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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 dealers’ satisfaction
development with suppliers.

Branch Report

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

Reports



Who are our

members




T =i @BPAa QI

LERLUUOusIil

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

“%"  Dealers: 15.197

l% Employees: 186.935

i Apprentices: 22.527 *

@l Turnover: 48.955 Mio. €
&%  Tractor sales: 111.902

* without Poland and Sweden




Branch Structure

M Turnover per company: 3,221,000 €
Employees per company: 12,3

{il Turnover per employee: 262.000 €

E. Apprentices per company: 1,7*

o% Tractor sales per company: 7,4

sw2 Tractor sales >50 hp per company: 5,6

* without Poland and Sweden
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part: basic data

Relations - Employees per Company: 12.3

25,0
20,0
15,0
10,0
5’0 I l I
0,0
AT BE CH cz DE DK Fl FR HU IT LT LU NL PL SE SK  average
mempl./comp. 8,2 5,7 3,6 17,7 13,1 18,8 2,2 15,7 23,1 14,5 8,6 18,3 6,4 14,0 19,9 19,1 12,3

Source: CLIMMAR
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Czech Republic
Turnover structure

In average European
dealerships in %

Germany

Source:
ClINMMAR
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SUMMARY

. The scope of the survey

Results 2026 and evolutions
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l. The scope of the survey

International Confederation of National Associations of Dealers
and Repairers of Agri i i
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B Reminder about the process [

8 countries

: 31 202
Start : 31/03/2026 included

End : 27/05/2026

il == Al

Allemagne Belgique Danemark France
] | f—
I HEl s

Hongrie ltalie Suede Luxembourg

EIMA Press conference Nov 10, 2026



: 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
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- Rate of answers per country -

Rate of participation 2026 / country / All brands
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- Number of answers per brand _
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B BRAND ANALYSIS COMPARED 2026/2025 and 12-years evolution
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Il. RESULTS 2026 BY BRAND AND EVOLUTION/11 YEARS
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General average by brand 2025 and 2026
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- % NEW HOLLAND

| AGRICULTURE 0

Average 2026 : 11,8 (- 1,6)

Average 2026 : 12,3 (-0,7)
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V% NEW HOLLAND

AGRICULTURE

Score 2026 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
9,0
° 7 11
3. 4. AFTER- ADVERTISING ) 10. . 14. BRAND 15.
1. BRAND 2. ADMINISTRAT 9. THE PROFITABILIT 12. 13.
IMAGE AND MARKETING MARKETING SALES 3. COMPUTER AND ION AND 8. TRAINING MANAGEMEN MANUFACTU Y IMPROVEMEN FINANCING IMAGE AND | MARKETING
IMPACT  OF TRACTORS OF SPARE  SERVICE AND  SERVICES PRODUCT TERMS OF - RER-DEALER CONTRIBUTIO Is OFFERS IMPACT (self-  OF SELF-
PARTS WARRANTY SUPPORT PAYMENT RELATIONS N propelled) PROPELLED
MATERIAL
mm Case |.H 13,6 10,8 13,5 13,3 11,6 11,3 13,0 13,0 12,3 12,9 11,7 12,5 10,8 13,9 10,3
mmmm New Holland 13,0 10,2 12,2 12,4 10,6 11,3 11,7 11,9 12,0 12,6 11,3 11,1 9,5 16,1 12,1
e Average all brands 14,2 11,9 13,2 13,3 11,9 11,9 13,1 12,9 13,0 13,2 11,4 11,6 10,4 14,4 11,3
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AGRICULTURE

5L

OVERALL OVERAGE

14,0
13,5
13,0

12,5

12,0

11,5 -—

-o—-ALL BRANDS

11,0 -e-CASE |.H
-@-NEW HOLLAND

10,5

10,0
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026

llllllllllllllllll

EIMA Press conference Nov 10, 2026



\J/

V% NEW HOLLAND

AGRICULTURE

8. TRA'NING -@-ALL BRANDS
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V% NEW HOLLAND

AGRICULTURE

7. ADMINISTRATION AND TERMS OF PAYMENT =f=ht e
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V% NEW HOLLAND

AGRICULTURE

10. MANUFACTURER-DEALER RELATIONS =@=ALL BHANDS
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V% NEW HOLLAND

AGRICULTURE

11. PROFITABILITY CONTRIBUTION ==L CHRANDS
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Average 2026: 12,3 (-1,5)

Average 2026 : 12,5 (-0,4)

@ VIASSEY FERGUSON o

33

Average 2026: 11,1 ( -1,3)

Climmar Hambourg - October 24 & 25,
2024

>

CLIRAIHAR

1 Associ "
al and Gardening Machinery




MASSEY FERGUSON

Score 2026 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
9,0
6. 7 11
3. 4. AFTER- ADVERTISING ) 10. : 14. BRAND 15.
1. BRAND 2. ADMINISTRAT 9. THE PROFITABILIT 12. 13.
IMAGE AND MARKETING MARKETING SALES 3. COMPUTER AND ION AND 8. TRAINING MANAGEMEN MANUFACTU Y IMPROVEMEN FINANCING IMAGEAND | MARKETING
IMPACT  OF TRACTORS OF SPARE  SERVICE AND  SERVICES PRODUCT TERMS OF - RER-DEALER CONTRIBUTIO Is OFFERS IMPACT (self-  OF SELF-
PARTS WARRANTY SUPPORT PAYMENT RELATIONS N propelled) PROPELLED
MATERIAL
mmmm Fendt 16,2 11,9 12,0 13,9 11,8 12,5 12,8 13,2 13,3 13,0 13,3 11,0 10,2 10,8 9,0
mm Massey-Ferguson 13,9 10,9 11,8 12,3 10,3 9,8 12,5 11,7 11,3 11,1 9,8 10,1 10,1 10,4 84
I Valtra 14,0 11,9 13,4 12,8 11,7 11,9 12,8 12,8 13,6 13,3 10,1 10,7 11,5 0,0 0,0

e Average all brands 14,2 11,9 13,2 13,3 11,9 11,9 13,1 12,9 13,0 13,2 11,4 11,6 10,4 14,4 11,3
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Ell‘la.r % MASSEY FERGUSON
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8. TRAINING —e—ALL BRANDS —e—FENDT —@—MASSEY-FERGUSON —o—VALTRA
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7. ADMINISTRATION AND TERM S A PANAMIESN T —e—FENDT ——MASSEY-FERGUSON —e—VALTRA
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10. MANUFACTURER-DEALER RBLATHANDS —e—FENDT ——MASSEY-FERGUSON —e—VALTRA
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Ell‘la.r % MASSEY FERGUSON

11. PROFITABILITY CONTRIBUJeLrN BRANDS —e—FENDT —~—MASSEY-FERGUSON —e—VALTRA
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) Average 2026 : 13,7 (-0,3)
DEUTZJ\ FAHR

Average 2026 : 13,2 (-1,4)
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Score 2026 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
1. BRAND 2.
IMAGE AND MARKETING
IMPACT OF TRACTORS

mmm Deutz 14,3 14,0

I Same 13,7 13,7

e Average all brands 14,2 11,9

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

3.

MARKETING

OF SPARE
PARTS

14,1
14,6
13,2

6

: 7. 11.
4. AFTER- ADVERTISING 10. 14. BRAND 15.
ADMINISTRAT 9. THE PROFITABILIT 12. 13.
SALES 3. COMPUTER AND ION AND 8. TRAINING MANAGEMEN MANUFACTU Y IMPROVEMEN FINANCING IMAGE AND | MARKETING
SERVICE AND  SERVICES PRODUCT TERMS OF T RER-DEALER CONTRIBUTIO TS OEEERS IMPACT (self-  OF SELF-
WARRANTY SUPPORT PAYMENT RELATIONS N propelled) PROPELLED
MATERIAL
12,8 12,9 13,0 13,6 13,9 13,3 14,2 12,0 12,4 11,1 11,8 11,1
13,8 14,0 11,5 14,5 14,1 14,5 14,9 11,8 12,8 12,5 0,0 0,0
13,3 11,9 11,9 13,1 12,9 13,0 13,2 11,4 11,6 10,4 14,4 11,3

EIMA Press conference Nov 10, 2026
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10. MANUFACTURER-DEALER RELATIONS —e—ALL BRANDS —e—DEUTZ —e—SAME
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DEUTZ Jk FAHR

11. PROFITABILITY CONTRIBUTION —e—ALL BRANDS ——DEUTZ ——SAME
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General average 2026: 13,1 ( -0,5)
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Score 2026 for each heading compared
with the overall average for all brands

19,0
18,0
17,0
16,0
15,0
14,0
13,0
12,0
11,0
10,0
9,0
6. 7 11
3. 4. AFTER- ADVERTISING : 10. : 14. BRAND 15.
1. BRAND 2. ADMINISTRAT 9. THE PROFITABILIT 12. 13.
IMAGE AND MARKETING MARKETING SALES 3. COMPUTER AND ION AND 8. TRAINING MANAGEMEN VANUFACTU Y IMPROVEMEN FINANCING IMAGEAND | MARKETING
IMPACT  OF TRACTORS OF SPARE  SERVICE AND  SERVICES PRODUCT TERMS OF - RER-DEALER CONTRIBUTIO TS OFFERS IMPACT (self-  OF SELF-
PARTS WARRANTY SUPPORT RELATIONS propelled) PROPELLED
PAYMENT N
MATERIAL
I Claas 15,0 12,3 13,6 14,1 13,0 13,1 13,0 12,6 13,8 13,5 10,9 13,0 8,4 17,8 13,7
e Average all brands 14,2 11,9 13,2 13,3 11,9 11,9 13,1 12,9 13,0 13,2 11,4 11,6 10,4 14,4 11,3
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S EVOLUTION / 11 years
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LLIARS

OVERALL OVERAGE

14,0
13,5
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~—e~ALL BRANDS
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LLIRARS

8. TRAINING —e—ALL BRANDS CLAAS
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LLIRARS

7. ADMINISTRATION AND TERMS OF PAYMENT —e—ALL BRANDS CLAAS
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LLIRARS

10. MANUFACTURER-DEALER RELATIONS ——ALL BRANDS CLAAS
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11. PROFITABILITY CONTRIBUTION —e—ALL BRANDS CLAAS
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Average 2026: 13 (+0,7)
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. JOHN DEERE

Score 2026 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
6. 7 11
3. 4. AFTER- ADVERTISING ) 10. : 14. BRAND 15.
1. BRAND 2. ADMINISTRAT 9. THE PROFITABILIT 12. 13.
IMAGE AND MARKETING MARKETING SALES 3. COMPUTER AND ION AND 8. TRAINING MANAGEMEN MANUFACTU Y IMPROVEMEN FINANCING IMAGE AND | MARKETING
IMPACT  OF TRACTORS OF SPARE  SERVICE AND  SERVICES PRODUCT TERMS OF - RER-DEALER CONTRIBUTIO Is OFFERS IMPACT (self-  OF SELF-
PARTS WARRANTY SUPPORT PAYMENT RELATIONS N propelled) PROPELLED
MATERIAL
I John Deere 17,1 12,8 13,3 15,1 12,5 11,3 15,3 11,9 12,8 12,3 11,9 11,5 10,7 14,7 11,4
e Average all brands 14,2 11,9 13,2 13,3 11,9 11,9 13,1 12,9 13,0 13,2 11,4 11,6 10,4 14,4 11,3
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JOHN DEERE

OVERALL OVERAGE
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JOHN DEERE

8. TRAINING —e—ALL BRANDS —e—JOHN DEERE
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JOHN DEERE

7. ADMINISTRATION AND TERMS OF PAYMENT —e—ALL BRANDS
16,0
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-8-JOHN DEERE
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JOHN DEERE

10. MANUFACTURER-DEALER RELATIONS
15,0

14,0 24
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JOHN DEERE

11. PROFITABILITY CONTRIBUTION ——ALL BRANDS —e—JOHN DEERE
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Average 2026: 12,2 (-0,7)
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Score 2026 for each heading compared
with the overall average for all brands

15,0
14,0
13,0
12,0
11,0
10,0
9,0 . .
6 7 11
3. 4. AFTER- ADVERTISING ) 10. : 14. BRAND 15.
1. BRAND 2. ADMINISTRAT 9. THE PROFITABILIT 12. 13.
IMAGE AND MARKETING MARKETING SALES 3. COMPUTER AND ION AND 8. TRAINING MANAGEMEN MANUFACTU Y IMPROVEMEN FINANCING IMAGE AND | MARKETING
IMPACT OF TRACTORS OF SPARE SERVICE AND  SERVICES PRODUCT TERMS OF - RER-DEALER CONTRIBUTIO Is OFFERS IMPACT (self- OF SELF-
PARTS WARRANTY SUPPORT PAYMENT RELATIONS N propelled) PROPELLED
MATERIAL
s Kubota 11,6 0,8 13,0 14,3 10,8 12,1 13,2 13,8 13,4 14,1 11,5 10,7 9,9 0,0 0,0
e Average all brands 14,2 11,9 13,2 13,3 11,9 11,9 13,1 12,9 13,0 13,2 11,4 11,6 10,4 14,4 11,3
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EVOLUTION / 11 years

CLIREIS AR

i ion of National ions of Dealers
and Repairers of Agricultural and Gardening Machinery
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8. TRAINING —e—ALL BRANDS —o—KUBOTA
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7. ADMINISTRATION AND TERMS OF PAYMENT —e—ALL BRANDS ——KUBOTA
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10. MANUFACTURER-DEALER RELATIONS —e—ALL BRANDS —o—KUBOTA
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11. PROFITABILITY CONTRIBUTION —e—ALL BRANDS —o—KUBOTA
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V. Conclusion
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- Overview of the 12-years average across all brands

OVERALL OVERAGE ALL BRANDS
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- Overview of the 12-years average across all brands -
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THANK YOU

Have any question?

Scan QR-Code or access
the presentation on:

/—\ www.climmar.com




	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16: SUMMARY
	Slide 17
	Slide 18
	Slide 19
	Slide 20: Rate of answers per country
	Slide 21: Number of answers per brand 
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34: Score 2026  for each heading compared  with the overall average for all brands
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45
	Slide 46
	Slide 47
	Slide 48
	Slide 49
	Slide 50
	Slide 51
	Slide 52
	Slide 53
	Slide 54
	Slide 55
	Slide 56
	Slide 57
	Slide 58
	Slide 59
	Slide 60
	Slide 61
	Slide 62
	Slide 63
	Slide 64
	Slide 65
	Slide 66
	Slide 67
	Slide 68
	Slide 69
	Slide 70
	Slide 71
	Slide 72
	Slide 73
	Slide 74
	Slide 75
	Slide 76

