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DEALER OPERATIONS

Todd Stoney

The Value of Vehicle Displays

Autamative design, sophisti-
cotion and luxury have mode
guanturn leaps in the past 30
years. However, of this there can
be liffle doubt: The design of the
syslems used fo display one of the
mast expensive purchases o con-
sumer will make has changed very
little, if ot cll. Dealers hove had 1o
use their wits and business sawy
te make their inventory more
appealing then the dealers across
the straat or down the road,

Manufacturars have spent mil-
lions helping dealers improve
brond image at the store level,
They've halped, even foreed deal-
ers to creofe more engaging, mod-
ern, luxurious and kid-friendly anvi-
renments. Getling their dealer bod-
ies to ogres to hove o more consis-
tent customear experienca has been
a real chore for some. Corporate
imaoge directives often include pure-
ly aesthetic changes to the interiors
that have cost dealers a small for-
fune, with no direct banefit 1o the
bettom line. Mony declers forced ta
underge imoge mokeovers debate
if it's actually impraving custemer
satisfoction or sales.

Auto monufociurers also
spend hundreds of millians of dol-
lars researching and developing
new products using very sophisti-
cated market research techrigues.
They then credte entire markefing
campaigns arcund that research in
arder e reach their farget groups.

PR -

Whether we like it or naf,
everything they de is geared 1o
reaching the right people at the
right fime and place with
persuasive messoges and imagery
that will inspire them to visit your
store,

Bronding is vital to the
swecess of any product, especially
the auta manufocturers’ and thair
dealers. Mot laking advantage of
manufacturer research is fo your
own detriment. Millions are spent
testing eonsumers, yel dealers still
do their own thing. Baolloons,
flogs, tents and poster cards under
apan hoods may catch the eye,
but whot does it say about you#
O fashicned? Typical? Locking
creativity? |s it any wander many
communifies acrass the counbry
ban such plovs os o “distraction to
motorists”, The truth is: t's more
a matler of being o “blot on the
londscape.” In Zoning Board
linge, it's considered having o
“deleterious” effect on neighboring
properties, Coming up with your
own creative ideas lo generale
business, if not done professionally
and consistently can confuse peo-
ple. Ask yourself if the messoge
you're sending is conflicting with
the perception the manufacturer is
poaying te create. If it is, it could
actually be driving business away.

Caose in point. Imagine going
into a grocery store withaut
colorful, oftroctive and

Dealers need to find
ideas or a system that
compliments a
vehicle's attractiveness.

easy-to-understand paint-of-pur-
chase displays? It would be an
entirely different shopping
experiance to say the least. Anyene
remember the generic brand
marketfing failures of the early
1%80s% Exciting visuals ore
essential to promofing new
producls. Calor eambinatiens and
graphics are thoughifully chesen
ond designed fo both capturs
aftention and stimulafe your senses
50 gustomers put that new product
inta their shopping earls. You
should be aware of the amaunt of
research, science and thought
behind the most successful
tranchise retail store displays, no
mater if it's a grocary store
promotion or window dressing of
Victoria's Secret. Both are
specifically designed to be inviting
and seductive in different, vet
effective, ways.

Comparatively, little hos been
dane to help you imprave your
imoge with respect to yvour
starefront, your frant line at the
streef level. |n recl estate soles,
curb oppeal is especially valuable
te the sale of a house or commer-
ciol properfy. Why would it be any
diffarent to sell the image of your
dedlership?

Arguably ene of the mos|
important aspects of a dealership
is your front line. A stere may have
the hest sales people, offer the
best warranty or present the great-
et value, but if that front line
doesn't facilitate those messages
with a clean, crisp, moadern and

inviting loclk, your resulfs may be
mediocre at best. For mora than
30 years, dealers hove had limited
choices when it comes fo vehicle
displays unforiunately. If foday's
maodern, stylistic vehicles are
pockoged atop rusty engle iron
ramps it diminishes the brand of
the vehicle and that of your
dealership simultaneously.

Market researchers for RAMP-
BO&5-U5A, an internafional vahicla
display manufacturer, found an
incredible number of dealerships
trying all kinds of wild ideas in
order to circumvent using anfiquai-
ed display technology. These ideas
have bean met with varying
degrees of success. Thers's no
subshtute for placing eye-catching,
popular vehicles up higher in erder
to braak the plane of the front line.
Dealers need to find ideas or o
system that complimeants o
vehicle's offractiveness, nol defract
from it. Begardless of the kind of
display system you use, it should
ge without saying those need fo be
free of rust and regularly paintsd,
but surprizingly, many are not
maintained even regularhy. If you
do, colors should be dork enlor in
arder to help keep the focus on the
vehicle and not what i#'s sitting on.
Frant line vahicles need to be
detailed to o high standard and
the porking laf surfoce has to be
clean and acceptable in terms of
wear and safety from the
consumer's parspeciive.

Todd Stoney is the Presidentof
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