MSAASUPPLEMENT

As School Begins, Even Professionals Have Lessons to Learn
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Welcome
Thanks for taking the time to read the official web
publication of the Minnesota State Auctioneers Association.
We take pride in our association and are excited to provide
this supplement, to assist our members in gaining a greater
understanding of their benefits, and the auctioneering
profession as a whole.

Viewing Instructions
After the first issue it was brought to our attention that some
sections may be too small to read easily. A quick way to
remedy this is to go up into your VIEW menu at the top of
your screen and scroll down to zoom, or even turn on the
“View at Full Screen” option. These are just a few of the
simpler options available. Plus, don’t forget you can also
print the document.
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Kevin & Dan Hiller
763-856-2453
khauction@sherbtel.net
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Don Wangen
763-360-5272
wangenauction@yahoo.com

Auction Clerk: Hiller Auction Service, Inc.
10785 261st Ave. • Zimmerman, MN 55398
1-800-889-3458 • www.hillerauction.com
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MSAA Board of Directors

Announcements

Officers

Announcements?
Do you have an announcement or thank you to pass along to our
membership? This space is reserved for items of note each month for our
membership to know. If you have any announcement to post, please send
them to Frank Imholte. frank@solditatauction.com

John Schultz, President
Les Stromberg, Vice President
Frank Imholte, Executive Vice President
Lowel Gilbertson, Executive Vice President Emeritus
Joey Fahey, Immediate Past President
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Directors
Terms Expiring 2010
Romie Gessell
Ray Henry
Andrew Imholte

Terms Expiring 2011
Samantha Ediger-Johnson
Kevin Hiller
Paul Witte

Terms Expiring 2012
Tony Elfelt
Rod Johnson
Lance Quam
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Publication Staff

Editorial BOARD
John Schultz
Les Stromberg
Frank Imholte

Design
Rock on Design
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Do I Hear...

Anoka County Shopper
• Anoka • Blaine • Coon Rapids • Rogers

Reaching approx. 71,000 homes

763.421.4444

Scotsman

Rely on us to get the call out on
your next auction.

• Cambridge • Mora • North Branch

Reaching approx. 53,000 homes

763.689.1981

St. Croix Valley Peach
• Forest Lake • Taylor Falls • Wyoming

Reaching approx. 31,000 homes

Want to make sure your auction is well publicized?
Looking for consignments on upcoming sales?

651.464.4601

Star News Weekender
• Elk River • Becker • Ramsey

Reaching approx. 35,000 homes

763.441.3500

We can reach
more than
162,000 doorsteps
or target the area
you need.
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763.689.1981

The Argus Shopper

• Caledonia • Spring Grove • Mabel
Reaching approx. 3,700 homes

507.724.3475

The Dairyland Peach
• Sauk Centre • St. Cloud • Paynesville

Reaching approx. 28,000 homes

320.352.6569

Town & Country Shopper
• Princeton • Milaca • Onamia

Reaching approx. 16,000 homes

763.389.1222

Morrison County Record
• Little Falls • Long Prairie • Pierz • Foley

Reaching approx. 23,000 homes

320.632.2345
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Yet Another Learning Experience

Less is More
Yet Another Learning Experience

Col. Frank Imholte
Executive Vice President, MSAA
Black Diamond Auctions
Contact

I

t seems like every auction we conduct, we also learn a
lesson or two along the way. Let me share one. Have
you ever looked at an auction and thought, “is this
worth doing?” Such was the case on a recent auction we
handled for an estate. After viewing the items for the
auction, it became very apparent that the family had
picked out or held back the more valuable pieces.

I usually thank the clients for the
opportunity to meet and try to exit
stage left as quickly as possible. I
sometimes go as far as telling those
same clients that they barely have
enough to cover advertising, set-up
and our commission. When they
call back and say they want to go
for it, we then need to find a way to
make the proverbial silk purse out
of…well you know the rest. After
writing up the item list and not
seeing a single piece with a value of
one hundred dollars, I prepared my
client by explaining that we may not
cover expenses. If we’re lucky, we
may cover them, however I’m not
sure of that. If it were truly a great
auction, it could exceed expenses
and leave money for the estate.
This would require that the stars
align and would also assure us that
the creek doesn’t rise. This was an
estate auction, and the reason I like
these is because the family/client
has someone above helping with
the weather on auction day.
Now, for the rest of the story:
It was a picture perfect day with
a slight breeze and the sun
occasionally peeking out. We had
a large set-up crew that got every
item displayed prior to the auction
and a good buying group arrived.
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Maybe it had to do with the fact the
family was well liked or that it was a
multi-generational auction. Maybe
it was our marketing or maybe a bit
of “Irish Luck” (the sellers, not mine).
However, in the end, it turned out to
be a fine auction. I knew it was a fine
auction when there were was very
little items left that did not sell.
Now, the reason for this story:
When I took the printout and
settlement check to the executor
of the estate I was very happy with
our results. The auction total was
far above what I felt was realistic.
However, the total fell a little shy
of the top end range I gave the
executor initially. Wouldn’t you
know it, the executor was hoping for
a higher amount. As I look back, it
was a great auction with a great day
and great crowd. Maybe I missed
something when I was talking
and should have been listening?
It seems as though the client was
initially concerned with liquidating
the assets. However, since I was too
busy trying to impress the client by
providing a range of value, I missed
their core need. The moral of the
story: talk less not more. This is a
lesson that I, as a salesman and
auctioneer, still need help with from
time to time.
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Visit our award-winning web site at
www.KurtJohnsonAuctioneering.com

Here to educate, motivate, entertain and benefit our clients.
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It Comes with the Territory

Due Diligence
It Comes with the Territory

Lance Quam
MSAA Director
Quam Auction Service
Contact

T

his article focuses on selling items and real estate
from relatives, ex-boyfriends, ex-girlfriends, etc. I
was involved in an auction in August with a woman
who was selling her home and antiques. Everything started
out pretty normal except for the monkey in the house, that
is. This particular property consisted of an upscale house,
an in-ground swimming pool and hot tub (both finished
in amazing tile), along with other amenities.
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When the auction bill came out,
the ex-boyfriend informed me
that some of the antiques were
his and he was still owed money
for finishing the lower level of the
house. Well, right away you start
thinking does he or doesn’t he?
Jerry Dallman was helping me
out with this auction so we had
a conference on this matter. We
decided this was a prime example
of where an attorney would be
helpful to sort things out. We
checked the County record and
there were no liens on the property.
To file a mechanical lien they must
go through all of the steps right
or it is not a viable lien. It must be
filed within 45 days of completion.
Nothing had been filed in the time
allotted and as far as the antiques
went, the owner had paid receipts
for the items in question. The
attorney that was supposed to show
up prior to the auction itself never
did, however, the auction went on
as scheduled and turned out fine.
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you should check it out—is there
a loop hole and the crazed person
may have a right to the property?
I’ve heard of other auctioneers who
have had similar problems with
people bringing up these issues on
the day of the auction. You don’t
have time to check into it and it’s
hard to make a decision on who is
right and who is in the wrong. This
is a problem we all could face. You
have to remember that just because
somebody makes a claim that they
own a certain piece of property,
it doesn’t necessarily mean they
have a right to it. There has to be
undisputable proof presented.
This isn’t made any easier on the
auctioneer when the auction is
ready to start and someone is in
your face yelling at you! The only
solution to this dilemma is to know
that you did your due diligence
in checking out the situation and
going from there. Thank God for
the commission; some auctions you
earn it more than others!
n

This problem is scary because in
the back of your mind you feel like
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Help Develop Revenue for Your Clients

Benefit Advertising
Help Develop Revenue for Your Clients

Kurt Johnson
Kurt Johnson Auctioneering, Inc.
Contact

A

dvertising as a revenue stream is often an overlooked
opportunity for many non-profits. Teach your
clients about advertising so they can capitalize on
yet another set way to make money at their event.

Advertising is a significant spending
trigger that is different from
sponsorships. Sponsorships require
a supporter to pay a predetermined
dollar amount, and in turn, receives
recognition and ad space in the
program, special mentions from
the podium, and/or a VIP reception
before the event.
An advertiser simply buys
advertising space in the program,
mailings, website, or other
promotional material created for

10

provide them with information both
verbal and written, as to why they
should buy advertising space. This is
pure commerce.
In my market it is easy for many
clients to sell advertising. Let’s use
a major private Catholic School
as an example. The advertiser
is told how many families are in
the parish, how many will see
the advertisement, how many
will attend the event, what the
demographics of the parish are, as

“

Teaching my clients how to incorporate
advertising dollars in their events has resulted in
significant financial growth to their bottom lines.

”

the event. While business owners
that are unaware of your client’s
organization may not want to
become event sponsors, they will
still understand the power
of advertising.
It is actually a pretty easy sell when
you think about it. All businesses
have to advertise to get more
business. Your client’s job then is
to contact local businesses and

MSAASUPPLEMENT
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well as the demographics of those
attending. Certain organizations
hold considerable sway in your
community and your client should
take advantage of that.
Committee members who seek
sponsorships can be the same
individuals selling advertising. If a
business does not want to sponsor
your event the solicitor can quickly
convert his/her pitch to advertising
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Help Develop Revenue for Your Clients
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Low Priced FULL Color Printing
& Award Winning Design

sales. Sponsorship decisions may
have to be made at the owner or
executive level, but local managers
may have more discretion with
how they spend their local
advertising money.

Quality Design from an Auction Professional
imms79@gmail.com
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The pricing of advertising is much
more flexible than sponsorships
since the price point can be much
lower. While you might reserve
your primary advertising pages
for sponsors (inside the front and
back covers, the back cover and
center pages of the event program),
you can sell full page, 1/2 page,
1/4 page, 1/8 page and business
card sized advertisements. For
instance, instead of buying a $1,000
sponsorship a business can buy a
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1/2 page ad for $250,or perhaps
they can put a business card
sized-ad in the program for as
little as $100.
Teaching my clients how to
incorporate advertising dollars
in their events has resulted in
significant financial growth to their
bottom lines. In turn, my clients
have continued to seek my advice
and to hire my auction company. n
Col. Kurt Johnson is a benefit auction
specialist and is an instructor at Worldwide
College of Auctioneering. You can email him
at KurtJohnsonAuctioneering@att.net.
Or try the conventional methods: (phone)
651-407-9922; (fax) 651-762-1214;
or write 1385 Brandlwood Road, White Bear
Lake, MN 55110.
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Advertising Lessons from Speed Dating

Courting Clients

otherwise sized one prospect for a
relationship.

Advertising Lessons from Speed Dating

If this environment sounds
intimidating to you, know that
your advertising has an even more
intense courting process. Your
marketing media gets less than
ten seconds to grab a customer.
Readership and web studies show
that American consumers jump
through their media at an ever
increasing pace—meaning you’ve
got less and less time to sell your
auctions, your brand, or your
services.

Ryan George
Owner,
Biplane Productions
Contact

I

’ve been off the market for 11 years. My first date (a
one-way blind date) with the woman who now shares
my last name lasted two to three hours, probably typical
of most first dates. I‘ve since had phone conversations with
Crystal that lasted longer than six hours; so, I’m intrigued
by the concept of speed dating.
If you’ve not heard about this
fascinating practice, I recommend
a Wikipedia session. Basically, it’s
a room full of two-chair tables
and single adults spaced for a
multitude of miniature dates to be
experienced in rapid succession.
Every five minutes or so, pairs
are formed round-robin style
throughout the room. Each side of

the encounter gets the romantic
version of an elevator pitch.
Then the bell/signal is sounded,
and the participants repeat the
process with a new partner. Lather.
Rinse. Repeat.
It takes some of the pressure off
individual dates and exposes each
candidate to multiple possibilities
in the time they would have
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So, how do you earn that second
date (or a longer first date) in
seconds? By taking a few cues from
successful speed daters.
Be Memorably Attractive
Like it or not, first impressions are
not just lasting impressions. In
dating and advertising, they can
often be only impressions. So,
you’ve got to focus on your one
or two selling points and rely on
visual and/or situational attraction
to take it from there. Even though
something obscure might affect
your compatibility, if the big pieces
don’t fit, it doesn’t matter if the
small ones do.
I just received two brochures from
Ford in the mail. Notice the sparse
text on the outside. There are many
unique reasons to purchase one
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of these vehicles, as the interior
of each of these pieces illustrates;
but each shows only a single
dominating image and one bigidea headline. If neither of those
appeals to me, Ford knows I don’t
need the rest—especially at one
time. Meanwhile, their visual impact
stands much bolder and more
memorable. I’m not in the market
for either of these vehicles, but I
broke the postal tab and perused
the pieces.
Many auctioneers try to fit
paragraphs of descriptive text and/
or lots of secondary information
on the “first impression” panels of
their brochures, across their web
site home pages, and in their print
ads—things like inspection dates,
directions, bulleted lists, even the
auction company’s street address.
If the pictures and headlines don’t
interest readers, the second and
third levels of information are at
least unnecessary and maybe even
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Advertising Lessons from Speed Dating
dissonant. Let your pictures do
the talking, and give them as
much room as possible to sell
your item(s).

“Well, I asked myself if I’d want
to go to that auction—if the
brochure was interesting enough
to make me want to open it.”

Create Intrigue

Your ad reader, mail opener,
and web surfer use the same
criteria. So, focus your picture(s)
and headlines on what makes
your item unique and desirable.
It could be rental income or
acreage, size or gamut of the
collection, location or celebrity
connection. Everything they get
from you is about auctions; so,
don’t start with what makes this
sale subject like the last. And
don’t be visually redundant: if the
picture is a house or land, you
don’t need to say “Real Estate”
in any headline. If it’s a tractor or
combine, you don’t need to say,
“Farm Equipment.” If someone is
in the market for something, they
know what it is when they see it.

If all you exchange is pleasantries
or generalities, you better hope
those pheromones are wafting. If
you only present what makes you
typical, average—a safe bet—
you blend into the other options
available. A recent (unscientific)
study of 1,000 Match.com
headlines found that a significant
majority of daters [still on the
market] resorted to generalities in
their first impressions.
The singles who stand the best
chance of being found by a match
emphasize their uniqueness,
their idiosyncrasies, their lessaverage traits or interests. Who
doesn’t enjoy a good time with
the people they love? Through
how many of those vanilla scoops
do you want to sift to find the
gal who shares your interest in
snowboarding or the guy who
also spends nights and weekends
at acoustic coffee house
performances?
I spoke with one of the judges
for the 2008 USA Today auction
advertising contest. I inquired
about their criteria for picking
from so many quality entries.

Embrace the Odds
Speed daters know that a
significant majority of their
encounters will not produce
matches. So, rather than try to
appeal to all prospects, they rely
on their authenticity to connect
with a small minority. Pushing into
a bad fit only creates more and
longer awkwardness than entrylevel rejection.
Not everyone wants what you’re
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selling this time. Don’t plead with
hyperbole and clichés. Don’t blast
your message like used car dealer
commercials. Make your pitch
succinct, professional, and honest;
then rely on the item and your
second level of information to do
the rest.
Listen At Least As
Much As You Talk
It can be easy in speed dating to
focus on selling yourself to the other
prospects. But if you should get
a second, longer date out of one
of these encounters, wouldn’t you
want to know you stand a good
chance to enjoy it as much as they
do? Two equal pitches will serve you
well. A conversation will serve you
better. True conversation requires
active listening, not just waiting for
a pause to air your message.
So it is with advertising. You
should be listening to the
culture’s changing tendencies
and sensibilities. You need direct
feedback from your market of
prospects and customers, too.
Look at your competitors’ work,
and evaluate what you should
implement or surpass. Poll your
bidders. Conduct online or email
surveys. Develop a focus group for
your big projects or new initiatives.
Then design your campaigns
according to the responses.
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Invite the Next Step
Speed dating can be entertaining
just to experiment on a group of
strangers. It can be constructive to
learn about yourself and the process
in a low-expectations process. But
it proves successful only if it leads
to dates outside of its environment.
To do that, you’ve got to acquire at
least someone’s contact information,
if not their stated interest.
Likewise, your advertising only
works when it moves the prospect
to the next step. That could
be watching for upcoming ads,
requesting a brochure, viewing a
detailed online page, visiting an
open house, or calling for answered
questions. Offer one or more “next
steps,” but give the recipient only
one email address, one web site,
and/or one phone number to reach
the person who can best assist that
step.
If you’ve followed these steps with
enough people to have executed
them with the right people, your
auction event will be a date bidders
won’t want to miss.
Ryan George manages Biplane
Productions, an auction advertising
design agency working in 40 states. He
writes an advertising blog available at
AdverRyting.com and is a member of
Auctioneer magazine’s Editorial Board.
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MSAA Membership Application

MSAA Membership
Benefits of Membership and Application
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Form

Annual Dues Only $100
(Include dues check for $100 in envelope with this application.)
New Membership
Membership Renewal

Our Association is an organization of licensed auctioneers. With the support
of its membership, the association works to promote the auction profession. We are governed by an annually-elected president, vice-president,
secretary/treasurer, and nine board members. These board members serve
in revolving three year terms. All past officers and directors comprise an
advisory committee.
Membership Benefits
• Multiple educational seminars on topics pertinent to auctioneering,
marketing, appraising, government regulations, small business growth &
management, and cultural enrichment
• Complimentary subscription to The Minnesota Auctioneer, the official
membership publication with news and informative articles from around
the state

Membership Reinstatement
Name:
Company Name:
Address:
City:
County:
Email:
Work Phone: (
Home Phone: (
Cell Phone: (
Signature of Applicant:

State:
Zip Code:
MN License Number:
)
)
)

• Combined legislative influence as membership grows
• Policing body to maintain ethical practice and thus reputation for the
industry as a whole in our state
• Mentoring and problem solving with other auctioneers
• Voting privileges in annual business meeting
• Permission to use the MSAA logo in advertising and compete in
marketing competitions
• Updated directory of all MSAA members
Any auctioneer with a current license is welcome to join. New applicants
become members by submitting a completed membership application
(right) with proper payment.
Members must pledge to be faithful to all buyers and sellers. Members are
also expected to show loyalty to the organization by actively participating
in state activities and events.
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Auxiliary Dues - $5.00
Spouse Name:
Membership is from January 1 to December 31. Members who join after
October 1 will receive membership for the remainder of the current year
and the entire following year. All members are expected to act in a professional manner and conduct an ethical business.

Questions? Call Toll Free! 800-440-9398
To submit this form, fill out then print a copy and attach any extra requirements.
Return with payment to:
Minnesota State Auctioneers Association
c/o Frank Imholte, Executive Vice President
8160 County Road 138, St. Cloud, MN 56301

MSAA Hall of Fame Nomination

MSAA Hall of Fame
Official Nomination Form
Nominations must be postmarked no later than June 1 of the year preceding the
presentation of the Hall of Fame Award. Mail nomination to: Lowell Gilbertson, Hall
of Fame Committee.
Name of Nominee:
Residence Address:

|

Form

Has the Nominee specialized in any particular field of Auctioneering?
List educational background of the Nominee. (Include offices held, current and past):
1)
2)
3)
List regular auctions conducted, if any, and/or special individual auctions conducted
which have brought attention and credit to the profession of auctioneering.
1)

Phone:

2)

Business Information:

List at least three individuals who have worked with the Nominee or who have
knowledge of the Nominee’s worthiness of being considered for this award, whom
the Hall of Fame Committee may contact:

Name of Firm:
Position:

1)

Number of Associates or Partners in Business:

2)

Business Address:

3)

Phone:
Personal and Family Information:
Name of Spouse:
Does spouse participate in the Auction profession?

Yes

No

If yes, explain:
Is spouse a member of the MSAA Auxiliary?

Yes

No

Previous recipients of the MSAA Hall of Fame Award have established some
general qualifications which they feel each Nominee should possess or have
shown. Please reflect your personal assessment of the Nominee with respect to:
HONESTY, HIGH ETHICAL STANDARDS, WILLINGNESS TO SHARE WITH OTHERS,
STANDING IN HIS OR HER COMMUNITY, AND MASS CONTRIBUTIONS TO THE
AUCTION PROFESSION.
Narration: (Attach separate sheet.)

Give names and ages of children:

Submitted by:

General Professional Information:

Address:

How long has the Nominee been involved in the auction business?
What percentage of the Nominee’s time is actively spent in the auction business?

How long has the Nominee been a member of the MSAA?
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Phone:

To submit this form, fill out then print a copy and attach any extra requirements.
Return to:
Lowell Gilbertson, MSAA Hall of Fame Committee
2661 Oak Hills Dr. SW, Rochester, MN 55902

MSAA Auxiliary Hall of Fame Nomination

MSAA Auxiliary Hall of Fame
Official Nomination Form

|

Form

(Attach separate sheets if necessary.)
Auxiliary Participation:
1)
2)

Qualifications for Nominees:

3)

• Spouse must be a member in good standing in the MSAA.
(Or past member if widowed).

4)

• A member of the MSAA Auxiliary with recent or previous active participation.
• Participation in a related business to the auctioneering profession.
• Active in community, church, charitable or volunteer organizations.

5)
Community Activities:
1)
2)
3)

Name:

4)

Address:

5)
State:

City:

Zip Code:

Phone:

Personal Comments: (Attach separate sheet.)
(Please include as much detail as possible on all areas requested and send form by
June 1st, 2009.)

Name of Spouse:
Business Name:
Business Address:
City:

State:

Zip Code:

Business Phone:

To submit this form, fill out then print a copy and attach any extra requirements.
Return to:
Deb Ediger, Committee Chairperson
218 W. Main, Belle Plaine, MN 56011
952.873.2292 or 952.873.6972
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Annual Scholarship Application

Annual Scholarship Application
Official Application Form
Two Scholarships of $1,200.00 each (subject to change)
from the MSAA & MSAA Auxiliary
One Scholarship of $1,200.00 (subject to change)
“Vi and Orlin Cordes Memorial Scholarship”
Deadline: November 1, 2009
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Form

CHECKLIST
1. Scholastic Information – GPA:
(If senior in high school or current college full-time student. Need not be official.)
2. Honors or Community Involvement:
(list any or all school, community, club, sports, academic)
1)
2)
3)
4)
5)
6)

Date:
Name:

Age:

Address:
City:
Telephone: (

State:
)

Zip Code:

Date of Birth:

Relationship to ACTIVE MSAA or Auxiliary Member:
Child
Grandchild
Niece
Nephew

Auctioneer Spouse

An Active Member means he/she should attend MSAA Conventions on a regular
basis and be interested/involved in promoting the MSAA/Auxiliary auction
profession. Must be a member of the MSAA or Auxiliary for 3 consecutive years.
Name of Relative:

7)
3. ESSAY: Please state your interest in the auction profession, history and association
with the auction business or any experience you have had in the auction profession
(set-up, clerk, manager, publicity, etc.) and/or why you would like the chance to
attend auction school. Please complete on separate page, sign and ATTACH
ESSAY TO THIS APPLICATION FORM.
4. Please attach a copy of the letter of acceptance or proof of enrollment in your
school of higher education (required if applying for the MSAA or Vi and Orlin
Cordes scholarship).
5. Current letter of recommendation is required for ALL scholarship applicants.

Address:

Absolute Deadline – Must be postmarked by November 1, 2009

City:
State:
Zip Code:
NOTE: Only one scholarship per candidate. If unsuccessful in your application one
year, please reapply.

Relative of winner will be notified before the annual convention. Winner and MSAA
Auxiliary member relative are encouraged to attend the Friday evening Recognition
Banquet at the annual Minnesota State Auctioneers Convention.

Year:

High School Graduated from:

Return to:

Address:
City:

State:

Zip Code:

Name of College or University of enrollment:
State:

Alice Goelz
31349 Co. Hwy. 11, Franklin, MN 55333
Scholarship Committee Chairperson: Grace Fladeboe
Committee Members: Rosi Przybilla & Sara Fahey

Address:
City:

To submit this form, fill out then print a copy and attach any extra requirements.

Zip Code:
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