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We truly look forward to each 
summer when we get to put 

together the ‘in the field’ issue – this 
is when we highlight the uses of the 
upfitted vehicles that our FordPros 
sell. In this issue you will read how 
FordPros impact their customers’ 
lives, and how those customers are 
the backbone of the United States. 

Did you know that 1 out of every 10 
vehicles on the road today is a work 
truck or van? These vehicles’ have 
important value, not just in higher cost 
than cars, but in what they deliver to 
our economy. The estimated average 
loss to a business when they have a 
down vehicle, or can’t take advantage 
of a new opportunity, is $1,500 a day!

With all that is going on in the 
dealers’ retail business right now 
– reduced margins, slower sales, 
concerns around the future with 
ride-hailing, AVs, and other threats, 
now is the time that commercial de-
partments will come into their own. 
For a dealer to match the profit on 
the sale of a medium duty upfitted 
vehicle, they would have to sell over 
7 cars! In some cases, we hear, the 
commercial department is carrying 
retail sales… that’s not even taking 
into consideration the profitability of 
service on commercial vehicles vs re-
tail. Plenty of new opportunities, too, 
in this space for dealers with Final 
Mile, new mobile services, and new 
FDA refrigeration tracking require-
ments. Exciting times! 

RE-CONNECTING WITH THE END-USER
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You have probably heard the ques-
tion, posed while looking at a 

glass that is half-filled with your favor-
ite drink…  The question of course is, 
“Is the glass half empty, or half full?”  
Of course, the issue is where this view 
of ours is headed.

HALF-EMPTY?
Well, frankly, recently I heard of a 

couple of issues that I saw as set-
backs, and I was concerned about 
my own business model.  Most of 
my personal business is with clients 
who need quite a few cab/chassis.  
The shortage of one part or anoth-
er had me concerned.  Then, recent 
evolution and personnel changes got 
me concerned.  But what am I to do 
about it?   It’s pointless to drive while 
focused on the rear-view mirror.  

HALF-FULL?
When I look out the windshield, 

which is much larger than the rear-
view mirror, I see a lot of opportunity 
coming toward me.  And we all can, if 
we so choose:
• The recent appointment of a new 

Director of NAFLRO, Mark Buzzell, 
from the position of President/CEO 
of Ford-Canada, speaks volumes.  
It is obvious that Ford sees the 
commercial vehicle segment of the 
enterprise as being very important.  
At the Work Truck Show in Indy, we 
were told that if Ford Commercial 
products were its own business, it 
would be among the Top 40 Busi-
nesses in the U.S.!  This appoint-
ment by Ford only underscores the 
vital importance of “my ” segment of 
Ford Motor Company.

• The introduction of the F600 model 
to the Ford Commercial lineup is 
HUGE!  This will add to your prod-
uct lineup a key truck for our cus-
tomers: one with a 4WD option, plus 
the lower-entry cab that is the best 

selling in the industry…with a criti-
cal GVWR that bridges between the 
F550 and the F650.  

• The fact that Ford’s competitors in 
the commercial market are so frag-
mented provides a huge advantage 
for us.   Virtually all of the compet-
itive OEMs have units built by oth-
er manufacturers.   For example, 
Chevy brands with Isuzu or (until 
they dropped out) Nissan as their 
builder(s).

• Ford is focused on strengthening the 
most effective commercial dealers, 
and also inviting other dealers to 
grow their commercial departments 
… Ford recognizes the Commercial 
Glass as half full!

• The Ford Commercial brand’s mar-
ket share is as great as all other 
OEMs combined, and dedicated to 
increasing that market share.

NOW, WHAT ABOUT YOUR 
GLASS?

Your view of the glass is demonstrat-
ed in how you are prepared to cultivate 
the small commercial accounts within 
your reach.  Carry models obviously 
popular in your market (may involve 
convincing your dealer principal…but, 
you’re in sales!).  Keep yourself up-
to-date in STARS with your product 
and Ford Credit knowledge (including 
the TRAC lease option your clients 
should be aware of).  
Each of us has the capacity to see 

the glass either way.  It’s up to you.

Good Selling,

August 2019
Joe Hughes

President 
National Ford Truck Club

joehughes@fordpros.com
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Learn more at
www.venturo.com 

800-226-2238

THE ALL-NEW VENTURO LOGIC CONTROLS 
MANAGEMENT SYSTEM (VLC) 
The VLC™ system has revolutionized safe crane operations to allow for more control of  
capacities throughout the load operation. Innovative product features include vehicle  
stability and grade indications, overload protection, wireless or controller area network 
(CAN) communication and safety alerts and display messages. Find out how VLC™ can 
put more control in your hands.



HIGHBEAMSIn The

INTRODUCES 
50-GALLON REPLACEMENT 

FUEL TANK SYSTEMS FOR GAS-
OLINE FORD F-150S

Transfer Flow has introduced 50-gal-
lon high-capacity midship replace-

ment fuel tank systems for gasoline Ford 
F-150 Crew Cab pickups with 6 ½ foot 
beds. The fuel tanks are available for 
2017—19 and 2009—14 model years. 
Each fuel tank is manufactured from 
12-gauge ReliaSteel®, high-yield U.S. 
aluminized steel, for superior durability 
and strength, and comes equipped with 
a highly engineered emission system to 
reduce the amount of hydrocarbons re-
leased into the atmosphere. A Transfer 
Flow 50-gallon replacement fuel tank 
is perfect for F-150 pickup owners who 
want to maximize their fuel capacity and 
driving range without sacrificing truck 
bed space. These gasoline fuel tank sys-
tems are currently not available in Cal-
ifornia. 
All Transfer Flow premier fuel tank 

systems ship complete with every com-
ponent needed for installation, including 
straps and mounting hardware, and are 
covered by a 6-year, unlimited mileage 
warranty.

Product Features:
• For drivers who want to maximize their 

fuel capacity and driving range without 
sacrificing truck bed space

• Tank sits above the differential, no skid 
plate needed

• Fits in the same space as stock fuel tank
• Fuel tank mounts inside the frame rail
• Built from 12-gauge ReliaSteel®, high-

yield U.S. aluminized steel, for durability 
and strength

• Comes w/ straps and mounting hardware
• Powder coated black for durable satin 

finish
• Baffled to prevent fuel sloshing
• 6-year, unlimited mile warranty
• Made in the U.S.A.
• Optional: Spray-on textured coating

www.transferflow.com

RESTRUCTURES 
BUSINESS TO BOOST 
CUSTOMER SERVICE

Venturo®, a leading producer of truck- 
and van-equipped cranes, has an-

nounced a series of promotions and a 
new hire that will further improve its not-
ed track record of customer service. The 
promotions, including the introduction of 
a new VP, give employees and custom-
ers a more formal leadership structure to 
lean into, which better positions every-
one for success.
Leadership team members are all ex-

perienced and know the company well, 
having worked for Venturo ranging from 
6 to more than 40 years. The new Ventu-
ro Leadership team joins President Brett 
Collins, and includes:
Tony Albanese, VP Sales & Marketing
Joe Dirr, Engineering Manager
Charles Klein, Production Manager
Michael Strittholt, CFO
Barb Duke, HR Manager
Additionally, Ian Lahmer, Marketing 

Director, will add to his responsibilities 
Western U.S. Territory Manager to better 
serve clients in that region. New hire Ray 
Browning, Internal Customer Support 
for parts and new unit sales, will provide 
additional help in crane selection, parts 
sales and service.
“I’m proud to be part of the next wave of 

Venturo’s success in serving our custom-
ers and paying attention to their needs 
even after the sale is secured,” said Al-
banese. “We have always set the bar 
high for ourselves, but our team is really 
taking their commitment to a new level.”
Also new to Venturo is the Crane Se-

lector tool on the company’s website. 
This easy-to-use web app lets prospec-
tive customers discover the appropri-
ate crane for their application based on 
length of boom and weight capacity. The 
results from this tool helps to expedi-
ate conversations with upfitters and the 
crane purchasing process overall.

Visit www.venturo.com or 
call 800-226-2238

. 
WORK TRUCK SOLUTIONS 
NEW VP OF SALES OPENS 

TEXAS OFFICE
 

Work Truck Solutions (WTS) an-
nounced that their new VP of 

Sales, Keith Nordin, has opened a sales 
office in Dallas, TX, to focus on providing 
services to dealers who want to expand 
their commercial vehicle business. 
Keith comes to Work Truck Solutions 

with more than twenty-six years of ex-
ecutive sales management, with an im-
pressive record of creating and nurtur-
ing customer partnerships that create 
efficiency, reduce costs, and that drive 
business growth. “My career has been 
spent developing and leading teams that 
bring value through tools and business 
acumen,” Keith explains, “Work Truck 
Solutions has identified new market op-
portunities for our dealer partners, and 
we will be offering new insight into how 
to access this critical business potential.” 
Keith plans to leverage the new Dallas 

office to expand Work Truck Solutions 
geographic reach, as well as make it 
easier for their customers to enjoy the 
high level of customer service and ac-
count care for which Work Truck Solu-
tions is known. “Dealership services is 
still a ‘high touch’ business, and com-
mercial opportunities are especially very 
regional. With a more centrally located 
base, we can better support our collab-
oration with OE teams in the field, as 
well as body manufacturers and distribu-
tors reps, to demonstrate and maximize 
commercial dealers’ opportunities and 
results.” 

”What I really like about Keith is his 
deep experience in identifying and build-
ing business opportunities for custom-
ers. With our dramatic rate of growth, 
and the transition we want to bring to the 
commercial vehicle industry, Work Truck 
Solutions is very proud to have him on-
board and leading the team.”  

- Kathryn Schifferle, CEO

www.worktrucksolutions.com
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HIGHBEAMSIn The

NFTC ANNOUNCES 
NEW SPONSOR:

OEM SYSTEMS, LLC 

OEM Systems, LLC is recognized nationwide as a 
premier upfitter of truck equipment as well as be-

ing a full-line distributor of Reading Truck Bodies, CM 
Truck Beds and Rugby Dump Bodies. In addition, OEM 
Systems is one of the largest CNG conversion install-
ers in North America. With over 100 combined years 
of industry experience, OEM Systems has provided 
ongoing truck equipment solutions to local customers, 
as well as small fleets, large fleets and Government 
organizations.
Centrally located 35 minutes northwest of Oklaho-

ma City, Oklahoma in Okarche, they are certified by 
the Oklahoma Department of Commerce as a Wom-
an-Owned Business and a certified Small Business by 
the Small Business Administration (SBA).
 OEM Systems advantages include in-house design 

and engineering staff, fabrication facilities, paint facili-
ties, and they have a Compressed Natural Gas (CNG) 
conversion system installation and distribution facility. 
They provide nationwide delivery systems which in-
cludes a network of professional equipment manufac-
turers and installers. They are able to dispose of used 
vehicles and have a wholesale take-off parts and truck 
equipment refurbishment. Their chassis procurement 
solutions include decal design, installation, paint and 
fabrication and engineering and CAD design.
 OEM Systems has been a Ford Motor Company QVM 

participant since August of 2012, earning Ford Motor 
Company’s certification in the Gaseous Fuel Qualified 
Vehicle Modifier (QVM) program. 
OEM Systems is also a MVP Member of the National 

Truck Equipment Association (NTEA). Attaining mem-
bership and certification from the NTEA organization 
demonstrates their commitment to the quality of work 
this industry demands.

For more information, 
visit http://oemtruckequipment.com/
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HIGHBEAMSIn The

MasterHaul, a Santa Cruz, Cal-
ifornia-based company has 

introduced a new-patented system 
that allows any person or auton-
omous truck to load and unload 
cargo automatically.  This unique 
product, the PowerLoader, can be 
utilized on Pickups, Cargo Vans, 
Service Bodies, and Contractor 
bodies. The system revolutionizes 
key requirements, inclusive of Pro-
ductivity, Safety, and Mobility.     
MasterHaul products will transform 

how humans and companies move 
their cargo.  No need for humans to 
transfer heavy cargo from a liftgate 
into a truck bed.  In addition, the 
significantly larger carrying capacity 
can mean not needing to purchase 
utility trailers to tow products that do 
not fit on a liftgate, e.g. large power 
equipment, construction materials, 
pallets and much more.  Beyond 
which there are multiple additional 
unique features.

The founders and owners of Mas-
terHaul are Paul and Tom Eidsmore 
(both of whom have created over 
40 patented products). Paul stated, 
“We have been pickup truck users 
for many years. Our frustration at 

constantly having to engage addi-
tional personnel to lift and or move 
products onto and into our pick up 
beds was the start of the creation of 
the MasterHaul Powerloader.”  

MasterHaul will be exhibiting at the 
following events:
• ICUEE Expo – 
  Louisville, KY Oct 1 – 3
• World Ag Expo – 
   Tulare, CA Feb 11 – 13
• NTEA – 
  Indianapolis, IN Mar 3 - 6
• CONEXPO – 
   Las Vegas , NV Mar 10 – 14
• NAFA Expo – 
   Indianapolis, IN April 6 - 8
Demo units will be on display at the 

above expo’s and will also be shown 
at introductory presentations starting 
soon in Northern California. 

Learn more at
http://www.masterhaul.com/

INTRODUCING THE WORLD OF ROBOTIC CARGO SYSTEMS!
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ALL-NEW FORD 7.3-LITER V8 SET TO DRIVE BEST-IN-CLASS GAS 
POWER AND TORQUE FOR HEAVY-DUTY PICKUPS

THE BLUE OVAL
Ford F-Series, America’s best-selling 

truck for 42 years, is once again 
raising the bar for capability with its all-
new 7.3-liter V8 gasoline engine. The 
7.3-liter engine in Super Duty pickup 
cranks out best-in-class gas V8 output of 
430 horsepower at 5,500 rpm and best-
in-class torque of 475 ft.-lb. at 4,000 rpm.

No other competitor provides such a 
powerful and advanced gasoline engine 
in such a broad range of offerings – from 
Class 2 Super Duty pickups through 
Class 7 commercial trucks.
“The 7.3-liter is designed for maximum 

durability in the harshest environments 
given that our customers live and work 
in these conditions every day,” said Joel 
Beltramo, Ford manager for gas V8 
engines. “This engine has the largest 
displacement in its class and is designed 
to provide benefits in key areas like 
power, durability, ease of maintenance 
and total operating costs.”

Based on decades of commercial 
engine experience, the 7.3-liter V8 
delivers class-leading performance in 
a compact package. The 7.3-liter V8 
features an overhead valve architecture 
that generates power low in the rev 
range to help get heavier loads moving 
sooner and with greater confidence. It 
also features a variable-displacement oil 
pump, extra-large main bearings, forged 
steel crankshaft for durability, and piston 
cooling jets to help manage temperatures 
under heavy load.
The all-new 7.3-liter will be available 

first in Super Duty F-250 and F-350 
pickup models. It joins the 6.2-liter V8 gas 
engine in Super Duty’s lineup, along with 
the upgraded third-generation 6.7-liter 
Power Stroke® diesel V8. Additional 
power and capability numbers, including 
Super Duty towing and payload ratings 
as well as power numbers for the 
upgraded 6.7-liter Power Stroke diesel 

will be announced later this year.
A dyno-certified version of the 7.3-liter 

V8 producing 350 horsepower at 3,900 
rpm and 468 lb.-ft. of torque at 3,900 rpm 
will be standard on F-450 chassis cab, 
F-550, the new F-600, F-650 and F-750 
Medium Duty trucks, and F-53 and F-59 
stripped chassis models. The upgraded 
E-Series will also feature the 7.3-liter V8. 
An optional calibration intended to help 
customers reduce their fuel consumption 
will also be offered; more information will 
be made available at a later date. 
For F-250 through F-600 models the 

7.3-liter engine is paired with the all-new 
Ford-designed and Ford-built 10-speed 
heavy-duty TorqShift® automatic 
transmission. All other commercial 
models retain the TorqShift® heavy-duty 
6-speed automatic transmission.

ford.media.com

BEST-IN-CLASS POWER TAKEOFF OUTPUT NOW STANDARD ON 2020 
FORD SUPER DUTY CHASSIS CAB WITH POWER STROKE DIESEL

New on the 2020 Super Duty Chassis 
Cab, Ford is proud to offer Power 

Takeoff (PTO) as standard with its 6.7-liter 
Power Stroke® turbo diesel engine for 
auxiliary power needs on commercial 
vehicles. Combined, the 6.7-liter Power 
Stroke and all-new TorqShift® 10-speed 
heavy duty automatic transmission with 
the power takeoff provision delivers best-

in-class stationary torque of up to 300 
lb.-ft. for commercial vehicle bodies that 
require direct-to-component or hydraulic 
body motor power. That’s 50 lb.-ft. more 
than the closest competitor.
“For a lot of our commercial and heavy-

duty retail customers PTO power is the 
only way they can get a job done,” said 
Kevin Koester, Ford commercial vehicle 
marketing manager. “With more PTO 
torque on hand every task is easier and 
even bigger projects are now within 
reach.”
Power takeoff allows customers to mount 

accessory equipment to the transmission 
for auxiliary power from the engine to 
increase functionality in applications that 
require direct or hydraulic power, such as 
generators, cranes, wreckers, pumper 
trucks and boom lifts.

PTO provision will remain optional on 
2020 Super Duty Pickup models and 
7.3-liter gas V8 Chassis Cab models. 
Output with the TorqShift® heavy-duty 
6-speed automatic double-overdrive 
transmission for F-650 and F-750 trucks 
and Super Duty stripped chassis trucks 
will be announced at a later date.
If a job has to get done and stationary 

power won’t cut it, the 10-speed Heavy 
Duty Automatic features Ford’s pioneering 
Live-Drive Power Takeoff which allows 
customer to operate accessories when 
the engine is running whether the vehicle 
is in motion or stopped. This is critical for 
equipment requiring power on the move 
such as snowplows and dump trucks.

ford.media.com
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FUEL ALT CORNER
CNG IN THE FIELD: LA COUNTY SANITATION

END-USER: KEEPING THINGS CLEAN

ABOUT PAUL SHAFFER
Shaffer is the Executive Vice President for 

Landi Renzo USA. 

David Bolderoff, Fleet Manager 
for LAC Sanitation

With the spotlight on end users 
(fleets) this issue, I thought it 

would be appropriate to ‘hear’ from 
one. I’ve had the benefit of working 
with Sanitation Districts of Los Ange-
les County (LACSD) for some time 
now. They are at the ‘cutting edge’ of 
fleet initiatives, particularly incorpo-
rating alternative fuels or energy into 
on- and off-road operations.

Given their unique business, pro-
tecting public health and the envi-
ronment are critical to their mission. 
This is done through taking waste 
and converting it into recycled wa-
ter, energy, and materials. Interest-
ingly enough, the ‘renewable’ buzz 
in the past few years or so is not so 
new to LACSD. “We did some early 
testing with landfill gas for vehicle 
fuel in the mid-90’s, so we’ve been 
engaged for a number of years 
and understand the advantages of 
renewable natural gas”, said Da-
vid Bolderoff, Fleet Manager for 
LACSD.

His fleet consists of approximate-
ly 450 light-duty vehicles which are 
primarily Ford. Within that fleet, ap-
proximately 20% operate on Com-
pressed Natural Gas (CNG) with 
a Landi Renzo CNG fuel system. 
CNG trucks make up the majori-
ty of their alternative fuel vehicles, 
though they utilize electric vehicles 
for certain applications.
“On average, we replace 60 

light-duty vehicles each year and our 
goal is for around 30% of those re-
placements to be alternative fuel ve-
hicles. There are some obstacles to 
going above that in the current mar-
ket. The primary obstacle is ‘tech-
nology’ – in the sense that no OEM 
manufacturers are supplying half-ton 
CNG pickup trucks down to passen-
ger cars. In addition, the vehicles 
must have a California Air Resourc-
es Board (CARB) certification, so it 
does make the growth a bit challeng-
ing” said Bolderoff.
Bolderoff says that his fleet of al-

ternative fuel vehicles perform quite 
nicely. Still, there are some consid-
erations that every fleet should con-
sider when thinking about alternative 
fuel vehicles, particularly CNG. He 
suggests:
• Determine if it’s the ‘right fit’ for the 

given application. For example, the 
onboard storage system is critical 
for assessing certain routes, so ex-
tended routes can create negative 
experiences for the user.

• CNG infrastructure is critical. It’s 
not just determining if there is 
CNG nearby with web-based ap-
plications, but understating things 
like – is it private or public, is it re-
liable, is the fueling time satisfac-
tory etc.

• Run a pilot. This means selecting 
a unit or two that a fleet manager 
can assess. There will be things 
that come up that weren’t consid-
ered in the planning phase and 
need to be addressed.

Of course, for anyone considering 
adopting alternative fuel vehicles 
into one’s fleet can be a daunting 
task. It’s important to reach out to the 
‘expert’ fleet managers who have de-
veloped plans and understand what 
it takes to run a successful program.
In addition to the light-duty fleet, 

LACSD operates 650 vehicles over-
all with an additional 450 pieces of 
heavy equipment assigned to off 
road applications.
LACSD has demonstrated high 

success by incorporating alterna-
tive fuel vehicles into their fleet. The 
future will drive more fleets to alter-
native forms of transportation due 
to regulations, sustainability goals 
and other factors outside the fleet 
managers control. Now is the time to 
jump in and start planning!
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TRANSIT WORKS IS NOW DRIVERGE
END-USER: “IDEAS MADE TO MOVE”

The company formerly known 
as TransitWorks, has been re-

branded as Driverge Vehicle Inno-
vations. Driverge is still the industry 
leader who is turning full-size vans 
and minivans into efficient, reliable 
commercial wheelchair transporta-
tion, accessible taxis, people trans-
porters, shuttles, work crew vans, 
and more, but they have set their 
sights on more.
In a candid interview with Mark Mi-

natel, President, Denny Summers, 
VP of Business Development and 
Product Innovation, and Guy Han-
ford, Director of Marketing, Ford-
Pros Magazine garnered some 
great insight into that transition.  
 “Our transition to Driverge reflects 

the on-going growth and develop-
ment of our business, our team, 
and most importantly, our custom-
ers’ needs.” Mark started. “As we 
grow with our customers, the name 
Driverge indicates new opportuni-

ties in new market channels, to in-
novate and utilize our ever-growing 
strengths as a partner.”
 “For example, we have a budding 

partnership with Merlin Solar to start 
installing solar panels on our vehi-
cles, so there is power available 
to run auxiliary systems (heating, 
cooling, battery maintence), which 
opens up so many markets, and 
highlights our commitment to inno-
vation,” interjected Guy.

“The TransitWorks brand provided 
us with a platform to start our mis-
sion.  It is our culture.  We will con-
tinue to lead in our current markets 
and TransitWorks is still at the core 
of our business model, but  Driv-
erge allows us to take that platform 
and launch into new markets and 
channels that we have worked with 
our customers to penetrate and de-
velop.” Mark continued. “Driverge 
is about our next step.  It is about 
DRIVING our team to continue to 
innovate and to meet the needs of 
our growing ever-changing custom-
ers – to merge with them for the 
future. Driverge is about driving, 
movement, and going forward.  It’s 
about merging and a convergence 
with an exceptional customer base.  
It’s about where we are going, and 
the growth ahead of us.”

“Our tagline ‘ideas made 
to move’ is a fantastic 

description of Driverge.  
It captures today and an 

innovative tomorrow.  Ideas 
made to move is Living.  

Ideas made to move you, to 
move customers, to move 
technology, to move peo-
ple, to move innovation.”

An example of SmartFloor flexible flooring system

www.driverge.com
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Our roof-mounted flexible solar 
package can power electronics, 
charge tools, run a secondary AC 
system... and much more!

Our roof-mounted flexible solar 
package can power electronics, 
charge tools, run a secondary AC 
system... and much more!

Ideas made to move

Driverge.com

Ideas made to move
855-337-9543

Introducing 

formerly TransitWorks 

Solar Power
Technology

“One example of our innovation will 
be highlighted at the Meals on Meals 
Convention. We will showcase our 
newest product which focuses on 
streamlining process for those who 
transport food and people, for the 
Meals-on-wheels program and for 
caterers and food handlers in gener-
al. The Transit will be outfitted with 
separate areas geared toward keep-
ing food cold or hot, with a second 
row available for extra seats to trans-
port staff.” added Denny Summers.
“Our ultimate goal is to create a 

hundred-year company, one that will 
be around for years to come,” Guy 
Hanford finished.
 

=

TRANSIT WORKS IS NOW DRIVERGE

Solar Power
Driverge offers vehicle configurations equipped with 495 & 660 Watt solar 

panel kits powered by Merlin Solar to keep your fleet and crew charged and 
on the road. These kits also come with a 5-year system warranty.

SmartFloor
With our innovative SmartFloor flexible flooring system, customers can 

change the layout of a vehicle in a matter of minutes. SmartFloor gives 
vehicles maximum flexibility — and is only available in the United States on 
Driverge vehicles. 

=
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FIRST TIME SWITCH-N-GO USER SHARES EXPERIENCE
END-USER: TRYING NEW THINGS

For nearly 20 years, Switch-N-Go 
has been providing cable hoist 

systems and interchangeable bodies 
to the work truck industry. The hoist 
system is designed for class 4-7 
chassis cabs and can be installed 
on a variety of domestic and import 
vehicles. Switch-N-Go offers a fleet 
of work truck bodies including dump, 
chipper and platform/equipment 
bodies, as well as storage/security 
containers, drop box dumpsters, and 
upfit-ready subframes. The Switch-
N-Go® solution is an ideal fit for 
businesses that want to minimize 
investment while maximizing asset 
utilization. 
One of those businesses is Evercor! 

Previously known as Evergreen 
Companies, Inc., Evercor Facility 
Management, located in Wyoming, 
Pennsylvania, was founded in 1995 
by brothers Frank and Patrick Kane. 
When Frank went off to serve, Pat-
rick Kane, (who just received the 
2019 CEO of the Year award by the 
Snow & Ice Management Associ-
ation [SIMA]), continued the busi-
ness. Frank Kane returned to Ever-
cor in 2006 and has remained at the 
company since then as the Director 
of Special Projects. Evercor has 
grown quickly over these past 24 
years, now providing over 160 ser-
vices from eight different locations in 
the Mid-Atlantic region. They pride 
themselves on being “a self-perform-
ing facility maintenance firm special-
izing in the support and maintenance 
of commercial and industrial proper-
ties”, ranging from landscaping to 
construction to snow removal. 
Evercor purchased their 100th truck 

in January this year, but that wasn’t 
all. In June, for the first time, they 
purchased three Ford F650’s upfit-
ted with the Switch-N-Go system, 
as well as multiple interchangeable 
truck bodies, including chipper bod-

ies, equipment bodies, and a custom 
drop box/mini dumpster. Along with 
their current variety of trucks used 
to transport equipment ranging from 
permanent mount dump trucks to 
enclosed trailers, Evercor now has 
the use of those three Switch-N-Go 
upfitted trucks to and from a job-site, 
changing over services with ease. 
Bryan Yaworski, Vice President of 
Operations, has been with the com-
pany for eight years and witnessed 
many advances driving the compa-
ny’s growth, including this new trans-
formational Switch-N-Go purchase. 
He says that Evercor is “a fast-paced 
company, and versatility is key. We 
needed something fast, easy, and 
reliable in order to meet our client’s 
expectations. We are constantly 
moving from one job to the next, and 
the Switch-N-Go helps us change 
truck bodies as efficiently as pos-
sible.” With the large variety of ser-
vices that Evercor provides, it is easy 
to understand why versatility means 
so much to them. Changing from leaf 
and debris cleanup, wood chippings, 

equipment and material hauling, to 
salt spreaders and de-icing equip-
ment can become a hassle without 
the proper equipment. With the help 
of the Switch-N-Go interchangeable 
truck bodies, Evercor can drop off 
the chipper body at a job site, take 
the truck back to home base, pick up 
the flatbed with a lawnmower, take 
it to another job site, and keep on 
going, maintaining their tagline of 
‘Work. Uninterrupted’
Switch-N-Go has transformed the 

way that Evercor services their cus-
tomers. Pat Kane reports that Ever-
cor is planning on expanding their 
fleet in the future. They plan to do 
so with the purchase and conversion 
of current trucks to the Switch-N-Go 
system, with a special interest in the 
new Subframe | Winter Edition to 
help out with their snow manage-
ment services. 

For information on the 
Switch-N-Go product, 

go to  https://switchngo.com/
or call (888) 311-0867
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DIFFERENT CUSTOMERS, DIFFERENT WANTS
END-USER: UTILIZING TECHNOLOGY TO MEET CUSTOMER NEEDS

Earnhardt Ford offers their cus-
tomers throughout the South-

west and Nationwide an extensive 
inventory of commercial vehicles.  
With over 67 years of reputable ser-
vice, world-famous pricing, ongoing 
service long after the buyer makes 
a purchase and the ability to ship 
nationwide, Earnhardt Auto Centers 
are known for treating their custom-
ers like they’re part of the family. 
Windy Devlin has been with Earn-

hardt Ford since 2013 as one of their 
Commercial Accounts Managers.  
Windy signed on with Work Truck 
Solutions in November of 2017.  
“On our normal retail site you just 

can’t get your ‘upfit’ information in 
a way buyers want to see it.  With 
Work Truck Solutions, customers 
can see pictures of the exact upfits, 
all the details and accurate pricing.”  
Windy explains how Work Truck 

Solutions saves time for both her 
and her customers. 
“I would say 95% of the time the 

vehicle that the buyer finds online, 
and picks out, is the right vehicle 
for them.  Buyers can find the ve-
hicle they want faster because the 
inventory is narrowed down to show 
just ‘commercial’. Another thing that 
my customers like is that the Work 
Truck Solutions site doesn’t have all 
the pop-up stuff; like chat bubbles. 
Customers comment on liking that 
[functionality] all the time.”
“Work Truck Solutions recently 

launched a great ‘find upfit’ tool for 

vans. It’s called VanBuilder. Say a 
buyer is a contractor, they can click 
a contractor icon and VanBuilder 
shows them all the standard upfits 
that contractors usually get and 
which Transits and Transit Connects 
match those upfits.  Which is really 
awesome because it has pictures 
and they can pick the manufacturer 
as well.  Different customers want 
things different ways.  It’s great to 
have pictures so the customer can 
see all the options before they pick 
what they want. I can have three 
pest control companies and they all 

want something different. VanBuild-
er lets them customize the exact 
van upfit they want. That is one of 
my favorite parts of the whole plat-
form.” 
Windy is always trying to help buy-

ers shop better, noting that, “Work 
Truck Solutions bulk pricing tool 
saves me a ton of time because I’m 
the one who goes in and puts in re-
bates.  Once my Work Truck Solu-
tions Rep Shelby told me about this 
feature, I think I fell in love with her.  
I can take all of the XL trucks and do 
the rebates on all of them at once.  
Before I had to do them one by one.  
I have a lot of inventory, like 400 
vehicles on my commercial site, so 
this is a real time saving tool.”
“There are a number of tools I 

specifically like that help me build 
my book of business,” Windy says, 
“2-Minute Prospecting is a good tool 
for following up and making sure we 
reach out to customers. The ‘Post 
to Facebook’ feature is also good. 
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“Treat everyone the way you 
would treat your mama!” 

– Tex Earnhardt

For example, I can post a F-650 to-
day on Facebook and while I might 
not sell that F-650 today, that post 
brings more traffic to the site. Each 
month Work Truck Solutions sends 
our Site Analytics (using Google An-

alytics), which allows us see what’s 
working [driving traffic] and what’s 
not.  Posting to Facebook works!”
Windy uses Work Truck Solutions’ 

commercial CRM as well. “It’s nice 
to have the vocation set for each 
of my buyers.  It lets me see all my 
general contractors at one time or 
all my pest control guys at one time. 
I can come in in the morning and 
say ‘today I’m going to focus on all 
our pest control people’ then reach 
out or feature vehicles to them.  It 
keeps you more focused.”

Windy says that, “for all the rea-
sons above - and more - Work Truck 
Solutions ‘earns their keep’.  Shel-
by, our Dealer Success Coach, is 
awesome.  She’s always available 
to help.  If she doesn’t know the an-

swer, she typically gets back to me 
that day with the answer.  The sup-
port is great.  Their training is real-
ly beneficial too.  They are always 
there to help with calls or training, 
so I can focus on growing our com-
mercial business.” 

=

AerocellClassicube Aerocell CW Body & EquipmentDry Freight

1.800.628.8914
www.unicell.com
sales@unicell.com

NOW AVAILABLE
The New Aerocell Transit

UNICELL
AEROCELL TRANSIT
• Fuel Efficient and Attractive Aerodynamic Designs
• Extremely Durable One Piece Fiberglass Construction
• Smooth Seamless Glossy Exterior “No Leaks!”
• Industry Leading Warranty

Smart Choice
THE PROFESSIONAL’S

1-2pg Ford ad January2016_final_layout  1/18/16  11:57 AM  Page 1

END-USER: UTILIZING TECHNOLOGY

FORDPROS SUMMER 20i9 17       



100 YEARS STRONG By Taylor Steinberg
Corporate Sales Trainer,

Knapheide

END-USER: BUILDING A HISTORY OF EXCELLENCE

P1 Group is a top national provider 
of single-source solutions, capa-

ble of supporting projects throughout 
the entire course of a facility’s life-
cycle. Specializing in construction, 
fabrication, millwright, architectur-
al metal, facility maintenance, and 
building management services, their 
turnkey solutions save customers 
time and money. Victoria Hoffman, 
Marketing Manager stated - “Our 
greatest accomplishment this year 
is celebrating 100 years. Founded 
on integrity, the company’s roots be-
gan in 1919 as a family-owned con-
tractor. P1 Group, headquartered in 
Kansas City, has grown to be one of 
the nation’s premier specialty con-
tractors with more than 1,400 em-
ployees in six offices nationally. P1 
Group is typically working in more 
than 33 states, completing projects 
such as the Hualapai Visitor Center 
and Skywalk in Arizona and the A3 
Parking Garage at Disney Springs in 
Florida. All are handled with pride uti-
lizing the philosophy of 100/0 : 100% 
accountability and zero excuses. We 
are committed to being the preferred 
provider of building system solutions, 
no matter the location.”
“P1 Group’s critical differentiator is 

our ability to be a single-source Me-
chanical, Electrical, Plumbing (MEP) 
provider as it sets us apart from 
competition and gives us the edge in 

providing enhanced capabilities and 
more benefits to our customers. Our 
single-source solutions in addition to 
Mechanical, Electrical, and Plumb-
ing capabilities, include Millwright 
Construction, Architectural Metal, 
Facility Service and Management, 
Virtual Design & Construction and 
Fabrication.”
P1 Group has cultivated a diverse 

expertise throughout many markets 
including Healthcare, Industrial, 
Commercial, Themed Entertain-
ment, Nuclear, Education, Mission 
Critical and Government.  The com-
pany had more than 2 million hours 

worked last year with a balanced 
labor spread in HVAC Services, Me-
chanical, Electrical, Plumbing and 
Facility Maintenance. 
The P1 Group’s community invest-

ment for 2018 was close to $220,000 
for a multitude of charities through-
out the year, including those close 
to our own associates’ hearts. For 
additional information, check out 
https://p1group.com/newsroom/giv-
ing-back-to-our-associates-favor-
ite-causes
The key to a Ford Commercial 

sales person’s success is a complete 
understanding of fleets of this size.

SUMMER 20i9 FORDPROS18       



100 YEARS STRONG

Focusing on their scope of service, 
dedication to their customers and 
the philosophies under which they 
operate will greatly improve success 
in winning their business. In the sim-
plest terms, walking a mile in their 
shoes will give you a distinct ad-
vantage for successfully addressing 
customers of this magnitude in your 
respective markets. 
As stated by Tosha Davis, Fleet 

Manager for the P1 Group, “Our fleet 
of over 400 cars and trucks handle 
all of our departmental transporta-
tion needs.  Throughout our compa-
ny, we use commercial vans along 
with trucks from Class I through 
Class VIII. Over 60% of our vehicles 
are Ford as they provide “the need-
ed overall value” to help us maintain 
our operational average of 26.89 
cents per mile.” 

 “Current Ford vehicles in our oper-
ation include: 
• Ford F 150 and F 250 pickups with 

toppers and/or toolboxes and lad-
der racks 

• Ford F 250 and F 350 with 696 
Knapheide Service Bodies

• Ford F 350, F 450, F 550 and F 
750 with Knapheide stake beds 
and lift gates

• Ford E250 vans with technician 
service interiors

• Ford Transit T 250 & T 350 with 
Knapheide KUV bodies

• Ford Transit Connect with techni-
cian service interiors”

  
“Each operational section of the 

P1 Group utilizes the expertise of a 
“Product leader” to select the correct 
truck and equipment to match their 
application. We moved away from 
E350 vans to the T250 and eventu-
ally the T350 based on the improved 
mileage and lower maintenance ex-
pense.” 
Area Ford dealers providing quality 

regional service and support include 
Midway Ford, Bob Allen Ford, Bob 
Sight Ford and Laird Noller Ford. 
Each of these dealers maintain one 
or more spare vehicles for use by 
the P1 Group any time one of our 
vehicles goes in for service, repairs 
or a recall. “These servicing dealers 
understand our business goals and 
objectives to be considered as a 
transportation supplier”.
Commercial truck equipment from 

Knapheide, Weatherguard and Kar-
go Master populate our fleet. Ve-
hicles sourced from various OEMs 
are based on availability to fulfil our 

transportation requirements. The 
servicing dealer must provide the 
most efficient vehicle for our drivers 
so P1 Group can service our custom-
ers in a timely and effective manner.

Check out www.P1Group.com and 
watch the video for a better under-

standing of their business.

VENDOR SHOUT OUTS

Midway Ford, Kansas City 
“Chris Parish, with over 26 years of 

service, provides the level of service 
and expertise required. He never fails 

to deliver on time as he always provides 
timely deliveries as promised. Chris 

personally delivers our vehicles and  
visits with our fleet manager once per 

week to review current and future prod-
uct requirements.”

Knapheide Truck Equipment 
Center, Kansas City

“We source the majority of our 
commercial truck equipment from the 
Knapheide Truck Equipment Center in  

Kansas City as they professionally 
support the requirements of our fleet. 
Shannon Blackburn, Sales Manager, 
is very thorough and handles all of 
P1’s needs at Knapheide. His rela-

tionship is invaluable to P1’s success. 
Rocky Rhodes, Service Manager at 
Knapheide is awesome, on top of it 

and gets it done as promised” 
“Our preferred communication with 

the vendors for our fleet is by phone 
or in person. Social Media platforms  

are not utilized for important fleet 
communications.” 

P1 GROUP CORPORATE PROFILE
Proud Past. Focused Future. 100 Years Strong.
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With more than 35 years of experience, Transfer Flow is the leader in American-made fuel tank 
systems. Unlike plastic aftermarket tanks, Transfer Flow fuel tanks are engineered for excellence 
and crafted from the highest quality American materials. 

Plastic aftermarket tanks are made using rotational molding, which results in varied material 
thickness and may require additional underbody plates for protection. Our 
premier fuel tanks are made with ReliaSteel®, high-yield U.S. aluminized 
steel. So when it comes to durability, there are no questions!

All Transfer Flow fuel tanks ship as complete systems 
and include every component needed for installation. 
You can rest easy knowing that your Transfer Flow fuel 
tank is safe, legal, reliable, and backed by our 6-year, 
unlimited mileage warranty to keep your adventure 
going mile after mile.

Transfer Flow + U.S. Steel = Premier Fuel Tanks

REPLACEMENT TANKS REFUELING TANKS IN-BED TANKS TOOL BOX COMBOS(530) 809-3946  I  TransferFlow.com

Today’s Lesson:

®

See us at The Work Truck Show®

Booth 946



FROM HENRY FORD TO SCELZI ENTERPRISES
END-USER: LISTENING TO CUSTOMERS

Henry Ford was born in 1863 and 
died in 1947. In his life he not only 

started Ford Motor Company, he was 
also a business leader whose opinions 
were quoted often. Some of his quotes 
are as wise today as they were a 
hundred years ago, including:

“Don’t find fault, find a remedy; 
anybody can complain”

“Nothing is particularly hard if you 
divide it into small jobs”

“Quality means doing it right 
when no one is looking”

But not all of his quotes translate well 
into today’s business environment, 
including a famous one he made in 
1909 after the release of Ford’s mass-
produced Model T:

“Any customer can have a car 
painted any color that he wants 

SO LONG AS IT IS BLACK”
And this one, when he stated his 

view of market research in Ford’s early 
years:

“If I had asked people (customers) 
what they wanted, they would have 

said ‘faster horses’”
The market for cars and trucks has 

changed quite a bit since 1909, and 
Ford Motor Company has adapted. 
Technology and heightened competition 
has brought greater challenges for both 
Ford and all companies fighting to earn 
a piece of the work truck business. 
Innovation as well as responsiveness 
to customer needs seem to be keys to 
future success and continued market 
growth.

Listening to Customers at 
Scelzi Enterprises

Scelzi Enterprises has always 
embraced many of Ford’s philosophies. 
“Quality means doing it right when no 
one is looking” is both a Ford quote and 
a phrase a person might overhear at a 
Scelzi production meeting. But adapting 
to customer tastes and requirements 
is also a key to Scelzi’s growth and 
continued success.
“It would certainly be more efficient 

and take less time if we offered fewer 

body options,” states owner Mike 
Scelzi. “But it also wouldn’t be as much 
fun and our customers wouldn’t be as 
satisfied.” The fact is the more options 
you offer to customers, the harder it is 
to accurately determine lead times and 
profit margins, and the more it affects 
your “standard vanilla” business. 
“If we could build work truck bodies 

with fewer options the way Henry Ford 
first built Model T’s, I think we would 
make more money in the short run. But 
in the long run, that would leave a lot 
of custom business out there for other 
builders to jump on. Besides, while 
we sometimes walk away from a  job 
because the customer requirements 
are so complex we fear it will slow 
down our production lines, when we DO 
complete those high-end custom jobs 
there are no better advertisements on 
the road that reveal our ingenuity, skill, 
and commitment to Product Quality. A 
standard service body is a fine piece of 
quality workmanship, but a fully-loaded 
custom flatbed or contractor body with 
all the options can truly be a piece of 
art – as well as be a great work tool 
for the next 10-20 years. And THOSE 
customers usually tell everyone they 
know how much they love their Scelzi 
truck body.”

Scelzi Customer Comments
Scelzi customers appear to agree. In 

fact, some claim their own business 

success is due in part to the functionality 
and longevity (and sleek, professional 
appearance) of their Scelzi Truck Body. 
“When it’s time to get a new work truck 

to help your staff perform tasks, you 
have to think of durability and product 
life cycle and the total cost of ownership 
“ states dedicated Scelzi customer Dave 
Strauss of Mears Group in Colorado. 
“The fact that Scelzi truck bodies also 
look drop-dead gorgeous from Day 1 
until Year 5 or 10 certainly does not hurt 
our reputation, either.”
Longtime customer and Scelzi truck 

fan James Woolley of Brewer Crane 
in San Diego agrees, “when our crew 
pulls up to a job site, everyone there 
sees the Ford cab and Scelzi truck body 
and immediately knows that we are 
serious professionals and even more 
importantly, that our crew is equipped 
to get the job done.”
Adds Gary Scelzi, “we try to educate 

our dealer network on what is ‘standard’ 
so we can keep delivery times as short 
as possible and minimize confusion, 
but we never try to talk an end-user out 
of something they really want. Heck – 
we want to BUILD their ‘Dream Truck’ 
as much as they want to DRIVE it !” 
And that is a recipe that still works well 

for Scelzi Enterprises after 40 years in 
the truck body business.

For more information 
visit www.seinc.com
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COACH KEN
After twenty years of working in 

commercial and fleet, as the TV 
commercial says, “We’ve learned a 
thing or two because we’ve seen a 
thing or two.” Our company has worked 
with over 100 dealerships, every OEM, 
and trained thousands of commercial 
sales consultants. Here are a few facts 
we’ve learned:
• Most dealerships do the basics of 

commercial and fleet. They have 
decent inventory, have the technical 
knowledge, continue to learn, but….

• Most dealerships get good support 
from the manufacturers (OEMs), up-
fitters, financial partners, but….

• The sales staff is great at helping 
customers and prospects select the 
right vehicle for the job, assist the 
customers and prospects with fi-
nancing options, but….

• The experienced sales consultants 
have a solid customer base, but….

• Good commercial departments mar-
ket, but….

• Most sales managers have great 
truck knowledge, but….

• Dealership top management (own-
ers, GMs) know they have a com-
mercial department, but….

I could list a few more “buts”…but you 
get the picture.  There is always more 
to the story. The truth is your most suc-
cess commercial departments follow a 
simple mantra, “The road to the extra 
mile is never crowded.”  It’s not enough 
to just be “in” the commercial and fleet 
business, you have to go the “extra 
mile” if you want to be the best. Let’s 
take a closer look at the seven “buts’ 
above and I think you will understand 
what it takes to be truly successful in 
the commercial and fleet business 
(Yes there is profit in fleet if you know 
what you are doing.)
1. Doing the basics: Wide receiver 

Jerry Rice, one of the greatest wide 
receivers in the history of the Nation-
al Football League, had a grueling 
off-season workout.  Players ten years 

younger than Jerry would visit him in 
California to work out with Jerry but few 
made it past the first few days! Doing 
the basics means you are average and 
average loses every time. Being the 
best means never stop attending sem-
inars, never stop learning not only your 
product but your competitors’ products 
and services. Never stop being better!
2. Good support from your OEM is 

not enough, only great support is ac-
ceptable. The problem in most cases 
is not the OEM, it is you!  That’s right 
you have not asked your field rep to go 
on sales calls with you, you have not 
asked them to guide you through every 
aspect of the manufacturers commer-
cial website. I’m often amazed at what 
you can find on OEM websites that is 
of great value like lists of companies 
that have FAN or FIN numbers, who 
qualifies for franchisee agreements 
that could save your customers thou-
sands of dollars.
3. The commercial sales staff knows 

how to spec’ a truck, financing options 
and other technical knowledge but 
does not get out of the dealership on 
a regular basis, doesn’t know how to 
gain endless referrals through our sim-
ple system and doesn’t maintain regu-
lar contact with their best customers! 
(HINT! If you don’t someone else will)
4. The experienced sales consultant 

does not only have a plan to add val-
ue to current customers, but staff as 
well. My good friend Steve Gardner at 
Shealy Truck Center recently told us 
that one of his prospects called about 
a truck.  Why? He gets Steve’s month-
ly newsletter!  Remember, out of sight, 
out of mind!
5. The only thing worse than “bad” 

marketing is “no” marketing.  I like to 
use the term “Easy, Hard” vs. “Hard, 
Easy.” Marketing falls under these two 
phrases.  It is easy to send out a thou-
sand-piece mailing and wait for some-
thing to happen. The hard part is you 
get a very low response.”  It is hard to 
mail only ten pieces of marketing flyers 
a week and follow up with a personal 

phone call with each flyer, but it is a lot 
easier to get results with fewer mail-
ings and at a fraction of the cost.  It 
takes time and dedication to write a 
detailed sales and marketing plan, but 
it is easy to just follow the plan and get 
results. It’s easy to run out the door 
and make ten cold calls but it is hard to 
get any results from your efforts. Great 
tools like Commercial Truck Trader get 
underutilized because we are too busy 
with tasks that don’t grow sales.
6. Most sales managers are great op-

erational managers. He or she knows 
everything about trucks and vans, 
keeps up on rebates and specials but 
falls short on managing the sales and 
marketing activities of his or her team.  
When was the last time you spent a 
day in the field making sales calls with 
a team member? When was the last 
time you conducted a one on one ses-
sion with any of your team members? 
Was your last sales meeting really 
about sales or did you read the recent-
ly posted rule changes of the dealer-
ship or manufacturer?

THE EXTRA MILE

END-USER: GOING THE DISTANCE
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7. When was the last time you sent 
a report to your dealer or GM about 
the week’s activities from number of 
sales calls your team made to units 
sold? When was the last time you met 
with the dealer or GM to discuss your 
team’s progress or discuss upcoming 
events and the goals you have set for 
the department? I love reading the 
weekly report that Andy Burns, Com-
mercial Manager at McGrath Auto in 
Iowa sends to his upper management.  

He gets a lot of “thank you’s,” “con-
grats,” and even some referrals when 
management recognizes a business 
owner he or she has dealt with in the 
past. Keeping management informed 
does a multitude of positive things like 
uncovering referrals, creating confi-
dence, and gaining commitment from 
upper management.
Remember this simple philosophy, 

“do just a little bit more activity than 
your competitor and you will get a lot 

more sales.” I call it the “magnifier ef-
fect.” You only have to be a little bit bet-
ter in sales to cross the finish line first. I 
like to use the analogy of a horse race.  
The winning horse might only win by a 
nose, but the payout between first and 
second is “ten times” the prize money. 
Sales is all or nothing. Remember this 
simple quote I wrote over fifteen years 
ago and live by…”The road to the ex-
tra mile is never crowded.”

COACH KEN

For more information about 
Ken Taylor & Associates’ Com-
mercial Automotive Consulting 

program call 
1-866-446-2966, or go to 

www.coachkentaylor.com

I have the privilege on average of in-
terviewing over 50 candidates per year 
for job positions in the commercial sales 
and management area as part of our 
services to dealerships. As the Farmers 
Insurance TV commercial says, “We’ve 
learned a thing or two because we’ve 
seen a thing our two.” When it comes to 
success factors of whether an individual 
will be successful in the commercial and 
fleet industry it always comes down to 
two factors, “Skill and Will.”  Let’s define 
these two factors.
“Skill” covers many areas, here are 

just a few of them:
• Sales skills: These include the ability 

to ask guiding questions, overcoming 
objections, closing skills, presentation 
skills, and even getting second and 
third appointments.

• Networking skills: Growing referral 
sources, having a networking system, 
identifying lead sources and building 
rapport.

• Marketing skills: Utilizing social me-
dia in the sales process, building and 
executing a marketing plan, creating 
effective marketing pieces as well as 
creating a distribution network.

• Negotiating skills: Similar to sales 
skills but also include holding gross 
profit, leveraging service and parts, as 
well as solving problems.

Technical knowledge regarding vehi-
cles, upfits, regulations, programs, etc. 
“Will” can be a little harder to define, but 
it’s like great artwork, “You’ll know what 
it is when you see it.” The easiest defini-

tion of “will” is “attitude.”  I define attitude 
as the “passionate pursuit of success.” It 
is a burning desire to succeed through 
consistency of action and the pursuit of 
excellence. Over the years I have had to 
alter my interview process to do a better 
job of identifying some of the key compo-
nents of “Will.”  Here is the cornerstone 
of what I have learned:
• The ability to use failure as a stepping-

stone to success.  In other words, the 
person who possesses a strong will 
and is not deterred by obstacles, he or 
she keeps pushing ahead.

• The ability to build relationships that 
turn into friendships.

• Having a positive attitude which cre-
ates a “consistency of action.” This 
person does not find excuses not to 
make sales calls but somehow always 
seems to get in front of the right deci-
sion makers.

• Maintains a positive disposition in the 
most difficult of circumstances. Not 
only are they not bothered by obsta-
cles as mentioned above, but they are 
inspired and motivated by failure to 
find a new path to success.

• They always show an interest in other 
people that leads to the ability to con-
nect with various types of personalities.

• They operate well in group settings.

Here is the “million-dollar question,” 
which is more important, skill or will?  
Too often we want to fill a sales or man-
agement position based on skills which 
makes total sense.  I’ve learned the hard 
way however that all the skill in the world 
cannot overcome a lack of “will.” As I look 
back over my 20-year career in helping 

dealerships find the right person for the 
right job, “will” wins out every time. The 
best hires I have assisted with had the 
will to overcome a lack of management 
support, a lack of resources, lack of in-
ventory and a lack of truck experience. 
Ideally you want both skill and will, but 
here is the key point to consider.  Which 
of these two is more “teachable?”
The answer is simple. It is far easier to 

learn technical skills, sales skills and ne-
gotiating skills than it is to teach “great 
attitude,” or the drive to be the best. For 
the most part these are “born with” or 
“early development” skills that are a part 
of someone’s mental makeup and per-
sonality. The president of Nordstrom’s 
Department Stores, one of the most 
successful retail chains in the world 
was once asked, “How do you train your 
sales staff to do such a great job inter-
acting with customers?”  His reply was 
“We didn’t train them; their mothers and 
fathers did that work for us.” 
The lesson to be learned is simple. 

Don’t get caught up in the “experience 
trap” of being overly impressed with 
“truck knowledge.”  It would be ideal to 
have someone with both skill and will 
but if you have to choose, go with “will” 
every time!

SKILL VS. WILL
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UNDERSTANDING YOUR BUYERS
DEALERSHIP SUCCESS
END-USER: FINE-TUNING YOUR FOCUS

Your buyers are the lifeblood of 
your dealership.  Every decision 

you make is with them in mind.  Un-
derstanding who your buyers are, 
where they are coming from, and 
what they want is critical.
Today’s commercial dealership has 

a wealth of tools and statistical data 
available, allowing for extreme preci-
sion when making stocking and mar-
keting decisions.  This is ideal, given 
that the online activity of your buyers 
is also increasing.

Buyers born after 1980 are more 
comfortable using the internet than 
ever before, evolving many of their 
buying habits to include website re-
search.  As business owners, they 
fully appreciate how much time they 
save when nearly all of their needs 
and questions can be satisfied on-
line, without leaving their office or 
job site.  Millennials (born between 
1980-1996) are now 40% of the new 
vehicle buyer market - and that num-
ber is only getting bigger.  Moreover, 
80% of all of their B2B purchasing 
decisions are made online, before 
speaking to a salesperson. 
To be absolutely clear here:  Mil-

lennial buyers are choosing to either 
contact you or move on, based al-
most entirely on your website.  
Dealerships who haven’t already 

fully secured their relationship and 
their contracts with their customers 
are beginning to lose them to oth-
ers who happen to have the needed 
truck or van on their site.
Website Analytics and Customer 

Testimonials are two important ar-

eas you can review that gives the 
best picture of who your buyers are, 
where they are coming from, and 
what they want from you.
Website Analytics log all of the ac-

tivity on your website, which gives 
you (among other great details) the 
following three things to consider:

WHAT GEOGRAPHIC
 REGION ARE YOUR 
WEBSITE VISITORS 

COMING FROM?

Know exactly where your potential 
buyers are coming from.  Imagine 
that over the last 10 years you’ve 
been marketing to your county and 
maybe the local tri-county area.  
How might you change your market-
ing if you saw that for the same last 
10 years, the larger portion of your 
website traffic comes from buyers 
the next state over?  

WHAT ARE YOUR MOST 
VIEWED VEHICLES?

Two things to consider here.  How 
do the profit margins compare be-
tween what you stock most, and 
what they most view?  And, would 
you make the same stocking de-
cisions if you saw that your buyers 
are constantly searching for trucks 
and vans that you have consistently 
avoided?

WHAT ARE YOUR MOST 
SEARCHED-FOR TERMS?

First, what can your buyers actually 
search for?  Limited data provides 
limited insight.  For the moment, let’s 
assume that on your site, your buy-
ers can more than just flip through 
your available units, they can search 
for and request: year, make/mod-
el, trim, cab type, drive train, rear

To be absolutely clear here:  
Millennial buyers are choosing to either contact you 
or move on, based almost entirely on your website.  
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wheels, fuel type, engine cylinders, 
transmission, color, GVWR, wheel-
base, cab to axle, body style, body 
length, body manufacturer, and add-
ons. If you are tracking what buyers 
are uniquely searching, then you can 
compare what you are stocking ver-
sus what your buyers are seeking.  
Are you giving your buyers what they 
want?  Inventory shortages aside, 
can you?
Learning what your website analyt-

ics has to say about your buyers can 
be a truly eye-opening experience.  
So can a thorough reading of your 
testimonials.
Take a moment to read through 

your business owner testimonials - 
not just the published ones, but all of 
them… Get the best sense you can 
of what these customers are willing 
to say about you.  Hopefully, you’ll 
find a small mountain of glowing ova-
tions over your flexibility with financ-
ing and delivery options, your knowl-
edgeable and accommodating staff, 

and maybe a few referencing your 
ability to get builds/dealer trades 
quickly.  Sharing this with prospec-
tive buyers can really be summed up 
with:  “I had a good experience with 
the Dealership, and you can expect 
one too.”  
Finally what do your buyers have to 

say about your website?  Can their 
online experience be summed-up as: 
“There are always options.  In two or 
three clicks, I easily find the body/
van I’m looking for”?
Can you say that about your own ex-

perience with your site?  If you don’t 
like how your site works, your buyers 
won’t either.  If you don’t know your 
site well enough to answer buyer’s 
site-related questions, the transition 
from your site to a sale will be frus-
trating, painful, and likely rare.
What if your buyer calls you while 

broken down on the side of the road, 
clearly frustrated?  Without referring 
to specific stock numbers, could you 
blindly talk that buyer onto your site 

and have them looking at the right list 
of vehicles in under 15 seconds, ev-
ery time?  It needs to be that easy for 
them and for you.
Your site is your buyer’s first im-

pression of you.  Review their testi-
monials, your site analytics, and your 
inventory/sales history.  Perhaps 
everything is perfectly aligned and 
you’ve hit that bullseye, but maybe 
there is room for some very profit-
able adjustments.

DEALERSHIP SUCCESS

Ideas made to move

Driverge.com

Ideas made to move

Driverge.com
855-337-9543855-337-9543

CurbSmart™
Introducing 

formerly TransitWorks 

Community
Transport
Community
Transport

Wheelchair accessible Ford Transit 
with curbside lift and walk-in door.
Wheelchair accessible Ford Transit 
with curbside lift and walk-in door.

SHAWN HORSWILL
Work Truck Solutions

Vice President, Customer Success
shawn.horswill@

worktrucksolutions.com
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CENTRAL FLORIDA TRUCK CLUB 

 Central Floida Truck Club Meeting, 
September 10th @ Maggiano’s, 

Sponsored by Advanced Vans! Need RSVPs!

Central Florida Ford Dealers - 
Omni Orlando Resort at Championsgate - 
Friday, Sept. 14th & Saturday, Sept 15th. 

Make your reservations...
Reservation dates extended to August 14th. 

CAROLINAS FORD TRUCK CLUB 
Hosting the 3rd quarter meeting at 

Myrtle Beach Marriott Resort and Spa 
(MYRTLE BEACH’S ONLY 4 DIAMOND 

OCEANFRONT RESORT) 
September 19-21st, 2019

Arrive as early and stay as long as you’d like.  Staying 
on the water this year! 

Thursday evening will include a cocktail hour.  Friday 
will include Vendor Presentation along with a brief 

club meeting.  There will be a CPA speaker and they 
will have a Question and Answer session with us 

regarding section 179’s rules, regulations etc. to better 
prepare us for end of the year sales/tax deductions.  

Friday Evening we will go to dinner sponsored by the 
Carolinas Ford Truck Club.

FOR MORE INFORMATION ON THESE AND OTHER 
EVENTS VISIT NFTC’S WEBSITE AT

https://nationalfordtruckclub.com/truckclubnews.html

FORD 
TRUCK 
CLUB 

NEWS & 
EVENTS

S I N C E  1 9 7 9  

 years of expertise
40
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COMMERCIAL TRUCK 
Building or Rebuilding an Effective, Successful, and Profitable 
Commercial Truck Operation within a Retail Auto Dealership
By Terry R. Minion
   Buy the book @ www.ctsdealer.net  and

Last night, I had a dream. It was 
strange, as almost all of my 

dreams are. In this dream, I was 
hired back into the auto business 
at a dealership. They knew that I 
had a wealth of experience from 
the past and they also knew that 
I had not worked in a dealership 
since early 1997.

I haven’t got a clue why I was in 
this position as a commercial sales-
person, but maybe they gave me a 
crazy amount of money or some-
thing. Anyway, being out of practice 
didn’t stop me from making a sale 
in my first few days. A customer 
bought six units from me and the 
dream really begins in the office to 
do paperwork to deliver the vehicles 
and the customer is there with me.
I was left on my own to do this, 

and I was doing the best I could. 
I couldn’t seem to get any help. 
The manager or person assigned 
to help me get up to speed was not 
there this day. I went to his boss 
and reminded them that I haven’t 
done this in a lot of years and I 
don’t remember all the forms that 
are needed and I’m sure that there 
are many more I’ve never seen, as 
when I was in the business before, 
there were more forms almost ev-
ery year.

I was calm and collected most of 
the time, but now I was getting frus-
trated. Why wouldn’t they help me? 
Then I see the finance people in 
their offices, and one of them had 
a customer they were doing pa-
perwork for and I inquired with this 
boss I was talking with as to why I 

was doing this paperwork and not 
the finance department whose job 
it was to do that.
Here I have a customer buying six 

units and the dealership seems to 
be disinterested in that and focused 
solely on whatever they were doing. 
They would listen to me ask for help 
but do nothing. I didn’t understand. 
How did they expect me, even with 
all the experience I had from the 
past, to get this done legally and 
cleanly without any assistance? It 
just didn’t make any sense.
So, how good can we do under 

these kinds of conditions? Not so 
good probably. We all need support. 

We all need assistance. We all need 
to feel valued. We all need to be 
encouraged. We all need training. 
We all need love. That last word is 
something that just isn’t used much 
in business, but it is so important. 
We are all human beings, each on 
an individual journey and yet we 

come together to do things where 
we intend to co-create together. 
And, when we have that feeling of 
understanding, support and caring, 
we all thrive.
How can you be of service to 

someone today? How can you 
show some love? How can you 
build a better team? How can you 
be more considerate or under-
standing? How can you share more 
joy? How can you help another to 
succeed? How can you help anoth-
er to thrive?

TERRY’S BLOG
THE DREAM

http://www.ctsblog.net/

Terry Minion
Commercial Truck Success 

“Being is seeing in the 
   human dimension.” 

-- Stephen R. Covey 

END-USER: SUPPORT, ASSISTANCE, & VALUE
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ICUEE 
Demo Expo
Louisville, KY
October 1-3, 2019
https://www.icuee.com/

North America’s Largest Utility & 
Construction Trade Show
The International Construction & 
Utility Equipment Exposition is 
the premier event for utility profes-
sionals and construction contrac-
tors to learn about the latest indus-
try technologies & innovations

National Association of 
Women in Contracting
Atlanta, GA
August 21-24, 2019 
https://www.nawic.org/

64th Annual Conference registration 
is now open! Register today! Early 
bird rates are available through April 
30th.  Join us for two powerful key-
note speakers, two general sessions 
with industry panel discussions and 
19 seminars and workshops. 

UPCOMING FORDPRO EVENTS: TRADE SHOWS

PHCC Connect 2019 
Indianapolis, IN
October 2-4, 2019 
https://www.phccweb.org/
events/

PHCCCONNECT2019 is ready to 
equip you with the know-how you 
need to strengthen your business 
today. Targeted specifically for 
p-h-c contractors and managers

© The Knapheide Manufacturing Company 2019

NEVER SETTLE.

NO MATTER 
WHAT FIELD
YOU ARE IN

WE HAVE  
YOU 

COVERED.
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END-USER: GOLD STANDARD IN CUSTOMER SERVICE

Sean Butts has always been a go 
getter; excelling in sports and 

in sales. He grew up in Culver City, 
California, and during High School 
he played football and basketball 
and ran Track. He attended Univer-
sity of Hawaii on a football scholar-
ship. Victorious both on the field and 
in the classroom he graduated with 
a degree in Business Marketing and 
moved back to California to take a 
shot at the NFL.
After college, Sean was training for 

the NFL in San Diego, but a chance 
encounter changed his life course. 
July 4th 2003, he had a conversation 

with Bert Galpin, a long-time friend 
and client of Sean’s father. Bert of-
fered him a position at Galpin Ford; 
a month later Sean took the plunge 
and started working for Bert in Au-
gust of 2003. 
Sean was in regular sales for 8 to 9 

months and although as successful 
as expected, he soon began working 
in his current niche of commercial 

sales. Working with, and learning 
from, Phil Englander there at Galpin 
Ford and going to regular Ford Body 
Company Events, he shot to the top, 
learning and absorbing the tools and 
training offered. 
Sean has now been with Galpin 

for 16 years, working in different po-
sitions, and he was eventually pro-
moted to his current position of Com-
mercial Fleet Director, managing his 
stellar sales team.
Always innovative, Sean created a 

Google Sheet that has a live inven-
tory view; using a program he creat-
ed, he and his sales team can at any 

given time can see what vehicles 
they have and with which bodies, 
including additional information on 
vehicle payload, how much weight 
they can carry, how long they have 
been in stock - all making answering 
potential client’s questions a breeze. 
He utilizes Work Truck Solutions for 
inventory management and to in-
stantly connect Galpin’s customers 

with the vehicle they need; in a way 
expanding their available inventory, 
helping the customer get what they 
need and keeping cost and over-
head down. Sean and his team are 
working with Work Truck Solutions 
on a tool that can expand their Rent 
Me/Buy Me capabilities.
When not at work, Sean spends 

his time with his family. He has three 
children, 15 year-old twins who run 
track in High School and a 11 year 
old son who plays baseball. They 
love traveling and going to theme 
parks, track meets and away games. 
His twins are excelling at track and 
Sean has coached his 11 year old’s 
baseball team during the season 
after work for the last two seasons, 
playing one game on the week and 
one on the weekend. 

Below: Sean’s kids on an adventure, 
Sean visiting Nashville, Galpin Ford

Sean Butts

Sean Butts at the University of Hawaii, Class of 2002
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CUP o'JOE: TRADING POST
DEALER TRADES: 
The lifeline of our business

When I started in the 
fleet/com part of the 

business at a medium-sized 
dealership, I had a very 
small smattering of Econo-
line vans, a Box truck, and 
a couple of cab/chassis…no 
finished ready-to-work in-
ventory.  My next dealership 
inventory was a little great-
er, and I had a flatbed and 
a service body… and a few 
more incomplete cab-chas-
sis options.
Now I’m privileged to rep-

resent the largest Ford 
commercial store within 600 
miles.  For all you FordPros 
with extremely limited in-
ventory resources, there are 
a couple things you need to 
know about dealer trades, 
whether with a large dealer-
ship or a medium-sized one.  

DEALERS WILL 
USUALLY TRADE 
“LIKE-FOR-LIKE”

Even in a smaller store, no 
dealer trade will likely take 
place between the Mustang 
you want for a Taurus you 
have…one is the dealer-
ship’s bread and butter; the 
other is not in short supply. 
In a rare case the dealership 
with the chassis you want 
needs an exact Fusion or 
Taurus (or any unit) that you 
have in your inventory, but 
that is just not typical.  
Again, in the smaller stores 

that have only one FordPro, 
typically that person is the 

only one who can authorize 
a commercial trade.  That 
FordPro is reluctant to trade 
a cab/chassis to you for just 
anything, because that Is 
how they make their living, 
too.  

THE KEY IS HAVING 
GOOD TRADE 
INVENTORY

In the greatest number of 
cases, the stocking dealer 
who has the cab/chassis (or 

Transit) you want will trade 
for a similar chassis or Tran-
sit, provided it is one that 
is typical stock.  They will 
even trade a chassis with 
a finished body (dump, flat, 
etc.) to you for a clean chas-
sis.  But that chassis you 
have for trade needs to be 
typical size, 2X/4X, wheel-
base, engine that is popular 

in your area.  If you want to 
know what those might be, 
just perform a dealer locator 
for (for example) F3G, F3H, 
F4G, F4H, F5G, F5H, etc., 
and hit the search button.  
Or use Work Truck Solu-
tions incredible ‘NIF’ Net-
work Inventory Finder which 
also shows the upfits. See 
how the ones in the gener-
al area are equipped, and 
make sure the one you have 

for trade will likely have ap-
peal.  
From my experience, your 

“trade bait” will need to have 
a PTO Port, limited-slip axle, 
and power group.  The first 
two are not “deal killers” due 
to their expense, but when 
your customer requires a 
PTO port (~$250), it is ab-
solutely essential.  When 

he wants a limited slip axle 
(~$250), that’s important.  
Just look at the typical cab/
chassis and Transit units 
that are “out there” in the vi-
cinity: that’s the best gauge 
of what to have on hand.  

ANOTHER KEY: 
KNOW YOUR 
“PARTNERS”

Get to know the dealers in 
your area.  If there is a Truck 
Club, be sure to go…and sit 
with people you don’t know!  
So many who go to a Club/
Assn meeting group togeth-
er with their own dealership 
people.  That is counterpro-
ductive:  go shake hands, 
get acquainted.  You’ll be 
calling one of them soon, 
needing a favor.  If you’re a 
CVC dealership, be sure to 
do the same at their meet-
ings as well.  

Have another cup…
then back to work!

NOTE:  
The offer still stands…if you 

have a “crazy, stupid” thing you 
did that almost cost you YOUR 
job, and can look back on in 
now and share the lesson you 
learned, it’s worth a Starbucks 
gift certificate worth $50.  I’ll 
change the names to protect the 
innocent: I’ll let you approve the 
article before it is published).  
You just may save somebody 
(even me) the grief of learning 
it the hard way!

Have another Cup on me!  
Send me your stories at 

JoeHughes@fordpros.com 

CUP o'JOE: TRADING POST

SURVEY: GO TO WWW.NATIONALFORDTRUCKCLUB.COM 
OR EMAIL YOUR ANSWERS TO INFO@FORDPROS.COM
DO YOU PASS ALONG YOUR FORDPROS COPY?
WHAT’S YOUR FAVORITE FPM SECTION?
WHICH DO YOUR PREFER: PRINT, NEWSLETTER, OR WEBSITE?

-
END-USER: THROWING LIFELINES
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FINALLY, A LADDER RACK DESIGNED AROUND YOU.
The Adrian Steel Drop Down Ladder Rack was designed specifically with our users in mind.
With twist-to-adjust features, you can quickly secure a variety of ladders with ease. Better yet,
the ergonomic load height makes loading and unloading simple for anyone 5’4” or taller.

LOWER YOUR
LADDER.
NOT YOUR
EXPECTATIONS.

AdrianSteel.com

© Adrian Steel Company 2019, all rights reserved. Adrian Steel Company is an independent equipment 
manufacturer, prices may vary. Please visit AdrianSteel.com to contact your local distributor for details. 



Craig A. Kemmerling
ckemmerling@switchngo.com | 724-974-3662

For more details on Switch-N-Go on Commerical Truck Trader visit https://sng.page.link/pro. Sales Product Demonstration, promotion gift cards, and/or extended terms are 
only available to those dealer or distributors who qualify and/or based on scheduled product demonstration at their location with company approval. Switch-N-Go® or Deist 

with a scheduled product demonstration between 9/1/19 12:00am until 12/31/19 4:30 pm.

DUMP BODY DROP BOX / 
DUMPSTER

FLATBED / PLATFORM
/ EQUIPMENT BODY

FORESTRY / 
CHIPPER BODY

LET’S TALK
About the perfect forestry solution to grow your business. The Switch-N-Go® interchangeable work 
truck body system allows you to work multiple job sites with just one truck. From staging job sites 
with equipment and tree care equipment onsite to running forestry bodies, Switch-N-Go® allows you 
to accomplish more in one day.  Whether you want to convert an exisiting truck or buy a new one, 
you can transform a single truck into a fleet of work trucks. Ideal for the F350, F450, F550, F650, 
and F750 chassis cabs.

SUB-FRAME WITH  
FLUID TANK

 PROMOTIONAL 
GIFT CARD

 DEALER 
EXTENDED TERMS


