EUROPEAN DEALERS
APPRECIATE
THEIR TRACTOR OPERATORS
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THE SAME INQUIRY IN CLIMMAR
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SAME INQUIRY FORM

53 questions

SYNDICAT NATIONAL DES ENTREPRISES DE SERVICE
ET DISTRIBUTION DU MACHINISME AGRICOLE

ENQUETE 2011

COMMENT JUGEZ-VOUS
VOTRE CONSTRUCTEUR-TRACTORISTE ?

Retournez l'original par courrier : les photocopies et fax ne seront pas traités.

S vous étes concessionnaire de 2 tractoristes ou pilus,
ou s vous souhaitez que vos filisles répondent également,
demandez-nous des questionnaires supplémentaires.

O CaselH O Claas O Deutz

O  Fendt O John Deere O Kubota

O Massey-Ferguson O Me Cormick O New Holland
O same O vaitra

» PRODUCTION DOMINANTE SUR VOTRE SECTEUR :
O CEréales — Grandes cultures O rolyculture — Elevage

O iticulture — Arboriculture O sutre

Pour chaque question, cochez la case (une seule) correspondant 3
wotre degré paersonnel de satisfaction.
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1087 ANSWERS
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ANSWERS BY PRODUCTIONS
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BIG SUCCESS AGAIN

RESULTS*

*Only for congress members



AFTER SALES / GUARANTEES
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COMPUTER SERVICES
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ADVERTISING AND PRODUCT
SUPPORT
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PROCEDURES ANS TERMS OF
PAYMENT
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TRAINING
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THE MEN
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RESPECT OF UNDERTAKEN
COMMITMENTS
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AVAILLABILITY OF MANAGERS
AND DIRECTORS
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REPRESENTATIVE’S POWER OF
LIGITATION SETTLEMENTS
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READABILITY AND REALISM OF
STRATEGIE
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MANUFACTURER-DEALER
RELATIONS

V/ALTRA




RESPECT OF AUTONOMY
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POSSIBILITY OF NEGOCIATING
SALES OBJECTIVES
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TOTAL RELATION
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PROFITABILITY HELP
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WILLINGNESS TO IMPROVE
WEAK POINTS
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OVERALL RANCKING
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COMPARED RANCKING
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WHAT CLIMMAR DECIDED IN 2010
<

e Each country decides what it publishes for its
own results

e CLIMMAR does not publish countries results
e CLIMMAR publishes only overall results
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BRAND RESULTS SEND TO
MANUFACTURERS

VIRTUAL BRAND
BRAND RESULTS I OVERALL RESULTS :
TOTAL GRADE RANKING| OVERALL THE THE
RESPONSES OUT OF 200UT OF 1 AVERAGE LOWEST HIGHEST| ¢
I. BRAND IMPACT
Positive features of your manufacturer's image in the agricultural world 30 131 6 13,5 8,2 18,7
Reliability of tractors 30 137 5 13,5 10,8 16,9
Adaptation of tractors to your market 30 147 1 13,2 10,2 14,7
Lasting quality of your brand 30 133 8 14,0 6,9 18,0
Level of innovation and development 30 129 T 13,3 9,3 18,4
135 T 13,5 10,1 16,9
Il. MARKETING OF TRACTORS
Effectiveness of sales assistance 30 "7 4 10,9 7.8 14,2
Availability of tractors (waiting times, order modifications) 30 108 4 9,8 29 14,1
Respact of delivery deadlines 30 12,1 5 11,5 2,9 17,0
Quality-price relation 30 121 2 10,9 9,3 12,4
Contribution of your supplier to the sale of second-hand equipment 30 37 7 5,2 1,6 10,2
10,1 5 97 5,2 12,8
Il MARKETING OF SPARE PARTS
Effectiveness of sales assistance 30 9,5 a 10,6 88 13,0 .
Ayailability of parts 30 137 6 13,0 9,6 15,9
Respsct of delivery deadlines 30 137 6 13,0 9,2 15,4
Quality-prics relation 30 11,5 5 11,6 10,3 13,9
Protection level of your brand against a similar market 30 91 8 10,2 3,8 15,3
11,5 6 11,7 9,2 14,4
IV. AFTER-SALES SERVICE GUARANTEES
Effectiveness of manufacturer's technical assistance 30 127 5 12,3 9,0 15,3
Quality and guantity of documentation 0 135 6 13,3 10,8 15,7
Updating of documentation 30 133 5 13,5 11,1 15,9
Reimbursement of guaranteed work: 30 108 5 10,9 6,8 13,8
Possibility of free reconditioning 30 9,6 5 91 6,0 127
120 4 11,8 B3 14,7
V. COMPUTER SERVICES
Willingness of the manufacturer to faciltate computer communications with your system 30 10,1 5 10,8 87 13,2
Cost of establishment and utilisation of computer communications 30 9,2 6 9,5 7 13,3
Reliability and readability of tractor price lists and spare parts on the Internet 30 10,3 9 12,7 10,0 16,0
Your employes's ease of access to information provided by your manufacturer 30 12,0 8 12,8 9,6 14,9
Competence of your manufacturer's computer representative 30 10,4 6 10,9 6,9 14,1
104 a 11,4 9,4 13,7
VI. ADVERTISING AND PRODUCT SUPPORT MATERIAL
Advertising budget of your manufacturer 30 10,1 6 10,6 77 13,8
Effectiveness of your manufacturer's advertising 30 19 5 11,8 9,6 141
Your manufacturer's level of participation in your advertising 30 83 5 9,3 4,9 13,9
Your manufacturer's adaptation to your Intemet'second-hand trade needs 30 37 9 71 31 11,6
Quality of CDs and other support that help sales 30 1,7 6 11,4 7.2 14,3
9.1 rd 10.1 7.5 127
copyright ANY USE THAT DOES NOT RESPECT THE NTENDED PURPOSE OR THE CONFIDENTIALITY IS PROHIBITED




BRAND RESULTS SEND TO
MANUFACTURERS

VIRTUAL BRAND
BRAND RESULTS OVERALL RESULTS [
TOTAL  GRADE RANKING| OVERALL  THE THE
RESPONSES OUT OF 200UT OF 1] AVERAGE LOWEST HIGHEST
1. BRAND IMPACT
Positive featurss of your manufacturer's image in the agriculural world 30 131 6 13,5 8,2 18,7
Peliability of tractors 30 137 5 13,5 10,8 16,9
Adaptation of traztors to your market 30 147 1 13,2 10,2 14,7
Lasting quality of your brand 30 13,3 8 14,0 6,9 18,0
Level of innovation and development 30 129 7 13,3 93 18,4
135 7 13,5 10,1 16,9
Il. MARKETING OF TRACTORS
Effectiveness of sales assistance 30 17 a 10,9 7.8 14,2
Availability of tractors (waiting times, order moclfications) 30 108 a 9,8 2,9 14,1
Respect of delivery deadlines 30 12,1 5 11,5 2,9 17,0
Quality-price relation 30 121 2 10,9 93 12,4
Contribution of your supplier to the sale of second-hand equipment 30 37 7 52 16 10,2
10,1 5 9,7 52 12,8
1. MARKETING OF SPARE PARTS
Effsctivensss of sales assistance 30 9,5 8 10,6 8,8 13,0
Availability of parts 30 137 6 13,0 9,6 15,9
Pespect of delivery deadiines 30 137 6 13,0 92 15,4
Quality-price relation 30 1,5 5 11,6 10,3 13,9
Protection level of your brand against a similar market 30 8,1 8 10,2 38 15,3
115 6 1,7 92 14,4
IV. AFTER-SALES SERVICE GUARANTEES
Effecti s of 's technical i 30 127 5 12,3 9,0 15,3
Quality and quantity of documsrtation 30 135 6 13,3 10,8 15,7
Upclating of decumentation 30 133 5 13,5 11,1 15,9
Peimbursement of guaranteed work 30 109 5 10,9 6,8 13,8
Possibility of free reconditioning 30 9,6 5 91 €0 =7
120 a 1.8 5.8 a7
V. COMPUTER SERVICES
Willingness of the manufacturer to faciitate computer communications with your system 30 10,1 5 10,8 87 13,2
Cost of establishment and utilisation of computer communications 30 9,2 6 9,5 7.7 13,3
Peliability and readability of tracter price lists and spare parts on the Internet 30 103 9 127 10,0 16,0
Your smployee's sase of access to information provided by your manufacturer 30 12,0 8 12,8 9,6 14,9
Competence of your manufactursr's computer representative 30 104 6 10,9 6,9 14,1
104 B 1,4 54 13,7
V1. ADVERTISING AND PRODUCT SUPPORT MATERIAL
Advelﬂsing budgel of your manufacturer 30 10,1 & 10,6 T 13,8
Effsctiveness of your manufacturer's advertising 30 1,9 5 11,8 9,6 14,1
Your manufacturer's level of participation in your advertising 30 83 5 93 a9 13,9
Your manufacturer's adaptation to your Intemet!second-hand trade nesds 30 37 9 71 31 11,6
Quality of CDs and other support that help sales 30 1,7 6 11,4 7,2 14,3
[X] 7 10,1 75 12,7
copyright ANY USE THAT DOES NOT RESPECT THE NTENDED PURPOSE OR THE CONFIDENTIALITY IS PROHIBITED
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RESULTS GIVEN TO THE PRESS
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BRAND RESULTS
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VIIL TRAINING
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Only 24 items

Quaity of relations with your manufacturer

Your e fspect ol v s s bead oy e
Bussbity o reottng e ctic
Vot oy O aerdance Iy hemmanagers of your manachrer

XL PROFITABILITY HELP
Your manufactLrers contribution 1o the profitaliliy of your anterprEs

dga the wilingnass of your ractar operator k2 imprave his wed
Vihch apprecain chyc g 1o o ceperets vt eskie b scut bortt o uper-m 1

copyrighNY USE THAT DOES NOT RESPECT THE INTENDED PURPOSE OR THE CONFIDENTIALITY |S PREMMTElne 2007

e cLMmARZ201L |d
" CLIMMAR 2011 .:«ﬂ




2011 : WHAT WILL CLIMMAR
DECIDE ?

e CLIMMAR publishes overall European
results, but only for 24 items

Do you agree that

J

f

e CLIMMAR publishes all the 52 items ?
— In each country for its own members ?
— In each country for local directions of manufacturers ?
— to the European directions of manufacturers ?
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NEXT YEAR

WHO WILL JOIN US ?

o CLMMARZ20t1 |
e cummAR2011 g



! CLIMMAR 2011



