New Service Keys on Consumer

Class A Shopping Experience

Pied Piper’s ‘Prospect Satisfaction Index’ Rates RV Dealerships’ Performance During Sales Process

ied Piper Management Company

LLC of Pacific Grove, Calif,

released the results of its first RV
industry prospect satisfaction study in
June, showing how RV shoppers are
treated at dealerships which sell Class A
motorhomes.

The top five ranked Class A brands in
the initial survey were Monaco, Damon,
Itasca, Sportscoach and Holiday
Rambler.

The Pied Piper Prospect Satisfaction
Index allows RV manufacturers and RV
dealers to order evaluations of dealerships
to sec how the performance of their
salespeople compares to the RV industry
national average, and to the national
average of other same brand dealerships.
The service measures how a dealership
handles more than 50 different aspects of
the RV sales process, then highlights . i
aspects of the process where the dealership performs well, as  Franchise for the Future program,” said Fran O’} [:l(::l‘l'l. who
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rankings to Kay Toolson, Monaco’s
chairman and CEQ, the evening before
we released the results,” said O'Hagan.

Although the Monaco brand finished
first overall, other brands dominated the
industry for certain aspects of the sales
process. According to survey results,
shoppers for Itasca were most likely to
find salespeople who mentioned differ-
ent financing options or who mentioned
the availability of extended warranties.
Mandalay dealers ranked first for pro-
viding reasons to buy from their specific
dealership. Sportscoach dealers were
tops for addressing features and benefits
applicable to the shopper and American
Coach dealers ranked first for attempt-
ing to forward the sale and for gathering
contact information.

O'Hagan noted that evaluating the
experience of RV shoppers is important
because 75% to 90% of RV shoppers
don't buy the same day they visit a
dealership.

“We asked ourselves what makes
some of these prospects return to buy,
while others do not return, and some
even bad-mouth the dealership to their
friends,” said O’Hagan. “Sometimes
dealerships and salespeople are so
focused on customers who buy that they
neglect the prospects — the customers
who have not yet bought.”

O'Hagan calls it a problem of align-
ment, or more accurately, misalignment.
“Give a dealership owner a chance to
interact with a prospect, and the owner’s
goal is for the prospect to buy,” he said.
“But if they arent going to buy today,
MOst owners want prospects to leave as
a fan of the store, understanding that
they will be back, and that they will tell
their friends about the store, t0o.”

O’Hagan contrasts that attitude
with a salesperson’s attitude toward
someone who is “just looking around,”
adding that many times the salesper-
son sizes up the prospect to determine
whether they will generate a commis-
sion. If not, some salespeople begin
looking for another prospect that will,
This is O’'Hagan’s “misalignment” —
the difference between the long-term
goals and attitudes of many owners
and the short-term goals and attitudes
of many salespeople.

To measure prospect satisfaction, Pied
Piper developed a process which divides
the typical industry sales process into
hundreds of different factors, then
researches the importance of each with
real shoppers at dealerships Ehroughout
the country.
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ABOVE: Damon placed second overall in the study, which monitors
customer satisfaction during the various stages of the sales process.
The index was created by Fran 0'Hagan (left), who also is president of
Pied Piper. According to 0'Hagan, the study helps manufacturers and
dealers fine-tune the actions of their sales forces — vital, because
more than 75% of shoppers don't buy the same day, but do retain an
image, positive or negative, of the salesperson they dealt with.
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COLIBERT ENTERPRISES INC., CIRCLE 119 ON READER SERVICE CARD

Our Fifth Wheel Systems
Have the Easiest Installations
in the Market.

FREE RIDE"’

FIFTH WHEEL HITCH

FREE RIDE Fifth Wheel Hitch

- 18,000 Ib. rating (3,500 Ib. vertical load)

= No towing hardware in your bed when
you don't need it. Easy on/off design.

= No drilling into your truck frame.

- Side-to-side pivot of 10 degrees.

GOoOOD2G0O"

GOOSENECK BYSTEM

GOOD 2 GO Gooseneck Hitch

- Ball plate with 2-5/16" ball spins in and out.
* 30,000 Ib. rating. (5,000 Ib. vertical load)
* Requires only one 3" hole in truck bed.

GOOD 2 GO Gooseneck Adapter
Automatic latching coupler attaches to any
2-5/16" gooseneck ball.

« Converts fifth wheel trailer to gooseneck.
= Drop down style coupler allows full

range of motion for easy hookup and
disconnect.

* 30,000 Ibs. rating (7,500 Ib. vertical load)
= 15" or 12" overall height.

B\

RAIL RIDER"™

COMPLETE BUDER SYBTEM

RAIL RIDER Fifth Wheel Slider
« Fits either the FREE RIDE or Good 2 Go.
+ Allows 9" extra cab clearance.

COLIBERT"

INNDVATIVE
TOWING S80OLUTIONS

Call toll-free or visit us online for the
dealer nearest you.

888-CE-HITCH

www.colibert.com
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517 dealerships throughout the U.S.

Although the RV industry lacks
industrywide data on customer satis-

faction by brand, other motor-vehicle
industries have plenty of it — and Pied
Piper discovered that shgpper satisfac-
tion results don’t necessarily match
up with customer satisfaction results,

“We found that feedback about the
sales process from customers who
have purchased is influenced substan-
tially by the ownership experience —
c'\puuall\ when  customers  are
questioned days if not weeks or
months after the purchase,” said
OHagan. “In contrast, our shoppers
report back what happened to them
within hours.”

Pied Piper also found that the varia-
tion in response is much larger when
shoppers are asked about the sales
experience, compared to the same
question posed to buyers. O’Hagan
mentioned an auto industry example
showing that the typical sales-satisfac-
tion rate for buyers is 90% to 95%,
compared to 50% to 70% for shoppers.

The company also offered some
other comparisons to the auto and
motorcycle industries. “In general, RV
industry salespeople perform quite well
compared to salespeople in the auto
or motorcycle industries,”  said
O'Hagan, “However, there are sales
process aspects where the RV industry
has room for improvcmcnt — and
there is also quite a lot of variability
from brand to brand and from dealer-
ship to dealership.”

According to the survey results:

B A positive initial first impression
was reported by 78% of RV shoppers,
compared to 91% of auto shoppers and
90% of motorcycle shoppers.

m RV s.hoppus are the most likely to
be greeted promptly (89% of the time),
compared to 85% of the time for auto
shoppers, and 74% for motorcycle shop-
pers.

B RV salespeople introduce them-
selves 85% of the time, compared to
91% for auto and 68% for motorcycle.

B RV salespeople are more Ilkd\ to
determine the shopper’s price range
(74% of the time vs. 64% for auto and
47% for motorcycle), and are more
likely to discuss features of a brand
and model which are uniquc from the
competition (75% of the time vs. 58%
for auto and 46% for motorcycle).

B RV test drives are offered to RV
shoppers 38% of the time, compared
to 89% of the time for auto shoppers,
and 18% of the time for motorcyele
shoppers. '

To compensate somewhat for a lack
of test drives, RV salespeople are much

more likely to offer a brochure (85% of

the time, ummpmd to 66% auto and
63% motorcycle.)

B RV sales people attempt to forward
or close the sale 66% of the time, com-
pared to 76% for auto and 35% for
motorcycle.

B RV salespeople are less likely to
encourage the shopper to return to the
dca]crsh:p (62% of the time vs. 76% for
auto and 35% for motorcycle), or to
ask the shopper for contact informa-
tion (68% of the time vs. 83% for auto
and 45% for motorcycle.)

B From a manufacturer’s perspective,
the study revealed that RV dealerships
push a brand other than the brand
requested by the shopper 17% of the
time vs. onl\ 6% of the time for auto
shoppers and 19% for motorcycle.

Perhaps most importantly, O'Hagan
found that compared to auto shoppers,
RV shoppers are more likely to walk
out of the dealership with no effort
whatsoever by the sales staff to sell
anything to the shopper, or even to
ensure that the shopper returns to the
dealership.

According to Pied Piper, the most
important “tool” for turning a prospect
into a customer is positively modifving
the behavior of the salespeople.

“Do your salespeople automatically
gather contact information and then
follow up after a pmqpcct VISItS?,
O™Hagan asked rhetorically. “Do they
remember to give pmsputs reasons to
buy from this dealership rather than
another one? Do they always remem-
ber to mention product features unique
from the competition, or
financing and leasing? Do they always
ask for the sale>”

According to O'Hagan, who licens-
es the results of the survey,
brands which perform better than the
industry
which
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have dealerships
noting how one

ships were 25% to 60% more likely
than salespeople from ]L'\s m;u----:lzl
dealerships to give compelling reasons
to hLI'\' now, to uncover tau re-
venting the purchase or to ask the

prospects ﬁ.ﬂ]()‘.\'--ll]\ question



	RVB 1.pdf
	RVB 2.pdf
	RVB 3.pdf

