Survey finds big gap in quality of sales approach at Tesla from store to
store

By RUSS MITCHELL JuUL 26, 201 5 FM NFE w [ §]

LATEST AUTOS

Will Elon Musk answer tough analyst
questions on Wednesday's earnings

call?
Visitors check out a Mode!l 3 on display at a Tesla retail store in Chicago. (Scott Olson / Getty Images)
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Survey finds big gap in quality of
sales approach at Tesla from store to
One in four Tesla retail stores are among the best in the auto industry at treating prospective stare

buyvers with respect and turning them into paying customers, according to a market research
firm.

Sergio Marchionne, CEOQ who steered
But many other Tesla retail stores are the worst at doing those things — in such numbers that Fiat Chrysler's turnatound, dies at 66
Tesla stores as a whole scored at the bottom of 35 auto brands on the Prospect Satisfaction
Index released recently by Pied Piper, a service that sells data to automobile manufacturers

and dealers. Good news: Your Tesla Model 3 is
finally ready. Bad news: It may take

. . s weeks to get it serviced
The auto dealers that scored the highest in the survey were Audi, Lexus, Toyota, Mercedes- &

Benz and Infiniti.

. i X . N ) Fiat Chrysler is rattled without
Pied Piper, based in Monterey, sends mystery shoppers into automotive dealerships. The visionary CEO behind wheel
shoppers rate a dealership on traits including store appearance and product knowledge. A
good attitude from sales person toward the customer is an important part of the overall
score,

“What we are measuring is how successfully a dealership helps a shopper become a buyer,”
said Fran O'Hagan, the firm’s chief executive.

Asked for comment, Tesla pointed to a tweet from Tesla Chief Executive Elon Musk: “Tesla
finishes last in being salesy! Good.”

O’'Hagan said Pied Piper's shoppers visited 57 of Tesla’s 74 retail outlets in the United States.

While most dealerships that sell a particular brand don’t vary much from one to another,
Tesla’s retail stores “are hugely variable, more so than ¢ brands out of 10,” he said.

O'Hagan found that surprising, given how Tesla sells cars. Traditional auto dealerships are
franchises that are not owned by auto manufacturers. Tesla owns its own dealerships, which
it calls retail stores.



“My expectation is that their stores would be very consistent across locations” because they
are under Tesla’s direct control, O'Hagan said.

The mystery shoppers found that some Tesla stores have “excellent, helpful salespeople that
do everything they can to help someone become an owner of a Tesla,” he said. “But the
problem is you're more than twice as likely to walk into a Tesla dealer whose attitude is ‘take
it or leave it." They don’t give a rip whether you buy it or not.”

O'Hagan calls that attitude “the museum curator mode.”

Surveys consistently show the vast majority of potential car buvers dislike shopping at
dealerships. Musk’s team designed the company-owned retail stores and sales process Lo be
more appealing.

Companies that ranked high on the survey “work hard to be helpful, rather than just sitting
back and answering customer gquestions, O'Hagan said. For example, they fact-find to
determine why a customer is visiting, what's important to the customer, and how the

customer intends to use the vehicle.”

Some might consider that an old-fashioned hard sell that turns some shoppers off. To
O'Hagan, the key finding is the inconsistency hetween stores, which makes it unclear what
sales force behaviors are being encouraged and discouraged.

“Instead of finding a different sales approach applied consistently from location to location
by every Tesla employee, we have found much variation,” he said.

“For example, is it Tesla policy to always ask whether the customer would like to trade ina
vehicle? Or is it Tesla policy to never ask about trade-ins?” O'Hagan said. “We find that the
Tesla employees proactively ask about trade-ins 41% of the time.”
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