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MOTORCYCLE
Mystery shopper title goes to Ducati dealers

TOP MOTORCYCLE BRANDS FOR PIED PIPER PSI*
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THE MOST ADVANCED ADJUSTABLE
AIR SUSPENSION IN THE INDUSTRY

THE ARNOTT ADVANTA

1-877-9000AIR

Almost 3 Inches of Adjustahle Shock Height Travel
Improve Ride with Adjustable Damping
Installation Manuals & Videos Make it Easy
Upgrade with Optional Switches and Gauge
5-Yoar Limited Warranty on Parts
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HARLEY DEALERS ALSO

Harley dealersl
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Harley-Davidson salespeople sell the dealer-
ship in that manner 57 percent of the time. The
industry overall does the same 47 percent ol
the time, and Honda dealers focus on that only
32 percent of the time

Harley dealers also locus on the completion

ol a sale by encouraging going through the

numbers or writing up a deal 41 percent of the
time, compared to Honda dealers, who do the
same 33 percent of the time
It's interesting, the stereotype ol a vehicle
salesperson, let's say a car salesperson, is that
they sell too hard, you know they're too over
| bearing, where the facts are just the opposite
i The facts say that it's four times more likely tha
| asalesperson will not sell hard enough, and I'm
talking about the car business, Motoreycle busi
ness Motorey

ivs even worse,” O'Hagan said

cle business has much more of a problem with

| museum curator mode, where I'm smiling, and
! I'm happy, and U'm Iriendly, and U'll answer any
| gquestions you have about this bike, but 1 stop
| short from actually st Hling it 1o you

Harley also leads the pack when it comes o
suggesting sitting down at a desk and mention-
ing the availability of linancing options

Harley and Ducati dealers combined 1o lead
half of all the study's questions. Ten other brands
also ook top spots inat least one category each

INDUSTRY IMPROVEMENT

Though Ducati dealers topped the charts this
year, the industry overall experienced a 2-point
That, and the
1'{'\"“‘\ ||1P||I.l ||"||I|l'l ol Illipl\Tl-ll\l categories,

improvement (o a score of 104

shows O'Hagan that the industry is paying
attention to its sales skills

1t's fascinaung, 1o me anyway, to look and
see how the whole industry has changed for

specilic questions because there's been some

PERCENTAGE OF DEALERS WHO
ASKED FOR CONTACT INFORMATION
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huge improvement,” he said. “If | boiled it all
down 1o a headline, 1 would tell vou that the
y P\l'.‘! motorevele \\Ill "Pl. rson is much more
professional today. They know how o sell;
they're much more likely 1o know how to sell
— the very hasics

Though Ducati led the asking for contact
information category, the industry’s dealer
body as a whole also improved in that category,
asking for contact details 52 percent of the tune,
compared to 47 percent last year and 38 percent
in 2007 Along with Ducati, Harley-Davidson
(67 percent of the time), Can-Am, Victory and
Iriumph also scored well with that question.

As for suggesting writing up a deal, the
industry's score improved from 30 percent
three years ago to 39 percent in 2014, with
Can-Am, Harley-Davidson, Suzuki, Ducati and
Triumph leading the charge

In the “atempted o forward the sale.” cal-
egory, which includes any action that moves
the customer from talking about the product
to ralk
WING up a ransaction or siung down at a
desk or asking a customer 1o buy today, deal-
ers have seen marked improvement. When the
PSI motoreyele study started in 2007, only 45
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percent of salespeople attempted to forward the
sale. Last year that number was 53 percent, and
this year it reached 63 percent.

Can-Am Spyder and Indian dealers were both
added to the list for the first time this year, though
Pied Piper has been monitoring Indian for several
years. Can-Am’s first time on the chart earned the
brand an above-indsutry-average score of 107,
and Indian wasn't far behind with a 102.

Though the top OEMs were the biggest
contributors to the industry’s increase in 2014,
KTM (measured by on-road bikes only) and
Aprilia, which had the worst scores overall,
both saw double-digit increases.

CAN | HELP YOU?
While dealers have come along way in many cat-
egories and some individual stores have achieved
100-percent scores on some questions, the indus-
try overall still has a few hurdles to overcome.
One that O'Hagan noted this year was the
likelihood of salespeople to ask, “Can I help
you?” In 84 percent of the mystery shopping trips
conducted, salespeople asked that question.
“That's a pretty striking statistic because if
you talk to any sales trainer — and this isn't
unigue to motorcycles — anyone being taught
1o sell is taught to ask open-ended questions,
and you're also taught to make a positive first
impression. And the best you can do for your

positive first impression is ‘Can I help you?”
(’Hagan said. “And the craziest part of that is
half the time the response is, ‘No thanks, I'm
just looking.” Now what the customer really
is saying is, ‘I don't know you." What they're
really saying, | mean if you gave them truth
serum, what they'd say is, T'm so psyched I'm in
a motorcycle dealership! I mean this is wonder-
ful! T have all kinds of things o say!” But what
they're really saying is, 'l don’t know you. You're
asalesperson. I've been conditioned to send you
off because you're going to bother me.™

TEST RIDES
‘When it came to the all-important test ride cat-
egory, dealers again improved.

As far as offering an immediate demo, deal-
ers made the suggestion 23 percent of the time,
returning to a level not seen since 2009. It's
a number O'Hagan is happy to see improve
because of sales implications.

“Salespeaple who offer immediate test rides
half the time — not even 100 percent of the time
— sell 44 percent more motorcycles on aver-
age, than the group of dealers who do not offer
immediate test rides. | mean, it's not subtle, so
i's been interesting to watch it change,” he said.

Future test rides have also seen improve-
ment. Pied Piper began measuring salespeople
offering a future demo in 2010. Since then,
the industry average has hovered around 20
percent, but this year it increased to 29 percent,
which O'Hagan says is promising,

“We've found that there's about an 80 per-

cent close rate on those come-back test rides,
so even if I have a bike on the showroom floor,
and I have to take it off and prep it and run the
risk that I'm turning it into a slightly used bike,
I need to do that,” O'Hagan said.

When immediate test ride offers are added
with suggestions of future demos, the numbers
look even brighter, with 52 percent of dealers
offering one or the other, compared to 39 per-
cent in 2013,

“Pretty much everybody agrees that test
rides sell motorcycles. The only bone of con-
tention is well, it's kind of difficult to provide
test rides, and we could list a dozen reasons
why test rides for motorcycle dealers are
complicated. Logistically, they're difficult,”
(’Hagan said. “On the other hand, we see this
math that says some dealers who have figured
itout. They figure out a way to make it happen,
and let’s look at how many bikes they sell —
well, lo and behold, they sell a whole lot more
bikes than the dealers that don't.”

The improvement in test rides, mixed with
increases in other categories, shows that the
industry is on an upswing in terms of prospect
satisfaction.

“The math is just so clear that dealers who
follow these very simple behaviors religiously
end up selling a whole lot more motorcycles,”
O'Hagan said. “So when the PSI scores go up,
that's telling you that the dealer networks are
selling more effectively, and selling more effec-
tively means higher sales, so it's great for the
industry when the PSI index goes up.” Ps8



