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Answering the brochure debate

Matarcycle prospects walk into a dealership interested in buying a new matarcycle, but the facts say that half the
time those prospects will walk back out the door holding nothing in their hands. Mo keys to a new bike, but also no
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& clear picture of the brochure.

induztry’s past 15 months . : : > .
Why the reluctance to provide a brochure or other selling materials to prospects?® Some dealerships argue it's too

The essentials of women's it expensive to hand out so0 many brochures, and others argue that the quickest way to send a prospect out the door
appare| without buying is to give them a brochure

Baning & Weo 3as faet gees \ One of the most respected men of the advertising industry, David Oagilvy, famously said, “long copy sells.” His
eSS pointwas if a prospect was willing to keep learning about a product, the seller should keep providing material to teach. The moment the
Your Web/E-commerce seller stops providing new material, the seller has stopped selling.

guastions answersd N - N " ) ’ .
Considering that 80 percent of your dealership's “ups” walk back out the door without buying, wouldn't you rather leave them with “lang

copy” in the form of a brochure to keep selling to them after they walk out the door?
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Mo, your salespeople don't have to give them a brochure immediately during the visit, but make sure they are handed ane as they are

Home headed outthe door. Or even better, give your prospects not only a brochure, but also something to sell your dealership too: a copy of &

Al newspaper article or even a pamphlet you've created about what makes your dealership unigue.
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