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Coverage Philosophy
Desired Outcomes

Improved quality of calls
Expectations established for 
behaviors
Enhanced value of the enterprise
More “at bats” with better “on base 
percentage”



Coverage Philosophy
● “The guy who lost it 4 years ago has been 

in touch with me every 2 months since 
then.”

● “I love the dealer, better than I did the last 
one in fact, they do everything I ask when I 
call.  But, with Toyota I don’t have to call.”

● “I have had machines for several months 
and I haven’t seen a report on hours or 
service cost yet”.



Design an approach that allows the sales 
person to spend the most time in front of 
customers that have the most money to 
spend.

Seventy (70) cents on the dollar is spent by A and B fleet size customers
* Fleets of 10 machines or larger

Coverage Philosophy



Coverage Philosophy
Getting Started
● Establish your Account 

Priority
● Descending Dollar 

Exercise
● Ownership Records
● Alpha and Evergreen

● Add your Prospects
● EDA / TAP
● D&B
● Purchased Lists



Coverage Philosophy
Equipment Class (All)
Equipment Description (All)
New/Used (All)
Source (All)
UCC Status (All)
SIC Code (All)
Quarter (All)
UDF County 1 (All)
(Double click in a cell with values to view the details)

Units

Buyer BUYADR1 BUYCITY Manufacturer 2002 2003 2004 2005 2006 2007 2008 Grand Total
International Paper Co 2 Manhattanville Rd PURCHASE HYSTER 109 82 10 201

CAT 8 4 1 1 14
TOYOTA 5 5
RAYMOND 7 7
TAYLOR 13 25 10 1 10 59
CROWN 8 8
TENNANT 1 2 3
YALE 4 16 20
BPR-RICO 4 4

Schenker Incorporated 150 Albany Ave FREEPORT HYSTER 19 19
TOYOTA 3 3
RAYMOND 66 66
CROWN 50 50
TENNANT 2 2
YALE 43 43
LINDE 1 1

Pepsico Incorporated 700 Anderson Hill Rd PURCHASE CAT 16 16
TOYOTA 11 11
YALE 78 26 104
NILFISK-ADV 1 1

350 Columbus Ave Valhalla TOYOTA 1 1
CARGO AIRPORT SVC OF USA LLC JFK INRL AIRPORT BUILDING 261 JAMAICA HYSTER 1 2

TOYOTA 33 7 40
KOMATSU 1 13 23 16 53
TAYLOR 1 1

PRIDE EQUIPMENT CORPORATION 150 NASSAU AVENUE ISLIP HYSTER 2 1 4 9 28 5 94
Phillips Lighting Co 1251 Avenue Of The Americas NEW YORK CAT 23 23

CLARK 3 3
CROWN 3 26 18 3 50
BIG-JOE 1 1

Foodirect Incorporated C6 Hunts Point Coop Market BRONX CROWN 13 4 22 4 29 72
P C RICHARD & SON SERVICE CO 150 PRICE PARKWAY FARMINGDALE HYSTER 6 1 3 16

150 Price Pkwy FARMINGDALE TOYOTA 6 12 18 3 10 49
NISSAN 6 6

Nathel & Nathel Incorporated 357 Hunts Point Term Mkt BRONX HYSTER 20 20
YALE 20 30 50

JETRO CASH & CARRY ENT INC 566 HAMILTON AVENUE BROOKLYN HYSTER 1 1
566 Hamilton Ave BROOKLYN RAYMOND 1 1
101-10 FOSTER AVENUE BROOKLYN HYSTER 1 1 2
1524 132ND ST COLLEGE POINT HYSTER 2 2

RAYMOND 5 3 8
CROWN 11 37 8 56

Top Buyers (Displays the top buyers in descending order of units financed)



Coverage Philosophy
● Confirm your profile and call

expectation; monthly
● Account Manager establishes

Account Plan (with Team input)
● Monthly war room on top accounts 

and prospects 
● Communicates plan to all



Coverage Philosophy
● Confirm your profile and call

expectation; bi-monthly
● Account Manager validates

customer information and key 
statistics
● Fleet Size
● Competitor
● Maintenance and Leasing

● Account Manager establishes
Account Plan

● Communicates plan to required parties



Coverage Philosophy
● Confirm your profile and call

expectation; quarterly
● Account Manager validates

customer information and key 
statistics
● Fleet Size
● Competitor
● Maintenance and Leasing

● Creates marketing communication plan
● e.g. Leasing program, Product Information

● Depending on Territory – e-Marketing may 
be required to append call schedule



Coverage Philosophy
● Alignment
● Competitive Strategy

Match
Strategy / Customer

Excellence Scale



Coverage Philosophy
● Competitive Strategy

Identify
Market Potential

Reinforce
Re-Evaluate

Training
Communicating

Strategy Is it a Unique Selling Proposition?
Does it pass the “So What” test?



Coverage Philosophy
● Call Expectation

Remember to Check the math – is the sales team 
aligned with your business needs?
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Coverage Philosophy
● If all else fails… use a repository you 

have access to today.
● Information from which to plan.
● Accountable check-ins.



Coverage Philosophy
● Effective 

Coverage of “C 
and D”
accounts

● Starting a game 
of catch, but 
doing so 
efficiently



Marketing Communications
● Customer Touches

● E-Newsletter Campaign
● Getting started

● On-Line Request Form
● Use pre-formatted or mix 

of your own.
● Upload distribution list
● Dealer logos added

● Meets CANSPAM Act

Kenny Card:  kenny.card@hyster.com

mailto:kenny.card@hyster.com




Coverage Philosophy
● Telemarketing 

● Contact information as key
component

● Direct Marketing
● E-Newsletter
● Dealer Communications
● Direct Mail / Postcards



Direct Mail
● Direct Mail, Flyers, Posters
● Customized, Personalized

Kenny Card:  kenny.card@hyster.com

Getting Started:
• Dealer Principal Approval
• Bulk Order to Dealer, Direct Mailing, .pdf or HTML Production

mailto:kenny.card@hyster.com
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Coverage Philosophy
● Who am I going to call on?

Those who desire what our dealership 
excels at.
Enough scale to support the dealership
Team trained to identify and sell this 
advantage
System in place to support the endeavor
Call expectations set
Communication Plan developed to repeat 
the successes.
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