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n		People Management 
	 Has your organization 

slipped out of alignment? 
If so, bet your results have, 
too, Here's what to do!

Terramac 
Tough 

Unique rubber track 
crawler carriers 

available through 
the full-line Terramac 

dealer network

n		Dealer Learning Center
	 The AED Foundation 

introduces revamped 
and rebranded dealer 
learning center

n		Regional Report
	  A roundup of Western 

and Rocky Mountain 
regions members' 
achievements in 2016



By Dennis Dow, 
Customer Success Manager 
Black Ink ROI
 

It’s no secret that the most 
desirable attributes of good 
businesses are often the least 

understood. That may allow the 
savviest strategists and salespeople to 
rise to the top, but it also leaves a lot 
of untapped opportunity for success 
waiting to be found. To use a school-
yard example, the most difficult math 
problem on a final exam may have 
an answer that totally bewilders the 
test-taker, but that does not mean the 
answer is nonexistent! Study, analysis 
and the ability to problem-solve lead 
the best students to a desirable out-
come, but that answer remains no less 
real for those who leave the question 
blank. The avenues to success exist; 
it’s just up to the student to embark.

Similarly, opportunity abounds 
in equipment purchase and rental 
spheres, but it will elude those who 
do not know where to look. Creat-
ing awareness of that opportunity 
where it may not exist is the mark 
of the truly dedicated salesperson, 
and driving action where the current 
unexploited opportunity lies is the 
key to growth.

In reality, equipment rental and 
sales are much more complicat-
ed than your average math test. 
The amount and breadth of study 
required is similarly much more 
robust. However, what to specifical-
ly study in order to gain a strategic 
advantage and activate structural 
and professional changes may be a 
less-than-clear picture without the 
right technology to help. With the 
right technology platform, someone 
could productize and amplify the gut 
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feelings of the best sales guru by grounding 
them in the wealth of data and analysis 
afforded to us in this day and age.

Under that heading, I have noticed a 
few things in my time at an OPE customer 
analytics firm. First and foremost, there are 
two main things to remember when imple-
menting or adopting a technology solution: 
Understand quickly how it can affect your 
bottom line positively from C-suite down 
to boots on the ground, and make sure 
the product and insights are presented in 
a manner that everyone can understand 
and use. These two things are the products 
of a good working relationship between 
distribution and technology companies, 
and they are the basis of a successful 
enhancement of professional and product 
development.

Let me explain the first part of that. For 
us to build a robust technological platform 
showing sales opportunities based upon 
the careful compilation, cleansing, and 
analysis of data from multiple sources, we 
needed an expert data team, a crack crew 
of programmers, a wealth of public and 
private data at our disposal, statistical an-
alysts bent on finding answers to complex 
questions, and the ability to understand 
another industry enough to know what 
a salesperson or strategist would want 
to see and do. The wealth of opportuni-
ty we found, the deep dives into data to 
understand trends in a customer base, 
product category sales by region and time, 
high-performing dealers vs. low and ways 
in which to make the latter more like the 
former, and defined dollar lifetime value 
for the best customers in each zip code 
was built into a one-stop platform for our 
clients. However, the average user is within 
sales, from the C-suite down to individual 
boots on the ground. They are not in any 
way data scientists. Therefore, the person-
ality and communication styles of those in 
the industry have to be taken into account 
when designing how we present data and 
insights, or you will have as much success 
as you would studying for that math test 
using a book in a foreign language. Pair the 
users with the right platform, written with 
a narrative they can easily understand and 
filled with insights they can very easily get 
to and use, and you have the backbone for 
an unstoppable tool to increase awareness 
of opportunity and efficiency of execution.

What would be in that platform? Well, 
we started talking about opportunity that 
is, as yet, untapped and perhaps unknown. 
The right platform would have the right 
insights, allowing the users to see opportu-
nity to sell more or rent more through their 
existing dealer or rental network, and also 
identify opportunities to open new points 
of trade. It would also have the ability to 
make sure the right product mix is at the 
right point of trade at the right time to cap-
italize upon areas where the most valuable 
customers do business. Data, trend anal-
ysis, comparisons of historical sales with 
regional economic forces, NAICS codes for 
target customers, and the geo-location of 
current high- and low-performing dealers 
all would couple together to show a “heat 
map” of opportunity that could be quickly 
understood and exploited.

Not only can we vastly increase the 
efficiency and effectiveness of a sales force 
or strategist by cutting down the time spent 
building these reports and outputs, but we 
can provide strategic analysis of market 
potential to allow users to make the best 
decisions possible in reaction to questions 
like these: When is the best time to switch 
our dealer product mix from summer 
equipment to winter equipment based 
upon when our buyers or renters do so? 
When do the highest-value customers rent 
or buy a certain product line? Who drives 
the most recurring lifetime revenue when 
comparing half-year renters with owners? 
Which of my high-performing dealers 
or renters hit these key demographics 
most often and what can I do to replicate 
that elsewhere? How does weather affect 
regional sales and rentals of particular 
product lines and how can I make sure the 
right product mix is available? A user may 
be very surprised to know how much goes 
into the construction of an opportunity, 
how complex the answer may be, and how 
easy it can be to visualize when you have 
technology that marries all the relevant 
data together in an easy-to-see way. All 
that’s left is action.

Let’s take a step back and look at some 
things that trouble strategists at equipment 
distributors. Finding opportunity in the 
marketplace is a large part of being success-
ful, but there is also an internal battle that 
must be fought. Having the right organi-
zational structure, with the right talent 

aligned to your overall strategy, is vital to 
acting on and executing those newfound 
opportunities. The ability to adapt and be 
in the right place at the right time in the 
market is just as important as the ability to 
internally have the right people in the right 
place aligned to the right mission. Just as 
a technology platform can have the right 
information in the wrong format, an equip-
ment distributor can have the right ideas 
but be in the wrong places for execution. 
Within a distribution network there can 
exist a plethora of high and low perform-
ers of all shapes and sizes: wholly-owned 
branches and independent distributors in 
a constant flux of merging and acquisition, 
multiple channels for dealers and rental 
companies all targeting customers who 
purchase or rent at any given time of the 
year.

With all that in play, the question 
remains – how can a company organize 
itself internally around these many mov-
ing parts, personalities, and strengths to 
most efficiently act upon these opportuni-
ties? The good news here is that the same 
analytics technology, which allows users 
and strategists to see outward opportunity 
also by nature, shows where the highest 
performing sectors of the company truly 
excel and where there is need for improve-
ment. It fosters conversations between high 
and low performers, thanks to empirical 
data and analysis that sets the table for 
learning opportunities and the ability to 
confidently reorganize to build efficiency. 
By benchmarking different branches, dis-
tributors, and dealer networks and com-
paring them with geo-regional trends and 
history, decisions can be made to bolster 
low performers with high-performer strat-
egies and experience. In this way we can 
truly exploit the best attributes of the best 
people, the cleanest insights in the most 
efficient way, all to make sure the right cus-
tomers have access to the right products at 
the right time through the right networks 
of distribution and dealers, regionally and 
nationally.
It’s hard to argue with solid factual 
insight into opportunities presented in 
the right way, and it’s hard to fail with 
the right organizational structure and 
talent internally to act upon them. The 
right technology partner makes getting 
there easy.

DENNIS DOW is the Customer Success Manager at Black Ink ROI, a customer analytics technology platform provider in Boston, MA. His background 
includes graduate-level work in economics, and he is experienced in systems, business operations, internal marketing, and client relations. He is an aspiring 
surfer who is currently an expert at sinking.
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Are you receiving the new and improved CED Magazine? Each issue is filled with a variety 
of educational topics to enhance your day-to-day activities within your dealership! When 

you subscribe, you’ll also receive the 2017 Membership Directory.

Member Subscription 
m$39 US / $109 International

Non Member Subscription 
m$79 US / $179 International

 

NAME _____________________________________ 
COMPANY _________________________________ 
ADDRESS__________________________________
CITY______________________ ST _____ ZIP _______
PHONE _____________ EMAIL ________________

SUBSCRIBE ONLINE IN THREE EASY STEPS! 
 

1) Visit bit.ly/cedsubscribe

2) Select Paid Subscription to CED Magazine/ 
Paid Subscription to CED Magazine International 

3) Click add to cart 

Have questions? Please contact CED’s Subscription Manager, 
 Martin Cabral, at mcabral@aednet.org or 630-468-5118.
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