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Conference Speaker
     Selling is 100% BASIC is a sales growth program for business
owners, sales professionals and sales support staff of all levels of
experience that combines the elements, skills and techniques the top
sales producers use to gain and retain their most profitable customers.
     In a fun-entertaining program, you will discover and learn selling and
marketing techniques you will use immediately to increase your sales and
profits.
     Bob Janet will show you proven basic-through-advanced sales and
marketing techniques that:
• Attract profitable customers to you
• Turn prospects into customers
• Dramatically lower your marketing cost
• Retain customers for a lifetime of profiting
• Increase the profit of every sale

About Our Presenter
     Bob Janet - sales growth speaker, trainer, consultant and author,
combines real-life business, personal stories and examples with insights
from his 39 plus years as owner/operator of retail, wholesale,
manufacturing and service businesses.  Bob has been there and done it,
walked many miles in your shoes.  Bob’s street smart skills and
techniques are based on a lifetime of frontline marketing experiences,
not passing fads and theories.
     His unique teaching and storytelling ability motivates, educates and
inspires people of all walks of life and levels of experience to learn,
understand and use selling skills and techniques that increase sales and
lower marketing costs.

                                                                               Continued on page 2

Western Farm Show - Feb. 25-27,
2006 at the American Royal Complex,
Kansas City, Mo.

     SouthWestern Association is pleased to present its second series of
Regional Conferences. These meetings were designed with your busy
schedule in mind. We’ll provide a fast-paced program, packed with lots
of  content and good ideas you can take home and use immediately.
     It’s a great opportunity to see old friends and make new ones in a
more intimate setting. You’ll meet with other members from your area
and take home information to help your bottom line right away. We
hope to see every member at one of the meetings. Check the schedule
and decide which location will work best for you. Bring your key
personnel so everyone can benefit.
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With Bob Janet You Get
• Experience - not theory
• Long lasting, results driven -  not activity-driven
• Fun-entertaining programs - not boring
• Customized - not canned
• Specific skills and techniques - not vague and obscure

     You will leave the program with motivation, selling skills and
techniques that will grow your business immediately.
     Bob has discovered, created, and perfected 52 time-tested
relationship techniques that are guaranteed to gain and retain
your most profitable customers.
     Business owners, sales professionals and sales support staff
of  all levels of experience find Bob’s programs and books to
be resources of tremendous value.  Penetrating selling’s
mystique, audience participants learn, in layman’s terms, the
skills and techniques that make selling easy and profitable for
the top sales producers.
     Bob’s high energy presentations, powerful real-life business
stories and examples, and proven ability to help businesses
move to a higher level of success earn rave reviews and repeat
engagements.

When and Where
Monday, Jan. 23, 2006, San Antonio, Texas
Tuesday, Jan. 24, Plano, Texas
Wednesday, Jan. 25, Oklahoma City, Okla.
Thursday, Jan. 26, Amarillo, Texas
Friday, Feb. 24, Kansas City, Mo.
  (in conjunction with Western Farm Show)

Selling is 100% Basic
Continued from page 1

Regional Conference Schedule
10 a.m. - Registration
10:30 a.m. - Lunch and Association Business
  Industry update
  Recognition of new and retiring Board members
  Lobbyist Report
  Tax Favored Benefits Presentation
  Association programs update
  Breaks sponsored by Tax Favored Benefits
Noon - Lunch - Federated Insurance presentation
1:30 p.m. - “Selling is 100% BASIC” with Bob Janet
5:30 - 7:00 p.m. - Manufacturers’ Reception (cocktails and
  hors d’oeuvres)

     Look for complete hotel and location information on
the website at http://www .swassn.com/regconfinfo.htm
Mark your calendar today to attend the SouthWestern
Association Regional Conference near you in 2006.

Mom Was Wrong!
What You Don’ t Know  Will Hurt You
By Bob Janet, Sales Growth Expert

     A salesperson’s job is to solve the customer’s needs and
problems with their products and services. When this is done,
the sale is closed faster and usually at a higher profit. To do the
job with the most efficiency and gain a larger amount of profit,
the salesperson must know what the customer’s needs and
problems are. If you do not know each
individual customer’s needs and problems
it will hurt you in the form of fewer
sales and lower profits.
     To find out what your customer’s
needs and problems are is very easy. Do
your homework. Spending a small
amount of time discovering what the
customer really needs and wants will
make you a much more efficient and effective sales
professional. You will close more sales faster. All you have to
do to find out the customer’s real needs and problems is ASK.
Ask their employees. Ask their suppliers. Ask their competition.
Ask others in their industry. And if you really want to save time
and discover what you need to know to close the sale ask them.
That’s right, ask your customer what their needs and problems
are. They will tell you for two reasons. The first is fundamental
with all human beings – people love to talk about themselves.
And second, if they think you can help them, they will open up
to you if you ask the right questions in the correct way.
     The right questions are questions about them. Here is
where most salespeople start to fail to close the sale. Instead of
making the entire sales presentation about the customer they
make it about themselves and their products. The top sales
producers have the sale made before they ever mention their
products and services.
     The correct way to ask a question is to give your customer
a choice of answers. Two choices are enough. Give choice
questions for three reasons. One, the customer can never
answer you with a “no.” And we all understand that once the
customer starts saying and thinking “no,” the close becomes
more difficult. Two, giving the customer a choice gives them
the feeling of control. Customers buy and buy more when they
feel they are in control. And third, and just as important, is you
can guide the sale to a close with the answers that you have
planned for the customer to give you. Only give them choices
that advance your sale.
     Don’t tell my mother I said this but, Mom was wrong. What
you don’t know will hurt you when you are trying to sell your
products and services.
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Retailing T rends
     With fewer major markets left to expand its big-box format,
Home Depot finds itself turning to smaller, more rural areas
for expansion. The industry’s largest retailer – with 1,985
stores – is experimenting with smaller warehouse stores that
carry unique product categories. Previously, Home Depot failed
with a rural format called CrossRoads and a 40,000 square-
foot hardware store format called Villager’s Hardware. The
biggest difference with the most recent store concept is the fact
they retain the Home Depot brand name. With a population of
15,840, Ada, Okla., was considered an unlikely spot for a
Home Depot store. It has one now, as Home Depot opened its
doors on June 30, 2005. A similar size store opened in
Batesville, Ark., (population 9,549) two weeks later. These
stores cover about 62,000 square feet along with drive-through
lumberyards and 10,000 square-foot garden centers. A store
that opened in November in the secondary market of Canon
City, Colo., is just a little smaller – 120,000 square feet – than a
traditional Home Depot big box.
     The Ada Home Depot carries scaled-down assortments of
the core categories such as electrical, plumbing, tools, doors and
windows, paint and hardware. It features showrooms for
lighting, appliances, kitchens and baths, flooring and storage
products.
Source: Home Center Institute
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APPI Savings Solutions
All States: Utility Savings
     If lowering your utility costs by 10 to 25 percent would
help your business, consider a utility audit. Available to all
members located in the United States, the audit includes a
thorough analysis of energy (electricity and natural gas), water,
waste removal/recycling, freight, credit card processing, and
telecommunications (voice and data) services. APPI analyzes all
fees, tariff  rates and service plans to find savings.
     Fax in last month’s utility bills (410-749-8769) and APPI will
take care of the rest. This service has no upfront cost or
ongoing costs. Savings are shared by the member and APPI.

Texas: Electricity Management
     As projections are made for 2006, electricity prices cannot
be expected to decrease much, if at all, in the near future. As
your business plans for 2006, consider market trends and the
strategies that you have in place.
     The continuing trend of high prices can be
attributed to several factors:
     1) Damage from 2005 Hurricanes -
Although most oil and gas platform damage was
repaired by the end of 2005, some of the largest
oil platforms that were damaged by the hurricanes
will remain out of service until the second quarter
of 2006. In Louisiana, oil and natural gas
production are operating at approximately 40
percent of pre-hurricane capacity. Production in
Louisiana is anticipated to return to pre-hurricane
levels in the spring of 2006. (eia.doe.gov)
     2) Increased energy demand - World energy
demand is expected to increase 57 percent from
2002 to 2025. Nearly two-thirds of this increased
demand will come from emerging economies,
including much of Asia. China and India are
expected to see demand double within the 23 year
forecast (eia.doe.gov). Supply will need to increase
dramatically in order to match demand and keep
prices from sky-rocketing.
     3) Extreme temperatures - As winter arrives,
NOAA officials forecast that this winter in the
eastern U.S. will be slightly warmer than the past
30-year average, but colder than last year. For
central and western states, NOAA is predicting
warmer than average temperatures (noaa.gov).
However, central and western states may expect a
warmer than normal summer
(houstonchronicle.com). Electricity demand is
expected to increase by another 1.2 percent in
2006, added to the 3.5 percent increase in 2005
(eia.doe.gov). Increased demand and limited supply
lead to higher prices. APPI provides electricity
savings and budget certainty to associations and
members in Texas. Members in Texas should
contact APPI at 800-520-6685.

IRON Solutions Help s
Businesses Grow
     Dealers in today’s fast-changing market are contemplating a
great number of issues: How do I grow? How do I make the
best use of technology? How do I retain the best people? How
can I gain the best advantage in business with the lowest cost?
We recently caught up with Scott Derksen, Vice President of
Development from IRON Solutions in Fenton, Mo. about
what sort of tools the well equipped multi-site dealer complex
is taking advantage of.

Interviewer: “Mr. Derksen, what general thoughts do you
have on the topic of the growing Case-IH dealer that may be
considering some next steps in improving their business?”

Derksen: “Dealers are telling us that it is all about time today.
We need to find ways to help them become faster, better, and
reduce expenses all at the same time.    Continued on next page.
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Jan. 25-27, 2006 - Do it Best Corp. - Winter Market,
   Kissimmee, FL

Feb. 2-4, 2006 - Handy Hardware Market -
   Houston, TX
Feb. 10, 2006 - Blish-Mize Co. - Buying Market,
   Denver, CO
Feb. 23-25 - Orgill Inc. - Spring Dealer Market,
   Orlando, FL

March 9-12, 2006 - Ace Hardware Corp. - Spring
   Convention - Dallas, TX

March 17-19, 2006 - True Value Co. - Spring Market
   Houston, TX
March 24-26, 2006 - Blish-Mize Co. - Buying Market
   Overland Park, KS
May 20-23, 2006 - Do it Best Corp. - May Market
   Indianapolis, IN

Upcoming Hardware Market s
and Shows

I suppose that it is much like the change that the growers are
going through with expanding acreage and reducing the overall
cost per acre to squeeze out more profits. At times it seems
hard, but there are a lot of good tools out there from us and
from others which can help them to make incremental changes
with some big rewards.”

Interviewer: “What sort of  tools would a growing multi-store
dealer be leveraging right now?”

Derksen: “Well, it seems like dealer websites have really
become an industry given. The market has changed so much
with really the very large and the very small producers left
standing. Both of these groups are heavily dependent upon the
internet for information and communication – it is important,
and assumed that the dealer will be online too, with up-to-date
inventory information and communication mechanisms, like e-
mail and response forms, to make doing business after hours
easier. Tools like IRONSearch.com or equipmentlocator.com
can plug into a dealer website and make keeping all the
information up-to-date a breeze. We even have integrated our
off-line tools into all these equipment search engines, and even
print providers like Fastline and Farm Country Trader, to make it
easy for the dealer to manage all the information in just one
place, and enter it just one time.
     In addition, we are seeing a groundswell of good old “back-
to-basics” business sense in the forefront of growth. Dealers
are being more careful about the appraisal process on used
equipment than ever before because multi-site growth has a
tendency to amplify both your successes and your
shortcomings. If  every location is consistent in appraisals, it can
go a long way to setting up profitability. IRON Solutions is
involved at the heart of helping dealers succeed in this area
with electronic and paper guide products that put the latest
market information in the hands of the salesman so that good
decisions can be made.

Interviewer: “Case IH has been promoting a concept called
the ‘Next Generation Sale Tool’ recently. How does IRON
Solutions fit into that part of  the Case-IH strategy and
planning?”

Derksen: “Last year was our first year at the Big Red
Roundup in Phoenix. We are pleased to have a working
relationship with CNH as a provider of sales tools for the
dealers as the SalesPro tool is being phased out. Customers are
saying that they are extremely happy to see that we have filled
the potential void by offering a tool that will import their
SalesPro data, work with a variety of business systems and
integrates the Case-IH Pricebook and the Official Guide into a
single tool. In many ways, QPSS surpasses the advantage that
SalesPro dealers discovered in automating the sales team and
better managing Sales and Target Marketing Processes.

IRON Solutions
Continued from page 4

As a dealer grows and gains more locations, this management
becomes more important than ever since the communication
and management problems grow exponentially with the added
organizational complexity. This year promises to be a lot of
work for our team as we try to complete the migrations before
the end of the year.”

Interviewer: “Specifically what sort of  advantages are you
talking about?”

Derksen: “Well, the long list is probably something a dealer
should discuss with our sales team, but if I were to try and
narrow it down to just a couple of highlights I would say that
our core advantages are:

• Great process and sales team management
• Total portability so that salespeople are able to
   actually work with the customers where they live.
• Target marketing through solid profiles and our
   exclusive prospecting system
• Professionalism in a speedy, accurate quote
• Measurement of profitability on every deal, right
   at the time of the quote

     If a dealer wants to improve in communication,
management, target marketing or sales profitability, we should
be talking!

Interviewer: “Thanks so much for your comments and
insights.”
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Federal Legislative Up date
• Congress winds down its 2005 session with significant

disagreements over major bills. Still in work: two
appropriations bills, one for the Department of Defense,
the other for the Departments of Education, Labor and
Health and Human Services. All were operating under a
short-term continuing resolution through Dec. 31.

     Big problem with the Defense bill is an amendment opening
the Arctic National Wildlife Refuge to oil and gas exploration.
House and Senate Appropriations Committees agreed on the
amendment; the House passed the bill but the Senate is balking.
Other amendments provide another $29 billion in spending for
Hurricane Katrina relief and $3.8 billion for preparation for an
avian flu pandemic.
     The House and Senate have each passed two budget
reconciliation bills – one to reduce deficit spending by $40
billion, the other to extend $60 billion in expiring tax relief
measures. Neither pair of bills was identical. Although Congress
could complete work on the deficit reduction bill, there was
little chance the tax relief bill would be enacted this year. The
House passed the deficit reduction conference report and the
Senate was poised to vote on it, but Senate majority leader Bill
Frist (R-TN) said he would not appoint conferees for the tax
bill until next year.
• Immigration reform took a step forward when the House

passed a bill to strengthen enforcement measures. It puts
much of the onus for identifying illegal workers on
employers by requiring businesses to verify the status of
their employees. As passed by the House, employers would
have to verify status of new hires using Social Security
and Department of Homeland Security databases within
two years of enactment. Within six years, all employers
would have to reverify the legal status of all employees.
This same bill would authorize the building of 700
miles of fence along the U.S.-Mexican border. It increases
fines for employers who hire illegal workers. There’s little
chance the Senate will go along with this bill.

• In other action, both House and Senate approved for the
President’s signature a bill to raise the amount in
retirement and savings accounts that would be protected
by federal insurance. Retirement accounts up to $250,000
would be covered immediately and indexed for inflation.
Coverage for other types of savings accounts would be
adjusted for inflation every five years beginning in 2010.

• Congress has authorized $5 million a year through 2009 to
fund a task force within the FBI to help retailers set up a
national database or clearinghouse to identify and track
organized retail theft in the U.S.

• Finally, a reminder. Employers required to keep OSHA
workplace injury and illness records must post the OSHA
Form 300A summary from Feb. 1 to April 30. In general,
hardware stores are not required to keep these records;
lumber and building materials stores are required to do
so. More information on who is required to post the
form and what action is required is at www.osha.gov. Some
state OSHA plans have other posting requirements so
retailers should check with state agencies on those rules.

Source: North American Retail Hardware Association

Defend Against
Defrauders
     Credit card fraud is increasingly a global problem. As more
foreign banks begin issuing cards, payment by credit card for
foreign purchases is becoming increasingly common. Credit
cards are an efficient way to purchase goods, but they also can
be an easy way to commit fraud. There are steps you can take
to deter illegitimate buyers or risky buyers.
     It is important that you read and understand your
agreement with the merchant bank that processes your credit
card sales. It is not uncommon for the merchant account
agreement to state that merchants have 100 percent liability for
fraud, especially for card-not-present (CNP) transactions. There
is also often a chargeback fee when the transaction is reversed.
You must know your responsibilities and how much risk you
want to take.

Tips to Protect Your Business
• Request a copy via fax of the front and back of the credit

card. This proves the user possesses the credit card and
can deter fraud based on stolen numbers only. It also
shows you the signature and usually the issuing bank’s
contact information.

• Call back the customer to reconfirm phone, address,
company, and so forth.

• Contact the issuing bank to verify that the billing address
you were given is the same address the bank has on record.
If the phone number is not provided on the back of the
card, or you did not get a faxed copy, your merchant bank
or the logo company (VISA, MasterCard or American
Express) can provide the phone number of the issuing
bank based on the first four or six digits on the card.

• Be cautious if the “ship to” address is different from
the billing address.

• Also be cautious of free e-mail domains (e.g., hotmail,
juno, etc.). Some businesses absolutely refuse to

                                                    Continued on next page
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Defend Against Defrauders
Continued from page 6

honor orders from those addresses.
• If  the buyer’s e-mail address lists a domain that you are

not familiar with, look up that Web site. For example, if
the address is smith@yxq.com, then type www.yxq.com in
your browser and see what comes up. If  the site is “under
construction,”  it could be a facade for a site that never will
develop. If  you find a real Web site, find the company
address, phone number and management team to check
against the information you have. This should lend some
legitimacy to the buyer.

• Be cautious of P.O. box numbers. They are sometimes
used to obscure identity. It is best to always ship to a street
address.

• Pressure to process the order quickly or requests for
express delivery can also be clues that there is fraud.
Scammers don’t care about cost because they
ultimately are not paying for the goods and the sooner they
get the goods, the sooner they can disappear.

• Large purchases or other characteristics that do not make
sense can be clues to fraud. Some companies opt to set
size limits on credit card sales. This is largely based on
what the company is willing to lose if the transaction
results in a chargeback.

• There are some systems that provide Address
Verification Services or Secure Electronic Transactions.

• However, these services contain data on domestic credit
cards only, not international ones.

What You Can Do
     If you discover you are a victim of fraud, contact your
merchant bank immediately. They will either contact the issuing
bank or provide you the information to do so. The issuing bank
can then notify the real cardholder. However, you are still likely
to be assessed a chargeback fee when the transaction is
reversed.
     If your merchant bank learns of the fraud before you,
which is often the case, they will notify you of the chargeback
and provide the reason given to them. The chargeback fee and
the transaction amount will be charged to you.
     On your Web site, warn your customers that you have anti-
fraud safeguards and that you will pursue prosecution for all
fraudulent orders. It may make them think twice before
committing fraud against you.
     Establish a credit card policy that states what protections
you require for credit card transactions – a photocopy of the
front and back of the card for Internet or telephone orders,
limits on the size of credit card purchases, address verification
requirements, not shipping to address other than billing address,
and so on. Remember, the best way to deal with fraud, is to
prevent it!
Source: Kansas City Small Business Monthly, Dec. 2005
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Member News
Ed Kirby
     The Oklahoma Municipal Contractors Association (OMCA)
recently held its annual convention where the group elected
officers and presented special awards to members. Among
those honored was Ed Kirby, president of Kirby-Smith Machinery.
OMCA recognized Ed Kirby as Associate of the Year for his
outstanding contributions to the group.

Max Graber
     Max Graber, 81, died Friday, Jan. 6. at Schowalter Villa,
Hesston, Kan. Max was the owner of Graber’s Ace Hardware
and a past president of Western Association in 1974. He
served on many boards in the Newton, Kan. community and
was elected the Newton Citizen of the Year. Recently, he has
served as a Harvey County Commissioner from 1997 to 2004.
He was a U.S. Navy veteran. Max’s son, Scott, operates
Graber’s Ace Hardware in McPherson. The company also has
a Graber’s Ace Hardware location in Newton. Max’s other
sons, John and Tim, operate plumbing and landscape and
nursery businesses in the Newton area.

Ken Otto
     Ken Otto died Friday, Jan. 6 at Christian Hospital
Northeast in the greater St. Louis, Mo. area. Ken was the
founder of Pine Lawn Hardware and Handyman Hardware in
the St. Louis area. He was an alderman and past mayor of the
City of Pine Lawn and a longtime member of the St. Louis
County Planning Commission. He was a very active supporter
of St. Angela Merici Church, Marygrove and the Rotary Club
of Florissant along with numerous other North County
organizations. Ken’s son, Glenn, operates Handyman Hardware
today with locations in Florissant.

March Auctio Auction
     The next NAEDA/A uctio dealer-only Auction will be
held Mar. 2, 2006 at noon. The auction is a live satellite
event for buyers and sellers of farm equipment. Auction
items may include:
• Tractors • Planters/air seeders
• Combines • Soil-working tools
• Harvesters • Sprayers
• Hay tools • Mowers/conditioners

     The deadline is Feb. 13 for consignments to be included in
a paper catalog, which will be mailed to dealers prior to the
auction. The deadline is Feb. 28 for consignments to be
included in a Web-only version of the catalog.
     Dealers who wish to participate in a NAEDA/A uctio
auction must register. Registration is free. Go to
www.auctio.com, scroll down to the “Buyer and Consigner”
registration area and click on “Agriculture Equipment.”

SouthW estern Association
Technician T raining Program
at OSU - Okmulgee
     SouthWestern Association has partnered with OSU -
Okmulgee to establish a technician
training program for equipment
dealership technicians. The first class of
students in the program are currently
enrolled at OSU and on their way to
becoming technicians for sponsoring
SouthWestern Association dealerships.
For more information contact:
Tag Webb, SouthWestern Association Regional Manager -
918-232-2830.
Steve Doede, OSU - Okmulgee, Department Chairman -
918-293-5392
Jeff  Flora, CEO, SouthWestern Association - 800-762-5616.

New Approach Aims for
Lower-Cost Wheat Harvest
     A USDA Agricultural Research Service agricultural engineer
is working on a new way to harvest wheat that would separate
the threshing from the grain harvesting process. Mark Siemens
is looking at the idea of using two machines – a low-cost
harvester and a stationary thresher – that he says could save
farmers money. Unlike a combine, the harvester strips the
wheat, stores them in a bulk tank, and then chops the standing
residue into small bits.
     The stationary thresher separates the wheat kernels from
the chaff. Siemens’s studies suggest this method increases grain
quality consistency. A single threshing setup could serve several
farms. The system provides a lower cost way to harvest wheat,
and the separate harvester takes care of wheat stubble, too.
Source: Farm Progress Friday, Jan. 6, 2006
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Retail Sales
     While all of the numbers are not in, many retailers ended
the year and the Christmas shopping season on a good note,
despite the modest predictions many of them set for
themselves. The sales numbers owe thanks to a big push of
shopping just before and after Christmas day. According to
Retail Metric LLC, a research firm in Swampscott, Mass., more
than 77 percent of retailers said they exceeded their initial
expectations. Another measurer of retail activity, ShopperTrak,
reported an overall 26 percent rise in sales over last year for
the Christmas week, and a 15 percent rise in traffic.
Source: Home Center Institute, Jan. 5, 2006
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Senate Sends Reconciliation
Package Back to House
     The Senate approved the agriculture budget portion ($2.7
billion) of the Deficit Reduction Reconciliation Conference
Report before heading home for the holidays. However,
because of changes made to the Medicaid portion of the bill,
the measure went back to the House without a final approval.
The total $39.7 billion reduction package cuts money for
commodities, conservation, agricultural research and on-farm
renewable-energy grants. It does extend the Milk Income Loss
Contract Program for another two years. Legislators will tackle
the amended package when they return in January.

AgWeb Partners With Iron
Solutions Launches
Equipment Featured Section
     AgWeb announces the formation of a joint venture with
IRON Solutions LLC, a partnership which serves as the
cornerstone for a new comprehensive equipment featured
section on AgWeb.com. In an effort to expand offerings to both
users and sponsors, the new venture involves content,
advertising and customer service functions.
     At the heart of this venture is the addition of IRON
Search to AgWeb. With over 55,000 active equipment listings, it
is one of the industry’s largest
and most current collections of
used farm equipment classified
on the web. From trucks to
tractors, combines to hay rakes
- items include equipment of
every shape, size and model.
AgWeb users will be able to
search and view existing listings,
plus post their own classified
ads.
     “IRON Solutions is the best
used farm equipment resource
in the market - and the most
widely used by dealers,” stated
Jeff Pence, president of
AgWeb. “Marrying this resource
with AgWeb will now create the
most widely used online
equipment resource with
producers as well.”
     AgWeb users will also gain
easy access to on-line appraisals
and the Official Guide, both
products by IRON Solutions.
The Guide is regarded in the
industry as the most
comprehensive and accurate list
of  used equipment values.
     This featured section will
include expanded content with
daily headlines covering the
broad farm equipment industry
plus a discussions forum where
users can share their own
personal evaluations of
equipment and services. From
product updates to new
technologies, users can keep up
on the very latest news and
information in an effort to
make the best possible business
decisions for their operations.


