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JEFF TERLEP Building loyalty and value, one 
customer at a time.

“The thing I really like the most 

about this job is the ability to affect 

and influence change for our dealers 

and customers,” says Jeff Terlep, 

the new AGCO Parts Division sales 

and marketing director for North 

America. In just the few months he’s 

been with the company, he says he’s 

already had the opportunity to help 

develop “great new programs that 

build loyalty and offer great value to 

the consumer.”

As an example, Terlep points 

to the recent “Field Ready” parts 

promotion. During the campaign, 

customers who made a parts 

purchase by April 30 totaling $250, 

$500, or $1,000 or more received an 

“AGCO Cash” comeback certificate 

good for $25, $50, or $125, 

respectively, on future purchases. 

(A new version of the program, 

called “Field Rewards,” is being 

offered through August 27. See 

page 7 for details.)

“The goal is to get customers 

to think of their AGCO dealer for 

all their parts needs and, at the 

same time, reward them for their 

loyalty and provide greater value,” 

says Terlep, noting that, at the 

time he spoke to Advantage, new 

programs were in the works for 

this summer and fall. “I’m also an 

advocate of listening to our dealers 

and customers to learn what they 

want and to discover what kind of 

problems they’re experiencing.”

In the meantime, Terlep, who 

joined AGCO in October 2009, 

after 17 years working for Ford 

in a variety of corporate sales 

and marketing positions, says his 

staff will continue to support the 

Heritage Parts program, and its 

tie-in to the Legacy branded AGCO 

machines. The Heritage line is 

popular with both tractor restorers 

and producers with older tractors. 

Terlep says he also wants to 

establish closer ties with the 

dealers, which is facilitated by an 

organization that consists of a sales 

manager, 24 field parts managers 

that cover all of the U.S. and Canada, 

and five inside sales representatives.

The marketing team, meanwhile, 

consists of three marketing 

managers and seven product 

managers. Rounding out Terlep’s 

staff is the communications group 

and the parts pricing group. 

“Our ultimate goal is simply 

to become the industry leader in 

parts support and make it another 

reason for customers to want to buy 

AGCO equipment,” he concludes. 

“We may have eight warehouses 

with tens of millions of dollars 

worth of inventory, but the key is to 

make sure we maintain a sufficient 

supply of the high-volume parts our 

customers need to keep their AGCO 

brand products up and running.”  

—Tharran E. Gaines

p
h

o
t

o
: 

t
h

a
r

r
a

n
 e

. 
g

a
in

e
s

inside AGCO

0610ARBE_AAsum10p28v2.indd   28 5/25/10   3:27 pm




