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Following the Pied Piper: Study Shows Which Dealers Best
at Closing the Deal

Despite claims of doing things better, Tesla falls far short of rivals.
by Paul A. Eisenstein on Jul.08, 2014
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For many - perhaps most — motorists, buying a car
is a process only slightly less painful than having a
root canal. Yet some dealers do a markedly better
job not only keeping potential customers satisfied
but also making sure they close the deal. Who's
doing the best job is the subject of a new study that
puts Mercedes-Benz at the top of the list, and
battery-car start-up & Tesla way down at the
bottom.

Drespite claiming it can do a better job of helping
It's the first time Tesla has been included in the customers than franchised dealers, Tesla came in last

annual Pied Piper Prospect Satisfaction Index, and it in the latest Pied Piper Prospect Satisfaction Index.

raises serious guestions about the California
carmaker’s claims to be doing things a better way with an approach that relies on factory-owned,
rather than franchised, showrooms.

"Today, car salespersons have become a lot more helpful” than they were
barely a decade ago, said Fran O'Hagan, the analyst behind the Pied Piper
study. But he cautions that it takes more than just a friendly attitude and
the ability to answer a customer’'s questions to close a deal while also
keeping buyers happy.

Your Auto Source! "We're measuring how effectively a dealer turns a car shopper into a car
buyer,” added O'Hagan.

The 2014 Pied Piper Satisfaction Index, or PPSI, looks in detail at the sales process, tracking how
retailers and their sales staff follow what might be described as best practices. Do they greet a
customer walking into the showroom? Do they outline specific and relevant features of a vehicle and
compare it to the competition? Do they take the appropriate steps to close a sale rather than stand
back as a potential buyer leaves the showroom?



By and large, the answer is yes at Mercedes-Benz

stores, the German brand leading the PPSI as it has gy b eyl
consistently over recent years - reflecting a Ao Brands Ranked by Pied Fiper P51
concerted corporate effort to develop a best- '”"E" S |
practices approach to sales that ©O'Hagan says most % EEE
Mercedes dealers now follow. Infiniti comes in a e 5

close second, followed by Lexus and, in a four-way k= #

tie, Cadillac, Hyundai &, Smart and Toyota. m%f _%

In general, there have been major - and generally b EE

positive — changes in the way dealers operate since “E% ——1 "

O’'Hagan launched the Pied Piper study in 2007. On . ——

the whole, it echoes the results of other studies Eupme, - L s - i

that have found car shopping has become a bit less
of a tEdlciuslchDre' -lzt-'ere Slless of what O’Hagan Mercedes-Benz dealers topped the most-recent Pied
calls the "Wild West” practices that created a layer Fiper study rankings.

of anxiety for shoppers.
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{Lexus the latest to go turbo with new NX. For more, Click Here. )

But while today's salespeople tend to be more professional, some, he says, "fall into what I call the
museum curator category. They answer yvour questions but they don't proactively help turn vou into a
car buyer.”

Surprisingly, a majority of those working & at Tesla showrooms "fell into that category,” O'Hagan's
team of mystery shoppers discovered after visiting every single one of the maker's stores around the
LS. Where benchmark Mercedes scored 110 on the PPSI scale, with an industry-average score of 100,
Tesla slumped to the bottom, at just 86.

{Click Here for details on rising gasoline prices in the U.5.)

Tesla salespeople, said O'Hagan, "are far less likely to give reasons to buy or offer a test drive or talk
about financing & options. Theyre much more likely to fall into the museum curator category. Theyre
friendly and knowledgeable, but don't do anything proactively to turn a shopper into a Tesla owner.”

The low score is all the more surprising considering the start-up maker's argument that it can do a
better job by owning its own stores rather than going the traditional franchise route - a position that
has run it afoul of dealer groups and franchise laws in a number of states.

While dealers are generally doing a better job working with customers on the showroom floor, the
latest Pied Piper study did find the old Wild West mentality remains, ironically, when it comes to
working with customers online. Among other things, dealers often tend to be slow to respond to email
requests from customers, a delay that can send a potential buyer scurrying to another store.

{To see more about GM and Ford enjoying record sales in China, Click Here.)

Lexus B topped the industry in terms of Internet practices, said O'Hagan, though he quickly added
that, “"Even the top brands were only average at best.”

Asked why it matters to follow best-practice policies, ©'Hagan said there is a direct correlation between
those stores that top the PPSI chart and those at the bottom. The best dealers continuously outsell
the poorer stores by 16%. For a manufacturer, that can translate into significant lost sales and market
share and translate into higher incentives and advertising expenses.
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