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Give customers another reason to buy

POPULAR POSTS Most dealership owners have figured out they need to sell their dealership to customers and not just sell the
S - products carried by their dealership. On the other hand, the facts say that most salespeople are focused solely on
Four-wheel market =hare: : 3 selling a product and not the dealership. In fact, when we recently measured nationwide how often a motorcycle
Who gained, who lost for salesperson gave compelling reasons to buy from their dealership, we found that it happened only 34 percent of
20097 .' : the time. Twao times out of three there was no mention of why buying from this dealership was a better idea than

A truly biey mistake buying somewhere else. The focus was solely on product.

Holding a high-tech \ What about the master technicians in your shop, the custorner track days or dual sport rides, the trips to Moto GP

le piston in your races orSupercross tickets, or your wide-ranging accessories department? What makes your dealership
different? If it's easy for you to answer that question, then it's probably also easy for a customer to choose your dealership over another one.

Heads up on a new federal Encourage your salespeople to sell not only the product, but also their dealership, and the end result will be customers who choose to
regulation that will impact purchase based on your dealership's advantages rather than its price tags.
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Y By rae, November 10, 2009 @ 10:57 pm

el 0 ok Differentiation iz of course, always good, but how do you differentiate yourself in a small start-up dealership? We don't do track
edler Consultants
days (no tracks}, MotoGP and Supercrozs iz a long ways from here, and expensive to get to, plus our product lines don't 2upport

From the Editors that kind of activity. We dont have time for group rides (one day off a week as it is) and one =alesman, and the parts tech and

Legal Experts service tech are dirt guys and dont care for the street (no dirt line). | rarely =ee any advice for new small operations with little
funding — might be nice to =ee a =eriez of articlez aimed at thiz particular =egment of the industry.
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) By Alan Schatz, January 21, 2010 @ 2:56 pm
Uncategorized

Uze your =mall zize to your advantage, brag about perzonal =ervice from the owner or G.M., When customers call or come in they
TAGCLOUD always know who they are dealing with and you know them (by name?). | bought my first new bike from a small shop that every
% time | went in the owner waited on me and always knew my name. | was a loyal customer until he =old cut to a large chain that did
A | ” not know me and did not care. If you are a street dealer and have a team that “dont care for the street” that iz a reflection on the
d eale rSh | ps whole dealership, you need to fix that. Make time for that Saturday or Sunday dinner ride, make it fun, arrange a private room with
arle a place ahead of time. Invite couples (remember who has the purze). Above all make =ure perzonal =ervice iz vour policy 24/7 and

d&Vl sSOon ndustry tolerate nothing less.

Insiders blog Of courze these are just opinions and we all know what they =ay about opinions..__.....




