CLIIATS AR

International Confederation of National Associations of Dealers
and Repairers of Agricultural and Gardening Machinery




O wrove =

02- Who are our members

03 Branch Structure

04. Dealer Satisfaction Index

o5 TABLE OF
* Current Trends CONTENT



Who we are




&&U///// CLIMMAR

Founded in 1953, CLIMMAR is the international distributors

network of national associations in the Agricultural Machinery

and Equipment sector, based in Brussels.

We are:

« Safeguarding the interests of equipment dealers,

* Establishing sustainable links between national professional
organisations,

* Representing the sector at EU and international levels,

« Organising visits to trade fairs and exhibitions,

 Promoting relations between members for better business
Mmanagement,

* Encouraging exchanges between young students.
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Dealer Satisfaction Index

Survey of members’ satisfaction
development with suppliers. The
aim is to work with
manufacturers on
Improvements.

Branch Report

Provides data and statistics
from CLIMMAR members on
business performance and
expectations.

Reports



Who are our

members
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CLIMMAR Members

 CLIMMAR has member
associations from 16
European countries.

* They represent dealers,
Importers and traders of
agricultural and garden
machinery.
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Branch Structure
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Dealers: 14.849*

&l Employees: 164.582

Yoo Apprentices: 18.566***

@l Turnover: 48.725 Mio. €
&%  Tractor sales: 113.369
Combine sales: 5.192 **

/

* without Lithuania - ** without Poland - *** without Poland and Sweden




Branch Structure

M Turnover per company: 3.281.365 £
Employees per company: 11,1*
Turnover per employee: 296.000 €

. Apprentices per company:  1,4***

o)
o

Tractor sales per company: 7,6

sw2 Tractor sales >50 hp per company: 5,7

* without Lithuania - ** without Poland - *** without Poland and Sweden
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report 2025

part: basic data

Number of Companies:
14,849 Dealers (incl. satellites) & Servicefirms

4000
3500
3000

2500

2000

1500

1000 |

o ' 7 7 o 0 -3 - ' D -
AT BE CH CZ DE DK Fl FR HU T LT LU NL PL SE SK

0

averag
e
W companies 650 292 1185 250 3541 205 300 2700 225 1700 18 1000 2500 213 70 990

Source: CLIMMAR



report 2025
part: basic data

Ca.164.600 Employees
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Source: CLIMMAR
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report 2025
part: basic data

Ca.18.530 Apprentices
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report 2025
part: basic data

Relations - Employees per Company: 11.1
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mempl./comp. 8,2 69 3,9 8,0 12,2 19,0 2,3 15,6 25,8 5,3 18,9 7,1 14,0 10,7 20,0 11,1

Source: CLIMMAR



report 2025 Turnover structure (%)

inaverage European dealerships

part: basic data

Hungary Luxembourg

new

e€quipment

Source: CLIMMAR
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B Reminder about the process S

Start : April 2d 2025 coui\?ries
End : May 28t 2025 _
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Rate of participation 2025 / country / All brands

Rate of answers per country

53%
The Sweden Denmark Belgium Hungary Italy

France Netherlands Germany G Average Luxembourg Poland
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- Number of answers per brand _
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I1l. RESULTS 2025 BY BRAND AND EVOLUTION/11 YEARS
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General average by brand 2024 and 2025
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B BRAND ANALYSIS COMPARED 2025/2024 and 11-years evolution
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- Legend : reading the diagram for each brand -

/3 questions

(62 excluding self-propelled : Kubota, Same, Valtra)
Variation

Variation Variation
/2025 /2025
<=-1 point > 1 point

10 answers and 10 answers and
more more

/2025
between
-1to1l
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% NEW HOLLAND

| AGRICULTURE

Average 2025 : 13,4 (+0,6)

Average 2025 :12,9 (+0,4)
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V% NEW HOLLAND

' AGRICULTURE '

Score 2025 for each heading compared with the overall
average for all brands

GASE |

17,0
16,0
15,0
14,0
13,0
12,0
11,0
10,0
9,0 5
5. 3. 4. AFTER- ADVERTISIN 7. 10. 11. 14. BRAND 15.
1. BRAND MARKETING MARKETING SALES 5. G AND ADMINISTRA 9. THE MANUFACT PROFITABILI 12. 13. IMAGE AND MARKETING
IMAGE AND OF OF SPARE SERVICE COMPUTER PRODUCT TION AND 8. TRAINING MANAGEME URER- TY IMPROVEME FINANCING IMPACT OF SELF
IMPACT TRACTORS PARTS AND SERVICES SUPPORT TERMS OF NT DEALER  CONTRIBUTI NTS OFFERS (self- PROPELLED
WARRANTY PAYMENT RELATIONS ON propelled)
MATERIAL
mm Case |.H 14,2 11,7 13,5 14,0 12,5 12,2 13,4 13,0 13,8 13,5 12,9 12,4 11,3 14,3 12,2
mmmm New Holland 14,1 12,1 13,9 13,7 12,8 13,0 13,1 13,8 14,0 14,4 12,6 12,5 11,4 16,6 14,0

== Average all brands 14,6 12,8 14,0 14,0 13,0 12,8 13,9 13,8 14,0 14,1 12,7 12,7 11,6 15,3 13,2

2 ion of National Associations of Dealers
and Repairers of Agricultural and Gardening Machinery
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Average 2025 :12,9 (-0,5)

Average 2025: 13,8 (+0,1)

@ VIASSEY FERGUSON o

2

Average 2025: 12,5 ( +0,3)
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MASSEY FERGUSON

Score 2025 for each heading compared
with the overall average for all brands

18,0
17,0
16,0
15,0
14,0
13,0
12,0
11,0
10,0
9,0
° 7 11
1. BRAND 2. MARI?I.ETIN G 4ISiTI;ESR- 5. ADVEAl:JT[IJSING ADMINISTRA 9. THE MANI:I..;:QCTU PROFITABILIT 12, 13. I:;:Aiﬁr:d[:] MAR:(EE.TIN G
IMAGE AND MARKETING COMPUTER TION AND 8. TRAINING MANAGEME Y IMPROVEME FINANCING
IMPACT OF TRACTORS OF SPARE | SERVICE AND SERVICES PRODUCT TERMS OF NT RER-DEALER CONTRIBUTI NTS OFFERS IMPACT (self- | OF SELF-
PARTS WARRANTY SUPPORT PAYMENT RELATIONS ON propelled) PROPELLED
MATERIAL
I Fendt 17,0 13,9 13,9 15,1 13,7 13,6 13,9 14,1 14,4 14,1 14,6 13,0 11,4 13,4 12,0
mm Massey-Ferguson 14,0 12,5 12,7 13,3 11,5 10,9 13,3 13,0 13,7 13,4 11,5 11,6 11,2 12,0 11,0
mm Valtra 14,3 12,4 13,9 13,0 12,5 11,7 13,1 12,8 13,9 14,0 11,5 12,1 11,5 16,0 16,0

e Average all brands 14,6 12,8 14,0 14,0 13,0 12,8 13,9 13,8 14,0 14,1 12,7 12,7 11,6 15,3 13,2

iations of Dealers
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) Average 2025 : 14 (+1,2)
DEUTZJ\ FAHR

Average 2025 : 14,6 (+0,3)
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DEUTZ }\ FAHR
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Score 2025 for each heading compared
with the overall average for all brands

16,0
15,0
14,0
13,0
12,0
11,0
10,0
9,0
6. . i,
1. BRAND 2. MAR:.EI'IN . 4'5‘;FLTEE5R' 5. ADVE;:JT['JS'NG ADMINISTRA 9. THE MANE%A oy PROFITABILIT 12. 13. |$Zﬂr:~|[:: MAR}{EING
IMAGE AND MARKETING COMPUTER TION AND 8. TRAINING MANAGEME Y IMPROVEME = FINANCING
IMPACT  OF TRACTORs °OF SPARE /SERVICEAND ey, cps | PRODUCT 1 reomis oF NT RER-DEALER | conTRIBUTI NTS OFfers  IMPACT (self- - OF SELF-
PARTS  WARRANTY SUPPORT o RELATIONS on propelled) | PROPELLED
MATERIAL
memm Deutz 15,1 14,8 14,9 13,8 14,4 14,4 15,2 15,0 15,0 15,4 14,0 13,7 13,5 15,2 15,4
mm— Same 14,8 14,5 14,2 13,7 13,7 13,4 14,9 14,2 14,1 14,6 12,4 13,5 13,0 0,0 0,0
e Average all brands 14,6 12,8 14,0 14,0 13,0 12,8 13,9 13,8 14,0 14,1 12,7 12,7 116 15,3 13,2
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DEUTZ FAHR

8. TRAINING

=—ALL BRANDS -e—DEUTZ -e—SAME
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General average 2025: 13,7 ( +0,2)
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Score 2025 for each heading compared
with the overall average for all brands

7 11

18,0
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12,0
11,0
10,0

9,0

6.
1. BRAND 2. MAR:I.:'I'IN G 4'5":_;“- 5. ADViF:uT[I}SING ADMINISTRA 9. THE MAN:.JEI:A CTU PROFITABILIT 12. 13. I]I';:..A(BEI;AAT::} MAR:.EEI:;I'IN G
IMAGE AND MARKETING COMPUTER TION AND 8. TRAINING MANAGEME Y IMPROVEME FINANCING
IMPACT OF TRACTORS OF SPARE | SERVICE AND SERVICES PRODUCT TERMS OF NT RER-DEALER CONTRIBUTI NTS OFFERS IMPACT (self- | OF SELF-
PARTS WARRANTY SUPPORT PAYMENT RELATIONS ON propelled) @ PROPELLED
MATERIAL
mmm Claas 13,9 12,3 14,7 14,7 13,9 13,2 13,9 13,5 13,6 14,0 11,8 13,2 10,6 17,5 14,4
e Average all brands 14,6 12,8 14,0 14,0 13,0 12,8 13,9 13,8 14,0 14,1 12,7 12,7 11,6 15,3 13,2
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Average 2025: 12,3 (-0,8)
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i JOHN DEERE

Score 2025 for each heading compared
with the overall average for all brands

17,0
16,0
15,0
14,0
13,0
12,0
11,0
10,0 I
9,0 .
6.
3 4. AFTER- ADVERTISING 7. 10 11
1. BRAND 2. MARI{I.ETING .SALES 5. AND ADMINISTRA 9. THE MANUF:QCTU PROFITABILIT 12, 13.
IMAGE AND MARKETING OF SPARE | SERVICE AND COMPUTER PRODUCT TION AND 8. TRAINING MANAGEME RER-DEALER Y IMPROVEME FINANCING
IMPACT OF TRACTORS PARTS WARRANTY SERVICES SUPPORT ';il:l"::‘SEE-? NT RELATIONS CDNL?:BUTI NTS OFFERS
MATERIAL
mmmm John Deere 16,5 11,3 13,2 14,7 11,5 10,8 14,3 11,9 12,0 11,2 11,2 12,0 9,3
e Average all brands 14,6 12,8 14,0 14,0 13,0 12,8 13,9 13,8 14,0 14,1 12,7 12,7 11,6

f Dealers

and Repairers of Agricultural and Gardening Machinery

Climmar Torino - October 16 & 17, 2025

14. BRAND 15.
IMAGE AND MARKETING
IMPACT (self- OF SELF-
propelled) PROPELLED
14,5 10,4
15,3 13,2



Average 2025: 12,9 (+0,2)




Score 2025 for each heading compared
with the overall average for all brands

16,0
15,0
14,0 -
13,0
12,0
11,0
10,0 .
9,0
3. 4. AFTER- ADVERTISING 14. BRAND 15.
1. BRAND 2. MARKETING | SALES 5. AND ADMINISTRA 9. THE MANUF ACTU PRDFITABILIT 12. 13 IMAGE AND | MARKETING
IMAGE AND MARKETING COMPUTER TION AND 8. TRAINING MANAGEME Y IMPROVEME = FINANCING
IMPACT OFTRACTORS COF TARE SERVICEAND' oo\ cps | PRODUCT - rroMs OF NT RER-DEALER ' . \rriBUTI NTS Offers  MIPACT (self-  OF SELF-
PARTS  WARRANTY SUPPORT o RELATIONS on propelled) ~PROPELLED
MATERIAL
mmm Kubota 13,0 10,6 13,3 14,8 11,5 12,7 13,9 14,6 14,2 14,5 12,4 12,0 10,3 0,0 0,0
e Average all brands 14,6 12,8 14,0 14,0 13,0 12,8 13,9 13,8 14,0 14,1 12,7 12,7 11,6 15,3 13,2

CLI@AR

mmucmm-mndu. ional Associations of Dealers
s of Agricultural and Gardening Machinery



-o-ALL BRANDS -o-KUBOTA
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8. TRAINING

-e—ALL BRANDS =o-KUBOTA
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V. Conclusion
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- Overview of the 11-years average across all brands -

OVERALL OVERAGE ALL BRANDS
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- Overview of the 11-years average across all brands -

15,0
Average by brand 2025/2015
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- Evolution of the ranking 2025/2015 _

-@-ranking 2015 =-@-ranking 2025




Current

Developments




CLIMMAR-Index:

(half-year-trendindex for ag-dealers and -service all over Europe /
halbjahriger Konjunkturwert fur Landmaschinenhandel und -service in ganz Europa)

1,65




CLIMMAR-Index:

(half-year-trendindex for ag-dealers and -service all over Europe /
halbjahriger Konjunkturwert fur Landmaschinenhandel und -service in ganz Europa)

1,65

violet part -
future estimation



report 2025
part: trends

3,0
2,0
12 1,4
1,0
[
0,0
1B
-1,0 -0,7 .
Trend-Indices for: Turnover
(in a corridor between 3 (=best) and -3 (=worst)

-2,0

- m2021-| m 2021-I1 2022-| m2022-l| m 2023 m 2023-lI W 2024-| W 202411 m 2025

New machinery Second hand machinery Turnover Workshop Turnover Spare Parts

Source: CLIMMAR



report 2025
part: trends

Turnover
g less / worse /decrease
development of turnover in
the first half of 2025 compared O equal

with the same period 2024: gm more / growing / increase
Turnover ) no answer
total

Turnover Turnover Turnover

new equipmen

workshop spareparts

Source: CLIMMAR



report 2025
part: trends

Development Expectations

of turnover in the first half of 2025 of turnover for next half of 2025

Turnover

Turnover
total

total

less / worse /decrease
equal

more / growing / increase

SN BEEEN

NO answer

Source: CLIMMAR



THANK YOU

Have any question?

Scan QR-Code or access
the presentation on:

/—\ www.climmar.com
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