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WHO IS DARLEY

ZFinancially Stable Privately Held Business - R
ZOwned 100% by Darley Family = ki

2 $625 million in sales
2 Over 200,000 Sq. Ft. of manufacturing office, warehouse

andR&D
Eltasca, Il —
= Chippewa Falls, WI ol
ZJanesville, 1A i

2 1SO go01:2015 Certified ,

ZDefense Contractor

ZEFire Pump & Equipment Manufacturer
2 Manufacture over 5ooo pumps/year
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OVERARCHING THEME

Sell me on that corner...
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EMOTIONAL INTELLIGENCE (EQ/EI)

Recognition

Self-Awareness

" Self-canfidence

" Awareness of your emotional
state

“ Reeognizing how your behavior
impacts athers

“ Paying attention Lo how olhers
influence yvour emcticnal state

Personal

Social Awareness
" Pickingup on tha maod in
the room
“ Caring what others are going
thiraugh
" Hearing what the ather
person is “really” saying
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Regulation

Self-Management
Getting along well with others

+ Handling conflict effectivaly

Clearly expressing ideas and
infarmatian

Lising sensitivity to anather
person’s feelings (empathy] ta
manage interactians successfully

Relationship Management

¥

"

Getting along well with athers
Handling conflict effectively

¥ Claarly expressing

¥

idazs/finfarmaticn

Lsing sensitivity to another
person's fealings (empathy) to
manage interactions
succassfully

Source: Daniel Goleman's — Components of Emotional Intelligence

© W.S. Darley Sensitive and Proprietary Data

Emotional Intelligence has four key
components:

* Self Awareness - Understanding who you
are and working on your shortcomings

- Self Management - Being able to control
your emotions and impulses

* Social Awareness - Being able to properly
assess the needs of others...active listening

* Relationship Management - Using your
skills to motivate and get the desired res
from others



http://www.letstalkaboutwork.tv/wp-content/uploads/2013/03/EQ-Table.png

AUTHENTIC LEADERSHIP DEFINED

5 Traits of Authentic Leaders

1. Sense of Purpose
“Authentic leadership is a style of leadership that

2. Distinct Va | ues focuses on transparent and ethical leader behavior
and encourages open sharing of information
. : JPE needed to make decisions while accepting
3 Re l ations h | p Bui ld In g followers' inputs.” The experts seem to agree that
. . authentic leadership is about being you and making
4- Goal & Self D|SC|p|e room for others, too.

5. Genuine Heart
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HOW DOYOU DEVELOPYOUR AUTHENTICITY /
Darley

* Explore your life
story

- Take Time to Reflect
- Seek Feedback

 Understand your own
leadership style

Authentic
Leadership

Rediscovering the
Secrets to Creating
Lasting Value

Bill George
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AUTHENTIC LEADERS &

SALESPEOPLE BUILD RELATIONSHIPS |

* Very Self-aware /Self Improvement

- Ability to build relationships - trust Apprec1at|on Hummty‘
. THEY GET IT! CommitmentResponsibilityT.

L
 Size up stuations iLeadership:
. - -
* Listen ValuesPurposeDetermination 9@

Honest Communication
- Put others first Principles

* Able to motivate people to action.
* Others naturally want to follow
 They earn respect by respecting others

- Same traits that make great
salespeople




RELATIONSHIP SALES

* Order is a byproduct of the relationship. G f‘,

BUILDING RELATIONSHIP
FOR SUCCESS IN SALES

Building stronger relationships that help you

exceed your sales goals

30t

* When people meet: (Amy Cuddy)
* Can | trust this Person?

- Can | respect this person?

* Built on Trust — Doing what you say you are going
to do. On time, every time.

: Relatlonsh_lgs are built over time through a series
of code-shifts

- Mindfulness Presence — Be Present Put the cell
phone away

 High Emotional Intelligence (EQ)

. hi(kability — People buy from those they naturally
ike



http://www.edwardtjgerety.org/wp-content/uploads/2014/02/hi-852-smartphone-meeting-4col.jpg

5o P'S OF RELATIONSHIP SELLING

1. People — (Relationships)
2. Pain

3. Process

4. Preparation/Pitch

5. Perseverance/Passion

11
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1. PEOPLE (RELATIONSHIPS)

[ZListen — Really Listen
[ZBe Respectful and professional
ZEUnder promise [ over deliver -Bakers Dozen

2Ask high impact questions
* What keeps you awake

* Life on scale of 1—10
* What is most important to you about this deal

[ZBe a problem solver
ZWhy do they really buy from you?
2Put their interests’ first.

© W.S. Darley Sensitive and Proprietary Data



[ZNeed to build a relationship in order to get to know their pain
ZFind out why customers really buy your products
ZWhat is truly important to them

ZUse of surveys are good, but may not reveal their true pain

ZPeople buy for emotional reasons, but need to back up their
emotions with facts and return on investment

(ZAsk for a list of objections & concerns and address those one by
one

(ZSell the problem, not the solution

ZSell on the customer’s perceived value, not your own. (Sell me
on the corner)

© W.S. Darley Sensitive and Proprietary Data
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3. RELATIONSHIP SALES PROCESS

(ZSales is a process
SALES PROCESS

Sales Process Model

[(ZPreparation for the meeting
= Set up and confirm

= Use the “script”

Qualify the
leads
Build the Discover
relationship Sales Process . e
Model

5

Negotiate ‘
and close

= Coming just to see you...

i

ZProspecting - Hunters [ Farmers

(ZFind a method that works for you — that is
natural within the structure of your
company

EAlways be networking

14
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PROCESS

ZFollow-up correspondence immediately
= Cover all action items
= Make their job easy, but create a file on you

[ZSet calendar follow-ups

(2 Make an ask — for an order, for a referral,
another meeting, etc.

[ZAccept rejection gracefully

ZFind out the real reason for rejection

© W.S. Darley Sensitive and Proprietary Data



4. PREPARATION/PITCH

* Get ready mentally before the meeting. Victory arms.

- Greeting -
 Say your name - Say their name — Look them in the eyes
- Body Language

- What is your value proposition? Stress your point of difference

* Need to know your product or be able to access those who do

- Features and benefits
“What does that mean to me”

- Practice your pitch — Secret to the pitch — Can’t sound like a pitch
- Elevator Pitch — 2 mins and 30 seconds

» Selling on price can be dangerous — even if you are the low cost
producer.

- Tell a Story — After you hear theirs
30
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5. PERSEVERANCE/PATIENCE PASSION —

HOW TO SETYOURSELF APART FROM THE PACK

* Professional and Timely

* Passion — Trumps everything
* Can't be faked

- The salesman with fire almost
always wins

Ll:miconvinced thatlabout

* Grit —Where passion, half of what!separates{the|
persistence and execution meet successfullentrepreneurs]
: fromithelnon-successtul
 Make yourself different ONes|iS\pUreperseverance vy

- Power of handwritten notes Steve Jobs

1955-2011

- Look for Blue Oceans


http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwjtx6HohNLlAhUHP60KHYyEALYQjRx6BAgBEAQ&url=%2Furl%3Fsa%3Di%26rct%3Dj%26q%3D%26esrc%3Ds%26source%3Dimages%26cd%3D%26ved%3D%26url%3Dhttps%253A%252F%252Fwww.shrednations.com%252Farticles%252Fhow-to-hit-the-pitch-out-of-the-park%252F%26psig%3DAOvVaw3q5xUWw7sowpRHH33AejEw%26ust%3D1573007782968323&psig=AOvVaw3q5xUWw7sowpRHH33AejEw&ust=1573007782968323

WHAT NOT TO DO...

* Don’ts — All hurt your integrity/brand

 Don't interrupt. Listen more than you talk. Really
listen!

- Don’t Spread Rumors
- Don't talk ill of your competitors
- Don't Puff - Exaggerate

- Don't go outside the lines - If you don’t want it on
the front page of the newspaper, then don‘t do it

- Don't say, “To be honest with you”

 Don't talk about your company in the third person
- it's always “we" never “they”

- Don't put False Time Pressures on the prospect

 Don’t move on until you have a PO. “I've got an
order.” Not a sale until it’s sold, paid and the
customer is happy




MANAGEMENT TIPS

- Employee Empowerment
* Focus on the customer — delight them

- Be their advocate. Have their back
- Engaged employees

* Smelly moose — don't let things fester

. e :
- Praise others Lifecycle of a Business

Startup. Rapid = Maturity | Decline Rebirth
- Watch your cash Growth |

* Reinvent yourself, your company, your
department

- Dow Jones Companies

* Push decision making down in the
organization

* Who's got the monkey?




8o /20 RULE PARETO PRINCIPAL

We maximize our profits when we Products
focus on selling our best products to We're Sellin ng
g our “B” Products to
our best customers. We Need to A SKUs B SKUs our Best Customers. We Probably
Protect and Enhance This Business s are Losing Money On Quad 2
)
= Business,. Can We Offer Similar
S ) “A"” Products? Pricing and
" 3 65% of Total Revenue Products in This Quad Need to be
= U Evaluated
£ <
S
n P
3 ]
=
o)
+ 3 4
- 15% of Total Revenue 5% of Total Revenue
We Have a Broad Base of : The Pareto Principle

Customers Buying our We Are Losing a Lot
Best Products. We of Money In Quad 4.

Probably Break Even at Non-Strategic, as it
Best, Could Be Very - W
: : is our “B” Products
PrOfltable W|th the . wp
Goingto "B

Correct Channel
Customers
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VELOCITY

Velocity

* Speed is a competitive advantage. Can also be a
weakness if not in sync

* Velocity — The speed of something in a given
direction.

* "It's not the big that eat the small, it's the fast
that eat the slow.”

» Critical with Launch of new Strategic Direction
- "You cant manage a secret”

Do what matters the most
* Rethink our competitive advantage

* Can't lose your battle rhythm or cadence
(routines)




CUSTOMER SEGMENTATION

4 )
Customer Segmentation — Helps with key account management .

Quickly identify and cater to them
\

VAN

>
Darley Disciples — OEMs and Dealers who go and spread the good
word.

VAN

\
)
Darley Demanders - Those Departments who have us know and
are pleased with performance and service.

VAN

s

Darley Don’t Knowers —We can win them over

VAN

A

)

Darley Don't Carers - Those who don’t have negative/positive
preconceived notions about Darley.

A\

VAN

s

Darley Despisers — Not coming over

A\ J

© W.S. Darley Sensitive and Propri
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nufactus

B RA N D I N G TRADITIONS AND INNOVATIONS SINCE 1308
-II:QR"OUDLY MADE IN USA . .

WE SWITCHED T0
DARLEY PUMPS

ZFind your point of difference
= | ow Cost Producer - Wal-Mart

" Innovator — Apple
= Customer Intimate — Lexus

EHistorically branded as the
passionate family business.

ZDarley Times, Inside Darley Video
Series, Promotional Items, Ads

<

INSIDE'DARLEY
_ NOVEMBER/2019 Train Bettenll~
i e n! . ‘f- Train Anywhere.
L ] = —_Learn More

© W.S. Darley Sensitive and Proprietary Data U TT I



* Anticipating market needs and being in a
position to win when the opportunity hits

* Involved a lot of Team Darley members in
the development and execution of the plan

- |Identified and pursued Blue Oceans

* Made sure everyone knew where we were
headed and held people accountable

* Focused on what was most important

* The process is important as the plan itself,
but execution is critical. This can only be
accomplished by monitoring the plan and
holding people accountable




CASCADING THE PLAN

eInvolve as many as possible in your Strategic

Planning Sessions

eCommunicate the Plan ﬂ ﬁ
'[():_IIVIS.IOI’]a| and Depgrtmept Meetings STRATEGIC PLAN
e Get input and buy-in, adjust plans
*Employee Goals (3-5 year)

* Consistently Execute ﬂ ﬁ
-Eerformance measurement€ BUSINESS PLAN
eReview process, accountability
eReview and refine (yearly)

eSeries of integration actions
*Not a single achievement

eCore Values & CSR — Does it have a place Employee Goals

Sit on top of this (Updated Quarterly)
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FIRE APPARATUS MANUFACTURERS 1966 /

1960s

The 1960s are represented by the year 1966.
Below is the membership list for that year.
Names in red are apparatus builders (twelve of
twenty-four members) as research indicates.

1966 Membership List
(24 Member Companies)

Akron Brass Company
Brumbaugh Body Co., Inc.
Clifford B. Hannay & Son,

Crown Coach Corporation
Duo-Safety Ladder Corp.
Elkhart Brass Manufacturing Co., Inc.
Fire Trucks, Inc.

Fyr-Fyter Company

General Safety Equipment Corp.
Grove Manufacturing Co.

Hale Fire Pump Co.

Howe Fire Apparatus Co.

Mack Truck, Inc.

Maxim Motor Co.

Melray, Inc.

Mobile Aerial Towers, Inc.

Peter Pirsch & Sons Co.
Powhatan Brass & Iron Works
Bliss-Rockwood, Div. of E.W. Bliss Co.
Seagrave Fire Apparatus, Inc.
Snorkel Fire Equipment Co.
Towers Fire Apparatus Co., Inc.
Waterous Company

Young Fire Equipment Corp.

*Apparatus builders in red

The 1966 Membership Comparisons chart is
a makeup comparison of 1966 members with
2020 members. The chart shows only signif-
icant groups of suppliers out of thirty-two

94 FIRE APPARATUS MANUFACTURERS’ ASSOCIATION

1966 Membershlp Comparisons

., Il ull m=

Apparatus Builders Custom Chassis Mig.

Gauges & Electronics

M 1966 W 2020

categories that were reviewed. As expected,
the 1966 membership consisted of only major
component companies.

=T

1939 American LaFance Photo provided by Scott Beacher

1961 Duplex Howe Photo provided by Tom Shand

Photos are of apparatus builders that
we believe are no longer in business.

1939 American Lal
Scott Beacher

1966 Crown Photo provided by Tom Shand

arley

Fire

A PPARATUS
MANUFACTURER
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FIRE APPARATUS MANUFACTURERS IN 1982?
Darley

1980s

1982 is the year representing the 1980s. Below
is the membership list for that year.

1982 Membership List
(49 Member Companies)

Akron Brass Company

Alexis Fire Equipment Co.

Aluminum Ladder Company

American LaFrance

American Modular Rescue Corp.

Atlas Steel Products Co,, Inc.

The Boardman Company

Boston Industrial Products, Inc.

Brumbaugh Body Company, Inc.

Crown Coach Corporation (Fire Coach Div.)

W.S. Darley & Company

Duo-Safety Ladder Corp.

Duplex Truck Division/The Nolan Co.

Elkhart Brass Manufacturing Co., Inc.

Emergency One, Inc.

FMC Corporation

FEECON Corporation

Fire Apparatus Division of Collins
Industries, Inc.

Fire Appliance Company of Texas

Fire Research Corporation

Ford Motor Company (Ford Div/Heavy
Truck Sales)

General Safety Equipment Corp.

Gibson Motor & Machine Service, Inc.

Grumman Emergency Products, Inc.

Hale Fire Pump Company

Clifford B. Hannay & Son, Inc.

Hendrickson Mobile Equipment

Imperial Fire Hose Company

JACO Industries, Inc.

96 FIRE APPARATUS MANUFACTURERS' ASSOCIATION

]

Membershlp Comparisions

Apparatus Builders Custom Chassis Mig.

W 1862 W 2020

Pumps Gauges & Blectronics

Ladder Towers, Inc.

Mack Trucks, Inc.

National Feam System, Inc.
Oshkosh Truck Corporation
Pemberton Fabricators, Inc.
Pierce Manufacturing, Inc.

Peter Pirsch & Sons Company
Saulsbury Fire Equipment Co.
Seagrave Fire Apparatus, Inc.
Smeal Fire Equipment Company
Snorkel Division of A-T-O Inc.
SPAN Instruments

Spartan Motors Inc.

Sutphen Corporation

Towers Fire Apparatus Co,, Inc.
Truck Cab Mfg., Inc.

Universal Fire Apparatus Corp.
Waterous Company

Westates Truck Equipment Corp.
Western States Fire Apparatus, Inc.

*Apparatus builders in red.

FAMA (or FAMD) was still a division of
TBEA, and membership had doubled over
the previous decade. Thirty of the forty-nine
member companies (61 percent) were appa-
ratus builders based on research. Take note of
the number of companies from 1982 that are no
longer in business. The chart above shows that
both aerial manufacturers and custom chassis
manufactures were more prevalent in 1982
than today.

NOTE: In April 1986, FAMA became a division
of the National Truck Equipment Association
(NTEA).

Fire

A PPARATUS
MANUFACTURERS'
A SSOCIATION



P
FAMA STATS — NEW ORDERS UP 29% YOY /
Darley




DARLEY PUMP FEATURES AND BENEFITS

Iarley

MECHANICAL SEAL

Extremely hard and heat dissipative silicon carbide
stationary face resists thermal shock from dry
runs like no other seal on the market. The seal is
maintenance free and designed to last for the entire
life cycle of the pump without replacement.

1

o

VACUUM CAST IMPELLER

Durable and efficient twisted vane impeller, broached
to fit a 10-splined stainless steel pump shaft, and
hand balanced for the smoothest performance
possible.

~ HEATER CORE

Darley’s exclusive heater core helps cool your
apparatus’s engine in the warm summer months
and helps to protect your pump from freezing in the
harshest winter climates.

~ DISCHARGE
CHECK VALVE

Prime pumps with discharge gates open and caps
removed for rapid water deployment and avoid tank
contamination from foams or other additives.

LDM 1750

SINGLE STAGE, CENTRIFUGAL, MIDSHIP MOUNTED

PERFORMANCE -

1750 gpm (6624 L/M) @ 150 psi (10.3 bar)
1225 gpm (4637 L/M) @ 200 psi (13.8 bar)
875 gpm (3312 L/M) @ 250 psi (17.2 bar)

DIMENSIONS & WEIGHT

46"L x 84"W x 44"H, 1,250 Ibs. (568 kg)

&

- “

A
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AUTOCOOL™ -,

Darley’s exclusive and patented AutoCool™
transmission cooler ensures oil cooling without
the possibility of water contamination in your
transmission, eliminating the chance of expensive
repairs from common freeze ups or leaks.

MAGNATRANS™
Darley’s standard pump transmissions are the
strongest in the market at 19,230 |b-ft torque rating.
The helical cut gears provide for quiet operation
and significant torque transmission.

[}

SELF-LOCKING -
DISCHARGE VALVES

Stainless steel ball valves stay secure in the position
you choose.

LONGEST WARRANTY -

6 year warranty, including 3 years parts and labor
coverage. The longest and most comprehensive in
the industry.

LDMX 1000-1750

LDMBC 1000-1750/220

TRUSTED WORLDWIDE SINCE 1908 _Jratt 2022
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FINAL THOUGHTS KEYS TO SUCCESS o

- Questions?

* You have your own brand — Guard
and manage it!

* Keep the pace going
- Take care of customers at all costs

* Execution - Passion, competence
and ambition meet

* Enjoy what you are doing

* Be inspired and purposeful by
serving others
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CORE VALUES
INTEGRITY

We will act in an honorable and ethical manner. We will do the
right thing. We will do what we say we are going to do.

PASSIONATE CUSTOMER FOCUS
We will serve customers in a prompt and fair manner
We are focused on delighting our customers. while exceeding their expectations.

RELATIONSHIPS BASED ON RESPECT

We will foster relationships built on trust, mutual
respect, and solid family values.

THE DARLEY WAY

We follow our core values

We do what we say we are going to do. And more!

We're honest, friendly, respectful, engaging &
appreciative

Err on the side of the customer TEAMWORK/EMPOWERMENT/INCLUSION/ DEVELOPMENT
We will cultivate an environment of teamwork, diversity, and

We Sl PSS LS employees empowerment. We will develop leaders and encourage

We are easy to deal with and quick to respond to our personal and professional growth.

customers INNOVATION

Speed is 3 Competitive advantage “It's not the big that We will develop innovative solutions and drive technology.

eat the small, it the fast that eaf the slow.” CELEBRATION

We will take time to recognize employee efforts and celebrate
our Team Darley victories. We will work hard, have fun,
and make a difference.

We under promise/over deliver

We enjoy what we're doing and have fun
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THANKYOU FOR LISTENING AND FOR THE
OPPORTUNITY TO SERVEYOU!

TEAM DARLEY IST
FORYOU

Cell 708-267-6288


mailto:pauldarley@darley.com

