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The temptation of a perennially first-
place team is to develop a bit of leth-

argy.  To rest on the laurels of the past.  
To lose focus on what will maintain or 
grow the victory margin looking ahead.  
To sit near the back while others lead the 
process.  
At times, we all must feel that Ford 

could do something more to help the 
Commercial Account Manager increase 
their own production.  As Ford offers 
tools that make our jobs easier, it’s im-
portant to take advantage of them, or live 
with the consequences.  
I recently completed a research project 

having to do with the much-improved Lo-
cator system that has been in place for 
two-plus years.  
The “Classic Locator” allowed us to find 

chassis, but never enabled us to “see” 
trucks as they were in their finished form 
at the dealership.  FordDirect.com Lo-
cator enables the stocking dealer to (as 
early as Day 1) insert an icon made up 
of a “+” sign inside a dark green circle to 
indicate to other dealers the exact type of 
body that is on the back, including body 
cost.  It also offers the possibility of in-
serting photographs of the finished unit.  
In our survey we looked at units (F-

Series cab/chassis plus Econoline Cut-
aways) that were built as “Type 59,” 
which indicates that they went directly 
from Ford production to body companies.  
These units are never released to dealer 
without the bodybuilder completing the 
upfit, so we can assume that every “59” 
unit is completed with a body, ready for 
work. We found 2,051 of those units cur-
rently floored for over 100 days. Here’s 
part of the problem: of the above 2,051…
only 461 of them had body detail in Loca-
tor.  Only 15 of them had accompanying 
photos!  You’d think that, after being in 
inventory for over a hundred days, you 
would want to broadcast its availability.    
Those of us working for a retail-cen-

tered dealership are vulnerable to floor-
ing pressure and need to do what we can 

to keep this pressure to a minimum.  Ev-
eryone suffers when finished units stay 
resident on the lot for that long, especial-
ly us FordPros:
We lose credibility with Upper Manage-

ment.  This loss manifests itself in reduc-
ing the number of finished ready-to-go-
to-work units permitted in inventory.   
We lose time. If the CAM ends up get-

ting one call/day from another CAM 
somewhere, telling them that yes/no it 
has a body on it, and what the details 
are…each CAM has wasted valuable 
minutes. 
Commercial Account Managers should, 

at the very least, consider inserting infor-
mation and pictures of inventory that has 
been on the lot for 30-60-90 days, to help 
it “go away.”  
To be the best possible in their market 

the CAM should push their Management 
to give them access to the Online Dis-
play/Trade Network/Marketing/Locating/
Inventory Analysis available through 
Work Truck Solutions.
As General Motors expands their prod-

uct line by using competitive OEMs’ 
products like the NV from Nissan, and 
the Class 4 and 5 Cab/Chassis from 
International, while continuing to work 
lock-step in cab-forward chassis with 
Isuzu…competition will be heating up 
once again.  Inroads can be minimized 
by taking bold, timely steps.   

Good Stocking—
and Good Selling,

Joe Hughes
President 

National Ford Truck Club
joehughes@fordpros.com
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INCREASE YOUR CAPACITY 
FOR FUEL AND PROFITS!

A Transfer Flow fuel tank installed on your Ford work 
truck allows you to spend less time at the fuel pump and 
more time on the job.  Increased capacity gives you the 
option to shop for the best fuel prices, and save money by 
purchasing more fuel at one time. 

With 35 years of engineering and manufacturing fuel tank 
systems, some of the biggest and best companies trust 
Transfer Flow for their fuel system needs.  To increase the 
driving range on one vehicle or a fleet of vehicles, we have 
the manufacturing capabilities and product diversity to help 
you grow your business. 

Increase your capacity for fuel and profits by contacting us at 
(800) 826-5776 or visit our website at TransferFlow.com. 

Transfer Flow – we fuel YOUR success!

LARGER REPLACEMENT  
FUEL TANKS

FUEL TANK AND 
TOOL BOX COMBOS

®

(800) 826-5776  I  (530) 893-5209  I  TRANSFERFLOW.COM

IN-BED AUXILIARY 
FUEL TANKS

http://www.transferflow.com


End-users are the focus of the 
summer issue of FordPros mag-

azine, but let’s face it – the end-user 
ALWAYS has to be the focus if you 
want to be successful in business! 
The articles you will read in this issue 
all point to one thing very clearly – 
the way things have been done in the 
past are changing. Life is more com-
plicated and as a result we are ALL 
looking for ways to simplify each part 
of our day, even locating and buying 
trucks and vans for business.
Recent research conducted by 

Google about Business to Business 
shoppers indicate that 89% of them 
conduct at least 12 searches online 
before making an important buy-
ing decision. Around 69% use their 
phones…and 1 out 3 said that if they 
could they would make their vehicle 
purchase online! The dealer’s web-
site is still the top choice for a com-

mercial buyer’s research, and 67% 
of B2B buyers start with their pre-
ferred brand (only 46% of retail). 
Google confirms that video is the 

online tool most used in research-
ing vehicle purchases…that 63% 
of buyers were introduced to a new 

vehicle via video, 69% changed their 
mind about a brand from watching a 
video, and 46% visited a dealership 
as a result of watching a video. Keep 
finding ways to tell your story better 
to your End User!!

CONNECTING WiTH THE END-USER
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Kargo Master makes your 
Ford truck ready for work

800-343-7486   |    KARGOMASTER.COM

© 2018 Kargo Master. All Rights Reserved.

http://www.kargomaster.com


WORK TRUCK SOLUTIONS 
WELCOMES NEW VP OF SALES, 

TONY SOLANO  

Work Truck Solutions is announc-
ing that Tony Solano has joined 

the company as their VP of Sales. 
Tony’s previous experience in Automo-
tive DMS, SaaS, and CPQ (Configure, 
Price, Quote) make him highly qualified 
to lead the growth of Work Truck Solu-
tions, a company building business so-
lutions in the work truck industry.   
Tony is responsible for leading in-

house sales managers and field repre-
sentatives in building relationships with 
dealerships, OEMs, body manufactur-
ers, distributors, and other industry con-
tacts. When asked about his role, Tony 
said “The work truck industry runs on 
relationships, and we’re going to focus 
on leveraging the trust we have earned 
from our over 850 dealers to build even 
more value for our partners. As com-
mercial dealerships, or dealerships con-

sidering entering the commercial busi-
ness, see how much value and support 
our solutions provide, our growth will be 
exponential.”   
Tony has held a number of executive 

sales positions over the past 28 years 
at Cincom Systems, Coresystems Soft-
ware, Advantage Business Consulting 
Group, WS Technologies, Automotive 
Risk Management, and ADP, where he 
was the National Strategic Accounts 
Director of Sales. He lead strong sales 
results in North America, Central and 
South America, and EAME (Europe, 
Africa, Middle East) regularly exceeding 
targeted sales goals.   
Tony joins the company at a time when 

Work Truck Solutions has been deliver-
ing measurable results and introducing 
new solutions. These include: a simple 
way for dealerships to manage pricing 
and incentives for blocks of vehicles at 
a time; a social media ad management 
solution; and a new suite of solutions for 
body manufacturers and distributors, 
which Work Truck Solutions unveiled in 
March at the Work Truck Show.   
“This is the perfect time to be welcom-

ing Tony to the team.” stated Kathryn 
Schifferle, CEO and founder of Work 

Truck Solutions. “With all the new solu-
tions we just introduced, there are many 
new values that Tony and his sales 
team can leverage to help our partners 
in the industry. There is a lot of opportu-
nity ahead of us, and I am confident and 
excited to have Tony on board.”   

Find out more at
 www.worktrucksolutions.com

or email 
info@worktrucksolutions.com

HIGHBEAMSIn The

ROSS HAITH, JR. JOINS SAFE 
FLEET WORK TRUCK DIVISION

Safe Fleet announced the addition 
of Ross Haith, Jr. to the Safe Fleet 

family. Ross joins Safe Fleet in the role 
of Vice President of Business Develop-
ment for the Work Truck division. In this 
role, he will be responsible for leading 
the development and execution of a 
strategic plan for business growth.
Ross brings over 25 years of sales 

and executive leadership experience, 
primarily within the Work Truck indus-
try, to Safe Fleet. Most recently, Ross 

was President of Leggett & Platt’s Com-
mercial Vehicle Product Group. Prior to 
his 10 years with Leggett & Platt, Ross 
spent nearly 15 years in various sales 
and marketing roles at the Ford Motor 
Company.
“Ross’s diverse background driving 

results at various levels within a highly 
competitive automotive industry will do 
nothing but complement and enhance 
the progression of our journey at Safe 
Fleet,” added Craig Bonham, Vice 
President of Work Truck. “His reputa-
tion for leading teams to achieve top 
results and unrivaled standards of ex-
cellence make him the ideal candidate 
for Safe Fleet.”

www.safefleet.net
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HIGHBEAMSIn The

INTERMOTIVE 
UPS ITS GAME WITH NEW 
OPERATIONS DIRECTOR

InterMotive Vehicle Controls is pleased 
to announce that Tracy Weatherfield 

has joined the company as Director of 
Operations. Weatherfield will provide in-
frastructure development and manufac-
turing solutions to keep up with surging 
product demand and company growth.
 Weatherfield is a seasoned execu-

tive with over 20 years in senior opera-
tions and technical management roles 

for high-tech assembly and distribution. 
Prior to joining InterMotive, Weatherfield 
held leading positions at many OEM and 
contract manufacturers.
 “We needed an expert to head our 

manufacturing team,” says Greg Schafer, 
President of InterMotive. “Tracy will play 
a key role in integrating new technologies 
to our production processes to meet the 
growing demand of our customers.”

To learn more, call 800-969-6080 or 
visit www.intermotive.net

TRANSITWORKS PROVIDES 
FORD GORIDE NEMT SERVICES 

WITH WHEELCHAIR TRANS-
PORT VEHICLES & TRAINING

TransitWorks is proud to be the upfit-
ter on all of the GoRide Ford Transit 
wheelchair transport vans, and is excit-
ed to continue working with Ford as the 
GoRide program expands. TransitWorks 
also provided Passenger Assistance, 
Safety and Sensitivity (PASS) training 
to GoRide drivers and staff. PASS is a 

certification program which trains proper 
wheelchair passenger securement, as 
well as communicating with and serving 
people with disabilities.
By combining our expertise in build-

ing wheelchair accessible vehicles with 
value-added services, we were able to 
provide Ford’s GoRide program and 
Beaumont Health with safe, efficient ve-
hicles. Patients now get to and from their 
medical appointments on time and at af-
fordable rates.

Read More Ford GoRide Success 
from HERE

 For additional information visit the 
Ford Media Center 

PROFIT MAKERS

Contact Eby to fi nd your nearest dealer.

800-292-4752
www.mheby.com

©2017 M. H. Eby, Inc.

Truck Bodies…Built for Work
Eby aluminum truck bodies offer better value than steel. Lightweight 
aluminum maximizes payload and fuel economy, while its corrosion-resistance 
prolongs equipment life. With durable construction that reduces maintenance 
and downtime, and fully-customizable options that increase productivity, Eby 
truck bodies work hard to boost your bottom-line.

PROFIT MAKERS
Truck Bodies…Built for Work

Contact Eby to fi nd your nearest dealer.

800-292-4752
www.mheby.com

©2017 M. H. Eby, Inc.

Truck Bodies…Built for Work
Eby aluminum truck bodies offer better value than steel. Lightweight 
aluminum maximizes payload and fuel economy, while its corrosion-resistance 
prolongs equipment life. With durable construction that reduces maintenance 
and downtime, and fully-customizable options that increase productivity, Eby 
truck bodies work hard to boost your bottom-line.

NEW “Big Country” Model!

https://www.transit-works.com/company-news.php
https://media.ford.com
http://www.mheby.com


SUMMER 20i8 FORDPROS8       

HIGHBEAMSIn The

TOP 3 DEALERSHIP 
PROFIT OPPORTUNITIES 
IN A CHANGING MARKET 

On April 10th, Kathryn Schifferle, 
CEO of Work Truck Solutions, 

led a panel of industry experts at the 
Digital Dealer Conference & Expo 
24 to prepare dealers for major cul-
tural and technological shifts. Pan-
elists included Ron Frey, EVP and 
Chief Strategy Officer at CDK Glob-
al; Famous Rhodes, EVP and CMO 
of Bluegreen Vacations; and David 
Thawley, CEO of Derive Systems, 
each an experienced leader in the 
automotive industry. 
Their presentation focused on ma-

jor threats to current dealerships 
business models, such as autono-
mous vehicles, subscription vehicle 
programs, and ride-sharing apps, 
while offering solutions to help deal-
erships adapt and increase profit in 
the coming market shift.  
Ron Frey offered a pragmatic ap-

proach in preparing for change, 
“Having One Foot Planted in the 

Here-and-Now” while also thinking 
about where the industry is going and 
learning how to invest in that future.  
He continues, “While these trends 

will continue to challenge existing 
dealers, we don’t believe that this 
is going to be disruption or a radi-
cal revolution to the existing auto-
motive retail model. At least not in 
the near term… There are still 16 
million consumers that are going to 
buy new cars from our dealers this 
year, there’s 40 million consumers 
that are going to buy used cars, and 
there’s 260 million consumers that 

are going to service their vehicles… 
Dealers will continue to matter but I 

also don’t want to be naïve. We also 
need to rethink how consumers will 
be consuming mobility and those 
shifts of profit opportunities that we 
need to take advantage of.” 

Take-Away Strategies Include: 

Focusing on Providing 
More and Better Services 

The speakers outlined how millen-
nials are creating a higher demand 
for white-glove services in many 
industries, and how that could be-
come an important factor in attract-
ing younger buyers. Pick-up and 
delivery of vehicles being serviced, 
service tracking, and more person-
al communication with the dealer 
around both sales and service are 
strategies the panelists suggested. 

Personalizing The Consumer 
and Commercial Experience  

Telematics tracks vehicle data and 
offers information on drivers’ pro-
pensity to brake or accelerate, when 

their vehicle needs service such as 
tire rotation or brake pad replace-
ment, and provides other insights 
into habits and vehicle safety.  
“This has become the norm and the 

expectation when looking at fleets 
like Comcast, Verizon, [and] AT&T.” 
said Famous Rhodes. “This type of 
information can make you a better 
dealer when getting that business in 
your local markets… using telemat-
ics, I think what you’re going to see 
as well in the future is branding op-
portunities for how [you can] better 
service your customer.” 

Enter the Commercial 
Business Opportunity 

In 2017, 2.7 million commercial ve-
hicles were sold, representing $133 
billion; 80% of those vehicle sales 
provide opportunity for dealerships. 
The benefits of selling work trucks 
include: better margins, more loyal 
customers, adjacent sales in retail, 
regional growth opportunity, plus 
an expanded and profitable service 
business. 
Kathryn expanded, “What’s excit-

ing about the commercial business 
is that it’s uniquely local and re-
gional so it’s something that really 
helps build out a dealership’s brand 
in their market. Plus, no matter how 
many autonomous cars there are 
driving around—if I need a plumber 
he’s going to have to come with the 
vehicle… vocational service busi-
nesses offer a market opportunity 
that is uniquely futureproofed.” 
If you want to receive a white pa-

per on how dealerships can build or 
expand their commercial business, 
email your request to: 
info@worktrucksolutions.com 

“WHAT’S EXCITING ABOUT THE COMMERCIAL 
BUSINESS IS THAT IT’S UNIQUELY LOCAL & REGIONAL 
SO IT’S SOMETHING THAT REALLY HELPS BUILD OUT 

A DEALERSHIP’S BRAND IN THEIR MARKET.”

mailto:info%40worktrucksolutions.com%20?subject=


DEARBORN, Mich., June 7, 2018 
– Building upon Ford’s long-

standing commitment to commercial 
and government fleets, as well as the 
company’s commitment to deliver 100 
percent connectivity across its vehicle 
lineup, Ford Commercial Solutions is 
introducing two products designed to 
help fleets easily access useful data 
about their vehicles.
Ford is the overall leader in the fleet 

business* and has sold America’s 
best-selling line of commercial vehi-
cles for 33 straight years**. The cre-
ation of Ford Commercial Solutions 
builds on that leadership by helping 
fleet operators make the most of in-
creased automotive connectivity.
A business unit of Ford Smart Mobil-

ity, Ford Commercial Solutions has 
one goal – to help fleets improve their 
operational effectiveness by offering 
OEM-grade data verified by Ford en-
gineers such as fuel use and vehicle 
health alerts. The Transportation Mo-
bility Cloud (TMC), an open platform 
that securely manages information 
flow to and from Ford vehicles’ em-
bedded modems, facilitates both new 
products.
“Business owners and operators 

want to serve their customers, not 
spend excessive time managing their 
fleets,” said Lee Jelenic, CEO, Ford 
Commercial Solutions. “Our goal is 
to unlock the data from their vehicles 
to provide them with more effective 
ways to manage their fleets and im-
prove operations.
“Our new products are tailored to 

serve fleets of all types, whether 
they’re run by law enforcement, com-
posed predominantly of Ford ve-
hicles, or are large multi-make fleets 
that want more insight from their Ford 
vehicles.”

A SEAMLESS WAY 
TO GET BETTER DATA

The Data Services product focuses 
primarily on serving large company 
fleets, telematics service providers 
and fleet management companies. 
The service takes advantage of Ford 
vehicles’ built-in modem to transfer 
vehicle data directly from the vehicle 
to the cloud, without the need for ad-
ditional third-party hardware, manage-
ment or installation downtime, as is re-
quired for a third-party plug-in device. 
The vehicle data is relayed to a fleet’s 
internal IT system or telematics ser-
vice provider through an application 
program interface.
Utilizing Data Services, fleets can 

gain access to Ford vehicle informa-
tion such as GPS location, mileage, 
fuel use data, vehicle health alerts, 
driver behavior and more. Because 
Ford designed the vehicle – includ-
ing its electrical architecture, data 
systems and vehicle technology – the 
company is able to provide the newest 
updates and vehicle signals as soon 
as they become available, and de-
liver insights as quickly as businesses 
need them.  

Additionally, Ford Commercial Solu-
tions is committed to ensuring fleets 
have the power to choose which 
telematics service provider or fleet 
management company is the best fit 
for their business. While continuing its 
existing relationship with Verizon Con-
nect, Ford Commercial Solutions has 
secured new service agreements with 
Geotab and Spireon to ensure fleet 
operators have choice in telematics 
service providers.
“Fleets told us they want to be able 

to choose how to best manage their 
fleets,” said Jelenic. “Our agreements 
with different service providers, cou-
pled with the new products we are in-
troducing, allow us to offer this.”
Fleets with Ford vehicles that are not 

equipped with modems will be able 
to take advantage of both Ford Com-
mercial Solutions products later this 
year, when a Ford-engineered plug-
in device will enable fleets to connect 
Ford vehicles dating back to the 2012 
model year.

 *Based on IHS Markit Rolling 12-Month New Reg-
istration data as of March 2018
**Based on IHS Markit CY 1985-2017 US TIP 
Registrations excluding registrations to individuals.  

MANAGE YOUR FLEET BY CONNECTING TO 
BETTER DATA WITH FORD COMMERCIAL SOLUTIONS
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THE BLUE OVAL



ALL-NEW FORD RANGER USES 
RADAR TO MAKE TOWING EASIER
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Ford’s #1 Mobility Builder 
for  14 Years in a Row www.transit-works.com 

Call 855-337-9579 

FordPros 

6/27/17 
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Solutions for Businesses that Move People 
 

Senior Care · Hotels · Shuttles · Wheelchair Transit · Public Transit 
With 100’s of flexible sea�ng layouts, plus 

op�ons like bus doors, wheelchair li�s and 
more, TransitWorks can build the Transit to 

meet your customers’ needs. 

THE BLUE OVAL

DEARBORN, Mich., July 31, 2018 
– When the all-new 2019 Ford 

Ranger goes on sale early next year, 
customers will be able to get innova-
tive towing technology not available 
in any other midsize pickup.
Taking boats to the slip or ATVs to 

the dunes is easier with Ford Rang-
er’s class-exclusive Blind Spot In-
formation System with trailer cover-
age. After hooking up a trailer, radar 
housed in Ranger’s taillights moni-
tors blind spots all the way to the 
back of the trailer. The system keeps 
drivers informed of the presence of a 
vehicle in the truck’s blind spots until 
that vehicle passes.
Ranger can store up to three trailer 

profiles, including a trailer’s length, 
to let the radar system know how far 
back to provide warnings when an-
other vehicle is traveling next to the 
trailer.

Ranger’s advanced Blind Spot In-
formation System can tell the driver 
when vehicles are in the truck’s blind 
spot when a trailer is not attached 
as well. And thanks to its cross-traf-
fic alert technology, the system can 
warn drivers of an oncoming vehicle 

when they are backing out of a park-
ing spot.

Blind Spot Information System is 
standard on Ranger XLT and Lariat 
models.

See the video HERE

http://www.transit-works.com
https://media.ford.com/content/fordmedia/fna/us/en/news/2018/07/31/all-new-ford-ranger-uses-radar-to-make-towing-easier.html
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Our new aluminum service bodies feature a no compromise design, underwent 
rigorous testing and are constructed using cutting-edge manufacturing. We took 
customer first, collaboration and continuous improvement to a whole new level. 
 
// Learn more at knapheide.com.

© The Knapheide Manufacturing Company 2018

COMMITMENT
TO BE THE BEST.

// KNAPHEIDE ALUMINUM BODIES

SALES MOMENTUM 
FOR F-SERIES ON 

RECORD BREAKING 
PACE 

THE BLUE OVAL

Ford Motor Company 
(NYSE: F) today re-

ported its June 2018 U.S. 
sales results. Click here or 
visit media.ford.com to view 
the news release. Ford will 
begin its monthly sales call 
at 10 a.m. EDT this morn-
ing when Erich Merkle, Ford 
U.S. sales analyst, will host 
a conference call for the in-
vestment community and 
news media to discuss the 
results and related market 
trends. He will be joined by 
Mark LaNeve, Ford vice 
president, U.S. Marketing, 
Sales and Service, and Em-
ily Kolinski Morris, Ford’s 
chief economist.   Blind Spot 
Information System is stan-
dard on Ranger XLT and 
Lariat models.

SEE MORE HERE

For Ford pickup fans who 
love Raptor power but 

want a more upscale pack-
age, America’s truck leader is 
delivering with the new 2019 
F-150 Limited.
“F-150 Limited customers 

create their own success. 
The truck is their reward,” 
said Todd Eckert, Ford truck 
group marketing manager. 
“They wanted more power, so 
we combined Raptor’s engine 
with Limited’s business-class 
features to deliver Baja fierce-
ness, boardroom style and 
the grit to tackle tough jobs.”
Rated at 450 horsepower 

and 510 lb.-ft. of torque, the 
new Ford F-150 Limited leads 
the competition, offering more 
power than any light-duty 
pickup on the road. F-150 
Limited sports a new dual 

exhaust system with exhaust 
tips smoothly integrated into 
new rear bumper cutouts.

ONLY THE BEST
Every aspect of the truck’s 

interior has been scrutinized 
down to the smallest de-
tail – even the holes in the 
microperforated leather are 
enlarged to improve cooling 
performance.

TECHNOLOGY TO
ENHANCE

F-150 Limited customers ex-
pect purposeful technology in 
a premium pickup truck. An in-
tegrated trailer brake control-
ler is standard, as is a 360-de-
gree camera with split-view 

display with dynamic hitch 
assist to simplify the hitching 
process. Class-exclusive Pro 
Trailer Backup Assist™ is op-
tional to make maneuvering 
easier by letting drivers rotate 
a knob to control its direction, 
with the truck automatically 
steering to follow the course 
selected.
Ford offers a light-duty pick-

up for every truck customer 
– from the work-ready Ford 
F-150 XL to the top-of-the-line 
Ford F-150 Limited. Look for 
the 2019 F-150 Limited, the 
most powerful, advanced and 
luxurious F-150 ever in dealer 
showrooms later this year.

2019 F-150 LIMITED
MOST POWERFUL, 

ADVANCED & 
LUXURIOUS 
F-150 EVER

http://www.knapheide.com
https://media.ford.com/content/fordmedia/fna/us/en/news/2018/07/03/2018-june-sales.html


BLUE& GREEN
FORD HITS CO2 

MANUFACTURING 
EMISSIONS REDUCTION 

TARGET EIGHT 
YEARS EARLY!

DEARBORN, Mich., June 27, 
2018 – Today Ford Motor Com-

pany announces as part of its 19th 
annual Sustainability Report it has 
met its goal to reduce manufactur-
ing emissions – eight years ahead of 
schedule.
In 2010, Ford’s Environmental Qual-

ity Office announced a goal – to re-
duce the company’s carbon dioxide 
emissions from manufacturing opera-
tions by 30 percent per vehicle pro-
duced by 2025.
Ford hit the target twice as fast as 

expected. The results are dramatic, 
with a global manufacturing CO2 
emissions reduction of more than 3.4 
million metric tons from 2010 to 2017 
– equivalent to greenhouse gas emis-
sions from more than 728,000 pas-
senger vehicles driven for one year.
“We are proud of the work we have 

done to achieve this goal,” said Bruce 
Hettle, group vice president, manu-
facturing and labor affairs. “We’ve 
made several improvements to our 
manufacturing operations – from the 
lighting we use to plant consolidations 
– all of which played a role in dramati-
cally reducing our CO2 footprint.”
Ford reduced its emissions footprint 

through energy conservation and 
efficiency changes at Ford’s manu-
facturing facilities, such as installing 
more than 100,000 LED light fixtures 
and updating paint operations.
“Painting operations use a large 

amount of energy,” said Andy Hobbs, 
director, environmental quality office. 
“Introducing technology that allows 
wet-on-wet paint application and 
eliminates a drying oven, in more 

plants has significantly decreased en-
ergy use while maintaining quality.”
Minimum Quantity Lubrication is 

another energy-reducing technology. 
In MQL, a machining tool is lubri-
cated with a very small amount of oil 
sprayed directly on the tip of the tool 
in a finely atomized mist, instead of 
with a large quantity of coolant/water 
mixture.
Ford now is working on setting a 

new goal – this one, focused on re-
newable energy.
“We will continue to set ambitious 

goals and work to create innovative 
practices to achieve them,” said Het-
tle. “Our next strategy will focus on 
increasing Ford’s use of renewable 
energy while maintaining our energy 
efficiencies.”
Ford also remains focused on re-

ducing vehicle emissions by doing its 
share to deliver on CO2 reductions 
consistent with the Paris Climate 
Accord. The company is charting 
its course for the future by investing 
$11 billion to put 40 hybrid and fully 
electric vehicle models on the road 
by 2022.

Sustainability Report Highlights
The 2017-2018 Ford Sustainability 

Report highlights the automaker’s 
ongoing work to drive responsible 
business practices, including:

Mobility Solutions
In 2018, Ford launched a ground-

breaking program in Jeddah, Saudi 
Arabia, with the help of Jeddah’s 
Effat University called Driving Skills 
for Life ‘For Her’. The first-of-its-kind 
program is focused on driving edu-
cation for women, following the royal 
decree to lift the ban on females ob-
taining a driving license in the coun-
try. More than 250 students were 
among the first graduates – com-
pleting courses that teach vital skills 

necessary for new drivers, tips from 
highly skilled experts and a deep 
understanding of safe driving prac-
tices. This customized version of 
our award-winning program, Driving 
Skills for Life, empowers women to 
access greater mobility.

Electrification
In collaboration with BMW Group, 

Daimler AG, and Volkswagen Group 
with Audi and Porsche, Ford is one 
of the founders of IONITY, a pan-
European joint venture to develop a 
fast-charging network for electric ve-
hicles. Together, the goal of IONITY 
is to build 400 fast-charging stations 
in key European locations by 2020, 
with a charging capacity of 350 kW. 
This enables a significant reduction 
to charging times compared to exist-
ing systems. These efforts will sup-
port EV adoption, which will help to 
address climate change.

Products and Operations
In addition to reaching the com-

pany’s ambitious goal of reduc-
ing manufacturing greenhouse gas 
emissions with a 32 percent reduc-
tion, Ford makes around 300 parts 
from renewable materials, with eight 
sustainable materials featured in 
production vehicles: soy, wheat, rice, 
castor, kenaf (hibiscus), tree cel-
lulose, jute and coconut. By using 
less energy, less waste and moving 
away from the use of fossil fuels, the 
company has achieved a 228 mil-
lion pound reduction in CO2 since 
the switch to soybean-based foam in 
2011 – the equivalent to the carbon 
capture by four million trees in one 
year.

To read the full report, 
visit sustainability.ford.com
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https://corporate.ford.com/microsites/sustainability-report-2017-18/index.html


FUEL ALTFOCUS ON 

Landi Renzo has over 60 years of 
global experience providing mil-

lions of alternative fuel systems to 
over 60 countries. In fact, over 50 
million vehicles have been convert-
ed to alternative fuels using Landi 
Renzo systems since 1954! In 2010, 
Landi Renzo expanded their foot-
print to the US where Ford designat-
ed Landi Renzo USA as a Qualified 
Vehicle Modifier (QVM) both as an 
alternative fuel systems developer 
for gaseous fuels and as an installer. 
Today, Landi Renzo is recognized as 
the leader in Compressed Natural 
Gas (CNG) certified systems, both 

CARB and EPA. Certifications range 
from Class 3 to Class 7 vehicles. 
Current CNG offerings are the Ford 
F-250/350, F-450/550, F-650/750, 
F-53/59, and E-350/E-450. Most re-
cently Landi Renzo secured CARB 

certification on the E-350/450 6.2L 
cutaway and strip chassis, the only 
QVM CARB certified product in the 
market. 

www.landiusa.com 
pshaffer@landiusa.com

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
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One of the more challenging 
aspects of offering an alterna-

tive fueled vehicle solution is com-
bating the many misconceptions. 
To some, it’s nothing more than a 
simple ‘upfit’, like installing GPS 
or adding a lift gate. To others, it 
may be viewed at a higher level 
of complexity, such as installing a 
service body, aerial lift or some-
thing similar. To be sure, these 
types of commercial vehicle equip-
ment modifications do add a layer 
of complexity, though fall short of 
the design considerations that typi-
cally accompany an alternative fu-
eled vehicle.

In reality, upfitting a vehicle to 
alternative fuels is not that easy. I 
wish it were.

Over my time in the business, I 
have developed a list of important 
things to consider before you buy 
an alternative fueled vehicle. Some 
of the items on this list are intuitive, 
but I believe they are good remind-
ers:

1Who is the company that has 
created the alt fuel modifica-

tion for the vehicle? Whenever 
a vehicles’ calibration is modi-
fied from the original OEM, it 
requires a certification, whether 
that is California Air Resources 
Board (CARB) or Environmental 
Protection Agency (EPA). This 
certification designates that com-
pany as the Manufacture of Re-
cord (MOR). Ford designates a set 
of companies who are authorized 
to make those changes through 
Ford’s Qualified Vehicle Modifier 
(QVM) program. Any company 

that is not a QVM system develop-
er (different from QVM installers) 
is not a company that is backed by 
the Ford.
The list of approved Ford QVM’s 
can be found in the 2018 Ford Al-
ternative Fuel Buyer’s Guide on 
page six. Download and peruse 
it HERE. In addition, this guide 
provides helpful information for 
anyone considering an alternative 
fuel vehicle purchase. It’s worth a 
read if you aren’t familiar with it.
If the company you are contem-
plating working with is not on 
that list, they should be avoided. 
Only do business with Ford ap-
proved QVM’s.

2Who is upfitting the vehicle 
to alternative fuel? Business 

should only be conducted with 
companies that are approved by 
Ford as a QVM installer. Com-
panies that do not have that des-
ignation may or may not follow 
Ford’s processes and you may 
be faced with a product that 
falls short of Ford requirements. 
There are too many horror sto-
ries. My favorite is an installer 
that took a hammer to the wheel 

well area because a CNG tank 
was too big in the bed. I hear the 
tank was able to fit afterwards, 
though with a product that was 
far from OEM approved let alone 
customer approved.

3Who designed your alterna-
tive fuel system? Don’t assume 

it’s the MOR. Don’t assume they 
are QVM. Ask. I’ve seen countless 
cases where partial systems are 
bought from QVM’s, only for the 
end user to have major issues lat-
er. In some cases, these installers 
have gone out of business only to 
leave the end user without service 
support. Ford recommends that 

end users purchase completely 
designed packages from the QVM 
system developers, when pos-
sible. This will eliminate finger-
pointing and create a seamless 
process for warranty and service 
considerations.

4Do you have a specification? 
It’s mind-boggling how many 

times over the years I’ve found 
customers that are embarking 
on a $10,000-$25,000 purchase 
of an alternative fueled vehicle

“WITH TECHNOLOGY IMPROVING 
ALL THE TIME, IT’S MORE 

IMPORTANT THAN EVER TO WORK 
WITH A QUALIFIED COMPANY THAT 
WILL DELIVER ON AN UPFIT THAT 
WILL BE RELIABLE OVER THE LIFE 

OF THE VEHICLE. ”

FUEL ALT CORNER
PEELING OFF THE LAYERS OF COMPLEXITY

END-USER: BEFORE YOU BUY AN ALT-FUEL VEHICLE

https://www.fleet.ford.com/resources/ford/general/programs/alternative-fuel-vehicles/23309_2018_Advanced_Fuel_ARLSD.pdf


FUEL ALT CORNER
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without a specification. I actu-
ally saw an RFP not long ago that 
called for a “CNG vehicle” with 
no specification. I read through 
the entire specification two or 
three times convinced I had 
missed it somewhere. How is this 
even possible? 
If you don’t have a specification 
for an alternative fueled vehicle, 
ask. I can’t speak for all of the 
QVM developers, but I’ve devel-
oped a specification that I offer up 
to those interested. It is somewhat 
general, but does cover some key 
elements, such as safety. For ex-
ample, do you have a requirement 
that spells out crash testing as re-
quired by Federal Motor Vehicle 
Safety Standards (FMVSS)? If not, 
do you think you should? It’s fed-
eral law and the implications if 
there is an unfortunate incident in 
the future create significant liabil-
ity for the purchaser. 

Space limits covering all the con-
siderations, but of course service, 
parts availability, company stabil-
ity, engineering, facilities, training 
are all things that should factor into 
your purchase.
With technology improving all the 

time, it’s more important than ever 
to work with a qualified company 
that will deliver on an upfit that 
will be reliable over the life of the 
vehicle. Even the simple four steps 
above will allow you to avoid di-
saster. Yes, upfits to alternative fu-
eled vehicles are very complex, but 
getting it right on the front side will 
save headaches in the future.

I’m available to walk you through 
the process in more detail should 
you want to discuss further. My 
contact info is pshaffer@landiusa.
com or (214) 263-6525.
 

ABOUT PAUL SHAFFER
Shaffer is the Executive Vice 

President for Landi Renzo USA. 
He started his alternative fuel 

vehicle career in 1997 as an Air 
Force Captain. He was instrumen-
tal in securing the first Ford QVM 

designation for CNG in 2010. 
He holds a B.S. in Industrial 
Technology from Southern 

Illinois University.

MADE TO  
OUTPERFORM 

EVERYONE

The first and most rugged  
aluminum service body, tested 

on the job for over 35 years and 
backed by our class-leading  

10-year warranty.

© 2018 Reading Truck Group. All Rights Reserved. 

Learn more at
ReadingBody.com/aluminum
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IN the TRADES By Taylor Steinberg
Corporate Sales Trainer, Knapheide

END-USER: NO DOWNTIME ALLOWED

THE COMPLETE POWER SOLUTIONS PROVIDER
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“No Downtime” is the philosophy 
used by CK Power, the Complete 
Power Solutions Provider to service 
an extremely diverse group of indus-
tries through their seven locations in 
Missouri, Kansas, Oklahoma and Tex-
as. Explore www.ckpower.com for a 
glimpse into their 89-year history and 
the diversity of solutions provided to 
their customers requiring 24/7 service.  
CK Power, in operation since 1929, op-
erates a family focused, third genera-
tion business providing “No Downtime” 
service for their Core Products.
Generators - CK Power is a trusted 

supplier and manufacturer of Tier 4 
Final Generators for a wide range of 
markets while complying with all of 
the latest environmental technology 
and clean air requirements. An indus-
try leader in generator maintenance 
and developing planned maintenance 
schedules to ensure your equipment is 
always ready for service.
Engines selected through continued 

collaboration with John Deere, Kubota, 
Kohler Diesel and Volvo Penta ensure 
a perfect fit while CK Power provides 
professional parts and service support 
from their seven locations. 
CK Power, a Kohler Power Systems 

distributor for over thirty years, provides 
the engineering, sales, parts, preventa-
tive maintenance and 24-hour emer-
gency service for the industry leading 

Kohler generators. Market applications 
include industrial, stationary, residen-
tial, light commercial, mobile and ma-
rine applications ranging from 5KW 
through 4000KW. Kohler is the primary 
brand preferred by customers in this 
highly competitive market.  
Markets include Agriculture, Data 

Center Generators, Marine, OEM, Oil 
& Gas, Standby Power, Utilities and 
Military. The utility / telecom industry 
is undergoing a major expansion with 
the rapid acceleration in both voice 
and data communication services. CK 
Power’s field service fleet provide 24-
hour No Downtime maintenance for cell 
phone towers. 
Customer Services include Generator 

Service, Maintenance Programs, Parts, 
Rental, Sales and Service Departments 
for all of their customers. CK Power de-
pends on the quality of Ford and Kna-
pheide brands to provide their seamless 
24 / 7 No Downtime service solution at 
each of their seven locations. 
Explore www.ckpower.com to address 

your Tier 4 engine problems and ex-
plore their Learning Center for articles 
and downloads to answer many of your 
questions for assistance in selecting 
the power solution needed for your 
exact application. EPA regulations on 
diesel engine emissions are meant to 
curb harmful pollutants. The new Tier 
4 regulations, which went into effect at 

the end of 2015, have created concerns 
for some diesel engine users for their 
specific diesel engine applications. CK 
Power has the resources needed to 
help these users determine if their ap-
plication is affected.
Successfully servicing this broad base 

of core products requires a staff of sev-
eral hundred employees. CK Power 
takes a leadership role in their com-
munity investments by supporting a 
number of charities and trade schools 
in the St. Louis area. Over 400 employ-
ees and their family members enjoyed 
sponsorship of the recent NASCAR 
Truck Series held at Gateway Motors-
ports Park.

Goals and Objectives
CK Power built their business by “of-

fering superior service in the market 
place” and taking care of customers 
even if they cannot provide an immedi-
ate solution. Utilizing their core family 
values for over three generations and 
an intense desire to provide quality 
service require the correct equipment 
to complete this ever-increasing task.
The Ford brand covers 95% of their 

fleet of over 150 vehicles and must pro-
vide and support the level of No Down-
time service CK Power provides to their 
customers.  F Series from F150 through 
F750s along with Transit cutaways, 
Cars and SUVs make up their fleet. 
The concentration of Ford vehicles has 
influenced a number of employees to 
drive Ford personal vehicles. 
While cost per mile of operation is 

important, total cost of ownership and 
the durability of the Ford products 
that match the required service appli-
cation are the primary reason for the 
95%. With seven CK Power facilities 
in four states, they have established 
a “good relationship” with many local 
Ford dealers providing the necessary 
vehicle service. These relationships 
are required to support CK Power’s No 
Downtime 24-hour customer service 
philosophy.  



Future trends point to a more diversi-
fied fleet with more Transit Cutaways 
with Knapheide KUVs to service the 
ever-increasing population of cell tow-
ers and F750s with Knapheide Me-
chanics Trucks for their heavier service 
requirements. One of the keys to their 
vehicle selection is continued collabo-
ration with their own experienced ser-
vice technicians for the comfort level 
required and ensure “value in produc-
tivity” of each vehicle application. 
The majority of their commercial up-

fits are Knapheide KUVs for both Cut-
aways and Cab Chassis along with 
Knapheide Mechanics Trucks and 
highly customized Knapheide Service 
Bodies for specific applications. To 
ensure the required driver comfort lev-
els, chassis are primarily Super Cabs 
with keypad entry, cloth seats and blue 
tooth capability. 
Three key aspects drive future truck 

buying decisions – Job Function, Effi-
ciency Improvements and Trouble Free 
Service. A distant fourth, fifth and sixth 
aspect are cost per mile, miles per gal-
lon and fuel type. The latest technology 
and model development at Ford has 
prompted a switch from Cab Chassis to 
more Transit KUVs in June of 2018 for 
the growing telecom industry.  
For all of the Ford Pro Commercial 

Salespersons hoping to win this com-
plex type of business, it takes a great 
deal more than a “give them a phone 
call” attitude. Let’s review the require-
ments to effectively service the needs 
of complex customers like CK Power.

1. Understand their business, goals 
and objectives. How can you exceed 
their expectations if you do not know 
their expectations? How do I do 
this? I walk a mile in their shoes to 
experience and understand the ex-
pectations of their technicians and 
vehicles. The vehicle and upfit must 
deliver the required efficiencies.
2. Study the customer, their market 
and their needs.
3. Build a strong personal relation-
ship with your customer so they will 
depend on your solutions. There will 
probably be more than one contact 
at customers of this type.
4. Communication with customers of 
this type will depend on the informa-
tion they require.

a. A strong personal relationship is 
key for direct communication. You 

will have to earn this right as you 
get to know the customer better.
b. Direct notification with fleet and 
service managers with vehicle ser-
vice updates, recalls and new ve-
hicle information will provide value.
c. Email is a distant third and of 
course depends on the severity of 
the need.
d. Major customers prefer appoint-
ments and sticking to the schedule 
in which both parties have commit-
ted. Being early is on time.

5. Factual timing is the key on all ve-
hicle and body upfit deliveries. “Un-
der promise and over deliver” is an 
excellent philosophy to live by.  
6. Strong business relationships 
build great synergies to create the 
needed solutions.
7. Once you fully understand the 
customer’s business, take it to the 
next level by creating solutions avail-
able in your products and services 
that your customer was not aware.

The following two statements de-
scribe the philosophies used on a daily 
basis at CK Power as they continue 
their rapid growth in a very technical 
and complex market.
“If We Screw Up, We Show Up” – 

their internal philosophy.
“NO DOWNTIME” - This statement 

is on every customer service vehicle 
in their fleet and would be an excel-
lent philosophy for all commercial Ford 
Salespersons to follow!

IN the TRADES

FORDPROS SUMMER 20i8 17       



SUMMER 20i8 FORDPROS18       

The idea behind Suburban Pro-
pane began in 1928, when Mark 

Anton began selling and installing 
propane supply tanks and lines in 
the suburbs of New Jersey. After 
more than a decade of success and 
the start and end of World War II, 
the company was merged in 1945 
with some assets of Phillips Petro-
leum to form the Suburban Propane 
Gas Corporation. Mark Anton was 
installed as president of the new 
company. Mark’s son Mark J. Anton 
took over for his father in later years, 
and has overseen a huge expansion 
in the following decades. Purchases 
like Vangas in California in 1971 
and Inergy in the Midwest in 2012 
along with organic sales growth 
has helped the company expand 
to its current size of 668 locations 
in 41 states. The company is listed 
on the New York Stock Exchange 
(NYSE:SPH). Now celebrating their 
90th year in business, Suburban 
Propane has learned some hard 
lessons during that time about deal-
ing with key suppliers.
According to Greg Harrah, a 15 year 

employee at Suburban and their Se-
nior Fleet Supervisor on the West 
Coast, their service truck fleet suppli-

ers fall into this category. “We have 
a variety of trucks and trailers in our 
fleet, each filling a different role. Our 
service trucks have to be extremely 
rugged and durable, feature-rich, 
and still present a professional ap-
pearance at all times.” One of those 
service trucks is the Type 76 Service 
Truck, used primarily to install propane 
tanks at customer’s locations and per-
form technical service work. Scelzi 

Enterprises is Harrah’s sole supplier 
for this truck body. “I approve every 
service body purchase from the Mis-
sissippi River to Alaska, and Scelzi 
truck bodies are the only ones I will 
buy.” Harrah did not reach this deci-
sion lightly. “I moved to my current 
position on the West Coast just two 
years ago, and did not have much 
experience using Scelzi in the Mid-
west. When I saw that our sole sup-
plier out here for these truck bodies 
was Scelzi, I was a little skeptical 
that their quality and customer ser-
vice would match other suppliers I 
had used. Boy, was I wrong.” So two 
years later, how does Harrah and 
Suburban rate Scelzi Enterprises 
for customer satisfaction? “10 out 
of 10,” says Harrah. “Ruben Uribe is 
my main contact with the company 
for quotes and jobs in progress, but 
of course I can talk to owners Mike 
or Gary Scelzi any time I want. And 
that means quite a bit. Just walking 
through their main facility in Fresno 
convinces me that these guys aren’t 
going to start cutting their quality or 
changing their priorities any time 
soon. They are totally committed. 

SUBURBAN PROPANE SECRET TO SUCCESS
END-USER: 90 YEARS LEARNING THE ART OF SELECTING KEY SUPPLIERS

Above & Below: 
A Suburban Propane “Type 76 Service Truck” provided by Scelzi Enterprises, Inc.
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And that is a good feeling – I work 
for a company with those same 
principals.” Scelzi’s support of Sub-
urban Propane’s efforts goes be-
yond just supplying truck bodies. 
Scelzi also provides training and 
configuration support for specialty 

cranes and other features. “Scelzi 
has a certified crane expert on staff 
(Scott Martzen) who helps us with 
ideas and crane selection during de-
sign time and with training after the 
trucks are complete, “ adds Harrah. 
“That helps us get our trucks in the 

field and working at full capacity 
faster, with operators who feel very 
comfortable with the new truck they 
are driving and any new features we 
have added. And if there are ques-
tions later, Scott will provide the an-
swer on the phone or come out to 
visit us. That is a huge benefit for 
us.” Suburban Propane and Scelzi 
Enterprises: two companies commit-
ted to product quality and customer 
satisfaction. For Suburban Propane 
it has been a 90 year commitment. 
Scelzi Enterprises will celebrate their 
40th year in business in 2019.

For more information visit 
www.suburbanpropane.com 

www.seinc.com

Left:
 A custom service truck 
designed and manufactured 
for Suburban Propane

END-USER: 90 YEARS LEARNING THE ART OF SELECTING KEY SUPPLIERS

http://www.seinc.com
http://www.suburbanpropane.com
http://www.seinc.com
http://www.seinc.com%0D
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CITY LINE FOODSERVICE KEEPS THEIR COOL
END-USER: IMPROVING SAFETY AND COMPLIANCE

City Line Foodservice, New Eng-
land’s leading independent, 

full-service food distributor, has 
partnered with Safe Fleet Truck 
& Trailer to outfit its latest fleet of 
straight trucks with Safe Fleet Truck 
& Trailer’s full complement of prod-
ucts – temperature control, access, 
and backup cameras.
Challenges facing foodservice de-

livery organizations such as City 
Line Foodservice, include: 1) FSMA 
compliance (keeping food at the 
right temperature while in transit); 2) 
keeping drivers safe while delivering 
product; and 3) preventing and re-
ducing backup accidents.
City Line has more than 40 trucks 

on the road, each day, six days a 
week, and an inventory of over 
12,000 SKUs. Their customers are 
counting on timely and efficient de-
livery of product at proper tempera-
tures. Drivers are counting on equip-
ment that provides them with the 
confidence to do their jobs faster, 
better, and safer. City Line is keep-
ing life on the road and their drivers 
safe with accident prevention tech-
nology like backup cameras. The 
Safe Fleet Truck & Trailer product 
portfolio of temperature control, ac-
cess, and backup cameras, coupled 
with an experienced sales team, en-

ables City Line to meet FSMA com-
pliance and safety standards from 
one partner.
“Having one point of contact for 

our delivery needs in and out of the 
truck– temperature control, access, 
and now backup cameras – was par-
amount in our decision to work with 
Safe Fleet Truck and Trailer,” said 
Steve Dizinno, Director of Operations 
at City Line. “Safe Fleet Truck & Trail-
er offers the most comprehensive 
line of products for my fleet with a 
sales person, Kyle Allen, who knows 
our business very well. This makes 
my job easier and more efficient.”

“The objective of our ONE for 
Fleets solution for organizations like 
City Line is to deliver a premium 
solution- in and out of the truck or 
trailer. This helps our customers 
achieve the highest level of compli-
ance and safety from one point of 
contact who knows their business,” 
says Chuck Carey, Vice President 
of Sales of Safe Fleet Truck & Trail-
er. “Our partnership with City Line is 
a game changer – by significantly 
boosting City Line’s safety and com-
pliance initiatives.”

Watch the City Line story HERE

More about Safe Fleet at
www.safefleet.net

https://www.sftruckandtrailer.net/videos/city-line-distributors-getitdone/
http://www.safefleet.net
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TOOLS OF SUCCESS FOR THE LARGEST 
VOLUME F-SERIES TRUCK DEALERSHIP IN THE USA

END-USER: MAKING DIGITAL PRESENCE A PRIORITY

Ford is the car that has always been 
in his driveway, says Tom Mur-

ray, marketing director and inventory 
manager for Brandon Ford, the larg-
est volume F-series truck dealership 
in the USA. He explains that his dad 
worked in financing for a Ford dealer-
ship, which is also where he had his 
first job. Ford has always been a part 
of his life. 
Throughout his career, Tom focused 

on gaining real world experience and 
“learning by doing”. At the age of 18, 
Tom decided the best education was 
in the field, and took a position with 
Brandon Ford where he learned the 
ins-and-outs of the automotive indus-
try through trial and error. He took a 
year off to help a friend launch some 
new initiatives at the friend’s Ford 
dealership in Kansas City, then return-
ing to Brandon Ford to manage their 
inventory and marketing efforts. Ul-
timately, he says, Brandon Ford and 
Florida are his home. 
As the marketing director, Tom Mur-

ray handles both traditional and digital 
marketing, including managing social 
media activity, SEO, and other as-
pects of Brandon Ford’s online pres-

ence. He is one of the most active 
commercial dealers online, and he is 
highly engaged with the companies he 
chooses to help manage his marketing 
campaigns and online inventory. 
To Tom, digital presence is a big pri-

ority. “Similar to other industries, first 
impressions are always critical. Over 
the years, the locations of where these 
first impressions take place has tran-
sitioned quickly to the digital arena. 
Much of this transition was driven 
by the consumers’ desire for a more 
convenient experience. Our goal as a 
dealership has always been to provide 
our customers with the best possible 
experience online, regardless of what 
stage in the purchase process they 
may be in.”
By optimizing the way commercial 

buyers shop for a truck online using 
the Work Truck Solutions platform, 
Tom continues to improve Brandon 
Ford’s online conversion rate. “Con-
versions always increase when cus-
tomers are able to quickly find the in-
formation they are looking for. It only 
multiplies when you combine this with 
a polished and clunk-free experience.”
Tom also uses the reporting that 

Work Truck Solutions provides to un-
derstand which vehicles have the 
highest demand. Brandon Ford utilizes 
that information by noting patterns and 
trends and modifying their commercial 
inventory accordingly. Tom’s ‘Dealer 
Success Coach’ at Work Truck Solu-
tions delivers these reports. A ‘Dealer 
Success Coach’ is an account man-
ager who provides dealerships with 
data on web traffic and other metrics, 
insights on how to improve their buy-
ers’ online experience, and support 
whenever a dealer needs information 
or help. By becoming a single point 
of contact between a dealership and 
Work Truck Solutions, their Dealer 
Success Coach becomes deeply fa-
miliar with their dealers’ brand and 
strategy. 
“We feel our partnership with Work 

Truck Solutions has benefited our deal-
ership tremendously,” Tom concludes. 
“The Work Truck Solutions platform 
has contributed measurable results that 
have helped increase our growth in the 
commercial vehicle sector.”

For more information visit 
www.worktrucksolutions.com 

http://www.worktrucksolutions.com


COACH KEN

After over eighteen years of working 
with the commercial and fleet side 

of the automotive business, I’ve seen it 
all from ultra-successful organizations 
to those that can’t seem to turn the cor-
ner of commercial and fleet success, 
often getting out of the manufacturer’s 
commercial program never under-
standing what went wrong.  I wanted 
this article to be a road map to commer-
cial and fleet success. More than any 
other factor, this side of the automotive 
business is about changing the “mind-
set” of automotive sales from the heavy 
advertising, “get them into the show-
room” mentality to one of relationship 
building, creating a plan and a process, 
and finally “staying the course.”  Let’s 
look at what does and doesn’t work and 
perhaps you will see where your deal-
ership took a wrong turn on “The Road 
to Success.”
Let’s start with my checklist of how to 

ensure failure.  I have left a blank line 
for you to check off if your dealership or 
you have made any of these mistakes:
__1. Start with one commercial sales 

person and let him or her wait around 
the dealership for a prospect to appear. 
Comments: There was a time when 
this might have worked but not in to-
day’s world. To be successful in a start-
up situation takes commitment and 
planning as well as patience. The new 
hire needs full support to get outside 
the dealership, join key organizations 
and work Monday through Friday when 
businesses are open and decision-
makers are present. Outside sales is a 
“contact sport.”
__2. Send your new salesperson out 

to “knock on doors” or what I describe 
as “cold calling.” The sales person has 
no plan, very little outside sales or prod-
uct training and is expected to immedi-
ately make sales.  Here is a statistic for 
you that we have tracked for years and 

know it is accurate. Your new sales per-
son has a 1 in 20 chance of meeting a 
decision-maker.  Don’t take those odds 
to Vegas! Comments: Have a detailed 
plan with specific activities required 
daily. Most of these activities should be 
“appointment-based” sales calls where 
you actually meet with a true decision-
maker.
__3. Don’t carry commercial inven-

tory, expecting to meet the needs of 
your prospects through dealer trades.  
Really? Comments: You need specific 
inventory on the ground since most 
of your early sales will be on a “got to 
have it now” basis. Contact your manu-
facturers representative or your body 
companies to set up a plan for inven-
tory management.
__4. Let everyone sell to the commer-

cial prospect even though few of your 
retail staff know the right cab-axle ratio 
for a cutaway that needs a 12-foot box. 
You most likely will lose that prospect 
forever. Business owners know what 
they want and will test you.  Be pre-
pared! Comments: If a retail sales per-
son wants to sell commercial and fleet 
vehicles require him or her to take all 
the certification courses necessary to 
be qualified (certified by Ford), other-
wise you are setting the dealership up 

for either a bad reputation in the busi-
ness community or a lawsuit. Let your 
commercial specialist handle these 
customers.
__5. Don’t join key organizations 

such as trade groups like Home Build-
ers or Associated General Contrac-
tors (AGC). Comments:  Our research 
verifies that as much as 4 out of 6 unit 
sales will eventually come from being 
a part of these organizations if you get 
fully engaged.
__6. Don’t spend money on adver-

tising and marketing or worse, if you 
do spend money, do mass mailings 
or “shotgun” ads in local newspapers. 
Comments: Commercial and fleet is a 
“micro” marketing business with well-
planned marketing strategies. If you 
don’t have a detailed sales and market-
ing plan you need to put one in place.
__7. Try to use the retail CRM (Cus-

tomer Relationship Management) soft-
ware to input information regarding 
customers and prospects. Your cus-
tomers and prospects will get barraged 
with emails and phone calls from your 
Internet department. Business owners 
hate this type of contact. Comments: 
Either get with your CRM provider and 
have them make alterations to your 
current system to fit business to busi-
ness sales or get a CRM built for busi-
ness to business sales and marketing.
__8. Put your commercial outside 

sales rep on a retail pay plan, usually 
a 90-day draw against commission. In 
most cases your new person will be 
gone at the end of the 90 days. Why? 
Outside sales is a process that takes 
no less than nine months even if you 
have the right hire and are giving full 
support. Comments: Give your new 
sales consultant a base salary for the 
first 9 months to a year but require very 
specific activities that can be tracked 
on a weekly basis.  If he or she is not 
following the activity plan, you have 
the wrong person.  You will know in 30 
days in most cases.

THE ROAD 
TO SUCCESS

“AMERICA’S CORPORATE 
    & PERSONAL COACH”
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__9. Don’t give your new sales con-
sultant commercial specific training.  
The retail sales courses that dealer-
ships use seldom apply to the busi-
ness to business/commercial side of 
the business. Comments: Send your 
new hire to our three-day boot camp. 
New hires come out ready to sell and 
are confident when they get quick re-
sults. Also get them on our free news-
letter. Just email me at ken@coach-
kentaylor.com and we will send our 
monthly newsletter at no charge.
__10. Don’t get your service and 

parts department involved in assisting 
your new hire. 20% to 40% of commer-
cial vehicles being serviced by your 
service department where purchased 
from a competitor and most likely, no 
one is calling on these companies. 
Comments: Require your service writ-
ers to notify the commercial depart-
ment about these customers and have 
a plan to follow up.  These companies 

already know, like and trust your deal-
ership or they would not be using your 
service department.  There is over an 
80% chance these customers will buy 
from you if you simply contact them.
__11. Most important have top man-

agement treat commercial and fleet 
as “icing on the cake.” In other words, 
don’t continue to invest and support 
this side of the business and treat it like 
a stepchild or worse a threat to retail. 
Comments: In a survey we did for one 
of the manufacturers, we found that 
the upfront gross profit for a commer-
cial sale was three times more profit-
able than a retail sale.  That was 12 
years ago.  In today’s world of Cargu-
rus, Carvana, TrueCars.com and cars.
com the retail side of the business is 
being squeezed even more and com-
mercial grosses are holding steady. 
This trend will continue.
Final thoughts: There is no “half way” 

when deciding to start or grow a com-

mercial and fleet department. Dealers 
like Brad Aiken of Aiken Automotive, 
Pat McGrath at McGrath Auto in Ce-
dar Rapids, Iowa, Patrick Chastang 
of Chastang Ford and Chrylser in 
Houston, Texas and Ray Huffines at 
Huffines Automotive in Plano, Texas 
are just a few dealers that understand 
you must make a full commitment to 
be successful in this business. There 
are more items I could put on this list 
but these are the biggest mistakes that 
can be easily avoided with the right at-
titude and commitment. Remember 
this, “The road to the extra mile is nev-
er crowded.”

ABOUT KEN TAYLOR
For more information about 

Ken Taylor & Associates’ Commercial 
Automotive Consulting program call 

1-866-446-2966, or go to 
www.coachkentaylor.com

COACH KEN

We provide your ford van & trucks 
with ergonomic upfitting solutions  

for safety & preformance

new

Compact design 
can lift up to 

550 lbs

maximum 
capacities of 

3,300lbs

4 foot extention
1,100lbs capacity

National Fleet Products
763-762-3451

www.nationalfleetproducts.com  
sales@nationalfleetproducts.com

Check Out Our 
NEW Website!

HOIST

LOADING
RAMPS Platform lift
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In my role I spend a great deal of 
time analyzing dealerships that 

sell commercial vehicles. I’ve seen 
firsthand the entire spectrum of deal-
erships in terms of success within 
commercial. I thought it would be fun 
to share some of the things I observe 
the most successful dealerships do-
ing. I’m not saying to be successful, 
a dealership has to do ALL of these 
things - there are a lot of factors that 
contribute to success - but when 
looking at successful dealerships I 
find the following are things they do 
regularly. 

TRADE ASSOCIATION MEMBERSHIP
Trade Associations (i.e., NECA, 

AGC, etc.) are hubs of serious busi-
ness-owners whose primary focus 
is collaboration.  In my experience 
and observation, most of the com-
mercially successful dealerships are 
active/affiliate members of their trade 
associations.  Why?  Go where your 
customers are!  Trade Associations 
often have regularly scheduled gath-
erings, and nearly all of them have a 
free member directory found directly 
on their site.  Think about it:  voca-
tion-specific buyers whose contact 
information is readily available, and 

who regularly gather together in one 
location multiple times throughout the 
year.  Exactly how much time did you 
want to spend searching for individual 
prospects to reach out to?  Success-
ful commercial dealerships shoot the 
fish in the barrel every time.

CUSTOMER VISITS
When creating new relationships, 

showing up in person is central -- 
any top salesperson will tell you that 
the customer buys the salesperson 
long before they ever buy the prod-
uct.  As such, it is equally important 
(if not more important) to keep that 
relationship nurtured in person.  This 
isn’t retail.  You can’t just club them 
over the head, drag them to the fi-
nance counter, and move onto the 
next one.  Repeat buyers are borne 
out of a continuation of the financial 
and logistical value you provide, but 
only as a result of a persistent and 
positive memory of you.  If you do 
right by them personally, you can 
expect a call from them when a “bet-
ter deal” comes their way.  Success-
ful commercial dealerships maintain 
regular, in-person contact with each 
and every one of their buyers.

REGULAR TOUCH POINTS
Regular phone calls and email 

soft-touches are critical in filling 
those gaps when you can’t be there 
in person, but it is even more im-
portant that these touches are spe-
cific and relevant to each individual 
business owner.  I have seen far too 
many dealerships rely exclusively 
on generic emails that present a 
sea of white vehicles that all look 
the same.  There is nothing per-
sonal in this, and it forces the buyer 
to commit to looking through all of 
your commercial inventory for what 
might actually be of interest and rel-
evant to them.  If they don’t think 
they have that kind of time, then 
you’ve just wasted yours.  Instead, 
just a few minutes of review on their 
company website will give insight 
as to what kind of trucks they use.  
Successful commercial dealerships 
do their homework on their buyers, 
consistently sending truck-specific 
emails that focus exclusively on 
what would be valuable - and mean-
ingful - to that buyer.

OBSERVATIONS OF SUCCESSFUL COMMERCIAL DEALERSHIPS

DEALERSHIP SUCCESS
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HOSTING / SPONSORING EVENTS
Have you ever seen a work truck on 

display at Home Depot/Lowe’s/etc.?  
Hosting or sponsoring events is a 
great way to gather buyers by meet-
ing them where they are, or by draw-
ing them into you by setting up spe-
cific events exclusive to your target 
market.  Circling back to the Trade 
Associations, you can set up special 
events that highlight specific types of 
work trucks (limiting the number of 
vehicles you need to include at the 
event) while simultaneously attract-
ing buyers that would likely want or 
need exactly what you have brought. 
Successful commercial dealer-
ships dig into their market and setup 
events (or partner with others) where 
they can have the highest market 
penetration, for the lowest cost.

PAID MARKETING
While a large percentage of dealer-

ships spend money on paid adver-
tising for the retail side of their busi-
ness, by my estimation, only about 

30% of dealerships use paid mar-
keting to promote their commercial 
vehicles.  Out of those dealerships, 
about half of them are targeting the 
correct audience. While using a 
shotgun approach works for retail, 
targeting is key for commercial. Plat-
forms like FaceBook and LinkedIn 
are ideal commercial marketing op-
portunities as both can be used to 
target the right audience segment. If 
you’re not able to target the correct 
audience segment for the commer-
cial vehicle you’re advertising, you 
may just be throwing your money 
down the drain. Working closely with 
a marketing team that understands 
commercial buyers can help to 
streamline the process by identifying 
the geographic territories, potential 
buyers, inventory to market, etc., as 
well as maintaining the right level of 
consistency that meets your budget 
and goals. 
If You Want What Someone Else 
Has, Do What They Are Doing!
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The industry’s first zero-reach ladder rack. 

The S.M.A.R.T. generation of Prime Design’s patented, award winning, ErgoRack has arrived!  

Improve your fleet’s overall productivity and safety with Simply the Most Advanced Rack Technology.

Zero 
Reach!
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SHAWN HORSWILL
Work Truck Solutions
Vice President, 
Customer Success
shawn.horswill@
worktrucksolutions.com
(530) 553-4776
Shawn has years of hands-on experi-
ence in the world of cloud-based IT, 
development, and support opera-
tions. Shawn lead multibillion-dollar 
operations and IT teams, ensuring the 
customer experience was on brand 
and generated business success. As 
the VP of Customer Success, Shawn 
is responsible for customer care, on-
boarding, and the company’s Dealer 
Success organization. 

http://primedesign.net
mailto:shawn.horswill%40worktrucksolutions.com?subject=
mailto:shawn.horswill%40worktrucksolutions.com?subject=


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 

Now Available on Amazon.com! 
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Wallace D. Wattles had some 
perfect advice when he said 

that, “you can advance only by more 
than filling your present place.” I 
don’t know if you have ever read his 
book written in 1911 titled, “The Sci-
ence of Getting Rich,” or not, and if 
you have not, I highly recommend 
it because it is a wealth of excel-
lent ideas. You can advance only by 
more than filling your present place 
is just one, yet it is such a powerful 
statement.
If you’re a person who is manag-

ing people, you must have seen the 
likes of the quote I began with about 
complacency. And, I’m sure it must 
also make sense how the rest of that 
quote speaks the truth. When you tie 
that together with the Wattles quote 
about more than filling your place, it 
is easy to see how people get into 
positions and then settle into a rou-
tine, or a rut, depending on the point 
of view.
As a manager, you can’t really moti-

vate anyone. They have to motivate 
themselves. But, a manager has a 
huge amount of influence when it 
comes to familiarity and boredom. 
And, a manager can inject enthusi-
asm into an organization, along with 
a new, or renewed sense of pur-
pose. Of course, this would require 
that the manager motivate him or 

herself to their original task of more 
than filling their present place.
It is often easier to think of replacing 

those complacent ones, especially if 
they are longer in the tooth. I recall 
the first auto dealer I worked for who 
was a wise man. He had this phrase, 
“the new broom sweeps the clean-
est.” He was Irish to the core, and it 
wasn’t until over 35 years later that 
I found where that idea came from. 
It is an old Irish saying that says, “A 

new broom sweeps clean, but the 
old broom knows the corners.”  
As people near or pass typical 

retirement age, as managers, we 
need to think about how the orga-
nization will continue into the future 
and continue to grow. It is probably 
good at this point to begin bringing 
in new people without necessarily 

replacing the old. It is true that if 
the older ones are complacent and 
nothing is done about it, they will 
negatively affect the newer ones. 
I’ve seen that happen. However, it 
need not be that way. If you con-
sider the full Irish saying quote and 
have the brooms work together, that 
floor could be spotless.
Yet underlying all of this is some-

thing else that Wallace D. Wattles 
said so well. It is this:

“The Very Best Thing You Can 
Do For The Whole World (includ-

ing your organization and yourself!) 
Is To Make The Most Of Yourself.” 

[Parenthesis mine] 

TERRY’S BLOG
MORE THAN FILLING YOUR PRESENT PLACE

http://www.ctsblog.net/

Terry Minion
Commercial Truck Success 

“COMPLACENCY IS 
A DISEASE OF FAMILIARITY, 
WHICH IS COMPOUNDED BY 

BOREDOM.”  

-- Albert K. Strong 

END-USER: WEALTH OF IDEAS

www.ctsdealer.net
Amazon.com
http://www.ctsblog.net
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Todd Carter started his long and suc-
cessful sales career as a shoe sales 

man- of woman’s shoes to be precise. 
After attending The University of Geor-
gia in his home state, he relocated to 
Dallas, Texas, taking an opportunity that 
put him on the road, making connec-
tions, and learning the ins and outs of 
sales on the front lines across 8 states.
In 1995, after 10 years in shoes, Todd 

made a career change, and relocated 
to Phoenix, Arizona, and started work-
ing for Van’s Chevrolet, of the Van 
Tuyl Group (now known as Berkshire 
Hathaway Automotive). He made his 
way through the various divisions and 
departments of the Retail and Commer-
cial departments. Working with some 
very knowledgeable and experienced 
individuals in the industry, allowed him 
the opportunity to learn quickly and 
thoroughly the fine points of front end 
sales. After working to put together his 
own commercial division in the Phoenix 
area, he chose to take a General Man-
ager position in Santa Barbara, Califor-
nia for a time.
When the recession hit, Todd moved 

his family back to Phoenix, and in 2011 
re-entered the commercial sales field for 
the Midway Auto team. Taking on both 
challenges of becoming a single father 
and rebuilding the once lucrative but 
now failing Commercial Division, Todd 
rose to the tasks. 
“Those were the most rewarding times 

in my career,” Todd said, “the success 
that we accomplished was made pos-
sible only by surrounding myself with a 
really dedicated team especially Brian 
McKenna, my trusted sidekick through-
out this timeframe of my career.” 
Todd took the standalone Commer-

cial Division that he started from 5 

sales to more than a 175 per month, 
and the whole Division ranked in the 
top 5 nationally.
5 years later, in 2016, with his task 

near complete and a pressing desire to 
spend more time with his two children as 
well as to be closer to his aging parents, 
Todd moved back to Georgia, within 20 
miles of where he grew up, right outside 
of Athens, Georgia.
Eric Conolly, hired into the business 

by Todd and still with Berkshire as their 
General Manager, connected Todd with 
Brad Akins, of Akins Ford. Todd and 
Brad clicked, and Todd went to work for 
Akins Ford, who had a nice, established, 
Commercial Division being run by Jerry 
White a 25 years Akins employee, and 
30 plus years in the commercial indus-
try. Todd was able to join up with Brad 
and work with Jerry in the commercial 
dept. by assisting with marketing and 
outside sales projects and forming new 
partnerships with distributorships with 
industry vendors. Jerry and the team 
were recently recognized by Ford and 
FMCC in the Southeastern region for 
2017 with six out of six awards placing 
third or better in all categories ranging 
from Transit to medium and super duty 
sales along with commercial contract 
volume in many segments. 
Todd knew how important it was to 

provide commercial customers with im-
mediate access to their commercial in-
ventory online and knew right where to 
go. Todd had previously pushed for and 
implemented Work Truck Solutions at 
Midway Auto and knew how powerful a 
tool it was if done right. 
Todd says, “I’m grateful for the in-

creased communication and connec-
tion with our customers Work Truck 
Solutions provides us. They also greatly 

streamline our sales process and push 
better communication with upfitters.” 
Todd notes that it’s on the dealership 
to proactively use these powerful tools. 
“They provide incredible support – our 
Dealer Success Coach Dottie Bowen 
works creatively with me to find bet-
ter practices. And Jessee Allread there 
takes the heavy load of acquiring all the 
upfit data partnering with the body man-
ufacturers and distributors.”
Todd is in a good place in his life now; 

he gets to travel to many different col-
leges with his two beautiful children to 
enjoy a shared passion: College Foot-
ball. Despite the harrowing job parent-
hood is, let alone single parenthood, 
Todd succeeded in bringing up his two 
children as strong and principled as him-
self! His daughter is entering her senior 
year and his son is entering his first year 
of college. He is a happy and apprecia-
tive man, “Rarely do you find an owner 
that understands the commercial seg-
ment as Brad does and especially be-
ing thrusted in to ownership in his early 
twenty’s due the unfortunate loss of his 
father. For me to find a dealership dedi-
cated to commercial business this close 
to my home was fortuitous, let alone 
work with Brad and Jerry, truly blessed.”

Todd Carter

TODD & HIS TWO KIDS                BRAD AKINS OF AKINS FORD   JERRY WHITE OF AKINS FORD
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SERVICE CRANES
Choose a crane that is engineered and built to withstand the harshest work 
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SAN DIEGO, CA
September 4-8, 2018
Cedia Expo (Home Tech)
https://www.cediaexpo.com/
CEDIA Expo is the event that’s mak-
ing smart homes genius. More than 
20,000 home tech pros and 500+ ex-
hibitors convene for the leading event 
in connected technology. Receive 
concentrated access to new products, 
breakthrough innovations and target-
ed training in tech integration.

ORLANDO, FL
October 1-3, 2018
AFLA (FLEET)
https://www.afla.org
In its 40+ years since its founding, 
the Automotive Fleet & Leasing As-
sociation (AFLA) has emerged as a 
dynamic organization that promotes 
growth, expansion and professional-
ism within the fleet industry by pro-
viding education, research, technical 
standards, representation and ad-
vancement of member interests.

ATLANTA, GA
October 22-25, 2018
Cable-Tec Expo
https://expo.scte.org/

 
 
 
 

ORLANDO, FL 
October 23-26, 2018
PestWorld 2018
https://npmapestworld.org/

UPCOMING FORDPRO EVENTS: 

TRADESHOWS

BALTIMORE, MD 
Jan 18-20, 2019 
http://www.homeshowcenter.com

NEW YORK CITY, NY
April 10-12, 2019
http://www.iscwest.com/

SAN FRANCISCO, NY
May 30-31, 2019
PCBC 2019: The Premier Building 
Show - Moscone Center, SF
https://www.pcbc.com/
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NORTHWEST TRUCK 
ASSOCIATION
By Joe Hughes

The Northwest Ford Truck Associa-
tion held its annual event that features 
the pros from Washington Dept of 
Transportation.  This is a key meet-
ing that helps all of us stay aware of 
the details about driving Commercial 
Trucks (over 16,000 GVWR) on high-
ways.  Every state has different nu-
ances, and it is important to stay cur-
rent on the laws.  
This is true not only for our custom-

ers, but for ourselves as dealer rep-
resentatives.  For example, if we take 
a vehicle having a GVWR of over 
16,000 across state lines, you may not 
know that dealer drivers are required 
to have a CDL Health Card, and can 
be asked to show a “log book.”  Log 

books are still relevant for this kind of 
transport.  
You may not know that there are in-

stances where a driver has to have 
a CDL that is applicable for driving 
in-state, but a federal CDL for driving 
over state lines.  
Many details are gleaned from 

this type of meeting.  When your 
club(association) has one of these, 
with speakers from the state DOT, it’s 
a key meeting you want to attend!  
This meeting started about 4PM on 

the parking lot at a Cabela’s.  Other 
sponsors had units they demonstrated 
to the group.  Then we progressed to 
the meeting room, where a great meal 
was served.  The Washington State fin-
est were there and answered multiple 
questions that members had.  It is in-
teresting that each of the three speak-
ers had different twists on the law.  

Then body-builders each spent 4-5 
minutes talking about what we had 
seen.  Updates from Allied, The Fab 
Shop, Scelzi, and Work Truck Solu-
tions helped everyone keep fresh on 
the latest. It seems like all the body 
builders and distributors are jammed 
with work, making it important to be 
able to locate existing “aged” inven-
tory of finished units.  Customers want 
everything “yesterday!”  

FORD TRUCK CLUB 
NEWS & EVENTS

2ND ANNUAL 
PHILADELPHIA/
CPAFTA JOINT 

GOLFTOURNAMENT

Please join us fo our second com-
bined area Ford Truck Club Gold Out-
ing & Tournament. We encourage all 
participating club member to invite 
customers, guests, and other Ford 
Dealer Colleagues to this exciting 
event. Door & Tournament prizes will 
be awarded following gold while lunch 
is being served.
Fox Chase Golf Club
300 Stevens Rd.
Denver, PA 17578
www.foxchasegolf.com
DATE: Friday September 14th 2018
7:30AM Shotgun
6:30AM Registration

PLEASE REGISTER!
$75/Golfer
$65 for End-User Customers or New 
Ford Participants
Register as individual or as a Four-
some
Reply via email @ 
jvan@readingequipment.com
or Fax @ 610-466-0549

SPONSORS
$125/Hole Sponsor (sign provided)
Please make checks payable to 
Central PA Ford Truck Association
Reply Via email @ 
jvan@readingequipment.com or Fax 
@ 484-784-5651
Hole Sponsors MUST reply by 
August 20th to secure signs; Spon-
sor door prizes optional but will be 
recognized during awards.

CENTRAL FLORIDA

Omni Orlando Resort at 
Championsgate - Friday, Sept. 14th 
& Saturday, Sept 15th.
Reservations extended to Aug. 15th
Rate is $159 + taxes per night. 
The Resort fee is waived. 
Self Parking is waived per night and 
Valet is $30 per night.

Reservations: 
All attendees will be 
responsible for making 
their own reservations, 
by calling our Reservations Team at 
1-800-THE-OMNI (1-800-843-6664) 
or book their reservations online on 
the Omni Resorts & Hotels website 
https://www.omnihotels.com
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AdrianSteel.com

THE EASY WAY TO BOOST PRODUCTIVITY.
Adrian Steel’s Drop Down and Grip Lock Ladder Racks are designed with
ergonomics and user safety in mind. Whether you’re upfitting a single van
or an entire fleet, Adrian Steel has just what you need. Increased efficiency
starts now.
© Adrian Steel Company 2018, all rights reserved. Adrian Steel Company is an independent equipment
manufacturer, prices may vary. Please visit AdrianSteel.com to contact your local distributor for further details. 

http://www.adriansteel.com


http://www.worktrucksolutions.com

