Survey: Harley tops among
industry retailers

BY NEIL PASCALE
B EDITOR

Harley-Davidson dealerships
have the most elfective sales
lorce and provide the best shop-
ping experience among top
motorcycle brands, according o
what is believed to be the first
survey ol its kind in the power-
sports industry.

Buell and Big Dog were the
second-best performers in the
2007 Pied Piper Prospect Satislac-
tion Index, an industry report that
was calculated alter 375 shopper
evaluations at dealerships across
the United States. Victory, Ducati,

Suzuki and BMW also ranked
above the industry average in the
index. Manulacturers that lell
below the industry average were
not disclosed.

The survey of all Motoreycle
Industry Council-member motor-
cycle-producing manulacturers
provides a different measurement
of the retail experience than other
industry indexes, such as the J.D.
Power and Associates' Motoreycle
Competitive Information Studly,
which locuses on customer satis-
faction alter the bikes purchase.

“Customer satisfaction is
hugely important in understand-
ing how customers rate their pur-
chasing experience and their
ownership experience,” said
Fran O'Hagan, president ol Pied
Piper Management Co., the Cali-
fornia-based management con-
sulting company that conducted
the report and runs a mystery
shopping program lor Ducati
North America, “But it doesn't
pay any attention to those shop-
pers who do not purchase.

“So why is that important? 11
you use the motor vehicle indus-
try as an example, out ol 100
people that walk through the
door, only 10 to 25 ol them buy
the same day.”

To determine how all con-
sumers were treated at dealerships
around the nation, the Prospect
Satislaction Index evaluated the
shopping experience — did the
customer have a pleasant experi-
ence? — and the eflectiveness ol
the salesman, whether he men-
tioned accessories or extended
warranties and il he asked for lol-
low-up information,

Fach of these retail bench-
marks, along with dozens of oth-
ers, were measured by shoppers,
independent contractors who
reported their lindings to Pied
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Give your sales
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Our goal is to help drive growth for your dealership. At
GE, we'll tailor financing programs so you can maximize
cash flow, stock more units, increase sales and expand

your market presence.

retail research on the auto and RV industries.
That data can't be specifically compared to the
motorcycle index because the latter evaluation
is much broader in scope.

Besides finding industry averages, the index
also delved into the different retail performances
that shoppers found with each brand.

Shoppers would go into a dealership and
evaluate the retail experience for a specific
motorcycle brand. Shoppers never “shopped” a
dealership more than once and never for more
than the one brand. The number of evaluations
for each brand that led to the OEM’ ultimate
index score differed according to their number of
retail Jocations and their quantity of sales.

Among the findings on the individual brands
included:

m Harley-Davidson salespeople were more
likely to ask for a shopper’s name, to determine
a shopper’ price range, to determine if any-
thing was preventing a purchase, to try to for-
ward the sale, and to ask for a shopper’s
contact information;

m Ducati dealerships ranked highly for pro-
moting accessories;

m Kawasaki dealerships ranked highly for
promoting financing;

m Honda dealerships ranked highly for visible
signage;

m Suzuki dealerships ranked highly for focus-
ing and narrowing a shopper’ choices, and,;

m Victory dealerships ranked highly for offer-
ing a testride.

To learn more about Inventory Financing, Real Estate,
Equipment Loans and Business Credit card programs
call us today at 800-767-0718.

To learn more about consumer financing programs call
us today at 866-838-0654.
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A NEW APPROACH

The Prospect Satisfaction Index, O'Hagan was
quick to point out, represents much more than
just an expanded mystery shopping survey.

“The typical mystery shopping is a common
sense check on low-hanging fruit. Its something
obviously wrong with what’s going on. To take
something like that and apply it rigorously
through statistics across the country and across
the industry just wouldn't work.”

The Prospect Satisfaction Index differs from
the generic mystery shopping effort in two ways:
in advance of the survey Pied Piper determined,
through internal and external research, what
questions were the most important to determine
effective sales processes, and then those ques-
tions were put forth by a “shopper” that behaved
like an average powersports consuiner.

Knowing what retail practices to evaluate was
especially key, O'Hagan said. Part of the process in
determining which practices the shoppers would
rate was to closely examine the sales process and
all of its variables. Once the key variable retail prac-
tices were determined, Pied Piper worked to find
appropriate shoppers. The independent contrac-
tors had to have the same demographic attributes
of typical industry shoppers and ey had to have a
history of providing accurate retail observations on
other projects, O'Hagan said.

O’Hagan said Pied Piper will be rolling the
index out in other motor vehicle industries in the
near future. PSB




	PowerSports Business 2-12-07 p1-1.pdf
	PowerSports Business 2-12-07.pdf

