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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
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