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NOW THAT NPA HAS GONE MOBILE
[T'S HARD FINDING TIME FOR ANYTHING ELSE

ACCESS OVER 7,000 PRE-OWNED
POWERSPORTS EACH MONTH FROM |
ANY PHONE OR TABLET - )
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MOOSESRACING

Since 1986, Moose Racing has dedicated itself to
providing the rider and racer with the highest quality and
best performing products available. With thousands of
items ranging from racewear to casual apparel to boots
and the finest in hard parts and accessories, Moose
Racing offers the most comprehensive list of products
in the industry to satisfy all of your riding needs..

—  MOOSERFACING n

WE GOT YOU
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OUT OF MY MIND

by Joe Delmont and fast. around you.

MIKE VAUGHAN
14 Dealer Expo represents

CONFESSIONS OF A the state of our industry.
CUSTOMER

ERIC ANDERSON

Want to woo new customers?
Better brush up on your
dating skills.
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COVER STORY:

BONA FIDE RIDERS

North County’s House of Motor-
cycles nurtures strong customer
ties because its employees live
the rider lifestyle.

by Dennis Johnson

Follow us on Twitter:
Check out
www.twitter.com/
dealernews

for industry news
and updates.

On the cover

Photographer Joe Bonnello wanted a scene that would match the simplicity
of Mark Gusciora's beloved Honda. A sales associate directed them to an
abandoned house in Vista, Calif. “Mark was a moto-head long before he im-
migrated from his native Poland, and then eventually became the manager
of one of the most successful shops in San Diego County,” says Bonnello.
"He rides to work on his not-so-pristine 1979 CB750F, one of my all-time
favorites, despite the fact that he has an entire building of new, modern stuff
to pick from.” Y,

Become a fan of
Dealernews on
Facebook @
www.facebook.com/
dealernewsfan
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shop owners and parts managers
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FROM
THE EDITOR

Mary Slepicka

Burning the blueprints

HARRIS WANTS TO BUILD A SHOW ‘BY THE INDUSTRY FOR THE INDUSTRY’

THE 48TH ANNUAL DEALER EXPO has
come and gone. How've you been? Sales
doing OK? We've been a little busy around
here. | think the staff's in need of some vaca-
tion time. | know | am.

Building a show isn't easy, and it ain't
cheap. Everything from the renting of the
venue itself down to the draping behind the
booths to the carpet stickers to the security
staff to the signage to the microphones the
seminar speakers use — it all costs money,
and is customarily supported by the pay-
ments companies make in order to set up a
booth and/or sponsor an event or a feature.
(Big kudos to operations director Lorri
Monty; we remain in awe of your logistical
prowess.)

As Mike Vaughan so eloquently explains
on page 64, a trade show reflects the state
of the industry it serves. Since the heydays of
2006-07, the industry lost 5,000 dealers and
retailers, vehicle sales were slashed in half
and about 20,000 people (we estimate) left
the industry altogether to find employment
elsewhere. | see that a former distributor
executive has just returned to the motorcycle
aftermarket after spending a couple of years
in the irrigation business.

Show management has just released the
onsite attendance figures. There were 5,400
registered attendees at the 2013 Dealer
Expo; 1,400 were franchised dealers and
1,700 were non-franchised retailers. Another
500 identified themselves as specialty P&A
retailers, and 450 registered as service-
only shops. Just under 200 registered as
online-only retailers. The number of people
attending from each business hasn't fluctu-
ated widely in the last three years; franchised
dealers send an average of 2.8 people to
Dealer Expo; independent dealers, 2.4; on-
line retailers, 2.2; specialty P&A stores, 2.2;
and service shops, 2.4.

So what does this mean for Dealer Expo?
Well, first, given that there are fewer buyers
in the market, I'm sure show management
would like to see more of you — if not just to
buy product, then to attend seminars or to
just take it all in and gain a greater aware-
ness of what the industry has to offer your
store. And they hope that by seeing more
of you they will be able to convince more
companies that they should exhibit.

But the concept of the traditional trade
show is changing. And in this day when we
communicate via text, email and social posts,
it's a rare and treasured opportunity when
you can gather in one place to have a true
conversation in real time. A “trade show”
must shed the constraints of the past and be
an event, a happening that opens your eyes,
smacks you upside the head and blasts you
with the simple affirmation that yes, anything
is possible.

Advanstar, the parent of Dealer Expo
(and Dealernews), produces some very large
and unique events in other industries, from
the PROJECT and Licensing Expos to the
big MAGIC apparel events in Vegas, to the
upstart Comikaze in L.A. These shows are
about more than just the products exhibited;
they are destinations — neighborhoods of
lifestyles with vibrant décor, live-action big
screens, constant entertainment and more.
They excite the senses. Senior VP Tracy
Harris has spent the last two years with these
events. She is intent on completely relaunch-
ing Dealer Expo from the ground up for
2014 — and she's starting off by crowdsourc-
ing it. "I truly want this to be an event that
is built by the industry for the industry,” she
told me.

Has an industry show ever been crowd-
sourced before? Likely, but | can’t remember
one. "l would like to think that | am an in-
credibly unique individual,” Harris deadpans,
"but I'm sure this has been done elsewhere.”

If you attended this year's show, by now
you will have received a survey asking for
your input. If you didn’t, show management
would like to know what would prompt you
to reconsider; you can send them an email
at onevoice@dealerexpo.com or call them at
855.DLR.EXPO.

Harris and her teams will take all of this
input and go into a brainstorming and plan-
ning stage for the next several weeks. And
when you see white smoke coming out of
the rooftop AC unit at Advanstar headquar-
ters in California, you will know we have a
brand-new event for 2014.

Mary Slepicka
Content Director
mslepicka@dealernews.com
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K SPEED READ

Speed Read gets you caught up on the top stories in powersports as reported on Dealernews.com.
Sign up to receive the DealerNEWS ALERT e-newsletters for news delivered right to your inbox.

Stealth lives a short life

ELECTRIC UTV MAKER GOES OUT OF BUSINESS AFTER ONLY THREE YEARS

Dealernews in March confirmed what some
dealers had surmised for weeks: that the
highly promoted electric UTV manufacturer,
Stealth, had shut its doors.

The company reportedly struggled with
lower demand than anticipated. CEO Greg
Block blamed cost issues in a fledgling mar-
ket. After three years, he said, the company
just ran out of money.

“We were pursuing an investment or
outright sale of the company, but time ran
out,” Block said. “My hope is that some-
body... buys the assets out of liquidation
and continues the company,” someone with
deep enough pockets “and the patience to
wait for the market to mature.”

In late February, collection firm Asset
Recovery Associates notified creditors that
they had until March 29 to file claims.

Dealers reported that they had been
unable to reach the manufacturer in recent
weeks. Many said the vehicles were a
promising line they would be sorry to lose.
"I did really, really well with them,” said Lon
Tesch, owner of Valley Snowmobile & Pow-
ersports in Hortonville, Wis. “The new Edge
hybrid was going to be a fantastic vehicle”
for northern dealerships, he noted.

Dealers that received Stealth vehicles
with six months of free floorplanning from
GE Finance were getting offers to buy their
unsold stock for cash at deep discounts.

Tim Roach, owner of Roach Golf Cars in
Cambridge, Minn., told Dealernews he took
the deal for two units but would not dis-
close the final price. "It was good, though,”
he said. “I'm going to walk away better now
that they discounted these.”

While some dealers said they would still
be able to offer service as many of the
components are common across the electric
vehicle range, others said they were strug-
gling to get parts.

“I've got one. I'm still waiting for a
windshield for it,” said Bill Fischer, owner
of Fischer’s Outback in Graceville, Minn.
"They grabbed my money and ran.” Fischer
added that he has not been paid for war-
ranty service.

Valley Snowmobile’s Tesch said some
customers who bought vehicles in 2012
under a factory rebate program have not
yet received their rebates. Still, he remains
optimistic: “I'm not going to rule out
Stealth coming back,” he said. “You hate
to see a company that is on the forefront
go bankruptcy. | hate to see it, because |
stuck my neck out in the beginning to do it,
financially.”

Even Fischer is still a fan. “I still think
they are the cat's meow,” he said. “I have
no idea why they couldn’t make it. They're a
heckuva machine as far as I'm concerned.”
— Holly Wagner

DEALERNEWS.COM APRIL 2013

DUCATI DEALERS GET
AUDI FINANCING
STARTING NEXT YEAR

Starting in 2014 Ducati dealers in the
United States will have access to Audi con-
sumer financing.

“We are working together with our Audi
financing colleagues to make available a
program to our customers in the United
States,” Ducati Motor Holding CEO Gabri-
ele Del Torchio said in a March press confer-
ence. "I think this will be a tremendous
improvement of our ability to further our
presence in the North American market.”

The OEM announced in January that U.S.
dealers sold about 9,300 new units in 2012
compared to 2011, an increase of 21 per-
cent. Sales here have been on the upswing
for 30 months, making the United States
the “primary focus market” for Ducati, Del
Torchio said. — Arlo Redwine

NORTON ABBEY. Get your

resumes ready: Norton Motorcycles has pur-
chased historic Donington Hall on 26 acres in
the English countryside, inside the Donington
Grand Prix Circuit, and will turn it into its
corporate headquarters. The main building
was constructed in 1790; however, it features
modern office and meeting facilities inside.
The nearby 45,000 sq. ft. Hastings Hall will
become Norton’s production facility.

The Donington Grand Prix Circuit com-
plex is home to the 2013 rounds of the World
and British Superbike championship, along
with motorcar road racing, vintage racing,
rock concerts and a Formula One race car
museum. “Where else in the world can one
tour an 18th century Gothic Revival mansion,
view a Norton Motorcycle being built, watch
a World Superbike race and attend an Iron
Maiden concert all at the same place?” said
Norton’s Dan Van Epps.
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cycletrader.com
TOP VIEWED BIKES (January 2013)

W

The only
region in the U.S.
where sport bike
interest is higher
than cruisers.

Biggest

ki ouring segments interest in
m\ﬁn g : on the rise; trike Honda (16%)
third-highest interest dips. in this
views in this region
region.

This is by
far the most
popular region

D X for Honda
e : of nation
S

Top OEMs by % of impressions

Central Plains . Harley-Davidson 23%, Honda 18% Northeast . Harley-Davidson 18%, Honda, BMW 13%  Rocky Mountain . Harley-Davidson 31%, Yamaha 13%

Pacific . Harley-Davidson 17%, Honda 17%
Mid Atlantic . Harley-Davidson 22%, Yamaha 17%  Pacific Alaska . Yamaha 18%, Harley-Davidson 17%

Great Lakes . Harley-Davidson 20%, Honda 19% Southeast . Honda 23%, Yamaha 16%

Southwest . Harley Davidson 20%, Honda 18%
Consumer study of vehicles enthusiasts are viewing online at CycleTrader.com. Study conducted by Dominion Insights, which collects data and reports to
dealers and OEMs. Find out which specific models received most consumer interest at http://dominioninsights.com/dealernews
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What's trending on
DEALERNEWS.COM

STAR MOTORCYCLES UNVEILS
‘URBAN PERFORMANCE BOBBER’
OEM takes on Milwaukee with a stripped-
down cruiser devoid of the bling common
to the segment.

FLORIDA DEALER OFFERS FREE
GUN WITH MOTORCYCLE
PURCHASE “We think the timing is
awesome, because it's the No. 1 subject
people are talking about,” store owner
says.

HARLEY-DAVIDSON REVEALS
BREAKOUT CHOPPER IN DAYTONA
“We got down to motorcycle essentials,
which means emphasizing the powertrain
and the wheels,” says Motor Co. styling
manager Kirk Rasmussen.

POLARIS EXPANDS INDY SNOW-
MOBILE LINEUP FOR 2014 Includes
seven new models for trail riders, touring
riders, off-trail explorers and even young
sledders.

JUDGE APPROVES AMERICAN
SUZUKI'S BANKRUPTCY PLAN Paves
the way for the new Suzuki Motor of
America to complete its reorganization by
April.

YAMAHA TOP BRASS SHIFTS AS
ARCANGELI MOVES TO CORPO-
RATE PLANNING Dennis McNeal to
continue heading up motorcycle opera-
tions while Mike Martinez gets promoted
to VP of the RV group, which includes
ATVs, SxS and snowmobiles.

INDIAN THUNDER STROKE 111
ENGINE TO POWER NEXT SEA-
SON'S LINEUP Effort marks the first
clean-sheet Indian Motorcycle engine
design in seven decades.

BILL TO RESTRICT LANE-SPLIT-
TING IN CALIFORNIA ON HOLD

(FOR NOW) Legislator puts it on the
back burner until results from a new
safety study are released.

RIDE IN PEACE: HENNY RAY

ABRAMS Longtime Cycle News editor
passes away unexpectedly at age 57.

THUNDERBIRD HARLEY-DAVIDSON
COMPLETES MILLION-DOLLAR
MAKEOVER Four months of work to put
in a café and a training facility, expand
the showroom by 7,000 ft., deliver new
bays and lights to the service department,
and build a new entrance.

ARI Network Services and ADP Lightspeed have signed a multiyear reseller agreement
under which ADP will integrate ARI's AccessorySmart with its DMS and will resell Accesso-
rySmart Essentials and Professional to its powersports customers.

AccessorySmart provides dealers with accurate, up-to-date vehicle fitment, product SKUs,
price, description, specifications and images in an easy-to-use, online interface. It gives
them quick and easy access to more than 500,000 SKUs, 1,400 manufacturers and $71 mil-
lion worth of PG&A products, ARI said.

“Delivering integrated solutions will help dealers grow their business and sell more stuff,”
said Jon Lintvet, chief marketing officer and vice president of product at ARI. “Bringing
together AccessorySmart and ADP Lightspeed’s dealer management system is a win for our
dealers. Quickly and accurately finding the right part the first time, including availability and
pricing across multiple distributors and on-hand inventory, just got a lot easier.”

(L
Kore

MABKETING

TUCKER ROCKY DISTRIBUTING FULL-BORE MARKETING
800-347-1010 800-387-7625 (Canada)
www.tuckerrocky.com www.fullboremarketing.ca
E w AlER SAMMY TANNER"
W
Distributors) 610-366-7220 QD a,
J&D WALTER DISTRIBUTORS R A S SR SAMMY TANNER DISTRIBUTING
800-833-3503 888-258-0369
www.janddwalter.com www.sammytanner.com

For more information visit www.Dealernews.com/readerservice

; and
Get instant access
tyit FREE for 30 days
by visiting our website atm
SERVICE MANAGER PRO www.ServiceManagerPro.co

Service Manager Pro Online Flat Rate Labor Manual is the most cost effective

and easiest way to increase service department profitability. Our Online Labor
guide covers over 2 million different labor operations and 14,000 models.

Motorcycle Labor Guide Service Manager Pro operates in a web based application that
allows you to select a specific Year, Make, and Model and then select what
labor operations you need to perform. Once those labor operations are chosen
Yyou can print the estimate or export the data into a supported

dealer management system. Now with
thousands of
models with

factory service

£ schedules.

704-504-1731 www.ServiceManagerPro.com

For more information visit www.Dealernews.com/readerseruice
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Destination Powersports
has best January in four years

A RECORD PERFORMANCE STARTS 2013 OPTIMISTICALLY —
AND PROFITABLY

BY JOE DELMONT

EDITOR’S NOTE: The Dealer LAB project is a joint effort between Dealernews and PowerHouse Dealer Services, a
consulting firm run by Bill Shenk, detailing his efforts to return a Florida powersports dealership renamed Destination
Powersports to profitability. Financial information in this report is sourced from the dealership’s Composite Report sup-
plied by Shenk and is prepared as part of the dealership’s participation in its PowerHouse Dealer 20 Group. The Com-
posite Report is produced from the store’s monthly financial report. In preparing these Dealer LAB reports, Dealernews
reviews the dealership’s unaudited P&L statement and Balance Sheet and its Composite Report.

The Dealer LAB is a
real-world service from

DESTINATION POWERSPORTS charged out of the
gates for 2013 with a record performance in Janu-
ary. It was the best first-month performance since
Shenk and his partner took over the dealership four

the last four years for the month of January:
net income improved 578 percent, gross profit
increased 85.2 percent, and total revenues in-
creased 105 percent.

What caused such a big improvement? It's the

PoweRHOUSE DEALER SERVICES

ears ago.
Read past reports, y 9

view additional

tables and post your
comments to Bill at www.
dealernews.com/dealerlab

For the month of January, the dealership earned
$42,339, on revenues of $571,815 and a gross
profit of $159,038.

That compares with earnings of $19,108 on rev-

people, says Bill Shenk. Where personnel prob-

lems derailed efforts in the past, he now reports
that a savvier, more dynamic team is up and run-
ning. “Our processes have not changed since we

12

enues of $399,326 and a gross profit of $102,941 in
January 2012. It's a huge jump in performance.

By comparison, the dealership earned $21,019
in January 2011 and lost $8,857 in January 2010.
Total revenues for January 2011 were $455,731;

put them in place. Our marketing has not changed
since | have been involved.

"What has changed is our people. We have
moved from good to great managers,” he says.
"We are doing good business —not great — but

revenues for January 2010 were $278,063.
Here's the bottom line improvement over

now have the ability to do great business.”

Month-Over-Month Comparisons and YTD Totals: January 2013

Shenk goes on: "It takes time for any team to

% of Total
SALES % of Total Dollars Dollars % of Total Dollars
Jan-13 Dealer Top Gun Jan-12 Dealer Dec-12 YTD 2012 YTD 2013 PVS DLR
Units Sold (New & Used) 53 43 38 43 53
Sales 444,008 77.6 72 298,175 74.7 275,943 298,175 444,008 8,378 77.6
F&I (net) 19,043 3.3 4 14,054 3.5 10,251 14,054 19,043 359 3.3
Parts 30,163 5.3 8 22,449 5.6 26,415 22,449 30,163 569 5.3
Accessories 34,757 6.1 9 B88issil 8.3 29,754 33,331 34,757 656 6.1
Service 43,844 7.7 8 31,317 7.8 32,452 31,317 43,844 827 7.7
Total Sales 571,815 100* 100* 399,326 100* 374,815 399,326 571,815 10,789 100*
Total Cost of Sales 412,777 72.2 72.0 296,385 74.2 268,911 296,385 412,777 7,788 72.2
Gross Profit 159,038 27.8 28.0 102,941 25.8 105,904 102,941 159,038 3,001 27.8
% of Dept
EXPENSES % of Dept. Gross Profit Gross Profit % of Dept Gross Profit
Jan-13 Dealer Top Gun Jan-12 Dealer Dec-12 YTD 2012 YTD 2013 PVS DLR
Payroll
Sales (5.25/4.0 empl) 33,467 36.4 42 16,917 32.8 20,718 16,917 33,467 631 36.4
P&A (2.20/2.5 empl) 10,175 38.6 70 7,934 38.6 10,094 7,934 10,175 192 38.6
Service (4.50/5.00 empl) 25,467 58.1 72 16,435 52.0 18,624 16,435 25,467 481 58.1
Flooring 8,394 9.1 16 5,065 9.8 9,370 5,065 8,394 158 9.1
% of Dept
% of Dept. Gross Profit Gross Profit % of Dept Gross Profit
Admin Payroll 8,028 5 13 6,973 6.8 6,863 6,973 8,028 151 5
Advertising 3,263 2.1 2 3,843 3.7 4,711 3,843 3,263 62 2.1
Administration 21,390 13.4 21 12,667 12.3 20,622 12,667 21,390 404 13.4
Rent 12,797 8 16 12,167 11.8 15,058 12,167 12,797 241 8
Company insurance 2,098 1.3 5 1,814 1.4 1,992 1,814 2,098 40 1.3
Total Expense 125,079 78.6 122 83,815 81.4 108,052 83,815 125,079 2,360 78.6
Misc. Expense 0 0 6 0 0 0 0
% of Total
% of Total Dollars Dollars % of Total Dollars
Additional Income 8,380 1 1 -18 0 14,054 -18 8,380 158 1.5
Net Profit 42,339 7.4 -7 19,108 4.8 11,906 19,108 42,339 799 7.4
Net Profit + Misc Expense 42,339 7.4 -5.6 19,108 4.8 11,906 19,108 42,339 799 7.4

Notes: Top Gun = The top performing dealerships in the PowerHouse training group. PVS = Per Vehicle Sold
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“Strategy gets you on the field, but execution pays the bills.”

become efficient working together. The last six months has us
back to the level where our customers are ‘working for us’ — talk-
ing good about us on the street — and that is the best growth
there is because it comes in an amount you can handle, unlike a
marketing event that creates the feast-or-famine environment.

"Strategy gets you on the field, but execution pays the bills
and creates the win. We now have strong players following our
playbook closer, and it shows,” he says.

New and used vehicle sales climbed from 43 last January to 53
in January 2013, and unit sales revenues improved from $298,175
last January to $444,008 in January this year. New bike sales were
off five units, but used bike sales increased by the same amount.
The big jump came in off-road sales — 12 units compared to six
units — and watercraft sales, which were up from five units to
eight units.

“The dealership only recently began focusing on the off-road
part of the business,” Shenk says. “Two years ago, we started go-
ing to events and locations where those buyers hang out, and it is
starting to pay off.”

He notes that Polaris has given the dealership a big boost. “We
are starting to be recognized as a place to do Polaris business,”
Shenk says. “That brand owns the SxS market. We also were able
to get a couple [of] pre-owned ATVs and an SxS, as well as a few
used personal watercraft and a used jet boat. That helped drive
traffic to the showroom, and several of those leads were con-
verted to new units.”

— Bill Shenk

A solid selection of used vehicles will always drive more new
unit sales, he notes. "l believe our new motorcycle sales would
have been softer yet if not for our better-than-ever used selection
drawing ‘lookers."”

The big jump in unit sales revenues yielded a gross profit of
$72,816, up from $37,500 in January 2012. The contribution to
profit improved to $6,925 from a loss of $4,145 last year.

Gross profit per employee in sales jumped from $11,207 to
$16,702. Revenues per sales employee improved from $64,821 to
$80,729.

The increase in unit sales drove revenue increases in F&I, parts
and accessories.

Service revenues climbed from $31,317 last year to $43,844
this January. Importantly, customer labor revenue climbed from
$24,020 to $33,792 for the month.

Now that the Dealer LAB operation is off to a good start for
2013, Shenk is optimistic that the store’s progress will continue
through the year, and will reflect improved performances at other
dealerships.

"We still have more opportunity in all departments, and the
management team understands where it is and is taking steps
with the teams to seize that additional opportunity,” he says.

Bill Shenk is owner and 20 Group moderator of PowerHouse Dealer services,
a dealership 20 Group provider and consulting/training company. He has
worked full time in the industry since 1976. If you are interested in joining a
PHD 20 Group, contact Shenk at 877-PHD-0911 or Bill@phdservices.com.

. .
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NOW MAKE HISTORY.

Become a part of something

you can believe in. The all new
Indian Motorcycle. Backed by the
financial power and engineering
prowess of Polaris Industries Inc.
The road ahead has never looked
better for this American icon. If you
proudly stand apart, join us at
IndianMotorcyclePride.com.

Indian Motorcycle is a division of Polaris Industries Inc.
© 2013 Polaris Industries Inc.

For more information visit www.Dealernews.com/readerseruice
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CONFESSIONS
OF A
CUSTOMER™

Eric Anderson,
CEO of Vroom
Network, based
in Southern
California, is an
industry veteran
and has fathered
several motorcycle
apparel brands.
Contact him at
editors@
dealernews.com.

v

On the
Web:

In February Eric Ander-
son hosted “Rebuilding
Retail: The State of the
Dealer 2013" panel
discussions on OEM-
Dealer Relations and The
Future of Aftermarket
Sales at Dealer Expo. If
you missed these events,
read about them on
Dealernews.com in the
"Dealer Expo Updates”
section.
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Courting your custo-mates

THE NEW RULES OF DATING ARE THE SAME FOR SHOPPING

COURTING CUSTOMERS is almost like courting a
mate. | claim they're identical, except the attrac-
tion to the opposite sex and procreation is even
stronger than the desire to shop (at least for some
of us). Since they are so similar, | took eHarmony’s
“The Twelve New Rules of Dating” and turned
them into “The Twelve New Rules of Shopping.”

Let's go through these 12 dating rules and apply
them to your retail store. Are you out of practice?

1. No more waiting game. Immediacy is what's
new. If your new custo-mate hasn't come back in three
weeks, he (or she) likely won't. Reach out to him the
day after his visit with an invitation to return to your
store. Did you capture his email or phone number
while he was there? Calling right away after the first
date is how to build a long-term relationship.

2. Be familiar with modern modes of communi-
cation. Texting is big in the dating scene. Have you
ever thought of texting your better customers with a
personalized note? It's more intimate than an e-blast or
snail-mail flyer (cheaper, too). Posting pics (Facebook,
Instagram, Pinterest) of your customers is another way
to impress your audience, or at least make them jeal-
ous of all the fun you are having without them.

3. Be careful what you share online. We all know
one bad post can ruin your day — or year. Stay profes-
sional. Assume plenty of prospective custo-mates are
judging you by how you behave online. Fun, creative
and professional pics, posts or videos always outweigh
dull, boring and sleazy ones. Shorter, more frequent
online activities are always better.

4. Ethnic barriers matter less than ever. Let's
expand ethnic to include other races and creeds of
machine preferences. Riders are curious about one
another’s machines, gear and culture. We want to
understand the weird connection between Gold Wings
and stuffed animals, or café racers and clip-ons. Bring
us together occasionally so we can learn and expand
our powersports horizons. Some may even cross-over
to another “ethnic machine” and buy it from you.

5. Your past is always your present. You will be
Googled or Yelped before your custo-mate ever
walks in your front door. If you have a bad review
somewhere, be prepared to overcome the objection,
even though it's not part of the initial conversation.

If you are heavily reviewed on the positive side for
service, special events and people skills, then prove it
on the showroom floor when a new customer walks in
unannounced. BTW: Aren't they all unannounced?

6. Play coy at your own risk. Shopping choices
are everywhere in our lives. You are only one of them,
so if you like someone you had better let them know
quickly (see No. 1). Custo-mates always prefer family
or friends when it comes to building longer-term
relationships. If you are only known for low prices, then
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you have a lot more competition out there — and you
are racing toward the bottom of customer service.

7. Gender roles are negotiable. Who asks who on
a date these days? Why would you wait for a custo-
mate to approach you? Approach them first. Speak-
ing of genders, women still control more than 70
percent of the discretionary income in America, and
| suspect they are less than 20 percent of your floor
traffic. So either get more women inside your store,
or go wherever they hang out. You're dead without
them, either as riders or purse string holders.

8. Forty is the new thirty. Personally, I'd like to
expand eHarmony's concept to “50 is the new 40"
— it works better for our aging baby boomer riders,
and for you, too. Your custo-mates need to represent
every age demographic possible, from 7 to 70.

9. Marriage is no longer always the goal. Old
School says we tie the knot and live happily ever
after. New School says we can be happy without the
tribal ritual and burdensome paperwork of tradition.
Your custo-mates also are no longer married to your
local brick-and-mortar store like they used to be,
because so many new techno-savvy options are avail-
able at their fingertips. It's not that we are unfaithful;
it's more about 24/7/365 convenience. Is your business
conveniently available to service our motorcycle needs
whenever we are ready to buy?

10. Do not assume exclusivity. Multi-dating is part
of the modern scene and so is multi-shopping. Tech-
nology has enabled us to shrink our shopping circles
closer to home. We don't have to go outside and hunt
around anymore. If we can get the love we need from
a business that delivers the technical information we
want and has it in stock, then that’s likely who we will
“date” this time around. If our bike needs servicing,
then convenience usually takes the priority again.

11. The world is smaller than ever. If you can
break away from the barriers you put up in the 1980s
to insulate yourselves (such as automated voicemail),
you might have a chance to pull customers back
inside. E-commerce stores are getting more personal
and are now experimenting with video chat. What are
you doing with technology that makes it easier for us
to talk/Skype with a real human being?

12. Charm matters more than ever. Do you re-
member when written notes, thank you letters, phone
calls and surprises used to be part of the dating
scene? In the age of quick tweets, texts and posts, all
that seems to have evaporated. So any examples of
remaining charm are especially noted.

Ready to get back into the dating scene? If you
have been married a while, you are probably nervous.
Get over it. This is business, and custo-mates would
love to be courted — and be the center of your at-
tention.
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Did He REALLY Just Mention

EMPLOYEES

Took my Ducati 1098s in for a tire change. The guy who was taking my info was
/ definitely high and kept asking the same question over and over and kept trying
\/ to start my bike and kept cranking it and cranking it and asking stupid questions. It really
ticked me off. Then | purchased a $120 battery with a 2 year warranty. Took it back in 2

months later because it was near dead they said it was working like new and wouldn't cover
it. Took it to auto-zone they said it was dead and took care of it. EMPLOYEES ARE IDIOTS!

' A Google User . Lf Lf f S

The proven way to PREVENT reviews
like this from ever showing up for
your dealership:

How your employees interact with customers and

prospects on the phone, on the showroom floor, and

after a purchase can determine the success of your

dealership. The Local Web Dominator Program offers : Sl
unlimited access to Dealership University’s proven ~PDL Certification -

online training solution with 11 Certificate Training ndustry’s leading dealer locator
Paths (ol bust R A EnG] f E={(powersportsdealerlocator.com) that communicates
aths (plus a robust Reporting Engine) for every our dealership commitment to professional customer

department in your dealership, including: atisfaction to your current and potential customers.

Sales | Parts&Accessories | Finance&Insurance | Service | Management

What our dlients are saying: “The whole concept has been really well thought out”
- Alamo Cycle Plex

(G POWERSPORTSMARKETING. E=877 949 4472 = -

For more information visit www.Dealernews.com/readerservice
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GB520MXZ4 HEAVY DUTY
GB520MXZ4
(And Non-Gold 520MXZ4)
HEAVY DUTY MOTOCROSS

MXZ4 is one of the lightest motocross chains
available on the market today. Made for the
professional motocross racer, GB520MXZ4
is the next generation of motocross racing
chains featuring RK's new deeper gold
sideplates. MXZ4 chains feature chromoly steel
construction with seamless rollers and bushings,
and oversized special alloy pins for added
strength. All components are heat treated using
RK's exclusive HIT (Heat Induction Transfer)
process. MXZ4 has a maximum tensile strength
rated at 9,000 foot pounds, weighs a mere
2.99 pounds for 100 links, and can handle any
MX race application from 125 ~ 500cc.

MXZ4 IS NOW
AVAILABLE IN COLORS

NR

]

B

MXZ4 SERIES CHAINS
520MXZ4 = Non-Gold
GB520MXZ4 = Gold
NB520MXZ4 = Blue
ND520MXZ4 = Orange
NM520MXZ4 = Green
NR520MXZ4 = Red
BP520MXZ4 = Black

GB520MXU UW-RING
UW-RING CUTAWAY

Contact Lips

—

Lubrication Pools

Convex Stabilizer

GB520MXU @
SEALED MOTOCROSS

Looking for longevity and performance? Check
out RK's MXU chain. MXU is one of the
lightest sealed-ring motocross chain available
on the market today. Made for the professional
motocross racer, GB520MXU is the next
generation of matocross racing chains featuring
RK's new UW-sealing rings. MXU’s ultra thin
UW seal is perfect for bikes with case clearance
issues and the small seal contact virtually
eliminates drag. MXU chain life expectancy is
more than double when compared to a non-
sealed chain. MXU chains are designed to
provide the most consistent power delivery while
increasing chain life. All components are heat
treated using RK's exclusive HIT (Heat Induction
Transfer) process. MXU has a maximum tensile
strength rated at 9,000 foot pounds, weighs a
mere 3.1 pounds for 100 links, and can handle
any MX race application from 125 ~ 500cc.

1 ey fuie

GB520EXW XW-RING

XW-RING CUTAWAY

Contact Lips

Lubrication Pools

Convex Stabilizer

GB520EXW @ @

(And Non-Gold 520EXW)

SEALED ATV & OFF-ROAD

GB520EXW is specifically designed for ATV/
Quads and Off-Road vehicles and is the best
high-speed, extreme heat, off-road performance
chain available today. EXW chains were developed
to survive the abrasive conditions that exist
in hostile off-road environments. EXW features
XW-ring seals composed of Nitrile Butadiene with
three contact lips and two convex inner/outer
stabilizers. This means three Iubrication pools to
protect against high-speed abrasion, and the loss
of lubricant under extreme conditions. EXW is
available in Gold or Non-Gold.

MINI BIKE CHAINS
GB420MXZ & GB428MXZ
(And Non-Gold 420MXZ & 428MXZ)

HEAVY DUTY MOTOCROSS @

These lightweight gold racing chains were
developed using the same advanced alloy
materials and manufacturing technology as
520MXZ. Both 420 and 428MXZ racing chains
are the lightest and strongest in their class, giving
you the best value-performance rating of any
motocross racing chain in the world today.
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€ RX-Ring Chain

GB520XS0 &N
S GB530KS0L1 NG,

: gl
RX-Ring Chain

GB525XS0 ¢ \

GB520XS0, GB525XS0,

& GB530XS0z1

(Gold, Non Gold & Certain Colors XS0)
SEALED RX-RING SPORTBIKE CHAINS
Looking for an affordable, long lasting performance chain? Look no
further, RK's XSO chains offer less torsional friction and increased
high-stress, high-speed performance providing a longer lasting chain
at an affordable price. Al RX-Ring chains have “X” shaped seals and
improved metallurgy giving you 7 times longer wearlife than standard
O-ring chains. Viewed in cross-section, the RX-ring has two lubrication
pools and contact lips versus the single contact design of a standard
O-ring chain. Giving the chain a longer life gives you more value for
your money,.

XS0 IS NOW AVAILABLE IN COLORS

XSO SERIES COLORED CHAIN*
520XS0 = Non-Gold [ 530XS0Z1 = Non-Gold
(GB520XS0 = Gold GB530XS0Z1 = Gold
NB520XS0 = Blue NB530XS0Z1 = Blue
NMb20XS0O = Green [ NM530XS0Z1 = Green
NR520XS0 = Red NR530XS0Z1 = Red
NY520XSO = Yellow [ NY530XSOZ1 = Yellow
BP520XS0 = Black BP530XS0Z1 = Black

*Not all colors are available for each pitch Series.

GB520GXW, GB525GXW,

& GB530GXW

(Gold, Non-Gold and Certain Colors GXW)
SEALED XW-RING ROADRACING

& SUPERBIKE CHAINS

RK's GXW series chains are the top of the line extreme performance
chains. XW-ring chains are the best high-speed, extreme heat
performance chains available today. The leading edge XW-ring seal is
made of an advanced Nitrile Butadiene composite and features three
contact lips and two convex inner/outer stabilizers. This means three
lubrication pools to protect against high-speed abrasion, heat build up,
torsional flex and the loss of lubricant under these extreme conditions.
As a result GXW chains provide the user with 10 times longer wearlife
compared to standard chains. GXW chain seals are compression and
distortion resistant to provide the ulimate in rotating efficiency.

GXW IS NOW AVAILABLE IN COLORS

GXW SERIES COLORED CHAIN*

520GXW = Non-Gold
GB520GXW = Gold
NB520GXW = Blue
ND520GXW = Orange
NM520GXW = Green
NR520GXW = Red
NY520GXW = Yellow
BP520GXW = Black

BP525GXW = Black
(GB525GXW = Gold
530GXW = Non-Gold
GB530GXW = Gold
NB530GXW = Blue
NM530GXW = Green
NR530GXW = Red
BP530GXW = Black




2013 RK CHAIN APPLICATIONS

PLATE . .

PIN THICKNESS CLIP | WEIGHT | MAX cc Prices shown are for 120 links

LENGTH [INNER| OUTER| TENSILE | or | LBS/100 | STREET/ RETAIL PRICE*

MM | MM | MM | LBSFFT |RIVET| LINKS |OFF-ROAD| GOLD |NON-GOLD| COLOR
M420 RK-Malaysia 1480 | 15 | 15 4200 | CLIP| 160 80/ 80 - $ 1373 -
M428 RK-Malaysia 1685 | 15 | 15 4500 | CLIP| 185 125 80 : $ 1664 :
M520 RK-Malaysia 1725 | 20 | 20 6800 | CLIP | 328 250 / NA ; $ 3016 ;
M525 RK-Malaysia 1870 | 20 | 20 6800 | CLIP | 348 | 400/NA ; $  30.78 ;
M530 RK-Malaysia 2045 | 20 | 20 6800 | CLIP | _3.71 400/ NA } $ 3141 ;

M415H mini bike chain 13.05 1.45 1.5 3,520 CLIP 1.47 NA /50 - $ 13.73 -
GB415HR RS125 Race 13.65 1.45 1.5 4,800 CLIP 1.51 125/NA | $  124.90 - -
420MXZ & GB 15.70 1.8 1.45 5,000 CLIP 1.76 150/125 [ § 3832 (% 27.40 -
428MXZ & GB 17.60 1.8 1.8 5,800 CLIP 2.13 250/125 | $ 4355 | $ 33.07 -
M428H RK-Malaysia 18.75 2.0 2.0 5,400 CLIP 2.26 200 /NA - $ 19.79 -
520MXZ4 & GB 17.70 1.8 2.0 9,000 CLIP 2.99 NA/500 [$ 10483 ($ 87.07$ 120.17
M520H RK-Malaysia 18.80 23 23 7,700 CLIP 3.65 400/ NA - 3 34.14 -
M525H RK-Malaysia 20.35 23 23 7,700 CLIP 3.85 500 /NA - 3 34.53 -
M530H RK-Malaysia 22.00 23 23 7,700 CLIP 4.09 500/ NA - $ 35.15 -
530KS 20.85 2.0 2.0 8,000 CLIP 3.75 600/ NA - $ 81.256 -
530DR Drag Racing 23.35 2.6 2.4 10,400 CLIP 5.12 1500 Drag - $ 14893 -
IR T
420S0 17.05 1.45 1.45 4,420 CLIP 1.72 125/125 - $ 78.44 -
428S0O 20.05 1.8 1.8 5,500 CLIP 2.26 250/200 - $ 86.42 -
520S0 19.90 2.0 2.0 7,700 CLIP 4.08 400 /400 - $ 72.02 -
630SO 25.65 2.4 2.4 11,100 | RIVET 6.50 1300 / NA - $  189.80 -
R
520XS0 & GB 19.90 2.0 2.0 8,500 RIVET 3.36 750/750 |$ 12415($% 108.03 | $  138.03
525XS0 & GB 22.85 24 23 8,850 RIVET 4.30 900/750 |$ 16591 [$ 144.30 -
530XS0Z1 & GB 24.90 2.4 2.3 9,500 RIVET 4.48 1000/750 |$ 16591 |$ 14430 | $ 18257

GB520MXU  SX/MX 18.00 1.8 2.0 9,000 CLIP 3.10 NA/500 [$ 124.15 -

520EXW & GB 20.80 2.0 2.0 8,500 CLIP 3.36 400/750 |$ 12415|%  108.03 -
520GXW & GB 20.80 2.2 2.2 8,800 RIVET 3.75 1000/750 |$ 15124 |$ 13099 [$ 166.92
525GXW & GB 22.85 2.4 2.3 9,300 RIVET 4.30 1100/800 |$ 22659 |$ 197.03 | $ 253.50
530GXW & GB 24.90 2.4 2.4 10,000 |RIVET 4.63 1400/900 | $ 256.65|% 22721 |$ 283.76

GB = Gold Inner/Outer Plates

*Prices shown are for 120 links & are subject to change without notice.

40 Series Chain - 24.0 Links per foot
50 Series Chain - 19.2 Links per foot
60 Series Chain - 16.00 Links per foot

20,000 MILE SEALED-RING CHAIN WARRANTY

Your original purchase of RK sealed-ring chain is warranted to be free of defects in material and workmanship for 20,000 miles of street riding or one-year of
off-road use. There is absolutely no warranty of any kind for an RK Chain used in any racing competition.

RIK CHAIN ACCESORIES

RK CHAIN BREAKER, PRESS-FIT/RIVET TOOL
Quickly and easily break 40 and 50 type chains without busting a knuckle. The RK Chain
Tool not only breaks chains but also press-fits tight tolerance 40, 50 and 60 sealed-ring
sideplates to the correct depth for clip or rivet link installation.  Works on most brands of
chains. Includes handy molded plastic logo storage case. You'll get all the components you
need for chain removal and installation in one handy Kkit.

Part Number: UCT4060

Retail $139.95

SCAN ME FOR MORE

Ofln

EII

INFORMATION

RK EXCEL America Inc.,

2645 Vista Pacific Drive,

Oceanside, CA 92056
TEL(760)732-3161 FAX(760)732-3186
www.RKExcelAmerica.com

4RKCHN-RK13



wirone voice. Y OURS.

Partner with us to make Dealer Expo a more powerful resource to
grow your brand and your business.

During the next 100 days, you're invited to share your valuable thoughts and insights
on how we can make Dealer Expo the best solution to your business challenges, and
what we can do to deliver a show that will have the greatest impact on your annual
buying cycle.

Call 1-855-DLR-EXPO to leave a voice message for us
or onevoice@dealerexpo.com to email your ideas and opinions

o

=
1-855-DLR-EXPO EAER \,
onevoice@dealerexpo.com @




ONE GOOD MEASURE of a dealership is to survey exactly how many
of its employees actually get out and ride. There will always be at least

a handful; but a majority who regularly rip on track, trail and road?
That's a really good sign.

At North County’s House of Motorcycles in Vista, Calif., riding
isn't just business, it's the passion that connects the dealership’s em-
ployees to its large and varied customer base. A store full of enthusi-
asts is strong stuff when it comes to keeping up on product trends and
knowing — on the deepest level — what your customers want.

“The majority of the store is involved in riding. We don't seek out
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enthusiasts, but over time we turn a lot of employees into enthusiasts
and they become part of the lifestyle,” says Mark Gusciora, general
manager of the Top 100 dealership located about a half-hour north of
San Diego. “I think it changes the conversation with customers. It al-
lows us to become the expert in their eyes, because we're involved on
a daily basis. And that connection becomes much stronger.”

Given North County’s market share and location, maintaining con-
nection is a strategic benefit. The dealership is located in the heart
of San Diego County, a large chunk of Southern California that offers
a multitude of varied riding terrains. From deep sand dunes and



rocky desert trails to mountainous twisties and epic coastal roads, the
topography looks as if it were designed by an enthusiast.

North County’s House of Motorcycles also is within shouting
distance of three major military installations — Camp Pendleton, the
West Coast base of the United States Marine Corps; Marine Corps
Air Station Miramar (of “Top Gun” fame); and Naval Base San Diego,
primary homeport of the Pacific Fleet.

Given the variety of terrain and customer profiles, it's important
that North County’s employees get it. And what the store’s marketing
director, Alex Van Wey, says next is the perhaps the most profound
statement a dealership can make: “We're in one of the few businesses
where you actually want to hang out with the customer after you sell
him a product.”

Van Wey continues: “We take advantage of this. You usually don't
want to go hang out and play video games with your customer after

they buy an Xbox from you at Walmart, or make them dinner after a

trip to the grocery store.”

Indeed, after the sale is where the fun starts. At North County’s
HOM, there are charity events, autograph signings, track days, stunt-
ing exhibitions, ride nights, dinner rides, weekend rides and just
riding-to-ride rides. This social engagement is completely organic, Van
Wey says, because it's all about the riding.

The camaraderie doesn't stop with bikes or quads or watercraft; it
extends into surfing and snowboarding and skateboarding and art and
music — it's Southern California, you see, and these same interests
flow unobstructed through the entire action sports-outdoorsy commu-
nity. The store sponsors the Aura Skateboard Training Facility, a nearby
indoor skatepark; and is supporting an upcoming Earth Day with the
Surfrider Foundation, a nonprofit organization that works to protect
the world's waterways.

APRIL 2013 DEALERNEWS.COM



20

DEALERNEWS.COM APRIL 2013

"We have a lot of surfers here,” notes Jen-
nifer Gusciora, the store’s customer relations
manager.

During a recent autograph signing with
Supercross racers, the dealership sold T-shirts
designed by an artist on staff and gave the
proceeds to the San Diego Blood Bank. A
Toys-4-Tots run attracted about 400 riders —
in the rain — a notable feat if you know how
delicate So Cal riders are when it come to
inclement weather.

In addition to fostering relationships with
its customers, such ongoing events, says
GM Gusciora, provide a way to reach out to
the transient nature of its military customers.
“Riders in general are social creatures, and
they like community. We have a lot of people
coming into town and leaving town,” he says.
"The events give them a chance to meet fel-
low riders and have places to go. These are in
addition to having a regular sale where we're
trying to push product ... we're giving them
a reason to come to the store. A busy store
creates sales.”

MERCHANDIZE ‘LIKE A MOM’
Take a look around the store’s PG&A displays
(see photos at left) and it looks as if its buyers
are targeting every hot brand on the market.
That's because they are. Mark Gusciora says
the dealership prides itself on a wide selec-
tion of gear and accessories.

Dianese. Roland Sands Design. AGV Sport.
Speed and Strength. Spidi. Sidi. Alpinestars.
Joe Rocket. Leatt. EVS. Bell. Fly. Shoei. HJC.
Gaerne. Troy Lee Designs. MSR. Oakley. Two
Brothers Racing. GoPro. ASV. FMF. Moose
Racing. Motion Pro. Spy Optic. Vega. RK
Excel. Pro Taper. ODI. It’s like a distributor’s
catalog exploded and scattered stuff all over
the inside of the place.

“We watch the trends. We listen to what
our customers are looking for. Ultimately our
PG&A is the backbone of our dealership,”
Gusciora says. “Unlike with a lot of industries,
we always need something for our toys. We
always need new gear. It brings customers
back into the store; it creates that activity.”

Staying up with the latest trends is one
thing. Displaying it all in an attractive setting
is another — and often the Achilles’ heel of a
powersports dealership.

But not so with North County House of
Motorcycles, says Jennifer Gusciora. First off,
employees treat the dealership more like a
retail store than a motorcycle shop. The retail
space is large enough to give brands room to
breathe. For example, gear and vehicles are
merchandized together and casual apparel is
given is own dedicated space.

MILITARY TRAINNG

Given the large number of military
personnel in the region, North County
makes it a point to offer everything
from discounts and service specials to
coordinating safety training and rider
education. The store also offers to take
military riders out for trips to local mo-
tocross tracks and road-racing venues.
And if an Armed Forces customer takes
the BasicRider Course through one of
the local schools and then buys a bike
from North County, the dealership will
reimburse them the cost of the class.
The dealership also counsels Marines
how best to store their bikes while
they're away on deployment.

But the big push is on rider safety,
Van Wey says. North County works
with Motorcycle Safety Foundation
instructors on the nearby bases to
display the latest safety apparel and
other merchandise during the Marine
Corps’ Safety Stand Down exercises.
The dealership takes entry-level bikes
to the bases to show potential riders
the options they have.

“A lot of them are looking to get a
bike and we want to make sure they're
getting on the right bike the first time,”
Van Wey says.

North County has received com-
mendations from 1st Marines and 3rd
Marine Air Wing for the dealership’s
work on promoting motorcycle safety.

As a mom, Jennifer knows how mothers
shop, and arranges the store accordingly. This
courts the families who come into the dealer-
ship to buy items for their young off-road
riders as well as for the adults.

The staff also pays close attention to major
surf retailers and to outdoor stores like REI
And then there’s the undisputed heavyweight
of retailing — Nordstrom. This is where the
personal shopper service comes in.

Yes, personal shopper. Jennifer says many
times entry-level buyers, busy moms and
dads, and gift-buying relatives simply dont
know what sizes work or which boot is best.
"We do have people who will walk with the
customers and hold their gear, or go and
get them clothing,” she says. “It’s sort of a
Nordstrom-type personal shopper feel, but
if you want to be left alone, you can be left
alone, too.”

The store works closely with vendors
and distributors to keep a fresh supply of
products on the shelves so that people keep
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SHOEI's all-new GT-Air facilitates easy adaptation to the ever-changing conditions that lie ahead. Features like the

convenient flip-down internal sun shield, easily adjustable ventilation system, superior aerodynamics, lightweight feel,

NDERER TC-5
and highly effective Pinlock® Anti-Fog System ensure greater comfort and endless adventure on the open road.
Explore all of the GT-Air features at shoei-helmets.com/GT-Air

PREMIUM HELMETS
For more information visit www.Dealernews.com/readerservice

MADE IN JAPAN
SHOEI helmets are distributed exclusively in the U.S. by Helmet House. For more information go to shoei-helmets.com or see your local dealer.

©2013 SHOEI Safety Helmet Corp. All helmets are covered under a limited warranty for five years from purchase date, or seven years from the date of manufacture (whichever comes first).




DEALER DATA
NORTH COUNTY'S HOUSE OF MOTORCYCLES

1725 Hacienda Dr, Ste. C e Vista, Calif. 92081 ¢ 760.433.4333 ¢ houseofmotorcycles.com

Owners: America’s PowerSports

General Manager: Mark Gusciora

Number of Employees: 50

Years in Business: 13 yrs with current
ownership

Years at Location: 7 years

Store Size (sq. ft.): 30,000

Annual Revenues: $21 million

DMS: Lightspeed NXT

Hours Of Operation:
Mon-Fri 9 a.m. -7 p.m., Sat 2 a.m. - 6 p.m.,
Sun11am.-5p.m.

SALES DEPARTMENT

Managers: Ciara Silfies GSM,
Tyson McCardle

F&l Managers: Brendan Doyle,
Ryan “Maui” Mauhili, Sarah Fite

Showroom Size: 12,000 sq. ft.

PARTS DEPARTMENT
Manager: Stephen Isenhower
Size: 10,000 sq. ft.

ECOMMERCE DEPARTMENT
Manager: Josh Keeler

SERVICE DEPARTMENT
Manager: Michael Green
Technicians: 6

Lifts: 9

Size: 8,0005sq. ft.

Shop Rate: $95/Hour

MORE INFO

Distributors: Helmet House, Lynn Vick,
Motonation, Parts Unlimited, Tucker
Rocky, WPS

Race Sponsorships: Anthony Nunez Racing,
BRC Racing/Evan Cox superbike, Fastlane
Racing, Shane O’dor, SMX Supermoto,
Valenti Racing Team

Club Sponsorships: Ruff Ryders, Southern
Cruisers, Rival Riders, 2 Intenze

Community Involvement: United States
Marine Corps Community Services, San
Diego Blood Bank, Wounded Warrior
Foundation, Rady Childrens Hospital

54.99% Internet

1.75% Social Media

3.18% Yellow Pages
4.3% Newspapers

/L .5% Television

—— 28.84% Radio

‘—— 6.43% Direct Mail

Advertising budget
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8% Polaris

!'19% Kawasaki
20% Suzuki

Income by brand

coming back. Whether the return is for a ser-
vice appointment or simply a visit, customers
know they'll find a whole mess of new mer-
chandise to pick from, Mark Gusciora says.

THREE TAKEAWAYS

So, what are the lessons to be learned here?

1. Know your customer well enough to an-
ticipate just about every need they might
have when they walk in the door. How do
you do this? Get out and ride with them or
simply get out and ride.

2. Give them a good selection of the things
they want and a reason to be in the store
to buy it. Your staff should know this be-
cause they want these things, too.

3. Finally, if you've a niche audience in your
area, cater to it. Quite simply, as the crew
at North County says, be their “house
away from home.”

"Quality service will trump anything else,”
Mark says. “Customers will spend the money
with you if you treat them right and provide
them with the right product.” |1}

How big is the San Diego County
riding population? Here's a break-
down of rider demographics from
the Motorcycle Industry Council
(2009 data)

Total population: San Diego County
(U.S. Census, 2010) : 3.1 million

MIC data for San Diego County:

(2009):

= Motorcycle owners: 115,000
(approx);

= Motorcycle riders: 330,000
(approx)

25% Yamaha

7% BRP/Can-Am

—— 21% Honda

28% New Units

13% F&l

29% Parts &
Accessories

14% Used Units
16% Service
Income by department



HAND-BUILT IN JAPAN.
ONE WITH THE ROAD.
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For those looking for a one-with-the-road experience without sacrificing the safety and performance features
expected of a world-class helmet, your search ends here. Boasting the smooth-operating, distortion-free
CJ-2 shield (complete with an industry-first integrated air dam), built-in internal sun shield, and fully removable
3D Max-Dry interior system, the J-Cruise does it all while keeping you safe and connected with the road ahead.
Explore all of the J-Cruise features at shoei-helmets.com/J-Cruise

PREMIUM HELMETS
MADE IN JAPAN

©@2013 SHOEI Safety Helmet Corp. All helmets are covered under a limited warranty for five years from purchase date, or seven years from the date of manufacture (whichever comes first).
SHOEI helmets are distributed exclusively in the U.S. by Helmet House. For more information go to shoei-helmets.com or see your local dealer.

For more information visit www.Dealernews.com/readerservice



GE Capital

GE CAPITAL BUILDS BUSINESSES

n today’s environment, in which many con-

sumer budgets are stretched, consumer fi-

nancing programs provide numerous benefits.

Just as there are different types of products
and units designed for various Powersports
activities, there are different financing options to
fit the specific needs of the consumer.

GE Capital’'s Retail Finance business has pro-
vided consumer financing for 80 years, and has
been a leading provider of installment lending in
the Powersports industry for more than 25 years.
This extensive industry expertise enables GE
Capital to closely examine individual consumer
needs, structure financing options, and meet the
sale. GE Capital provides installment financing
programs for new and used units with leading
manufacturers including Yamaha, Polaris, Kawa-
saki, Suzuki, and KTM.

“Financing gives riding enthusiasts more choices,
including the flexibility to get the Powersports
products they want,” said Stephen Motta,
general manager, Power Products, GE Capital’s
Retail Finance business. “For dealers, it is a busi-
ness-building tool, enabling them to drive more
traffic and provide a wider range of options at
affordable prices. Ultimately, that leads to greater
customer satisfaction, loyalty, and referrals.”

Offering a Powersports financing program
provides consumers access to special financing
and enables them to get the products, parts and
accessories, and services they need or want
without using savings or other credit cards they

may need for day-to-day purchases.

Add to this the fact that financing is an important
factor in a consumer’s choice of a Powersports
dealer, according to the Major Purchase Shop-
per Study* commissioned by GE Capital’s Retalil
Finance business. The study found that the vast
majority of Powersports consumers describe
their purchase as a need, spend an average

of 65 to 76 days researching the model before
making this major purchase, and say that financ-
ing is an important factor in the decision process.

The availability of financing drove the final

choice of a dealer for 61% of all Powersports
accountholders surveyed. Offering financing

and making the consumer aware of available
financing programs while they are in the research
phase is critical. GE Capital’s research indicates
that 79% began their research online and 67%
of consumers determine how they want to pay
for the purchase prior to visiting the dealership.
In addition, more than half (56%) of Powersports
shoppers opted to use financing because it
enabled them to buy a more expensive model.

These findings underscore the importance of
offering financing to everyone and integrating fi-
nancing messaging into all touch points including
advertising, store signage, and early in the sales
discussion to optimize sales opportunities, better
satisfy customers, garner more referrals and
future business, and to be more competitive.

“Successful dealers integrate financing into their
advertising, traditional and online marketing, and
make it an integral part of their sales process,”
said Motta. “These dealers offer financing to
every customer, enabling them to choose the
financing option that best fits their needs.”

GE Capital, along with its lending entity, GE
Capital Retail Bank, provides authorized dealers
installment financing options that are easy for
businesses to manage. In addition, GE Capital
supports its clients with proprietary online tech-
nology such as Business Center, which includes
service, marketing, and sales tools, as well as
the newly launched Learning Center that pro-
vides businesses with fast and easy access to
training tools and resources to better understand
options and offer financing to consumers.

More than a bank, GE Capital helps Powersports
dealers across the U.S. build their businesses
through targeted programs that meet the needs
of individual riders.** To learn more about GE
Capital’s consumer finance offerings, how to
leverage financing to drive more traffic to your
business, and improve sales, visit gogecapital.
com or contact 1-866-838-0655.

*The Major Purchase Shopper Study surveyed 3,000+ shoppers nationwide: 2,000 GE Capital Retail Bank (GECRB) ac-
countholders and 1,000 random shoppers who recently made a purchase of $500 or more.
**Subject to approval and availability. A minimum purchase amount may be required and minimum monthly payments must be

made.

CORPORATE PROFILE

GE Capital’s Retail
Finance business

GE Capital’s Retail Finance business is among
the country’s most successful retail lenders,
with 80 years of experience in consumer
financing. The business, with its lending entity
GE Capital Retail Bank, provides customized
credit programs to retailers and consumers in
the United States and Canada that help drive
sales. This includes private label and bankcard
credit programs to major national, regional,
and independent retailers. GE Capital has
private label credit programs, promotional and
installment lending, bankcards and financial
services for consumers through dealers,
contractors, manufacturers, healthcare
practices, and service providers across nearly
20 industries. More information can be found
at www.gogecapital.com and twitter.com/
GoGECapital.

GE Capital is one of the world’s largest provid-
ers of credit. For more than one million busi-
nesses, large and small, GE Capital provides
financing to purchase, lease, and distribute
equipment, as well as capital for real estate
and corporate acquisitions, refinancings, and
restructurings. For our 100+ million consumer
customers, GE Capital offers credit cards,
sales finance programs, personal loans, and
credit insurance. For more information, visit
www.gecapital.com or follow company news
via Twitter @ GECapital.

GE (NYSE: GE) works on things that matter.
The best people and the best technologies
taking on the toughest challenges. Finding so-
lutions in energy, health and home, transpor-
tation and finance. Building, powering, moving
and curing the world. Not just imagining.
Doing. GE works. For more information, visit
the company’s website at www.ge.com.



GE Capital

Congratulations
Top 100 Dealers!

GE Capital salutes Powersports dealers
named to the 2012 Dealernews Top 100.

Congratulations for leading the way
in the Powersports Industry!

gogecapital.com

imagination at work

For more information visit www.Dealernews.com/readerservice
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DEBUTS RANGED FROM THE RADICAL TO THE RESTRAINED AT THE 2013 DEALER EXPO, BUT
EVERYONE AGREES: PRODUCT DESIGNERS HAVE BEEN HARD AT WORK, AND AFTERMARKET

SALES WILL BENEFIT AS A RESULT

A Dealernews Team Report

ANOTHER DEALER EXPO IS IN THE BOOKS. Finally, the
industry is starting to see some upward potential again. Plus, signs have
begun to appear in front of many OEM year-over-year sales figures.

Of course, the optimism is tenuous. Exhibitors, dealers and even
some staff members were keeping cards close to their chests, cautiously
watching consumer sentiment and bottom lines. But the overall attitude
was far from doom and gloom.

While some brands choose to hold back this year, others instead
chose to launch a variety of new products. Several new products took
existing processes or materials and completely reinvented the wheel
— sometimes literally. So without further ado, here’s a brief rundown of
some of the most technically savvy products we encountered during the
2013 Dealer Expo.

Blackstone Tek (BST) adaptable carbon fiber wheels, available
through Brock’s Performance, are not a new addition to our industry.
BST has established itself as one of the premier wheel manufacturers in
the world, with extremely light, strong and (dare we say) sexy products.
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{ For 2013 however,
4 the company created
a new hub design
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that uses interchange-
able alloy adapters
that allow the wheel
to be moved from
bike to bike by only
changing the inserts.
Besides greatly
streamlining the production side of things, this allows a BST cus-
tomer to invest in a set of wheels for his current bike and know that
he'll be able to move them to his next bike for a significant savings,
compared to buying an all-new pair of BST rims.

We've already had plenty to say about 6D Helmets. After
seeing the latest batch of production helmets in Indy and chatting
with Bob Weber more about the design, we are still amazed at
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the level of craftsmanship that has gone into these new-from-the-
ground-up helmets.

Conventional production tooling simply couldn’t build to
the tolerances required by 6D, so all-new tooling needed to be
designed (and patented) just to create the unique 6D helmet inter-
nal structure. Of course, customers will never see the tooling tech,
but it is still an achievement that allows the 6D helmet to exist.

MORE READING: “Technology behind 6D Helmets elevates price point but
delivers margin” on Dealernews.com > Dealer Expo Update

photosgy‘Gary Rohman

Another helmet design caught our attention: the rear-entry Voztec
(see photo, above). While not featuring any new materials or crazy
ventilation technologies, the Voztec completely rethinks the very
basics of wearing a helmet (see story at right).

The clamshell design allows a variety of benefits that no other
helmet has been able to offer until now. The helmet can be split apart
and pulled from a downed rider without disturbing potential neck
injuries (several technologies have improved post crash safety, but
none like this). And because the helmet closes around the neck, the
lower bell of the helmet can be extremely narrow to reduce both wind
noise and the possibility of catching the lower rim of the helmet on an
obstruction in an accident.

Watch this market space — there will be increasing activity here.

On the new materials front, Macna, available through Twisted
Throttle, featured the Night Eye version of its Concrete Jacket. By
embedding glass spheres in the fabric, the Night Eye reflects light like
a projector screen, and it just has to be seen to be believed. This is a
truly better vision of what nighttime riding gear should be.

Courtesy of Bob Barnett of ARC Levers, Dealer Expo debuted
another cool new material that offers clear-cut benefits over exist-
ing options in the market. ARC's new Memlon material is a patented
flexible composite that is stiff enough to function as a replacement for
alloy levers but is capable of being bent in half 50 to 100 times before
showing any wear or failing to return to its original shape. This may be
truly an unbreakable lever.

Continental brought its new Traction Skin Tech tires to Indy, but
that's not why they earned a mention here; it's because Continental
figured out a way to avoid the problem that occurs with new, pre-
broken-in slippery tires. Instead of using a slick mold-release agent,
Continental tires (including its new Trail Attack 2) feature the com-
pany’s proprietary Traction Skin design that all but eliminates the need
for the usual 50 to 100 miles of careful break-in riding. This is one of
the smartest innovations we've seen in some time.

And there was a simple little tool that proves something doesn’t
have to be big or expensive to make a difference at the industry’s larg-
est trade exposition. The Tirox Chain Brush is a spiral brush that fits
completely around a drive chain to provide 360-degree cleaning. The
clever little brush eliminates the forceful scrubbing and repositioning
required by conventional three-sided brushes to help prevent chain
degradation and make a boring chore that much easier and more
rewarding. — Bruce Steever

Every year at Dealer Expo, at least one helmet company wows every-
one (or tries to) with a radical new design or technology. This year, a
number of manufacturers got in on the act with debuts ranging from
the rather modest to ingeniously bizarre. Before deciding what hel-
mets have the perks your customers will want, you have to keep track
of what everyone has to offer.

No one shook up traditional helmet design like Australia-based
Voztec, which introduced the prototype Snakewind (see photos,
left). The full-face helmet is hinged from the top, so the back of it
swings open. Once the helmet is snapped shut, the rider is ready
to go. The innovative design means the neck opening is smaller,
and there is no need for a traditional chinstrap since the helmet
itself curves under the chin.

Voztec's design is good news for those who wear glasses when
they ride, and getting a helmet off and on with gloves is no prob-
lem. But the better news, according to Voztec President Mark Bry-
ant, is that, in the event of a crash or other emergency, the design
allows the Snakewind to be removed without disturbing the rider’s
neck. Voztec expects to have its helmets on the market by January
2014, with pricing ranging from $300 to $800.

H&H Sports Protection USA had a number of clever design
features on its NiTEK helmets. The new Interceptor full-face helmet
features a completely flush face shield, prompting the rest of us to
ask, "Why didn’t anyone think of that sooner?” The trick is a spring-
loaded cam system: Instead of the usual up and down movement
of the shield, the spring pops the shield forward to it can be raised,
and everything snaps back into place when it's lowered.

Another NiTEK star at the H&H booth (frankly, the real stars were
the cheeky Indy-edition helmets handed out to dealers) was the

photo by Gary Rohman
Diamond. It has the styling and function of a modular helmet; but
quick-release buttons on the chin bar turn it into an open-face (see
photo, above). Both versions utilize the same face shield and drop-
down internal visor. Aerodynamics weren't forgotten, either: The rear
spoiler has exhaust vents that move as speed increases, changing the
airflow over the helmet. Solid colors are available for $499 and graph-

ics are $529.
continued on page 30

APRIL 2013 DEALERNEWS.COM

27



THAT’'S A WRAP —

IT WAS A NIGHT OF GOOD VIBES
ALL AROUND when the 2013 Top 100
Dealers were feted at an awards gala
held at the Indiana Roof Ballroom. The
industry came together to honor the
100, applaud the Special Merit Winners
and then cheer McGrath Powersports
of Cedar Rapids, lowa, named the 2013
Top 100 Dealer of the Year. The eve-
ning was emceed by Robert Pandya,
with Mike Vaughan hosting on-stage
interviews and Mary Slepicka dispens-
ing the bling, which included a crystal
trophy for the Dealer of the Year and

a gold and diamond ring for its owner,
Mike McGrath.

CENTER: McGrath (right) compares
jewelry with the 2010 and 2011 Dealers
of the Year, Chris Jones from Iron Pony
() and Bill Cameron of Skagit Powers-
ports (c).

BOTTOM: Bob Althoff accepts the
Don J. Brown Lifetime Achievement
Award from Stan Simpson, chairman of
the American Motorcyclist Association
(also pictured with DN’s Angela Gibbs
on the facing page). BOTTOM RIGHT:
Wayne Jaecke and daughter Trudy
Quelch of City Cycle Sales, the 2012
Dealer of the Year. [}
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THAT’'S A WRAP!

NiTEK wasn't the only company taking a different approach to
half helmets. Bell Powersports — which arguably had some of the
best new graphics at Dealer Expo — was showing off the Rogue, a
half-helmet shell with open-face styling. The Rogue is a bold choice
designed to offer the cruiser crowd more protection without giving

u'}‘l

up style. A “comfort shroud” below the fiberglass shell extends the
helmet’s coverage, including the EPS liner.

A detachable muzzle on the front, which gives the rider a fighter-
pilot look, snaps in place for cold days or for keeping bugs out of
teeth. Available colors are dark and mostly in a matte finish. It's a new
take on an old style, and Bell is hoping that riders will want the extra
coverage for the $249.95 price tag.

Not everyone was making radical changes. Shark had good buzz
during the Expo, especially when it came to its updated modular
Evoline Series3. The chin bar nestles snugly against the back of the
helmet when not in use, and Shark says the result is better aerody-
namics.

The sleek design sported by the Evoline Series3 also means the
helmet looks good in the full-face or open-face position.

All of the new designs bode well for those who want to get a
little adventurous with their helmets, but rest assured that plenty of
manufacturers are sticking to the tried-and-true styles and graphics.
Everyone had a new helmet — or an updated version — to show off,
but many of them were exactly what you would expect from the vari-
ous brands.

One notable addition that dealers will find of interest is the new
“Sons of Anarchy” line from Fulmer Helmets. The half helmets feature
the logo and graphics inspired by the popular FX show. Dealers can
expect Fulmer to plan a few appearances by “Sons of Anarchy” cast
members, as well as a sweepstakes for both dealers and consumers.
The prize is a chance to attend a red carpet event.

Whether you prefer style or stardom, this year’s Dealer Expo gave
dealers plenty of options to stock alongside the regular helmet
lineup. We have seen innovative new helmet designs come and go
quickly in the industry, but the broad spectrum of new designs at
this year's event suggests that riders are ready to trust their heads
to something a little edgier, as long as it means more convenience
alongside safety. — Beth Dolgner

SUCCEED BY CHOICE

Choose from over 1300 top quality aluminum accessories

r | rfizoma

Modular Display System

For more information visit www.Dealernews.com/readerservice
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And so is her Yuasa battery - the original equipment battery
on more motorcycles, snowmobiles, all-terrain vehicles

and personal watercraft than all other brands combined.

To put the most reliable powersports batteries on your
shelves, contact us at 1-866-431-4784 or visit

www.yuasabatteries.com
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For more information visit www.Dealernews.com/readerservice



- R G, A AT
¢ ng term commltments Hoooy o
_________ = ~—— - U.. ;‘,.. 5 =~ IQ’.‘ » !

.'.' »
s, |
s

' Our average member earns 3 times as™®

— much Net Profit as the industry average"‘

B e

R o T e T o e




(03

RK Excel America Inc.
Tel: 760.732.3161
www.RKExcelAmerica.com

RK MOTOCROSS RACE KIT

Features lightweight RK MXZ4 or MXU racing chain, Vortex 7075 T6
aluminum rear sprocket in clear anodized or PTFE black hardcoat &
chromoly steel front sprocket. Geared for quick acceleration.

RK STEEL MOTOCROSS KIT

The steel MX kit offers the best in racing longevity. Features perfor-
mance RK MXZ4 or MXU racing chain, chromoly steel front sprocket
and a premium grade steel rear sprocket.

Features lightweight RK MXZ4 or MXU racing chain, Vortex 7075 T6
aluminum rear sprocket in clear anodized or PTFE black hardcoat
& chromoly steel front sprocket. Various KTM gearings available.

ATV/OFF-ROAD KIT

RK’s performance XW sealed ring chain, chromoly steel front
sprocket and either premium grade steel rear sprocket or Vortex
7075 T6 aluminum rear sprocket in clear or PTFE black hardcoat.

/i

i'l“'"/ _ Quality, P_eiférmance_ & Value

20,000 MILE WARRANTY KIT

This high mileage performance kit features hardened steel sprocket
with matched OE gearing and RK’s RX or XW sealed ring chain. En-
tire kit is warranted to provide 20,000 miles of street use.

520 RACE CONVERSION KIT

This 520 quick acceleration racing kit features chromoly steel front
sprocket, Vortex 7075 T6 alloy rear sprockets available in clear or
black hardcoat and RK’s RX or XW sealed ring performance chain.

Q/A 520 STEEL CONVERSION

Drop that 525/530 size chain for these 520 steel conversion Kits.
This kit contains RK’s RX or XW sealed ring chain, with chromoly
steel front sprocket and premium steel rear sprocket.

525/530 SUPERSTOCK KIT

Features RK’s performance XW or RX sealed ring chain, Vortex 7075
T6 aluminum rear sprocket in clear anodized or PTFE black hardcoat
and a chromoly steel front sprocket.

*Most chains are available in Gold or Non-Gold finish. **Most countershaft sprockets feature lightening holes for improved performance.



V3 Levers 3. On O. On O

Made in the USA, V3 Levers are designed with a large radius lever surface to improve ergonomics
and rider comfort, and a dual bearing-supported pivot for increased rigidity and reduced free
play. V3 levers have a é-position adjustment to quickly dial in controls. With a stylish, ulira-minimall
design, modern and refined look, V3 levers are eons of sophistication ahead of the competition.
Comes stock with Silver adjuster switch. Customize your bike with our newly-designed lever
adjuster switches available in Blue, Gold, Black, Red and Silver.

V3 Frame Slider Kit

Made in the USA, the innovative V3 Frame Slider Kit come
complete with black anodized bases, molded pucks and
aluminum anodized end caps in Black. V3 Frame Sliders are
designed with bike preservation and atfractive design in mind.
Colored caps for customization are sold separately and are

available in Gold, Red, Blue, Siiver and Black. Replacement .)
pucks also sold separately and come with a Black end cap.

V3 Gas Caps ' ...p‘-.

Made in the USA, V3 Gas Caps boast codiseffhread
enables quick closure without cross- thrauding, .;‘-
contoured finger tabs allow for easier :
compared to classic Vortex design; safety Ineﬁ» Wi
prevents accidental cap loosening due fo vi
or contact; integrated dual check valve as§
eliminates fuel tank pressure issues; . “a
chamber design helps stop leaks by contal

- fuel that gets past the check valve; uﬂhM‘ gt
than stock keyed fugl tank caps; custemize m (

your biké with' interchangeable, toloréd safa

swﬂches Comes stnndard wﬂh Sliver lock swite

-~

- m f%"
R e —

J':r*"' gdelines sirength with its V3 OS Handlebars for MX and $X appli

: PR sironger than the competition, you can ride with confi-

-y Hiowing that Vortex has put years of research, development

- - 1 and 'lElsilnq into these super strong bars without sacrificing weight and
. i speed. Cames with Black Bar Pad. Colored Bar Pads sold separately.

. !



Available in Black, Performance Links V3 Racing Chain is avail-
able in our proprietary Duo Glide, Tri Glide and Non O-Ring tech-
nologies for street, racing and MX/SX applications. Available this
year!

Made in the USA, our V3 Race Stands are lighter and stronger due fo the
one-piece, over-sized tube design. Optimized geometry allows proper lift
leverage without the need for long handle, which create a fripping hazard
while working around the bike. Our CNC bending process ensures dimen-
sional accuracy. The unigue fork lift design securely lifts the front end from
the bottom of the forks to facilitate fire, brake and wheel service. The
CNC-machined 6061 Aluminum liffing cups are light, strong and durable.
Twin Spar lift arms with pinch screws tighten down securely and allow for
qguick adjustment without the need for tools.

Made in the USA, the V3 Race Stand Wheel Kit is sold sepa-
rately with your choice of color-anodized aluminum wheel
mount brackets. Mcke a statement by customizing your V3
Race Stands to coordinate with the colors in your pit or
garage.

Years of research, development and festing have gone into produc-
ing the fastest and sfrongest product offering yet from the proud
team Vortex.



Pro Serier =

Universal Sportbike Wheelset”~

Pro Series' universal wheel system allows the user to mount the wheel from
one brand or model to another using model specific carrier adapters. This
unique system makes your investment in Pro Series long-term and doesn't
end when you change models or brands. The aggressively styled Pro

Series design is machined from forged aerospace aluminum for

increased strength and the stunning anodized “Magnum Gray”

finish compliments the look of any bike. Available for

many Japanese sportbike models.

| HONDA |
| KAWASAKI |

ZX-10R 2006-2010
ZX-14R 2006-2012

| suzukl |

Suggested Retail price for a
complete front 17”x3.50” and rear
17”x6.00” wheelset with carriers:

$1895*

* Valve stem and tire not included

Dealers Wanted

RK Excel America Inc

2645 Vista Pacific Drive,
Oceanside, CA 92056
T760.732.3161
www.RKExcelAmerica.com
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SEE YOU IN 2014!

A huge THANK YOU for being a part of Dealer Expo 2013!
We all share a passion and commitment to this industry,
and look forward to celebrating your dedication to powersports in the future.

WHERE THE INDUSTRY CONNECTS.

—_7 X s 7 INTI MPDATCI=RE
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‘ THAT’'S A WRAP!

Communication systems adding
features to broaden their appeal

MOTORCYCLES CARRY THE STIGMA of being dangerous, but noth-
ing sounded more dangerous at Dealer Expo than a communication
system representative explaining how you can now take calls while
you are skiing. It sounds like an invitation to get intimate with a tree,
but it shows just how much in-helmet communication has grown. It's
not just for road-trippers on Gold Wings anymore.

Now that everyone has embraced Bluetooth technology, com-
panies are trying to define themselves by enhancing it with more
practical designs and better reI|ab|I|ty Dunng the Expo SENA
Technologies and ties 409
UCLEAR stood
out as interesting
alternatives to the
traditional speakers- ¢
and-a-boom setup.

SENA focused on 7,
diversity, offering
a variety of setups
to fit particular
helmet types and
even style of riding.
The SMH10R was
designed to be as
slim as possible
and geared toward
sportbike riders.
The system mounts
to the left side of a full-face helmet (see photo, above), and the bat-

photo by Bruce Steever

tery compartment mounts on the back. Two smaller pieces, SENA fig-
ured, is better than one bulky piece mounted to the side of a helmet.
The result is better aerodynamics, and less pointing and laughing from

The SPH10H-FM has a control module that's removable via a clamp
so that installation on half-helmets is quick and easy. Touring riders
haven't been left out, either; the new SM10 is a Bluetooth stereo
adapter that allows both rider and passenger to listen wirelessly to
onboard audio on the Harley Ultra Classic and Honda Gold Wing.

UCLEAR, powered by BlTwave, features a speaker in each earpiece,
eliminating the need for a boom microphone. Built-in DSP noise and
echo cancellation accommodates for the lack of a boom. The system
works with voice-activated controls for making hands-free phone calls
and communicating via intercom with up to nine other riders.

Blue Infusion Tech-
fﬁ':- nologies was display-
. ing gear and gadgetry
in one small product
(see photo, left). The
BEARTek audio regula-
tion gloves feature six
touch points on the
fingers, and tapping the
thumb against any of
them controls a different
function of a paired
Bluetooth smart product.

photo by Gary Rohman

While most communication systems boast hands-free usage, the
BEARTek gloves are ideal for the solo rider who's looking to stick to a
smart phone rather than a full in-helmet system.

For dealers, all of this means there is a wider variety of wireless
communication systems available, ranging from things that will appeal
to everyone — from the cruiser types to a sportbike club that wants
to keep in touch during group rides. While each manufacturer starts
with the same Bluetooth technology, how it's applied is where each

your friends.

product makes its mark. — Beth Dolgner

A soft-baggage BOOM for
hard-charging adventure riders

UP UNTIL RECENTLY it seemed luggage op-
tions for the adventure bike market trended
toward big beefy boxes — large aluminum or
plastic cases that made a KTM or BMW rider
look as if he were running an international
cargo service. Sure there's always been soft
saddlebags, tank bags and other assorted
bits, but for the most part, luggage for the
AdvRider crowd was built with the American
Tourister gorilla— or 1,000 miles of hell-shot
terrain — in mind.

The hard bags of yore are still around,
but the booming adventure bike segment
has given rise to a number of companies
producing rugged, waterproof, high-capacity
soft bags that are lightweight and ready to
rumble. At Dealer Expo were manufacturers
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charging forth into the wild with soft-sided
goodness that feature compression systems
and the ability to mount to a bike with little to
no special hardware.

The lineup includes Bend, Ore.-based
Giant Loop; Wolfman Luggage out of
Longmont, Colo.; and Bags-Connection, a
German company distributed here in the U.S.
by Twisted Throttle, to name a few.

Giant Loop's founder, Harold Cecil, told
us that his business has evolved from two
adventure bike riders with only a single
saddlebag available into a company that, for
2013, launched four entirely new products
and revamped its entire collection. Last
year the company secured a Small Business
Association-based working capital loan to

aid with brand penetration and hired a new
design director.

The unique Giant Loop lineup includes a
saddlebag/tail bag system, the Coyote, that
resembles a life preserver and fits on a bike
where a passenger would normally sit. The
company’s Siskiyou panniers require no rack
or special hardware, and feature heat shields
and two internal waterproof liner bags. Cecil
pointed out that the bags accommodate a
combined capacity of 70 liters, and riders can
travel two-up without changing the configura-
tion. Added capacity — 120 liters worth —
can be added via the Fort Rock top case that
easily handles bulky items such as sleeping
bags or jackets, Cecil said.

continued on page 36



With our Streamlined
Selling System;
increasing your F&I
profits can feel like a
drive in the country.

We are committed to making it easier for dealerships

to earn the maximum per vehicle retail possible.

Through Zurich’s exclusive Streamlined Selling System®
- dealerships gain access to powerful presentation tools
g that can result in increased product penetration and
higher F&I profits.

A local Zurich F&I Specialist is ready to demonstrate
how you can achieve success through our proven
income development program.

Visit zurichna.com/automotive or
call 888-265-7523 for more information.

How does your F&I department stack up against the
competition? To find out, download the free white
paper at www.zurichus.com/fandi

Products and services are underwritten and provided by individual member companies of Zurich in North America, including Universal Underwriters Insurance Company
and Universal Underwriters Service Corporation. Certain coverages and products and services are not available in all states. ©2013 Zurich American Insurance Company

For more information visit www.Dealernews.com/readerservice
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SOFT BAGS, continued from page 34

It’s a top-secret way to get
men into the apparel de-

partment, even when they
don’t need something.”

n wny you

Cecil said soft luggage such as the Siskiyou
panniers are about 30 lbs. lighter then the
typical hard-luggage system. They also help
position the weight much closer to the center
of the bike, he explained.

but with soft luggage there’s a lot more give.
Additionally, the bags feature a compression
system that keeps them in place while still
allowing the luggage to be easily released
from the side racks. The bags are also cone-
shaped to ease packing
and unpacking.

In addition to the Rocky
Mountain bags, Wolfman

ar leaqer Jetl

was displaying its Monarch
Pass saddle bags (see
photo), a smaller, more
straightforward setup
available at a lower price
point. These packs feature

LEARNING EXPERIENCE

e Deglership University

Miss a seminar? Read about it
at Dealernews.com > Dealer
Expo Update:

internal stiffeners — as
does the Rocky Mountain
L (PSR — that help keep cargo
’f‘ L\ AF | stable, and a four-point
. rack attachment that re-

Dealers should create a sales process
for digital leads: Rod Stuckey

Don’t ‘drop everything’ for social
media, says Tory Hornshy

photo by Gary Rohman portedly makes them easy
to remove from the bike.
One of the common themes running
through all the pieces from the various
manufacturers is that the soft bags — much
like their hard-sided brethren — are built as
rugged, utilitarian pieces of luggage, well-
matched for the bikes upon which they will

be installed. — Dennis Johnson

Over at Wolfman Luggage, Eric Hougen
explained that the company’s new Rocky
Mountain saddlebag has the same large stor-
age volume — about 70 liters, all told — as
a hard-sided piece, but can be much more

Dynamic PG&A displays fuel increased
sales, says Jennifer Robison

Engage customers, inventory to
compete with e-commerce:

forgiving in the case of a get-off. Hooking an Aftermarket VIP panel

ankle on a hard bag in a crash is a possibility, “High focus” on U.S. market due to
impression it makes offshore, says

KTM's Jon-Erik Burleson

Jan Kelly: F&I can be “most profit-
able square footage” at dealership

Jim Rasmus: Simple remodeling

IN THE FEBRUARY ISSUE we previewed the solutions help boost traffic, sales

variety of vehicles to be seen at Dealer Expo.
We reported on:
e Christini's new 450 Enduro and AWD
450 Military Edition dirtbikes,
e Tharo EV electric scooters,
e Yelvington Trikes’ new kits and propri-
etary trikes,
e |ce Bear's lowered-and-stretched
scooter, inspired by the Yamaha Ruckus,

Pedretti: How to launch a successful
integrated marketing plan

Pre-owned inventory: Reach for a
shorter new-used ratio, says NPA

Retention, conquest marketing will
grow dealers’ market share, says
Rod Stuckey

Selling to the post-recession
consumer: Five steps to follow from
Mark Mooney

and
o Strider balance bikes for kids.
To read about the above new models
again, visit Dealernews.com > Issue Archives
> February 2013. Here are four more compa-

Spader: If personnel costs exceed 50%,
you're in trouble

photo by Gary Rohman

nies that caught our eye on the show floor.
Kandi USA was showing a new 150cc
go-kart, the KD-150GKM-2 (see photo). The

Tony Gonzalez: Effective team build-
ing all about the right process

Los Angeles area with a 70,000 sq. ft. ware-

house.
Tune up the service department for big

36

model’s single-cylinder four-stroke engine

is air-cooled and paired with a chain-driven
automatic transmission with reverse. Kandi
claims a top speed of more than 40 mph.
The go-kart's wheelbase is about 73.2 inches.
MSRP is $2,395. Kandi USA is based in the

DEALERNEWS.COM APRIL 2013

Kuberg is a Czech maker of electric mo-
torcycles for children. The company’s three
kids models are The Start (seat height of 16

inches for ages 2 to 5), the Trial E (seat height

of 21 inches for ages 4 to 10), and the Cross
continued on page 38

profit potential, says Dave Koshollek

Where dealers drop the ball:
Follow-up calls




'RPHA SERIES

PERFORMANCE

With the introduction of the advanced-concept HIC RPHA series, HJC has pushed the boundaries of helmet
performance across the board. The HJC RPHA 10 is a high-performance sport/street helmet; the HIC RPHA Max
is a remarkably light and quiet modular helmet; and the HIC RPHA X brings the newest helmet technology to off-
road riding. All three helmets incorporate the best of HJC technology: PIM shell construction that results in very
lightweight helmets; wind-tunnel-developed forms for slick aerodynamics, a quiet ride and superior ventilation; plush,
self-cooling interiors; new top-grade graphics, and much more. Add HJC’s famous five-year warranty and it's clear

REINVENTED

RPHA SERIES

the HJC RPHA series delivers cutting-edge technology at a significant value—it’s helmet performance reinvented.

NUMBER ONE IN THE WORLD

HJC RPHA X FACTOR MC-2 HJC RPHA MAX ALIGN MC-10

@ THE RPHA SERIES IS AVAILABLE FROM THESE EXCLUSIVE DISTRIBUTORS. HIOUSE)

Get the free mobile app for your smartphone at http://gettag.mobi and view the HJC YouTube Channel. 1.800.421.7247
HJCHELMETS.COM For more information please visit www.hjchelmets.com. HJC Helmets ©2013 helmethouse.com

For mare information visit www.Dealernews.com/readerseruice

1.800.343.5984
sullivansinc.com
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NEW VEHICLES, continued from page 36

(seat height of 23 inches for ages 5 to 12). All models (see photo, left)
feature fully covered batteries, a chain guard, a parental speed dial
control, and suspension comprised of telescopic forks and a spring
shock absorber. MSRPs for the models, in order of increasing size, are
$1,099, $1,499 and $1,699.

Kuberg was also displaying a prototype motorcycle for teenag-
ers that will be available later this year. Top speed will be around 40
mph, and its range will be around 40 miles. Already in production is a
waterproof electric adult trials bike with electric clutch. It weighs only
157 lbs. and has a range of up to three hours.

Massimo has new side-by-sides for 2013: the Alligator 500 EFI
(retailing for $8,995), the Alligator 700 EFI ($9,995) and the four-seat
Alligator 700-4 EFI ($11,499). Compared with other Massimo models,
the Alligators are 8 inches wider through the suspension and have
a new front-end design. Other features include reinforced A-arms,
bucket seats, a top, doors, 26-inch aluminum wheels, an electric
winch, a storage box and a full windshield.

Massimo also has redesigned its Croc 500 EFI ($8,499) and Croc
700 EFI ($9,499) side-by-sides. They have a new front end and feature
liquid-cooled engines with pushbutton 2WD/4WD as well as new
aluminum wheels. The Croc models come standard with an electric

Kuberg photo by Arlo Redwine winch, full instrumentation, a windshield and a storage box.

K SSR Motorsports, a decade-old importer based in Norwalk, Calif.,
introduced six 2013 models at Dealer Expo. One of them, the SSR
Motorsports 500-LT UTV, is powered by a 493cc single-cylinder liquid-
cooled engine. Maximum power is a claimed 30.8 hp at 6,500 rpm.

The model uses double A-arms front and rear for suspension and
front and rear disc brakes. Dry weight is 1,580 Ibs. Available colors are
black, red and blue. MSRP is $6,999.

The SSR Motorsports SR250-R dirtbike is powered by a 249.6cc
single-cylinder liquid-cooled four-stroke engine connected to a
34 mm carburetor and a five-speed transmission. Maximum power
is a claimed 25.8 hp at 9,000 rpm. The bike’s frame is made from an
aluminum alloy. Front suspension is a 47mm inverted fork with adjust-
able rebound and compression. Rear suspension is a single shock
with adjustable spring preload and rebound. Seat height, weight and
wheel base are 38 inches, 260 Ibs. and 60 inches, respectively. MSRP

K is $3,599. — Arlo Redwine
Massimo Alligator 700 EFI. Photo courtesy of Massimo / \

SSR Motorsports SR250R. Photo courtesy of SSR Motorsports SSR Motorsports 500LT UTV. Photo courtesy of SSR Motorsports

Big companies do a lot of [image advertising]. So leave that up to the OEM Let them do
the expensive images to get their name out there.”

38 DEALERNEWS.COM APRIL 2013



CST’s new Pulse sport ATV tires are sure
to provide heart-pounding, adrenaline-
pumping traction! The rear Pulse features a
tread pattern with optimal spacing for any
terrain from loose loam to hardpack.

The rear knobs feature a 15-degree
reinforcing angle, ensuring predictable
sliding and increased knob life. The front
features a heightened carcass profile and
knobs with numerous biting edges for
maximum steering assurance. The Pulse’s
performance is rounded out by a durable,
6-ply rated carcass that minimizes sidewall |

roll and instills cornering confidence.

CONTACT YOUR DISTRIBUTOR TO ORDER!
Front: AT21x7-10; AT22x7-10; AT23x7-10
Rear: AT20x11-9; AT22x11-9

A \
-q\‘._,\\\
=\ \

. | |

csST O BEATS=

- (STtires.com ~_IT’S ABOUT THE FEELING...
WHERE PASSION MEETS THEGROUND, _ | _IT’S ABOUT THE RUSH! . _
L0000 3 HHH R U A A A,
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UTVs: Product breadth = market strength

YOU ONLY HAVE TO LOOK at what's happening in the aftermarket to
get a good idea of what types of units are selling. At Dealer Expo, the
large number of companies offering up products for the UTV, side-by-
side and ATV segments points to brisk business in the four-wheeled
world. The range covered everything from recreation to agriculture,
with a touch of hunting and mudding thrown in for good measure.
As a longtime player in this area, Kolpin had a number of goodies

designed for hard use and the occasional good time, but the big push

Kolpin cab on Polaris 900 XP. Press image courtesy Kolpin

this year was the company’s line of side-by-side cabs, said Tony Pe-

tersen, director of sales. Kolpin has cabs that fit vehicles from Can-Am,
Honda, Kawasaki, Polaris and Yamaha. The cabs are reportedly easy to

DFK cab on Can-Am Commander. Press image courtesy DFK
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install with quick clamps that attach the roof and rear glass panel, and
the windshield attaches with four bolts. The doors are made to lift off
with no tools.

The company uses automotive-type gaskets on all contact surfaces
for a weather-tight seal, while the sliding driver and passenger employ
tempered glass and a hard-coated polycarbonate to keep dust out
when closed. The front panels open slightly for airflow or all the way
for hunting.

Another manufacturer of side-by-side cabs is
DFK, a company from the Czech Republic that
now has a U.S. distributor in Downers Grove, lll.,
just outside of Chicago. The company has cabs
for just about every side-by-side out there, includ-
ing one for the Can-Am Commander. The cab
features a tempered safety glass front panel that
tilts out and comes equipped with a wiper and
washer assembly. The window locks in four differ-
ent positions. Doors are built from UV-protected
and hard-coated 5mm polycarbonate with metal
piping reinforcement. Each door is lockable.
Other features include a three-speed heater, a
sheet metal roof, noise-reducing insulation and a
rear panel made from the same materials as the
doors.

For Kolpin’s Cycle Country lineup, the Poly XT
plow blades are big sellers, Petersen said. The
plastic blades are lighter and quieter than steel,
they don't rust, and they're a little more forgiving
on the surfaces over which they're plowing, he
added. The blades come in 60, 66 and 72 inches.

WES, out of Quebec, has been making ATV trunks for many years
and reportedly was one of the first in Canada to do so. The Touring
model is designed for two-seater ATVs and comes in two different
trim levels, standard and deluxe. The basic model
adds storage space, armrests and handgrips for
passengers, while the premium setup comes with
heated grips.

Tire-wise, GBC Motorsports had its new Kanati
Mongrel rubber for UTVs and side-by-sides — a
tire that ran on several vehicles in this year's King
of the Hammers race. The Mongrel is DOT-ap-
proved for street use but is reportedly smooth on
any hard-packed surface. It features an eight-ply
radial construction and available in three sizes.

For the recreationalist blasting across the ter-
rain in the Polaris RZR, DragonFire unveiled its
entire trail-ready RockSolid line. Products include
bumpers, utility racks and bolt-on components
such as a winch mount, cooler rack and rear bars.

For tunes on the trail, Wet Sounds unveiled the
Stealth-8 Sound Bar, an all-in-one audio system
for four-wheelers. (If you were anywhere near the
Wet Sounds booth, you likely heard this speaker
setup.) The system has LED accent lighting, built-
in Bluetooth, input and outputs for an amplifier
or MP3 player, and a number of high-output 3 in.
full-range marine drivers. — Dennis Johnson
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The combination of wind tunnel engineered aerodynamics,
SNELL and DOT approved, full application, CARBON FIBER
weave shell, and DUAL DENSITY EPS impact absorbing liner
offers not only the ultimate in light weight protection, but

exceptional stability at speed. Other significant details include; a
CAD-SPEC INTERIOR for exceptional fit, an optically superior,
hard coated, 3D face shield actuated by a toolfree closure
mechanism, a QUADPORT™ 2.0 VENTILATION system with
two adjustable front intakes channeled through to a streamline
rear VENTURI-EFFECT EXHAUST vent, literally pulling heat and
humidity up and out of the shell for a cool, dry ride. And no fine
detailing was overlooked, including; a fully removable and
washable QWICKDRY™ INTERIOR and streamline injection

molded bottom edge gasket for reduced turbulence.

SIZES: XSMALL THRU 2X-LARGE

MSRP: $299.99
A U T

of joerocketgear

EXCLUSIVELY AT: SULLIVANSINC.COM

For more information visit

The combination of wind tunnel engineered aerodynamics,
SNELL and DOT approved, full application, CARBON FIBER
weave shell, and DUAL DENSITY EPS impact absorbing liner
offers not only the ultimate in light weight protection, but
exceptional stability at speed. Other features include; a
CAD-SPEC interior for exceptional fit, an optically superior,
ANTI-FOG, 3D SHIELD actuated by a toolfree closure
mechanism, QUADPORT™ 2.0 VENTILATION system with two
massive front intakes channeled through to an aerodynamic
rear VENTURI-EFFECT EXHAUST SPOILER, pulling heat and
humidity up and out of the shell for a cool, dry ride. And no small
detail was overlooked, including; a fully removable and washable,
QWICKDRY™ [INTERIOR, removable internal air-guide for
enhanced fog resistance, integrated front chin bar air intake and
side exhausts, and streamline extrusion molded bottom edge
gasket for reduced buffeting.

SIZES: XSMALL THRU 2X-LARGE
*ALSO AVAILABLE IN ULTRA-DARK TITANIUM CARBON

MSRP: $399.99

(\ T | C

® joerocketgear

34 AL 800-874-9778 NV 800-447-7505

news.com/readerservice
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LEARNING EXPERIENCE

resenied®s Dealership University

4 Community credit unions — that’s going to save you. That's
going to be the magic bullet ... to make this year a great year.
[They]| are buying deals that nobody else will touch with a 10-
foot pole.” — Jan Kelly on F&I sales and credit approvals

me to get stuff done around the
house. You want to do the same thing

with your customers.” — Eric Pedretti
on the benefits of Drip Marketing — slow and
steady reminders of an event or promotion

-
v i It's much like when my wife reminds

“Traffic flow gets your customers to go where you want them to go, and to see what you

want them to see. If they have a direct path to parts, you lose.”
— RDA’s Jim Rasmus on remodeling strategies

| firmly believe that the
average [dealership]
experience is uninviting
to the wife, the girlfriend
or the daughter. We

need a gut check about
If it's a race to the lowest price, ) the intimidation.”

we're going to lose.” — KTM's Jon-Erik Burleson
— Jared Burt of Rexburg Motorsports, during the Dealernews
panelist, Dealernews SuperSession on SuperSession panel on
Aftermarket Sales OEM-Dealer Relations

“The absolute maximum that we recommend that
[dealers] spend is 74 cents of every gross profit dollar.
That will convert for most dealerships to a net profit

of 3 to 4 percent of sales.”
— John Spader on what high-performance dealerships look like
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GET ON
TARGET!

PRECISE DATA.

ACTIONABLE
INSIGHTS.

Dominioninsights
Are your decisions right on
target, or are you missing the

mark with what’s really
happening in your marketplace?

Dominioninsights supplies your dealership with three powerful tools to improve
your profitability, inventory turnover, and your overall dealership performance:

«/ Appraisal Insights:
Don’t pay too much for that used unit. Determine the right price to
pay with real-time pricing studies.

$ Pricing Insights
Ready to find the pricing “sweet spot” in your market? Ensure that
your pricing is competitive with those around you.

@® The Action Center

Now that you’re armed with the right information, it’s time to act.
Using alerts within the Action Center, impact your pricing and
merchandising strategies immediately.

Find out how Dominion Insights can help your

dealership by visiting www.dominioninsights.com.

View Dominion Insights’
complimentary study on

how pricing can impact DOMINION Qzﬁosm (PSN>) CydeTrader fjimarmictogrro Dominioninsights
your dealership’s views. POWERSPORTS SOLUTIONS

For more information visit www.Dealernews.com/readerservice
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Althoff: Industry, dealers must 0P 10(
be shoulder-to-shoulder

THE DON J. BROWN Lifetime Achievement Award was presented to
Bob Althoff, owner of A.D. Farrow Co. Harley-Davidson in Columbus/
Sunbury, Ohio, during the Top 100 Dealer Awards Gala on Feb. 15 in
Indianapolis. Here are some excerpts from his acceptance speech:

“We change lives, in small and subtle ways, and in profound ways.
And through these fun-loving and big-hearted and extraordinarily

generous people we call riders, we change our communities. Some-
times we lead, sometimes we follow; but always, we are the glue of this
community.”

“We need to work with our OEMs and suppliers and consultants
and industry press to support them in the issues they champion. And
they need to support us in achieving sustainable profits as dealers....
And why do we deserve those profits? Because we need to replenish
our inventories, fix the shop truck, buy a new tire changer, replace the
trailer, pay our people fairly and train them, put on an event, and sup-
port a charity.”

“There are those who don't care if we are able to sustain our busi-
nesses and our lifestyle. They would, with the stroke of a pen and an
Executive Order, ban us from the millions of acres and thousands of
miles of trails — trails we built 50 years ago and have helped maintain
— now, only to have them say we don't belong there... The AMA is
there to make sure this stuff doesn’t happen [and] they deserve us to be

Bob Althoff (Photo by Gary Rohman) shoulder-to-shoulder with them.”

»
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ANY QUESTIONS?
WE HAVE THE ANSIWERS

FF396 CR1

OF583 Carbon Trix Carbon
EASY RIDER fiber cool and strength

MX456 FLAG

FF394 EPIC 1200 grams worth
The ONLY Snell 2010 of the J:'gfjte_st. newest,
approved modular helmet Dakar-winning helmet

. UP TO 62% MARGINS
. AMAZING TERMS
. LESS $ = MORE HELMET

1D

For more information visit:

WWW.LS2HELMETS.US

Distributed in U.S.A. by:
Allwin Powersports Corporation E
2255 White Oak Circle, Aurora, IL 60502

OF566

The half-helmet
with something extra

TD" Free: 1 '8 88'968'9 888 For more information visit www.Dealernews.com/readerservice PR D TE C T’ N G D REA M S




In aftermarket OEM types and up-to-date style
mirrors for “Today's” motorcycles. We offer quality
products, competitive prices and consumer
acceptance. Most of our mirrors come
point-of-sale display packaging to help you
in selling our mirrors

Your EMGO distributor can fill 90% of your mirror
requirements and watch your sales
and profits go up!
THE LEADER

In today’s motorcycle mirrors...

IEMIGiO).

MIRRORS

IEMIGO.

2013
Filter
Mirror
Catalog

Accessories
Tools

=

WWW.emgo.com

www.emgo.com has been updated with our
latest catalogs and new product information
available to download.
Go to www.emgo.com (Home Page)
and download catalogs and flyers which
contain all new for 2013.
Or contact us at:

For more information
contact your local distributor or
EMGO direct at:

EMGO intl,
P.O. Box 664
Mableton, Ga. 30126

www.emgo.com emgo@emgo.com

For more information visit www.Dealernews.com/readerservice

~

\
UeAICTaY ,
_’ D THAT'S A WRAP!

Designers focus on
women’s market

NOT THAT LONG AGO it
was tough to find apparel
specifically designed for
the woman rider. Now

the available options

keep growing. Plenty of
companies were introduc-
ing women'’s gear at Dealer
Expo. Here are some of
the standouts:

Corazzo Design’s Ad-
ventura utility jacket — so
new the name might not
even stick — and the tex-
tile Brezzi have full zip-out
linings, adjustable waists
and reflective piping.

First Manufacturing’s
Star jacket, a top seller in
its Classic line, has em-
broidered reflective stars
on the front and back. The
black leather jacket is qua-
druple-stitched, features
zippered vents on the back
and arms, and includes a
full zip-out liner.

FLY Racing’s Spring
2013 collection includes
the Moto Love tee in
red, white and gray. The
Halftone Cami, with teal
and pink options, features
the FLY logo and retails for
$25.95.

The “Made in the USA”
Liberty Wear casual ap-
parel line includes hoodies,
tees, tanks and even dresses.

There are motorcycle-specific designs, like the new Ride On T-shirt.
Sizing, incidentally, goes all the way to ladies’ 3XL.

Roland Sands Design debuted its women'’s line with the leather
Maven and the waxed cotton Vada. There was plenty of casual ap-
parel, too, and RSD plans to have a full lineup by the fall.

Scorpion Sports matches your customers from head to toe in
three color- and design-coordinated ensembles, including the new
R2000 premium helmet. The company’s revamped line includes an
updated take on the popular Dahlia design.

Throttle Threads offered ladies’ shopwear — customizable plaid
work shirts, thermal hoodies and a new pink Contrast Shop Shirt.

Unik International’s new Vintage Leather line features a dark
brown vest and jacket with classic styling — an alternative to tradi-
tional black. Unik also offers women’s concealed carry vests.

— Beth Dolgner
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We offer more than products.
We offer solutions.

When you work with Protective you offer customers more than
products; you offer solutions — solutions that allow people to

embrace all today has to offer by protecting their tomorrow.

Protective provides F&l solutions that simplify the selling
process with easy to understand products, advanced training
and reliable customer care and claims service. We are
committed to your profitability by serving the increasing number
of powersport asset buyers that are unprotected from the costs

e mechanical expenses.

POWERSPORTS

Protect Tomorrow. Embrace Today.™

Offering service contract programs and GAP coverage for the following assets:
On-Road / Off-Road Motorcycles | Mopeds / Scooters | ATVs | UTVs | Personal Watercraft A
Sport Boats | Choppers | CustomV-Twins | Trikes | Snowmobiles

||
Check us out on Facebook at www.facebook.com/xtraridepowersports P rote Ct I Ve o

866 285 4123 Asset Protection

The XtraRide Powersports Service Contract Program and GAP Coverage are backed by Lyndon Property Insurance Company, a Protective company, in all states except New York. In New York, GAP is not available and the
XtraRide Powersports Service Contract Program is backed by Old Republic Insurance Company.

For more information visit www.Dealernews.com/readerservice



PROVIDING COORDINATES FOR YOUR BUSINESS

“We can get you there.”

ERIC ANDERSON

949-874-2645 ERIC@VROOMNETWORK.COM
31441 SANTA MARGARITA PKWY, STE A-272, RANCHO SANTA MARGARITA, CA 92688

For more information visit www.Dealernews.com/readerservice
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EXLCEL

“Takasago Rim-o

EXCEL A60 RIMS

¢ ABO Rims are structurally 15% stronger than our legendary
Takasago Excel Signature Series racing rims

¢ AB0’s new V-Curve profile helps reduce mud buildup, keeping your
bike lighter than the competition

Rims can be laced to OEM Hubs, Excel Pro Series Hubs and certain
aftermarket hubs

AB0’s are available in black and characterized by a metallic silver
pinstripe.

EXCEL TAKASAGO &
NOTAKO RIMS

e Excel Takasago MX racing rims are constructed of alumi-
num alloy, meeting or exceeding OEM quality

e Takasago rims are available in a wide range of sizes in
both stock and non-stock diameters

e Excel Takasago Rims are available in Silver, Gold, Blue,
Black and Yellow anodized finishes *Blue & Yellow available in
selected sizes.

¢ Notako rims were developed for enthusiasts looking for a
good value for their money

¢ Notako rims are extruded using an economical aluminum
alloy to give Notako the performance that Excel repre-
sents

e Notako rims are available in Silver or Black anodized fin-

ishes.
EXCEL STAINLESS SPOKE KITS &
NOTAKO SPOKES KITS

e 302x polished stainless steel spoke kits are 10% stronger than OE
steel spokes and 15% stronger than current aftermarket stainless
spokes.*

e Includes 6061 T4 6 point forged aluminum Spline Drive® Nipples

e Available in 8 & 9 gauge for full size Japanese MX & Off-Road Ap-
plications

e Mini sizes also available but are mated with OE type steel nipples.

¢ Notako spokes were developed for enthusiasts looking for a good
value for their money

e Notako spokes are produced using economical high carbon steel
and are mated to OE type steel nipples to give Notako the perfor-
mance that Excel represents

*When compared to comparable OE/Aftermarket steel/stainless spokes.




EXCEL
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MODULAR CARRIER RING
ADAPTER SETS

e Super-strong and lightweight forged aerospace
aluminum carrier rings

e New G2 drive carriers feature an interlocking
groove that mates with G2 Hubs for increased
strength.

e Available in silver, red, blue or black finish *Red &
Blue for selected applications

e Adapt most Excel Pro Series G2 Universal Wheel-
set to a specific motorcycle make & model.

WHEELSET COMPONENTS

Excel Pro Series G2 Hubs are constructed from forged
aerospace aluminum and are available in anodized red,
black, gold, blue or silver.

Wheelsets feature Excel 302x 8-gauge stainless steel
straight-pull spokes

Includes 6061 T4 6 point forged aluminum Spline
Drive® nipples

Hub is pre-fitted with lube-packed double seal bear-
ings, custom seals and dowel pins

New seal protector helps prevent dirt and debris from
entering internal hub components

UNIVERSAL WHEELSETS

Easily installed on most motocross bikes with the use
of Excel Pro Series modular carrier ring set

Utilizes OE sprockets and rotors

Hubs are laced to Excel Takasago Rims or
upgrade your rims to Excel A60 Rims™.

Sizes: 21” x 1.60”, 20” x 1.85”, 18” & 19” x 1.85”- 2.50”
Flat Track: 18” & 19” x 1.85”- 2.50”
Super motard: 17” x 3.50”, 4.25”, 4.50” & 5.00”

*Upgrade offered at an additional cost.



PRO SERIES TRIANGLE

The most affordable quick, easy and space saving
motorcycle stand on the market. Constructed from
heavy-duty steel, then zinc coated to prevent rust and
corrosion. The welded tip will fit any bike from 80cc
minis to 500cc ground pounders.

PST-004 Pro Series Triangle $16.49

EXCELSPOKE TORQUEWRENCH

Take the guesswork out of wheel building and true-
ing with Excel’'s Adjustable Spoke Torque Wrench.
Torque wrench is easily adjustable with a range of 15-
60 inch Ibs. TWS-206ANS Comes with four common
square type heads and one Spline Drive® head. Ad-
ditional and replacement heads are available in sizes
ranging from 5.1mm to 6.9mm.

TWS-206ANS 6 pc Kit Includes 5 heads $149.95
TWS-206AH 7 pc Kit, 5 Heads & TWW $159.95
TWS-206AC 10 pc Kit, All Heads & TWW  $179.95
TWS-206D Harley® 2 pc Kit $119.95
TWS-206DH Harley® 3 pc Kit & TWW $129.95

TWW-001 Excel Spoke Wrench Handle $17.95

*Kit shown is
TWS-206AH

MECHANIC TECH TIP
Use the new Excel Spoke Wrench Handle TWW-001 to
seat and unseat your nipples and adjust for trueness,
then use the Excel Spoke Torque Wrench to set the

final torque of the spoke.

.

RK EXCEL AMERICA INC.
TEL (760)732.3161 FAX (760)732.3186
WWW.RKEXCELAMERICA.COM
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MARKETING

A former dealer
principal, Rod
Stuckey is the
founder and
president of
Dealership
University and
Powersports
Marketing.com.
Have a question
about marketing
best practices?
Contact him

via editors@
dealernews.com

v

On the
Web:

Did you miss Rod
Stuckey’s seminars on
Internet lead manage-
ment and retention
marketing? Read about
them on Dealernews.
com in the “Dealer

Expo Updates” section.

Integrating data across multiple
platforms will make your life easier

INDUSTRY’S CURRENT SILO APPROACH IS COUNTER-PRODUCTIVE

YEARS AGO a dealer friend shared his perspec-
tive on digital marketing by asking me, “Why
would | spend my budget on anything other than
Google AdWords? It’s like having a 100 percent
commissioned salesperson; | only incur the ex-
pense when the desired result is achieved.”

Although | don't agree AdWords (aka pay-per-
click) should be your only digital marketing strategy,
| do feel that Google has taken data-driven market-
ing to a level that is so effective it's nearly hard to
comprehend. Using a proprietary algorithm, Google
AdWords allows you to bid on searches for keywords
in your local market area and set a budget to exactly
what fits your checkbook. You only pay when you
get a click to your actual website. Unlike a billboard,
impressions are free.

Google has forever changed the landscape of
advertising by proving that with enough math and
enough data you can create the largest and most
powerful marketing tool ever.

Using data in your marketing allows you to make
decisions based on key metrics as opposed to emo-
tion, perception and gut feel. There are many ways
beyond Google that data can be integrated into your
marketing.

Your dealer management system should be your
largest source of valuable data that can be leveraged
in many beneficial ways. For example, with advanced
list segmentation you could potentially identify
customers in an equity position who can trade up
without an increase in payment. You could find
customers past due for service, customers most likely
to buy more parts and accessories, expiring warran-
ties, birthdays, vehicle anniversaries, and even “lost”
customers who need to be re-activated. All of these
are viable marketing opportunities.

In a perfect world, data could create big opportu-
nities for dealers to increase sales and profits. Your
data should serve as the foundation for relevant and
compelling communications with your customer base,
and ultimately be the driving force behind all market-
ing plans and decisions.

(Side note: To have accurate data in your DMS,
your frontline staff has to be trained and diligent in
capturing key customer and vehicle information. |
recently popped into a Harley-Davidson dealer to
buy a gift and had to ask to be added to the store’s
customer list. The gal behind the counter looked at
me like | had three heads.)

There are other valuable sources of data, includ-
ing your website and CRM system. Even the data
collected by OEMs, the MIC, third-party vendors and
auctions could be extremely beneficial to the dealer

network and overall health of the industry.

Imagine if you were taking a trade-in or buying at
the auction and could view a snapshot of how many
comparable vehicles were available in your market
area and what they were selling for. Wouldn't that be
a little more valuable information to make accurate
decisions with than just looking in the NADAGuide?
It's now possible — with enough data.

HERE’S THE PROBLEM

Obviously, we're not in a perfect world. Most DMSs
don't talk to CRM systems. Most CRMs don't talk

to websites, and most websites don't talk to other
third-party sites, making data hygiene and integration
clumsy and, in some cases, simply not possible.

The goal of data integration to most dealers seems
overwhelming, and rightly so. Sure, some of the big
companies are trying to create one-stop shops, but
ultimately our industry has to move toward a rising-
tide-raises-all-ships mentality and develop some sort
of cross-integration across multiple platforms.

Years ago in the automotive industry, 13 leading
automotive-related Internet companies (some of
which were competitors) developed the ADF stan-
dard. This is an open XML-based standard specifically
for communicating vehicle and customer information
from quote requests to dealers.

This auto dealer format (ADF) was the catalyst for
an industry that now is able to integrate and share
data through APIs (application program interfaces)
across different technology platforms (including com-
petitors). This is a huge benefit for the OEMs because
the leads generated from their consumer sites are
compatible with all of the vendors’ CRM and Internet
lead management (ILM) tools. It is equally beneficial
for dealers, as it streamlines operations and provides
the key data required to make smart marketing deci-
sions.

Unfortunately, many OEMs in our industry are
creating their own lead management systems, and
although they have good intentions, they're simply
spending a lot of money on custom software and
adding to the dealers’ challenges of multiple systems
housing data that can't be integrated. Having nine
logins to nine different systems housing leads is a
mess, and is the reality of the challenges today’s deal-
ers face.

As Google has proved, with enough math, enough
data and the right technology, you really can take
marketing to the next level. | encourage you to share
the need and importance of data integration with
your OEMs and vendors. Ultimately it's the demand
of the dealer body that will steer this ship. [}
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HAVING GREAT PRODUCTS and accessories in your dealership is
important, but no less important is how it is all displayed. In “Visu-
ally Improve Your ROI,” Tucker Rocky national retail merchandising
specialist Jennifer Robison discussed key strategies for displaying mer-
chandise to maximize sales. The seminar was part of the Dealernews
Learning Experience presented by Dealership University.

“Making money is an art and takes a strategy,” Robison said. Her
seven-point strategy for effective sales displays includes preplan-
ning, research, diversification, seasonal rotation, branding, staying
ahead of the curve and keeping the customers a top priority.

When it comes to store design and how merchandise is dis-
played, understand your retail identity. Then, compile a list of the
five retailers you love the most and study the elements that make
those places so attractive, whether it's the way merchandise is
displayed, lighting, or even something as simple as lack of clutter,
she said.

Showing customers new options on a regular basis is where
creative endcap design comes in, and those displays should be
changed on at least a monthly basis. Robison suggests partner-
ing with vendors to create dynamic displays utilizing signage and
other available tools.

That signage, Robison said, can be key in conveying infor-
mation to a customer, even if it contains something unrelated

DB&|BI‘IIBWS

LEARNING EXPERIENCE

> Dealership University

but similar, such as an upcoming
dealer-sponsored track day next
to a display of leathers. Relating
events to product can have an im-
pact on sales, as can relating certain products with a lifestyle. Robison

suggested culling your photo archives for interesting lifestyle-oriented
displays and corresponding merchandise. — Beth Dolgner

1.75” P/N 18050
2” P/N 18052
VISRP $39.99

1.75* P/N 18041
27 P/N 18051
MISRP $59.99 Pair

TUCKER ROCKY

WESTERN POWER SPORTS, INC.

For more information visit www.Dealernews.com/readerservice
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YOU MAY BE USED to catering to customers with a need for physical  sources (your OEM to Cycle % Dealel‘news

speed, but have you caught up to the ones on the infobahn? Maybe ~ Trader). So having a system is LEARNING EXPERIENCE

not, Dealership University’s Rod Stuckey told attendees during a critical. “There is an argument e Dealership University

seminar on CRM and Internet lead management at Dealer Expo. now that Internet leads are more

And if you aren't, you may be losing tens of thousands of dollars in important than phone-ups,” Stuckey noted.

profits for each customer lost. "You have to have the mindset that each quote request that you

Customers who contact you electronically have already done their ~ don't close puts you one lead closer to closing one,” Stuckey said.
homework by the time they re- “Statistically, customers [who]
quest a quote. The first staffer request a quote are unhappy if
on the reply buzzer is likely go- they don't get a price back.
ing to be the one to ultimately "Without that call, the only
make the sale, he said. thing that sets you apart is

Stuckey exhorted dealers your price,” he continued. “It's
to create a sales process for a dangerous game for you to
digital leads. “The interesting commoditize yourself with a
thing about Internet leads: quote.”

They are farther down the With fast follow-up, the
sales funnel than a walk-in,” he average consumer buys a new
noted. “If they submit a quote vehicle every 18 to 24 months,
request, they are serious. They he said. That one loyal custom-
er can add up to more than
$80K in profits over 10 years,

| R

MARKETING

want an answer, quick.”
That's daunting if you're
filtering leads from multiple photo by Chris Bucher, Banayote Photography he added. — Holly Wagner

Start Renting!
You rent ‘em, We insure ‘em

._ Motorcycles * ATV's * Scooters

Complete
Renta)

Monthly Premium Pa
~ Rental Contracts &
Forms Supplied

Call today for defails!
1-800-723-9024

=
Since 1978

For more information visit www.Dealernews.com/readerservice
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advertorial

INDUSTRY DATA

Feb 2013

Product Mix by Units Sold

What type of units are selling better, or
possibly worse, this year versus last year? This
chart shows shifts in market share earned by
the six major segments of Powersports unit
sales. Change in share is expressed as a gain
or loss when compared to unit sales in the
same month as last year.

Feb 2012

Off-Road On-Road

Segment Feb 2012 Feb 2013 Diff

Feb 2013

Product Mix by Sales Dollars

Feb 2012

What type of units are generating more or
less cash than last year? This chart shows
shifts in market share earned by the six major
segments of Powersports sales measured in
dollars. Change in share is expressed as a
percentage gain or loss when compared to
dollar sales in the same month as last year.

Segment Feb 2012 Feb 2013 Diff

Reports provided by ADP Lightspeed’s Data Services team. All reports
are a sample of North American dealers using the Lightspeed DMS. For

further information please contact Dave Johnson at 800.521.0309. Also =
/337 | Lightspeed.

visit adplightspeed.com for more reports.

advertorial
© ADP Lightspeed Inc. All rights reserved. The ADP Lightspeed logo is a trademark of ADP Lightspeed Inc. The ADP logo is a registered trademark of ADP, Inc.
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$10

800.521.0309 | adplightspeed.com

Keeping your customers loyal can be a challenge.
Lightspeed’s fully integrated rewards program
encourages customers to return more often. Send
special discounts, offer double points days, and even
redeem points right from a smartphone or computer.

Simple. Effective. Lightspeed Loyalty Rewards.

Schedule an online demo to see how easy building
customer loyalty can be at adplightspeed.com/loyalty

e fASDD | Lightspeed.
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matched side panels also offer a more

streamlined transition

women and entry-level enthusiasts are seek-
ing out three wheels over two.

general manager, said the company’s new
conversion kit for Honda's vener-
able Gold Wing (a wildly popular
platform for the trike treatment) is
applicable for 2012 models and
upward. Lindholm pointed out that
the new conversion uses the same
chassis and driveline as the older
kit, but matches the revamped
Gold Wing's body styling.

matching styling features, Lind-

MORE READING: “Trike market may be fueled by
well-educated, well-financed buyers”
Dealernews.com > Dealer Expo Update

Doug Lindholm, Roadsmith Trikes'

In addition to building the

holm said that the company made improve-
ments to the manufacturing process to help
ease installation, such as the new running
boards that he said are not only easier to
install but also offer a sturdier base. Paint-

from bike to trike.
Roadsmith rede-
signed the bumper to
make it more “body-oriented,” he continued,
and the trunk is slightly larger and includes a
retractable wire support for the trunk lid.

The company’s Comfort Controls are the

54
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RO PLUS+ FULL SYNTHETIC RACE GRADE OIL
10W30, 10W40 & 20W50

Balanced additive system minimizes engine deposits while protecting

~ critical engine, transmission and clutch components.

* Exceeds JASO MA & API SL/SJ/SH/SG Specs
e Ester Fortified Full Synthefic 4T Engine Oil
* Next Generation Additives Protect Against Wear and Deposits
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For more information visit www.Dealernews.com/readerservice
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Make way for the three-wheelers

TRIKES HELD CENTER STAGE at Dealer
Expo, with a handful of the main manufactur-
ers sitting smack in the middle of the Indiana
Convention Center. And in talking with the
various companies, it appears that the trike
market is growing as more older riders,

first forward controls built specifically for the
Wing, Lindholm said. In addition to working
with a converted bike, they will also work
with the stock touring motorcycle. He added
that the product is a good item for dealers
who have a lot of Gold Wing riders in their
customer base. The controls move both foot

pegs and the brake and shift levers forward
3 inches and down 1 inch. The changes,
he said, go a long way toward addressing
one of the most common complaints from
Gold Wing riders — the cramped cockpit,
especially for those with long legs. Moving
the pegs and controls forward also help a

rider reach the ground more quickly when
coming to a stop, he explained. The controls
are designed to work with floorboards and
aftermarket heel-toe shifters.

South Dakota-based Lehman Trikes was
showcasing its new Monarch Il LLS conver-
sion kit for the Gold Wing and Renegade
LLS kit for Harley-Davidson FLH models.
Both kits feature the company’s new inde-
pendent rear suspension (LLS is an acronym
for Limited Lean Suspension) and an op-
tional adjustable lean control, a system that
allows riders to control their desired level of
cornering performance.

The bodies in each of the kits were rede-
signed to house the new suspension setup,
which also includes dual coil-over shocks
and dual H-arms. The Monarch features a
reverse as standard, while the backup gear
comes as an option for the Renegade. Both
have standard parking brakes and a number
of available accessories.

Shortly before Dealer Expo, Lehman
unveiled its new EZ Steer accessory and
Hawg EFX running boards. The former is
a rake kit designed to improve handling
and ease of steering, while the latter offers
style and function. The platforms feature a
steel subframe and weather protection, and
reportedly help reduce vibration in the fend-
ers. — Dennis Johnson

photo courtesy of Lehman Tr
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FUEL FOR
THOUGHT

Dave Koshollek
teaches sales and
service classes for
dealers. Contact
him at dakoenter
prises@cs.com,
or via editors@
dealernews.com.

v

On the
Web:

Miss Dave Koshol-
lek’s workshop in
Indy? Read about it
on Dealernews.com
in the “Dealer Expo

Update” section.

Making the wrong impression

WHETHER YOU GET A JOB, OR EVEN A WORK ORDER, MAY DEPEND ON HOW

YOUR WORLD IS ORGANIZED (OR NOT)

WE ALL KNOW first impressions run deep, but do
we realize impressions can include our personal ve-
hicle? Like a calling card, in this business our personal
vehicle says a lot about our character and talent. Our
personal ride can further our careers or put obstacles
in our path.

Here's an example: During my years at MM, |
interviewed hundreds of techs looking to fill instructor
positions. Many applied from out of state, so | first
performed phone interviews that included questions
to help me form a picture of attitude, character and
experience. If the phone conversation went well, the
next step was an in-person interview.

| remember doing a phone interview with a guy
who had an extraordinary background in motor-
cycle mechanics. | looked forward to meeting
him and expected the onsite interview to go well,
which it did. The obstacle appeared when he in-
sisted on driving me to lunch to celebrate what he
thought was a job “in the bag.” What caused me
to do a 180 was the condition of his van.

From the outside it appeared a little worn,
which wasn’t an issue. After all, being a wrench-
twister barely earned you fame and almost never
fortune. It was the interior — which was chaos
from front to rear. It was filled with clothes, parts,
tools, food and camping gear. | was taken aback
and worried that | might be hiring someone who
would apply similar disregard and disorganization
in our school environment. | wanted instructors
who would be a model of professionalism, not a
poster child for disaster. | didn’t hire that guy due
to the condition of his vehicle. Out of curiosity |
followed his career via the motorcycle tabloids,
and | have to
admit he earned
a solid reputation
for his mechanical
expertise.

You may think
| screwed up by
not hiring him, but
what would you
do? His calling
card said “chaos
and potential
catastrophe.” Like

any employer, during an interview | was hyper-
sensitive to red flags. The condition of that guy’s
personal vehicle triggered my inner alarm. It's
interesting, though, that his life could have been
completely different if he hadn't insisted on driv-
ing me to our destination. | think the lesson is, if
you aren’t proud of your ride, hide it.

THIS GOES BEYOND WHAT YOU RIDE

Years ago | was working as a commissioned tech
alongside four others. We all wanted customers
who tipped, and we preferred to wrench on bikes
in superb condition.

There was a wealthy doctor who owned a me-
ticulous and highly accessorized Gold Wing. His
first visit to our dealership resulted in another tech
getting the work. | was up for the repair order, so |
griped to my service manager about the override.
He informed me that the doctor picked “Tech
X" based on inspecting our shop area. The doc
felt Tech X looked the most professional and he
wanted the best tech for his bike. | was pissed at
first, but had to confront reality when | did the
comparison myself. Tech X wore a uniform (which
he purchased) and | wore dirty T-shirts and jeans.
Tech X had a large upper and lower set of tool
cabinets and | had been doing it on the cheap
with just a medium-sized top box. And Tech X
always kept his work area clean and organized,
where mine was often in disarray. One can gripe,
which doesn’t achieve much, or one can change
for the better, which | did — and | eventually
earned the doctor’s respect and his work.

Like a calling card, smart employers and poten-
tial customers will inspect our ride before entering
into business with us. So the question we should
ask ourselves is, “What's in our garage?” Is our
ride a calling card that says we pay attention to
detail? Is it an example of how we want customers
to maintain their vehicle? Or are we making the
old proverb come true — that the “cobbler always
wears the worst shoes”?

If you're not getting the jobs you want, the
breaks you deserve or the career advancement
you feel you earned, the reason may be no further
than where you parked this morning. What's your
calling card saying to others? (D |

I built this bike when I was 17. It demonstrated a talent for fabrication, custom painting
and mechanical aptitude. Originally I installed a carved wooden hand giving the world the
finger on top of my 6 ft. high sissy bar. I thought I was pretty cool, until one day my boss,
who was grooming me for a service writer position, saw it and was noticeably dismayed.
Out of respect for him I replaced the “finger” with a white skull, but a little too late. I never
got the promotion because the impression had been set.
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** Your vehicle and hitch must be rated to support the combined weight of the bike and carrier.

to haul your Bike.

| Textured powder coat finish
P« [oading ramp included
* Adjustable for wheelbase
* Reversible for left or right loading
* Fasy one-time assembly
* Fasy storage — Just hang in your
garage like a bicycle!

e.com/BeADecaler

For more information visit www.Dealernews.com/readerservice

— TAWPERFORMANCE

W /DISTRIBUTION

New for 2013 - Exclusive US distributor for Brembo
motorcycle racing products.

Two distribution locations:

West Coast - California

East Coast - Indianapolis

Looking for new dealers - No buy-in required.

Fast, friendly service from industry professionals!

Full product technical support provided at all race levels
AMA, WERA, etc.

True distribution - We do not sell retail directly, we
support you the dealer!

www.tawperformance.com
1-888-235-0910

EXCLUSIVE DISTRIBUTORS FOR

) brembo

7%

marchesini /-

| | FERODO |

YOU'RE IN CONTROL

"(@ SCORPION

e P C\NWER

Also Distributors For
Capit Tirewarmers | Driven | Goodridge | Motion Pro
Militant Moto | Super B | WRP

For mare information visit www.Dealernews.com/readerseruice
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ACCESSORIES

VersaHaul o~
~7VH-SPORT RO

sport motorcycle carrier

Questions? 1-800-735-5240

-0 www.crampbuster.com

ACCESSORIES

Baker Built Air Wings™ Inc.

BAKER BUILT m

THE WORLDS BEST
AIR FLOW CONTROL SYSTEM
-Tailor made for your Gold Wing.
-You are Covered from Head to Toe.
Hand Wings
for Hands, Arms
Head & Shoulders
Air Wings w/ Lowers
for Main Body Area
Leg Wings
for Ankles, Legs & Knees
Foot Wings
for feet
1(800)451-9464

ww.bakerbuilt.com #
nfoiflbakerbuilt.com *’

ADVERTISING

VOICE OF POWERSPORTS RETAILERS

DB&|BI‘IIBWS

Content Licensing
for Every Marketing
Strategy

Marketing solutions fit for:
Outdoor | Direct Mail
Print Advertising
Tradeshow/POP Displays
Social Media | Radio & TV

Leverage branded content from
Dealernews to create a more
powerful and sophisticated statement
about your product, service, or company
in your next marketing campaign.
Contact Wright's Media to find out
more about how we can customize your
acknowledgements and recognitions to
enhance your marketing strategies.

For information,
call Wright's Media at
877.652.5295 or
visit our website at
www.wrightsmedia.com

Glass Act | GLass_AcT

Manufacturer Of The Most Durable, Stable, And Reliable
Mug Holding System Available For Power Sports Vehicles

100%
MADE IN THE
USA

The Butler Beverage Holder

An Absolute Must Have For Motorcycles
Honda Harley Davidson Kawasaki Susuki Yamaha
Plus Advanced Designs For Can Am Spyders

www.glassact.com - 888-892-4306

No Minimum Orders Required - Free Shipping On Orders Of Six Units Or More

ADVERTISING

THE VOICE OF POWERSPORTS RETAILERS

MERCHANDISING 101, VOLUMES | & Il
$74.95

Shop online or call to place order, 800.598.6008 (US)
or direct 218.740.6480

.-
@ industrymatter
o

CAREER OPPORTUNITIES

www.industrymatter.com | 800.! 598 6008

RECRUITING

STAFFING
CONSULTING

Lonski and Associates, LLC

EMPLOYERS AND CLIENTS:

We are a Recreational/PowerSports Recruiting & There is

Staffing Option, we believe and have proven over “No Cost

many years that we can find the best industry 1
candidates for any position. No Risk, No Money”

Lonski and Associates LLC will only earn its
fee, if we successfully find you the appropriate

1o look at our candidates.
candidate and we no fault guarantee all our
candidate placements for 90 days.

CANDIDATES:

All resumes and discussions are held with the strictest confidence.
We will never release any candidate information without prior approval.

LONSKI

THERE IS NO OBLIGATION TO HIRE OUR CANDIDATES.

WE DEMAND NO UPFRONT MONEY AND/OR RETAINER.

THERE IS NO COST TO LOOK AT OUR CANDIDATES.

WE FACTOR OUR FEE ON BASE SALARY/HOURLY ONLY.

WE ALWAYS NO FAULT GUARANTEE OUR PLACEMENTS FOR 90 DAYS.
WE DO NOT CHARGE FOR NO PLACEMENTS. S
WE DO NOT REQUIRE EXCLUSIVITY. !

WHAT ARE YOU'WAITING!FOR?

PHONE (321) 952-2059
EMAIL Henry@HenryLonski.com

www.HenryLonski.com

Search for the company name you see in each of the ads in this section for FREE INFORMATION!

APRIL 2013 DEALERNEWS.COM 59


http://www.industrymatter.com/merchandising101volsiandiicombo.aspx

probucTs AND services  SHOWCASE ([N (e} products.dealernews.com

DEALERSHIP OPPORTUNITIES

Kandi USA, Inc.

10955 Arrow Route #101 (909) 941-4588 ¥QUR tU3TﬂMER§ GET THgg PRQ&UCT!

Rancho Cucamonga, CA 91730 KANDI USA

SUPERSPROX

Factory Direct Distributor
Quality, Service & Compliance

MADE 70 MEASURE

Free Hands-on Training for
All ATV Riders.

www.kandiusa.com

ATV, Go Kart, UTV, Trike, Electric Car & Parts
WWW.SUPERSPROX.COM

DISTRIBUTORS DISTRIBUTORS

(678) 489-2368
@E& @ A&J USA Inc.
ﬁplyin%ﬁgcmm parts for off road vehicles since 2003 129 Bethea Rd. Suite 405
Fayetteville, GA 30214

QUALITY SERVICE
Whether you are a retail dealer or service
Aels RIKE - ey repair shop A&J USA Inc., an Adly-Herchee
& SMC distributor since 2006, is ready to

) = ) support your business with a huge supply of
£E oum"; ’_:aSte_St 4 ) parts on hand and ready to ship.
FEALL NO! Delivery Times ¢ 1 : -

Best Al \
Rates Available ' - ATVs, Go Karts, Scooters, and

Instant (. X o it Sport Motorcycles Parts

SINCE 1994

A&J USA, Inc. stocks factory 0.E.M
parts for Adly, Her Chee, Standard
Motor Company, Kasea, Barossa,
Iron Mountain Motorsports, Blast,

. ... w - Dazon, and Jehm.
: : ’/ — z o Dealer Discounts Available
- Pl= NRY .2 s : - e
: - 3 - 2~ www.ajparts.net
aom_ 10 413l [BSEY rcapS email: info@ajparts.net

MOTORCYCLESHIPPERS.COM

- A JC Motors Company - d mvm Oto_co m A&J PARTS @

Search for the company name you see in each of the ads in this section for FREE INFORMATION!
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PARTS

New Parts for Vintage Japanese Streetbikes

Z1 Enterprises

Z 1

www.z1enterprises.com
(315) 926-5054 info@z1enterprises.com

Z1ENTERPRISES

Dynatek Ignitions & Coils
Brake & Carb Kits
Control Cables
Oil & Air Filters
Handlebars & Grips
Decals and Emblems
Bearing & Seal Kits
Z1 Replica Parts
...and much more

Large Inventory, Daily Shipments

PARTS & ACCESSORIES

/"\n Ir.'T‘"
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Need OEM Parts in Hurry? &3/-aim

Genuine OEM Parts for, Street Bikes, SEQN200
ATV’s, Dirt Bikes, PWC, Scooters, ~ =+ PELARIS

and UTV.

o ARISFOR www.partsforpowersports.com
PARTS & ACCESSORIES
MOTO-HEAVEN m

HEL Performance USA
dbs. molo-heaven

ADVERTISING

Dealérrews

SELLING ONLINE,
VOLUMES I & I

57 4.95

Shop online or call to place order,
800.598.6008 (US)
or direct 218.740.6480

ese and other educatio es at

www.industrymatter.com | 800.598.6008

@ industrymatter
-

= Lifetime Warranty
= 100% Stainless

PRODUCTS AND SERVICES SHO\X/CASE

REPLACEMENT PARTS

THE PREMIER WORLDWIDE

WATERCRAFT PARTS DISTRIBUTOR

rrom hign performance parts for racing, fo the widest seieciion of repair
parts and accessories, Hot Products has it all. Our 2012 Catalog

features 292 pages with 81 pages of the newest Four @i
Stroke Performance parts available and in stock!

pnaallcl'&'

8830 Rehco Road Suite F San Diego, CA 92121

Phone: (858) 453-4454
HOT_PRODUCTS Search
www.HotProductsUSA.com =

= \\% ‘\“1 Juns
© To'Advertise;C

0 & Jo'AdvertisefContact{Tim Dbtk
\Tel:(800-225-4569,rext, 27134
\}-.Email: tdqbt!t_@advanstac.fcbm ;

TOOLS & EQUIPMENT

Dealernews Special Pullers
! and Tools
for Motorcycle,
ATV, Scooter,
gScanwith PwWcC, and
Dsarione Snowmobile
applications.

DENNIS
STUBBLEFIELD
SALES, INC.

. PHONE: 949-240-9357
Made in USA. FAX: 949-240-0104

www. dssalesusa. net

DENNIS
STUBBLEFIELD Search

Search for the company name you see in each of the ads in this section for FREE INFORMATION!
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SERVICE ADVERTISING

THE VOICE OF POWERSPORTS RETAILERS

\, blspatch ] ‘
97.71% FULL » Appointments <
<

RESOURCE GUIDE

» Time Management

Available: 221.5

Blocked: 25 Online Scheduling
Sellable: 4.5 » Reminders
Booked: 192

MOTO ADVISOR

» -
ISCHEDULE —OWER
by mm4dvid.oﬁ.inc.w

Free Trial Offer ¢ Always free time-ticket processor

www.motoadvisor.com SELLINGTOWOMEN,
ADVERTISING VOLUMES | & ”

Compiled from articles published by the Voice of
Wo n d e r W h at Powersports Retailers, these resource guides provide

in-depth guidance on selling, merchandising and

providing customer service to women buyers. Topics

t h e S e a re , include “How to Merchandise to Women, “Basic Rule:
||

Never Assume,“Play to Her Senses,”and “How Well Do

You Know the Women'’s Market?”

COMPANY NAME Purchase the combo and save!

599.90

Go to products.dealernews.com and $ 95
enter names of companies with 74

products and services you need. Shop online or call to place order, 800.598.6008 (US)
or direct 218.740.6480

marketers, find out more at:
advanstar.info/searchbar

save on these and other educational resources at
www.industrymatter.com | 800.598.6008

Deal s @ industry matter

Search for the company name you see in each of the ads in this section for FREE INFORMATION!
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CUSTOMER SERVICE

ADVERTISER
A D P Lightspeed

AFX North America Inc
Allwin Powersports Corp

Arai Helmets

Bel-Ray Co Inc

CST

D & D Design
Dealership University
Dominion Enterprises
Emgo International
GE Capital

HJC Helmets
Helmet House

Indian Motorcycle

K & L Supply Co
MBA Insurance
Magnum Distributing
Manheim Auctions
Maxima Racing Oils

National Powersport
Auctions

Parts Unlimited

Powerhouse Dealer
Services

Protective Asset
Protection

RK Excel America

Rizoma USA

Service Manager Pro
Seizmik

Sullivans Inc

TAW Performance
Distribution

Van Leeuwen Ent Inc
Vroom Network
Western Power Sports

Yuasa Battery Inc
Zurich
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WEBSITE

www.adplightspeed.com
www.afxhelmets.com
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www.araiamericas.com
www.bel-ray.com

www.csttires.com
www.mototote.com/beadealer.html
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Mike Vaughan
can be reached at
editors@
dealernews.com.

v

On the
Web:

Follow all the stories
that emerged from the
2013 Dealer Expo on
www.dealernews.com,
in the "Dealer Expo

Update” section.
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Expo reflects the industry it serves

FIVE THOUSAND DEALERS WENT OUT OF BUSINESS SINCE 2009, AND THE
INDUSTRY’S UNIT SALES ALMOST HALVED. SO YES, OUR LARGEST TRADE SHOW

ISN'T AS BIG AS IT USED TO BE.

IF YOU DIDN'T GO to Dealer Expo in February,
you missed a pretty good show. I've been going
to Expo steadily since 1991 — actually, | think I've
been to all of them since then, but | may have
missed a year.

Attending Expo the past few years has often made
me feel like 49ers quarterback Colin Kaepernick
trying to run through the Ravens’ defensive line. If
you've been there, you know what | mean: bumping
and thumping through overcrowded aisles, thousands
of dealers, dealer staff, hangers-on, baby carriages
and wheelie bags, all competing for the same aisle
space. More often than not it's been a show almost
too big to take in.

Frankly, | don't miss the days when the show
sprawled from one end of the convention center to
the other with exhibitors tucked into every room,
cranny and closet space. Some even spilled into a
couple of the adjacent hotels. It was difficult if not
impossible to cover it all. At the end of the day, your
feet hurt, your head ached, and you knew you didn't
get to see everything and had a nagging suspicion
that you missed something you really needed to see.

Attendance and exhibitors at this year's Expo were
noticeably down. Adding up the companies listed on
the exhibitor map, and only counting as one booth
the multi-booth displays for large distributors like
Tucker Rocky and WPS, there were about 600 exhibi-
tors at Dealer Expo.

I'm told about 10,000 people were in Indianapolis,
which would include exhibitors, staff, dealers and
others allied to the field. Of that total, about 5,400
registered as attendees, and roughly 3,700 of that
number identified themselves as franchised or inde-
pendent dealers.

Most of the exhibitors | spoke with were generally
pleased with the quality of the traffic, but all voiced
some concern of the fact that traffic wasn’t what it
was a “few years ago.”

Well, that's true, and there’s a good reason: 2007
was the industry’s last retail “up” year. Sales of
motorcycles, scooters and ATVs hit just about 1.5
million units. There were, at that time, according to
the 2008 MIC Statistical Annual, 13,333 retail outlets
in the United States, split about 50/50 between au-
thorized new vehicle dealers and the independents
and service and accessory outlets. (Oddly enough, in
2009, as the industry’s sales began to fall, the num-
ber of dealers rose by almost a thousand to 14,127
with an 8 percent uptick in independents and a cor-
responding fall for authorized new vehicle dealers.)

In the intervening years, as we all know, there
were a few radical changes. In 2008, the economy

APRIL 2013

made a trip to the basement and took our industry
along with it. According to the most recent MIC
statistics, 2012 retail sales of motorcycles, scoot-
ers and ATVs were at 677,630, a drop of about 54
percent from peak. During the same time the U.S.
dealer base winnowed from the 14,127 dealers we
saw back in ‘09 to 8,985 in 2012 — a 36 percent
reduction.

It seems logical to assume that if you have 54
percent fewer sales and 36 percent fewer dealers,
you're also going to have fewer vendors as well.
Dealer Expo’s peak number of exhibitors a few years
ago was at about 1,000. This year's 600 exhibitors
represent a 40 percent reduction. Not a bad number
in light of sales and dealer declines.

SO WHERE'D THEY GO?

Well, some just chose not to be there. Others finan-
cially couldn’t make it. Still others had gone out of
business. And then some brands left the display and
sales of their products to their exhibiting distributors.

What did this mean for the dealers that attended?
There actually were some benefits. First, the show
was more manageable; you could take your time
traversing the aisles and didn't have to put up with
the tsunami of people you've had to deal with in the
past. You could actually see all the exhibits. Second,
you could spend quality time with those vendors
whose products sparked your interest. Third, you
were able to take the time to attend the seminars
and group discussions that you previously wanted to
attend but never found the time.

| spoke to Wally Harrison, a sales rep with EMGO,
a longtime Dealer Expo exhibitor. | asked him what
he thought of the show; he told me that it wasn't the
busiest one they've attended over the years, but it
was the most productive. Later on, | was talking with
Skip Van Leeuween when he was snatched away by
his son, Karl, to help process orders — and this was
on Sunday morning, the final day.

My point is that while the show was smaller, enthu-
siasm for new and existing products was high. The
people attending the show wanted to do business
and had ample opportunity to do so.

The lesson | walked away with was similar to my ex-
perience at Kawasaki in the '70s, when KHI declared
that market share (numbers) wasn't as important as
profitability. In this case, numbers aren’t as important
as the attendees’ desire to see new products, speak
directly to vendors and colleagues, and listen to and
offer up new ideas. Both dealers and vendors benefit
from that kind of dialogue, and Dealer Expo provided
the forum to do exactly that. [}
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Motorcycle
Wheel Balancer

Economy
Tire Changer
w/ Strongarm Il

SIDE PANEL

Extensions

MC625R
Heavy Duty Lift _
* 1,750 Ib. Capacity AD0413_DLR
* 29.5” x 86.5” deck
* Max Height 40” [=]%53 =]
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Features Designed to Keep You Comfortable All Year
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Included dark fint shield and peak for use without the shields or removable jaw « Included soft fleece bags
for the helmet, dark tint shield and peak « Tool-less design allows quick and easy shield and peak changes
«Removable jaw includes one-piece breath-box/chin curtain for cold or rainy weather » Lightweight D.O.T.
approved thermo-plastic alloy shell «Large eye port for improved range of vision * Removable/washable
Coolmax® comfort liner and cheek pads * Deluxe oversize ear pockets for better fit and comfort with
integrated speaker pockets for communications system » 2 intake and 4 exit vents for maximum ventilation
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