most 
ambitious and aggressive greenhouse 
gas emission reduction goals in the 
world. The Legislature and Governor 
in 2016 adopted an enforceable 
requirement to reduce GHG 
emissions by 40 percent from our 
1990 levels by 2030. In 2017 the 
Legislature adopted a well-designed 
cap-and-trade program to best 
accomplish that goal. In addition, 
the ARB adopted a long-term 
comprehensive GHG emissions 
reduction strategy in the 2017 
Scoping Plan. Banning the internal 
combustion engine, as would result 
from AB 40, is inconsistent with the 
Scoping Plan and the state’s need to 
demonstrate effective policies that 
may be viable beyond California. 
California adopted these GHG 
emission reduction goals and 
programs not because they alone 
will have any measurable effect on 
the earth’s temperature – after all, 
California accounts for only one 
percent of global GHG emissions. 
The main reason for advancing these 
goals is to demonstrate how a major, 
complex economy can address a 
difficult and expensive public policy 
challenges. By taking a leadership 
role and showing how to accomplish 
these goals at the least economic 
expense and societal disruption, 
California can show the way for the 
rest of the world. Unfortunately, 
AB 40 fails to accomplish these 
objectives.

18-19 June 2019

FWEDA June Board Meeting & 
Networking Event

TBD – Denver, CO

Amid Green New Deal, AB40 seeks 
to ban combustion engines by 2040

Politics & Policy Continued on page 30

Politics & Policy Continued from page 23
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Content marketing is the creation of 
content that provides your audience with 
valuable information. Today’s versions of 
content marketing are primarily digital 
— think blogs, videos, emails — and the 
success of your strategy depends on the 
level of satisfaction of your audience.

In content marketing, quality trumps 
quantity. Many believe that the more 
content, the better; but the fact is that one 
or two high-resolution, properly recorded 
videos are much more beneficial than ten 
bland or erroneous blog posts.

While you can implement any of the 
following five content marketing styles, 
it’s best to only pursue those that are 
guaranteed to provide a useful and 
engaging experience for your specific 
audience.

1. Blogs

Blogging is perhaps the most commonly 
used content marketing strategy that 
businesses of all sizes use to attract their 
audience. Maintaining a blog increases 
your likelihood of developing strong 
relationships with your readers, which 
can result in increased profitable customer 
actions.

Blogging is also a great way to 
demonstrate your knowledge to your 
audience. A consistent blog presence and 
regular publishing schedule will attract 
a wide audience and also increase your 
organic search visibility on search engines 
Google.

2. Infographics

Infographics organize information, such 
as statistics and facts, into a visual format 
that is easy to read and understand.

In an infographic, text is often organized 
into individual blocks, perhaps 
accompanied by small icons, illustrations 

or other images to 
complement the written 
information.

Studies have shown that the 
number of views on content 
with relevant images is 
about 94% higher than the 
amount of views on content 
without images. This is 
where businesses have 
found that an infographic 
content marketing strategy 
paired with a blog or other 
written outlet can be highly 
beneficial.

3. Videos

The Pew Research Center reported that 
YouTube is used by 73% of U.S. adults, 
which makes video content one of the 
most efficient ways to reach and engage 
with your audience.

Recorded content such as how-to videos 
and product demos are two of the most 
popular types of video content.

Videos also encourage visitors to spend 
time on your page. If a viewer extracts 
something valuable from one of your 
videos, they’re likely to remain on your 
website or refer back to it for more.

4. Emails

Email campaigns are one of the most 
effective forms of content marketing, 
with a whopping $44 return for every $1 
invested.

However, constantly bombarding your 
subscribers with ads won’t be as effective 
as providing informative content.

Your marketing emails should consist of 
the following:

Subject line. This should be concise and 
compelling.

Image. Include at least one engaging image 
in each email.

Body paragraph. The body of your email 
should be informative, and most times 
should not exceed 200 words.

Call to action. Encourage your reader 
to proceed in a specific direction, such 
as visiting a website, taking a survey, or 
making a purchase.

5. E-books and white papers

Long-form content is a great way to 
demonstrate your knowledge and industry 
expertise to your audience.

Since e-books or white papers typically 
require users to provide some information, 
such as an email address, before they can 
be downloaded, this also benefits your 
email marketing strategy. However, you 
must give your audience a reason to want 
to take those steps.

The important thing to remember is that 
your e-book or white paper is not an ad 
for your business or service. By giving 
customers a thorough examination of your 
industry, including valuable takeaways, 
you will continue gain and retain 
subscribers.

– Growth Studio, US Chamber 

FW Marketing
BEST WAYS TO GROW YOUR BUSINESS 
WITH CONTENT MARKETING5

CONTENT MARKETING USES WRITTEN AND VISUAL CONTENT TO 
STRATEGICALLY PROVIDE VALUABLE INFORMATION TO YOUR READERS
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www.fweda.com/marketing-services
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A few of months 
of the new 

year are already 
behind us.  For 
many dealerships 
across the country, 
January marked 
more than the start 
of the calendar year.  
It can also signify 
the beginning of 

the fiscal year.  Forecasts from last fall 
now show up as targets on our financial 
statement. All of the new initiatives, 
programs and best laid plans we devised 
to meet those goals should now be in 
the implementation stage.   
As exciting as it is to have new goals in 
place, sometimes the real challenge is 
in finding meaningful assessment tools 
to keep us accountable not only to the 
results, but also to the processes we use 
to achieve these goals.  I used to have 
a manager that lived by the mantra: “I 
don’t care HOW you get there…. just 
GET there!”  I always considered that 
dangerous territory.  Guiding principals 
are important, because they give you the 
proper platform for meaningful long 
term and sustainable performance. 
In many organizations, the guiding 
principals are even MORE important 
than the periodic goals.  In February 
of 1905, a Chicago attorney named 
Paul Harris started a civic organization 
that over the ensuing 114 years would 
link groups of business leaders, and 
challenge them to make   positive, 
lasting and significant changes not only 
in this country, but around the world.  
Rotary International was a key element 
in the fight to eliminate polio.  They 
routinely raise funds to provide clean 
water, support education, and grow 
local economies in order to make them 
self-sufficient.   
All of the good that Rotary 
International does around the world 
could have never been accomplished 
without a set of guiding principles.  
Early Rotarians were well aware that 
without a code of ethics, their hard 
work could fall victim to individual 
agendas, political infighting, greed, and 
corruption.  In 1932 Rotarian Herbert 

J. Taylor created what would come to be 
known as the 4-Way test.  All Rotarians 
would embrace and apply this code to 
not only the goals of Rotary, but also to 
their business conduct and interpersonal 
relationships.
The Rotary 4-Way Test

1. Is it the TRUTH?
2. Is it FAIR to all concerned?
3. Will it build GOODWILL and 

BETTER FRIENDSHIPS?
4. Will it be BENEFICIAL to all 

concerned?
One look at the success and longevity 
of Rotary International will tell you 
that these guiding principals actually 
work.  This code of ethics is applicable 
across the entire spectrum of our society.  
It is non-partisan, non-sectarian, and 
engenders equality.  
The 4-Way test works well for a civic 
organization like Rotary.  My point 
in discussing the 4-Way Test is to 
demonstrate the power of a “code of 
conduct”.  Our goal as farm equipment 
dealers should be to create our OWN 
unique code of conduct to govern our 
corporate behaviors that will help us 
achieve our goals.  
In my search for a similar list of 
principals that could be applied to a 
dealer organization, a colleague recently 
shared what he instituted in his own 
company to govern his processes.  I have 
found these four objectives to be easily 
measurable, and completely applicable 
to our business model, and I highly 
recommend them.  These are the four 
measurable objectives: 
Objective 1 - Customer Service
The final verdict of our success lies in 
the purview of the customer.  Sadly, the 
pursuit of profitability can many times 
be undertaken at the EXPENSE of 
the customer.  Rarely do we purposely 
consider if our practices are customer-
centric.  Customer service is not easily 
defined, but if you pay attention, it’s 
easy to spot when customers start 
to feel that you don’t have THEIR 
best interest as YOUR primary goal.  
Every customer-contact process you 

have, should be regularly assessed for 
personal engagement, appropriate tone, 
consistent messaging, and customer 
satisfaction.   If your process does 
not PROMOTE customer service, it 
needs to be altered, or replaced.  This 
may require you to adjust your goals, 
and that’s OK.  I would rather be less 
aggressive on goal setting and actually 
KEEP the customer.  
Objective 2 - Understanding
No matter what business you are in, 
everyone seems to say the same thing.  
“We need better communication”!  I 
hear this everywhere.  In investigating 
the root cause of poor communication, I 
am convinced that the problem is not a 
LACK of actual communication.  Look 
at the devices we carry!  We have more 
access to communication now then we 
have ever had in the history of mankind.  
Remember the pre-internet, pre-
cellphone days?  I remember carrying a 
pager on my belt and having to find a 
pay phone if I wanted to communicate.  
Now I have voice mail, email, texts, 
photos and social media.  All of which is 
available for SIRI to stream directly into 
my ear via Bluetooth.  
My observations lead me to conclude 
that the problem has nothing to do 
with communication.  The problem is 
actually a lack of UNDERSTANDING.  
Understanding is the goal of 
communication, but with the overload 
of messaging and the pace of business, 
understanding actually gets lost in the 
noise.
I encourage all employees to practice 
“active listening,” as a tool to increase 
understanding.  If you are unfamiliar 
with active listening, it is a method that 
uses a “listen – then - confirm” process. 
It uses the catch-phrase: “So, what 
I hear you saying is….”   Using this 
technique, especially when customer 
expectations are involved, insures that 
things are not only communicated, but 
readily understood.  Active listening 
should have 3 goals.
• That both parties understand the data 
of the message
• That both parties understand the 

Four measurable objectives
By Dave Baiocchi, President, Resonant Dealer Services LLC
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urgency of the message
• That both parties understand their 
role in any activity connected with the 
message. 
If everyone in your organization used 
this method when communicating, 
customers would seldom if ever feel 
neglected.
Objective 3 – Efficiency
In our business, efficiency can be 
assessed in multiple ways.   Here are the 
questions that I like to ask. 
“How many people have to touch the 
process to get it completed?”  
This is pretty simple, but remember 
that cutting participants out of the 
process could affect our prior objectives 
regarding communication and customer 
service, so be careful.  Look at things 
like invoice processing, dispatch 
functionality, generating service 
proposals, and processing time cards. 
All of these functions may in fact have 
too many people involved in their 

completion. Remember…the fewer the 
links in the chain…the stronger it is.
“How many necessary steps does it 
take to complete the task, and does any 
redundancy in the process exist because 
we don’t trust people to do their job?”
These two questions are normally 
connected.  We tend to feel more 
confident if we have multiple people, 
and redundant steps so that we catch 
errors within the process.  I have a 
better idea.  Design an efficient model, 
and hold employees accountable for 
the errors they make.  When employees 
understand the importance of their 
role, and the effect that errors have on 
the team, they generally can be called 
up to higher levels of commitment.  
Employees should live up to their 
commitments.  I like what legendary 
NBA coach Pat Riley said about this.  
“There are only two options regarding 
commitment.  You’re either in or you’re 
out.  There is no such thing as life in-
between.” 
Objective Four – Own the result.
I think Pat Riley would also agree that 

a team either achieves the goal, or 
they don’t.  When we start carving out 
exceptions to make excuses why we 
didn’t meet our objectives, we fail to 
do one important thing.  Own it.  You 
cannot improve a process if you don’t 
take responsibility for what it is and 
how things turned out. 
I’ve seen this actually happen both ways.  
Sometimes a leader, in a misguided 
attempt to keep the team focused, 
will discount the team’s success so that 
the team won’t “relax,” and will keep 
pushing toward better results.  
This is an inertia killer.  Let me be clear.  
Great employees, who do great things, 
will actually STOP doing those things 
when you refuse to recognize their 
accomplishments. Enough said.
I encourage all of you to do a process 
review, and look at aligning your 
practices with these four measurable 
objectives.  Doing so adds structure 
and accountability to your operations, 
and sets the stage for ongoing and 
sustainable success.
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Inadequately 
maintained 

electrical systems 
are a leading 
cause of business 
interruption, poor 
energy efficiency, and 
premature equipment 
breakdown. A well-
planned and executed 
electrical preventive 
maintenance (EPM) 
program will reduce 
equipment failures, 

unplanned down time, and unbudgeted 
expenditures. Unfortunately, many small
businesses do not have the technical 
personnel experienced with EPM programs.
An EPM Program 
An EPM program is simply the scheduled 
inspection, testing, and maintenance of 
critical electrical components and their 
support systems. The intent of an EPM 
program is to identify and address any issues 
before a failure occurs. For an EPM program 
to achieve long-term success, it must be 
within available resources, well-defined, well 
understood, and properly implemented and 

documented. To make this happen, there are 
three basic steps required: assess, implement, 
and sustain.
• Assess – What is the amount of lost time 
and product that can be attributed to 
failures? What in-house technical resources 
are available? What one-line drawings of 
the power system available? Are the critical 
production components and their support 
circuits known? What is the age and the 
overall condition of the equipment? These 
questions should be answered during the 
assessment stage.
• Implement – This step involves both 
planning and accomplishing the work. The 
required maintenance activities
and frequencies, as well as the procedures 
and schedules to accomplish the work, 
should be documented. An individual 
should be assigned to oversee the program. 
Once these steps are completed, the work 
should be accomplished according to plan 
and the results should be documented.
• Sustain – The ongoing performance of 
the program is critical. The program results 
should be reviewed and utilized as an input 
to continuously improve the program 
Technical Components of an EPM Program 

EPM programs involve maintenance and 
testing activities to keep electrical apparatus 
clean, cool, dry, and tight. These activities 
should be scheduled based on the condition 
of the equipment, historical information 
concerning the equipment, and the 
manufacturer’s recommendations. If no 
guidance is available, The Hartford Steam 
Boiler Inspection and Insurance Company 
(“HSB”) recommends that electrical 
preventive maintenance be performed at 
three-year intervals. More
frequent maintenance should occur if 
conditions warrant.
It is important to fully understand and 
appreciate the importance of an EPM 
program. An effective EPM program
will reduce equipment failures, as well as 
unplanned downtime. The time and effort 
to establish, implement, and
maintain an effective program has proven to 
be well worth the effort.
Contact the Far West Equipment Dealers 
Association for additional information 
on electrical preventive maintenance and 
training resources.   
— Federated Mutual Insurance Company

Prevent costly electrical system problems, avoid interruptions

Erick Johnson, Regional Marketing 
Manager, Federated Insurance

FW Hr Update

FAMLI Bill Hearing Set

The long-awaited paid family-and medical 
leave bill known as the FAMLI Act 
was introduced to be heard by a Senate 
committee March 13.

The bill, CO SB-188, does not yet have a 
published Fiscal Note. In size, the FAMLI 
program will likely be in the ballpark of the 
unemployment insurance system, which 
involves premiums paid by businesses and 
employees and is operated by sizeable staff 
within the Colorado Department of Labor 
and Employment (CDLE). 

– Colorado Chamber of Commerce

House Committee advances Local-Option 
Minimum-Wage Increase Bill

The House Transportation and Local 
Government Committee this afternoon 
amended and approved HB-1210, a bill 
that would allow local governments to 

unilaterally increase the minimum wage 
above that of the state minimum wage. 

– Colorado Chamber of Commerce

Businesses oppose Oil and Gas Bill

CO SB 181 sponsored by legislative 
Democrats and backed by Gov. Jared 
Polis that would greatly alter oil and gas 
production in Colorado was introduced 
March 1.

The Colorado Chamber testified in a Senate 
hearing that it opposed the bill due to 
concerns on the impact certain provisions 
in the bill will have on state revenues and 
Colorado’s economy. Most concerning 
are the provisions authorizing a potential 
moratorium on new permits and the 
provisions that may cause an operator to 
choose to stop or reduce its operations in 
Colorado, both would lower state revenues.

The bill would:

• Empower local governments’ authority to 
regulate oil-and-gas production;

• Direct the Colorado Oil and Gas 
Conservation Commission to regulate the 
industry to emphasize public safety and the 
environment over production, a contrast 
from its current directive to balance the two 
objectives.

• Alter the composition of the Commission 
to decrease from three to one the number 
of energy-industry representatives and 
increase representation with individuals with 
backgrounds in environmental protection; 
wildlife protection; environmental 
protection; soil conservation/reclamation; 
agriculture production or royalty owner; and 
public health training/experience.

The bill passed 7-4 from the House 
Committee on Energy and Environment to 
the House Finance Committee March 18.

– Colorado Chamber of Commerce

Politics & Policy Continued from page 24

FW politics & policy
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Shredders Falc’s wide range of tillers has a machine to suit anyone 
from home owners with compact tractors to the largest 
farming operations.  Built extra heavy, Falc tillers will out-
last others. Accessories include spike rotor, depth wheels, 
skids, and rear rollers.

Rotary Tillers Falc’s wide range of tillers has a machine to suit anyone 
from home owners with compact tractors to the largest 
farming operations.  Built extra heavy, Falc tillers will 
outlast others. 

Spaders
Model Tractor HP Width Digging Depth
Panda 20-35 35-48” 8”
Mini Toro 30-60 40-70” 10”
Toro 40-90 60-98” 14”
Leopard 80-180 105-165” 14”
Buffalo 100-180 122” 16”
Drago 100-240 123” 20”

Spaders incorporate material into soil better than rotary 
tillers. Spaders can work deeper than tillers without pro-
ducing “plough pan” and will run in very wet soils, such 
as rice fields.  These primary tillage implements work at 
up to a 20” digging depth.

Available in 36 to 172” tillage widths for tractors from • 
30 to 300 hp 
Heavy duty gearboxes and rotors • 
Shearbolt or slip clutch protection ensure safety for both • 
operator and machine.
Accessories include spike rotor, depth wheels, skids, • 
and rear rollers.

Orchard, Vineyard, and Row crop models.• 
Working widths from 40” to 240” for 20 to 180 HP.• 
Heaviest shredders with highest rotor speed in the • 
industry. 
Slip clutch protection ensures safety for both operator • 
and machine.
Accessories include spike rotor, depth wheels, skids, • 
and rear rollers.
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