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Mark your 

   calendar!

ATLANTA, GA
FEBRUARY 21st & 22nd
Atlanta Convention Center
at AmericasMart

WATCH FOR YOUR  
PERSONAL INVITATION 
TO JOIN US AT THESE
INCREDIBLE EVENTS. parts-unlimited.comdragspecialties.com
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A.D. Farrow Co. Harley-Davidson (Sunbury, OH)

ABC Harley-Davidson (Waterford, MI)

Advantage Powersports (Kansas City, MO)

Adventure Harley-Davidson (Dover, OH)

Adventure Motorcycle & Accessories (Weston, OH)

Arkport Cycles (Hornell, NY)

Arlington Motorsports (Arlington Heights, IL)

Babbitt’s Sports Center (Muskegon, MI)

Bayside Harley-Davidson (Portsmouth, VA)

Big St. Charles Motorsports (St. Charles, MO)

Big #1 Motorsports (Birmingham AL)

Black Bear Harley-Davidson (Wytheville, VA)

Black Jack Harley-Davidson (Florence, SC)

Black Wolf Harley-Davidson (Bristol, VA)

Bob Weaver Motorsports & Marine (North Tonawanda, NY)

Brewer Cycles Inc. (Henderson, NC)

Bud’s Harley-Davidson (Evansville, IN)

Carey’s Cycle Center (Riverdale, UT)

Central Texas Harley-Davidson (Round Rock, TX)

Central Texas Powersports (Georgetown, TX)

Champion Motorsports (Roswell, NM)

Charlie’s Harley-Davidson (Huntington, WV)

Cole Harley-Davidson (Bluefi eld, WV)

Commonwealth Powersports (Prince George, VA)

Cruisin’ 66 (Ozark, MO)

Cycle Center of Denton (Denton, TX)

Cycle North Powersports (Prince George, BC, Canada)

Cycle World of Athens Inc. (Bogart, GA)

Cyclewise/Ducati Vermont (New Haven, VT)

DHY Motorsports (Deptford, NJ)

Dothan Powersports (Dothan, AL)

Dreyer South Powersports (Whiteland, IN)

Ducati/Triumph Newport Beach (Costa Mesa, CA)

Filer’s Powersports LLC (Macedon, NY)

Freedom Cycles Inc. (Grandview, MO)

Freedom Powersports and Marine Lewisville 
(Lewisville, TX)

Freedom Powersports Dallas (Dallas, TX)

Freedom Powersports Decatur (Decatur, TX)

Freedom Powersports Hurst (Hurst, TX)

Freedom Powersports McKinney (McKinney, TX)

Freedom Powersports Weatherford (Weatherford, TX)

Frieze Harley-Davidson Sales Inc. (O’Fallon, IL)

Gail’s Harley-Davidson (Grandview, MO)

Gene’s Gallery Inc. (Springfi eld, MO)

Gieson Motorsports (Rock Falls, IL)

GO AZ Motorcycles (Scottsdale, AZ)

Harley-Davidson of Erie (Erie, PA)

Harley-Davidson of Scottsdale (Scottsdale, AZ)

Harv’s Harley-Davidson (Macedon, NY)

Hattiesburg Cycles (Hattiesburg, MS)

Honda Kawasaki West (Fort Worth, TX)

Hot Rod Harley-Davidson (Muskegon, MI)

House of Harley-Davidson (Greenfi eld, WI)

iMotorsports Inc. (Elmhurst, IL)

Indian Victory Charlotte (Lowell, NC)

J & W Cycles Inc. (Washington, MO)

J & L Harley-Davidson (Sioux Falls, SD)

Killeen Power Sports Ltd. (Killeen, TX)

Liberty Cycle Center/LCC Powersports (Liberty, MO)

Lexington MotorSports (Lexington, KY)

Mad River Harley-Davidson (Sandusky, OH)

Man O’War Harley-Davidson (Lexington, KY)

Maxim Honda Yamaha (Allen, TX)

McHenry Harley-Davidson (McHenry, IL)

Midland Powersports (Midland, TX)

Motorcycle Mall (Belleville, NJ)

Myers-Duren Harley-Davidson (Tulsa, OK)

New Haven Powersports (New Haven, CT)

Off-Road Express West (Waterford, PA)

Outer Banks Harley-Davidson (Harbinger, NC)

Performance PowerSports (Seneca, SC)

Pioneer Motorsport Inc. (Chaffee, NY)

Ray Price Inc. (Raleigh, NC)

Rec-Tech Power Products (Lloydminster, AB, Canada)

Redline Powersports (Myrtle Beach, SC)

Rexburg Motorsports (Rexburg, ID)

Rick Roush Motor Sports (Medina, OH)

Ride Center USA (Hazard, KY)

RideNow Peoria (Peoria, AZ)

Road Track and Trail LLC (Big Bend, WI)

Route 1 Motorsports (Grant, FL)

Rubber City Harley-Davidson (Cuyahoga Falls, OH)

Select Cycle / Scooternerds (Greensboro, NC)

Show Low Motorsports (Show Low, AZ)

Sierra Cycles (Sierra Vista, AZ)

Signature Harley-Davidson (Perrysburg, OH)

Sky Powersports of Lake Wales (Lake Wales, FL)

Smokin’ Harley-Davidson (Winston-Salem, NC)

Smoky Mountain Harley-Davidson (Maryville, TN)

Sound Harley-Davidson (Marysville, WA)

South Sound Honda Suzuki/South Bound Honda 
(Olympia/South Tacoma, WA)

Southern Thunder Harley-Davidson (Southaven, MS)

Star City Motor Sports (Lincoln, NE)

Toledo Harley-Davidson (Toledo, OH)

Vandervest Harley-Davidson (Green Bay, WI)

Village Motorsports of Grand Rapids (Grand Rapids, MI)

Waugh Enterprises Harley-Davidson (Orange, VA)

Wildcat Harley-Davidson (London, KY)

Wilkins Harley-Davidson (Barre, VT)

Woodstock Harley-Davidson (Woodstock, IL)

          

ES544139_DN0115_004.pgs  12.16.2014  19:16    ADV  blackyellowmagentacyan



For more information visit www.Dealernews.com/readerservice

ES544926_DN0115_005_FP.pgs  12.18.2014  23:47    ADV  blackyellowmagentacyan



FROM THE EDITOR MARY GREEN SLEPICKA

6       |   DEALERNEWS.COM  |  JANUARY 2015

Group Content Directorblog.dealernews.com/maryslepicka

One more before I collapse
AS I WRITE THIS I’ve just returned from Dealer Expo, the 

National Retail Conference and the Top 100 Awards Gala. Before 

I crawl into a cave for the next two weeks to recuperate, I’d like to 

acknowledge some people.

T e Lightbulb Moment Award goes to the attendees of the Retail 

Owners Institute workshop on maximizing cash fl ow. At about 

the 23-minute mark I saw about 80 dealers “lean in” and crane 

their necks to see what Dick Outcalt was writing on a white board. 

It was as if there was a comment cloud above the room that read, 

“Oh crap, I thought I knew how to do this, but I don’t.”

T e Yes He Said T at Award goes to industry legend and our 

very own Mike Vaughan, when he told the audience what he had 

wanted to say for a long time: “Dealers, stand up for yourselves. 

Don’t let the OEMs push you around.”

T e Remember What T is is About Award is given to the incompa-

rable Don Graves, who reminded everyone that this is an industry 

based on fun and that the best dealer is a rare hybrid of business 

and enthusiast.   

T e Most Poignant Moment Award goes to Dick Burleson, when 

he decided not to talk about the late Mike Stanfi eld the owner-op-

erator but rather Mike Stanfi eld the man, and someone we should 

all emulate, before Jenni and the kids came onstage to accept the 

DJB Lifetime Achievement Award in Mike’s honor during the Top 

100 Gala.

T e Rev It Up Award goes to our anchor, Mark Rodgers, for giv-

ing about 300 dealers a loud wake-up call, inspiring them to act 

and running them out of the ballroom ready to take on the new 

selling season. Mark, you are an inspiration.

THANK YOU… MMI, for being the Offi  cial Technical School 

of the conference and conducting a mind-exploding workshop 

on EFI and diagnostics; Kevin Shockency, you are the man … 

Dealership University, for a packed house at the three-part local 

store marketing workshop; Rod, Tory, Brad and Eric always 

deliver … Mel Selway and SSI for showing dealers (and me) how to 

organize inventory … Stonecarpet for that very cool Model Store 

fl oor … Wendy Gavinsky for a superb seminar on using Facebook 

… Kristian Richardson, for an eye-opening session on exporting 

and the help that’s available from the Commerce Department … 

Bob Clements and the rest of the Dream Teamers – wow, that panel 

discussion is going to provide editorial fodder for months to come.

And thank you, Robert Pandya, our Top 100 emcee, for that 

joke. You know which one.

Mary Green Slepicka

editors@dealernews.com 
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Over 3,400  
powersports partners.  

1 retail ŵnance 
provider.

Introducing Synchrony Financial, formerly GE Capital Retail Finance. 

With over 80 years of retail heritage, we are bringing new meaning 

to the word partnership.  From the individual dealers to the largest 

manufacturers in powersports, we bring together consumer 

ŵnancing solutions and deep industry expertise to help you  

engage your consumers in new and more meaningful ways.  

Find out what Synchrony Financial can do to strengthen  

consumer loyalty, and increase average transaction size at 

SynchronyBusiness.com/powersports or 1-855-433-5344.

Built from GE heritage. 

 © 2015 Synchrony Financial. All rights reserved.

Credit is extended by Synchrony Bank.

Engage with us.

For more information visit www.Dealernews.com/readerservice
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50th ANNIVERSARY 

HJC launched in 1971 in Korea and 
became the leading brand in the 
United States by 1992. Ten years 
later, it was the best-selling helmet

brand in the world. How did it grow so fast?
George Hong, president of HJC America, 

cites a number of factors, including the 
company’s continued introduction of new 
products, product innovation, multiple 
factories (each of which is dedicated to pro-
ducing helmets for a specifi c price point) and 
uninterrupted R&D.

HJC typically introduces about fi ve new 
helmet models a year among the full-face, 
open and modular categories. When you 
consider the number of sizes available (XS to 
5XL) plus all the graphic combinations, the 
number of diff erent helmets off ered by HJC 
reaches into the hundreds.

“We have a helmet for every price point, 

style and size,” Hong says. 
T e company owns factories in Vietnam 

(opened in 2008), China (opened in 1997) 
and in Korea. Vietnam produces the entry-
level, low-end $99 helmet, China the mid-
range models and Korea the high-end lids.

HJC invests 10 percent of its revenue on 
R&D, Hong says. T is enables the company 
to employ nearly four dozen engineers and 
designers and operate its own wind tunnel. 

HJC

HJC typically introduces about fi ve new 
models a year among several categories. 

HJC holds more than 50 U.S. 
and worldwide patents, and 
over the years has been able 
to produce helmets studded 
with such features as inter-
nal visors, lighter weight, 
enhanced noise control and 
increased aerodynamics. 
–Mike Vaughan   

T

For those of you who only remember Dealer Expo as an annual conclave, 

here’s some history for you. Motorcycle Dealer News founders Bill Bagnall and 

Larry Hester started the Motorcycle & Accessory Trade Show in Anaheim, Calif., 

and over the last fi ve decades these events have been held nationally and 

regionally—up to as many as fi ve a year:

1966-68 Anaheim CA

1969 Anaheim CA Washington DC

1970 Anaheim CA Houston TX Columbus OH

1971 Long Beach CA Houston TX Cincinnati OH Daytona Beach FL

1972 Long Beach CA Houston TX Pittsburgh PA Daytona Beach FL

1973 Long Beach CA Houston TX Cincinnati OH Daytona Beach FL

1974-81 Anaheim CA Houston TX Cincinnati OH Daytona Beach FL

1982 Anaheim CA Houston TX Cincinnati OH Atlanta GA             Hartford CT

1983 Long Beach CA Houston TX Cincinnati OH

1984 Las Vegas NV Houston TX Cincinnati OH Dallas TX

1985 Las Vegas NV Houston TX Cincinnati OH

1986-87 Long Beach CA Houston TX Cincinnati OH

1988 Long Beach CA Cincinnati OH

1989 Houston TX Cincinnati OH

1990-1997 Cincinnati OH

1998-2013 Indianapolis IN

2014-16 Chicago IL

REARVIEW — The show’s been everywhere, man
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Mark Rodgers is a best-selling 

author, speaker and premier expert 

on dealership sales. 

He can be reached at 

mark@peakdealershipperformance.com

blog.dealernews.com/markrodgers
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Online chats, preferably with real people, 
won’t close a deal but they’ll open a door.

IN ORDER TO SELL more motorcycles 
faster, your dealership must embrace 
new technology. 

I know, I know. How many times have 
you heard that before? You already have 
a dynamic, mobile-friendly website, 
you use email in creative ways to stay 
in contact with your customers and you 
text-message reminders and notes to 
your favorites. 

But let me ask you this: Does your 
dealership’s website provide visitors 
the opportunity to engage in live online 
chat support with a real human being at 
any time, day or night? 

If the answer is no, you’re not alone. 
But that doesn’t mean you’re off  the 
hook. 

A handful of larger, progressive 
powersports dealers — such as Woods 
Fun Center in Austin, Texas, and Mil-
waukee Harley-Davidson in Wisconsin 
— have already begun incorporating 
online chats to assist customers and 
potential customers with questions, 
concerns or comments. Chats also allow 
those dealers to establish new relation-
ships, obtain contact information and 
pronounce their inimitable marketplace 
superiority. 

“Our site gets a tremendous amount 
of traffi  c—about 10,000 unique visitors 
per month—and the live chat gives us 
another way to engage with customers,” 
says Alex Van Wey, marketing manager 
for North County’s House of Motor-
cycles in San Diego, which has been 
off ering live chats for about a year. 

Welcome to the future 
Because more engagement means more 
sales, online chat is the perfect topic on 
which to begin a series of articles about 
what I call “T3,” a customer conversion 
strategy that starts with technology, 
evolves with a real conversation (talk) 
and peaks with face-to-face interaction 
and hopefully a handshake (touch). 

Online chat takes the form of either 
an automated response system or live 

reps provided by a third party and 
trained in your store’s products and ser-
vices. But it should not be used to make 
a sale. Much like a real-world chat, the 
exchange of names and establishment 
of rapport is critical. Online chats open 
a door; they don’t close a deal. 

I recommend fi nding a company that 
uses people, not robots, to staff  chats. 
One of those companies is Engage to 
Sell, based in Eau Claire, Wis. Engage 
to Sell collectively generates 1 million 
leads for its motorcycle and automo-
bile clients per year and as many as 40 
percent of those leads result in ap-
pointments at the dealership. Even if 
the trained individual on the other end 
of the chat is unable to fully answer a 
customer’s query at a specifi c time, the 
customer is usually thrilled simply to 
make direct contact. 

Speed is critical, too. If you don’t 
engage in chat within fi ve or six seconds 
of initiation by the buyer, your odds of 
conversion are greatly reduced. 

T e average percentage of monthly 
visitors to a motorcycle dealership’s 
website that opt for online chat remains 
in the single digits, according to Jody 
Graff under, general manager at Engage 
to Sell. But that’s still two to three 
times the number of leads generated by 
a dealership without chat. Online chat 
support eventually will become a com-
mon element of all websites. 

While most dealerships promote live 
chat on their home pages, pop-up invi-
tations initiate as much as 80 percent 
of all online support chats. Many dealer 
sites don’t provide pop-ups right away, 
though. “You wouldn’t run out to the 
parking lot, open the customer’s car 
door and ask for his name and email 
address, would you?” Graff under asks. 

“We set up an algorithm in the chat 
software that pays attention to a spe-
cifi c patterns displayed by the visitor—
pages visited, time on pages, things like 
that—that results in the invitation to 
chat. T ese are customized for each site 
we service,” Graff under says.

Kind of makes the online contact 
form seem prehistoric, doesn’t it? To-
day, such passive old-school communi-
cation tactics are for dealers who don’t 
have relationships with their customers. 

Granted, some buyers are more recep-
tive to initiating a chat than others. 
In transcripts of online conversations 
Harley-Davidson dealers have shared 
with me, some chatters resist answer-
ing a lot of questions and revealing 
personal info, while other (usually 
younger) customers display no hesita-
tion in interacting via chat.  

Transcripts from every chat facili-
tated by Engage to Sell’s call center for 
North County’s House of Motorcycles 
arrive in Van Wey’s inbox at all hours. 
He then forwards them to the proper 
personnel to be acted upon. So far, the 
dealership has been able to close sales 
on 10 percent of all chats and reports 
no negative feedback from customers. 
“You can be very eff ective with live 
chat, as long as you stay on top of your 
emails,” Van Wey says. 

Costs for live chat services vary based 
on current and anticipated web traffi  c. 
Van Wey admits the technology’s not 
cheap, and Graff under understands 
that some dealership owners might be 
hesitant to surrender a key segment 
of their operation to a third party. “I 
pay attention to bottom-line results,” 
Graff under says. “Are we making dealers 
money? T at answer always needs to be 
yes; otherwise we have no purpose.”    

Let’s chat!
LIVE ONLINE SUPPORT CAN REVOLUTIONIZE YOUR DEALERSHIP 

AND HELP YOU SELL MORE, FASTER
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 STREET

Tourrest converts 

anything into a 

touring vehicle 

Lance/SYM highlights new rides
IN AN impossible-to-ignore sea of white 
scooters and motorcycles nearly smack-dab 
in the middle of the DealerExpo show fl oor, 
Lance/SYM (www.lancepowersports.com) 
shone the spotlight on three recently released 
models that showcase the company’s “value 
with variety” philosophy.

Pushing its way to the front of the trio, 
the Lance Cabo features aggressive, off -road 
looks and knobby tires. Lance’s sporty Cabo 
is ready for the road as well as some mild dirt 
riding. A varied palette of eye-catching colors, 
LED running lights, and a digital instru-
ment cluster fi nish off  the looks. Launched 
at the end of summer, scooter comes in three 
displacements, 50cc, 125cc and 150cc, with a 
respective output range of 1.9hp/7,500 rpm, 
8.38hp/7,500 rpm and 10.3hp/7,500 rpm. 

For stopping power, the Cabo features a 
190mm disc with wave rotor up front, and 
a 130mm drum in the rear. T e Cabo is de-
signed to carry 333 lbs. and deliver gas-sip-
ping mileage between 87 mpg and 117 mpg, 
depending on model. Claimed top speeds for 
the twist-and-go are 30 mph (restricted) for 
the 50cc, 59 mph for the 125 and 65 mph 
for the 150, which are respectively priced at 
$1,599, $1,999 and $2,299. 

Continuing the aggressive styling but 
scaled up to a light motorcycle, the T2 250i 
off ers a fuel-injected, four-valve engine 
with a ceramic coated cylinder that delivers 
25hp/7,500 rpm that tops out at a claimed 

87 mph (with a 275-lbs. weight capacity). For 
stopping, the beach features 288mm disc up 
front and 222mm disc in the back. 

Available in yellow, white and black, the 
streetfi ghter-styled bike also includes an 
instrument panel featuring an analog tach 
with digital speedo, odometer, fuel gauge and 
coolant gauge. To shave down pounds, the T2 
off ers aluminum wheels front and rear and 
a diamond type unibody frame, bringing the 
motorcycle’s total weight to 381.4 lbs. MSRP 
for the T2 is $3,799.

Rounding out the new off erings, SYM’s 
Fiddle III off ers a shift from aggressive styling 
to more classic scooter lines for customers 
looking for a stylish ride around town. An 
ample, stitched bench seat covers storage 
space and a gas tank, and a front glove box 
and rear rag add to the scooter’s carrying 
capacity. In a nod to old-school scooters, the 
Fiddle III includes analog speedo and gas 
gauge, and a foldout bag/helmet hook on the 
leg shield.

SYM/Lance scaled up the fuel-injected 
Fiddle III to 200cc from the Fiddle II’s 125cc. 
For handling, the SYM off ers both front and 
rear discs and the tires have been scaled up 
from the Fiddle II’s 10 in. hoops to a more 
reassuring 12 in. tire size. Poised for a spring 
launch, the Fiddle III will retail for an MSRP 
of $2,699.

All three models come with a 24-month 
warranty. –Dave Kopf  

FOR customers who want to 

take a passenger along on 

a bike that’s not designed 

for touring, Tourrest (www.

tourrest.com) comes to 

the rescue. Its comfortable 

wraparound seat mounts 

easily on standard sissy 

bars, making your passen-

ger way happier and much 

more secure. 

Tourrest seats fi t Harley-

Davidson touring models, 

Softails, V-Rods, Sportsters 

and Dynas. They also fi t a 

variety of Triumph cruiser 

models. The U.S.-made 

seats feature two mounting 

heights, as demonstrated by 

Tourrest reps at Dealer Expo.

T2 250i (top) and the 
Fiddle III (above)

GORILLA OFFERS COMPACT, HIGH-FEATURE BIKE SECURITY
GORILLA ALARMS now off ers a 
more compact, but still feature-
rich, alarm package specifi -
cally designed for the needs of 
motorcyclists.T e 9 Series alarm 
kits now fi t into a much smaller 
form-factor—a round unit 1.5 
inches deep and 2.75 inches in 
diameter—but still off er a full 
list of features.

Digital accelerometers pro-
vide shock and tilt detection to 
alert the system if the bike is struck, lifted 
off  its side stand, or otherwise disturbed. A 
current detection circuit triggers the alarm 
if the electrical system is tampered with or 
the bike is somehow started. New wiring in-
cludes more refi ned, OEM-style wiring har-

nesses—which, combined 
with the smaller alarm unit, 
make it even easier to install 
(and hide) the alarm system 
on a modern motorcycle 
where space is a premium.

Finally, a two-way pager 
with LCD screen allows 
the owner to monitor the 
motorcycle from up to a 
half-mile away for added 
piece of mind.

T e 9 Series Gorilla Cycle Alarm retails 
for $135 for the base kit, while the pager-
equipped kit retails for $270. Riders can also 
buy the base kit, then later upgrade to the 
pager version for about the same price if so 
desired. –Bruce Steever
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Motovox’s RBX-150 focuses on fun 
A THREE-QUARTER motorcycle 
with some sharp teeth, APT Motovox 
Group’s (www.motovox.com) RBX-
150 has its sights set squarely on the 
scooter purists with too-cool attitudes 
that forget about the fun factor. 

T at said, looking at the top end and 
price, the RBX-150 might have a high-
er-priority target in mind: the Grom. 
As the name indicates, the RBX-150 is 
powered by a vertical 150cc overhead valve 
engine with race-tuned intake and exhaust 
that, according to Motovox, produces 12hp. 
T e Grom off ers 8.9hp output from 125cc, 
and priced at $1,999, Motovox is hoping that 
price-to-performance package will prove at-
tractive to buyers. 

Clad in a sporty styling package with 
metallic red livery, the RBX-150 includes an 
Angel Eye Halo/LED projector headlights 
and an analog instrument panel. T e trans-
mission is a standard fi ve-speed manual, and 

with a stated 250-lbs. carry-
ing capacity, Motovox says 
it will top out at 60 mph. 
Dual-piston hydraulic disk 
brakes mounted to proprie-
tary, one-piece cast aluminum 
wheels bring the not-so-mini 
motorbike to a halt.

Targeted for a May launch, 
the RBX-150 will come in 
additional colors with a 
12-month warranty. 

–Dave Kopf

Dowco’s makeover. Dowco 

debuted its new corporate branding 

in Chicago. The new ID encompasses 

packaging, visuals, a website rede-

sign and additional collateral.
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Blind spot monitoring fails for 

motorcyclists. Automotive blind-

spot monitoring systems detect 

motorcycles 26 percent later than 

passenger vehicles, according to new 

research from AAA. 

(To read the entire story, visit 

www.dealernews.com and enter 

searchterm AAA)

Horex shuts down. Things went 

from bad to worse for Horex 

Motorcycles in late 2014 when the 

premium German brand, built around 

an unusual narrow-angle V6 engine, 

closed its doors and dismissed its 

staff. The company fi led bankruptcy 

in September, and attempts to source 

new funding apparently were unsuc-

cessful. Many riders won’t miss 

the $30K roadster, but it’s always 

a shame to see a brand fall in our 

tightly knit industry. –Bruce Steever

NEW TO the United States, AGM luggage 
has earned a place in Europe with more 
than 12 years of service in Germany. 
Primarily aimed at cruiser riders, AGM’s 
bags incorporate several smart features 
that make the bags easier to use and more 
fl exible than many other options.

T e Voyager series, starting at $260 
and consisting of 15-gallon, 16-gallon and 
industry-leading 20-gallon capacities, is a 
prime example of the advanced engineer-
ing that goes into each AGM bag. 

T ree sleeves provide options for 
various seat shapes and styles to easily 
slip over and around the sissy bar. Paired 
quick release straps are then looped 
around contact points on the motorcycle 
for extra security. T e bag can be run in 
front of the sissy bar when riding solo 
or mounted behind the sissy bar for 
two-up, and the mounting straps quickly 
convert into backpack straps to carry the 
luggage when off  the motorcycle. Each 
bag is crafted from 600-denier ripstop 

nylon for durability, uses foam inner 
panels to hold its shape, and includes 
both water-resistant zippers and a 
standard rain cover. Nice touches such as 
a standard cargo net, coated metal hook-
ing points and refl ective striping show 
great attention to detail.

Finally, the various bags in AGM’s line-
up can be lashed together modularly to 
increase luggage capacity when needed.

–Bruce Steever

AGM offers versatile luggage optionsSPEED READ
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Hot times at 

Avon Grips with 

new Fly By Wire

THERE’S ALWAYS something new at Belt 
Drives Ltd. President Steve Yetzke says the 
company recently added custom features to 
its 2-inch belt drives for Softails and baggers, 
adding more options to the product line. Each 
drive comes with four diff erent dome covers, 
and other components can be customized, 
such as black powdercoating of the motor 
plate, hard anodizing parts or adding color. 

“We have the capability to make them look 
however the customer wants,” says Yetzke.

After taking on GMA brakes several years 
ago, BDL leveraged the company brain trust 
to re-engineer that line, providing valuable 
research and development for the latest 

redesign of their Jamar off -road brakes. T ese 
brakes are all about heavy-duty performance 
with their high heat and high demand ap-
plications.

And Yetzke is delighted with this news: 
BDL just bought out Blower Drive Service, 
a company among the foremost leaders in 
automotive supercharging since 1969.  BDL 
had supplied components to BDS for years. 
Besides, “I’ve wanted a blower company since 
I was 50,” says Yetzke.

Why should we be interested?  “Next year 
sometime I’m going to fi nd a way to adapt 
this for motorcycles,” Yetzke adds. 

–Marilyn Stemp

Belt Drives keeps on keeping on

AFTER a year and a half in 

research and development, 

then six months in produc-

tion, Avon Grips chose Deal-

er Expo to introduce its Fly 

By Wire replacement heated 

grips—just in time for cold 

weather riding times.

These grips are direct 

replacements for 2008 and 

up Harley-Davidson models 

already equipped with 

heated grips, and demand is 

expected to be high. Super 

warm and quick to heat up, 

they provide the comfort rid-

ers expect and the superior 

function they need. 

“On the high setting, you 

almost can’t touch them 

without a glove on,” said 

company owner Dave Kelly.

Cosmetically, the look is 

ultra clean, even compared 

to Avon’s own prior versions.  

That’s because there’s no 

wire to run and clutter up 

the look. On the clutch side, 

bike owners simply use the 

existing wires. 

–Marilyn Stemp

COMETIC MAKES A GOOD THING BETTER WITH DELKRON
SINCE THE late 1970s, the Delkron name 
has had a solid reputation in the V-Twin 
aftermarket for Harley-Davidson Shovel-
head and Evo engine cases. T en as now, 
the word ‘bulletproof’ was often used to 
describe Delkron’s components. Adding 
Delkron strength and durability allowed 
engine builders and racers alike to push the 
horsepower envelope on the race track. It 
didn’t take long for street riders to go look-
ing for the same thing.

When Cometic Gaskets bought Delkron 
a handful of years ago, they committed to 
bringing the brand back in a big way. 

Said Cometic Sales Manager Jason Moses, 
“Cometic is already a well established brand. 
Delkron, too, is a very viable product line 
and we can lend our success with Cometic to 
getting the word out about Delkron.”

Delkron’s crankcases are their stock in 

trade, specifi cally those for Shovelheads and 
early and late Evos. Check out the Big Bore 
and Pro Street 2 x 4 versions, as well. Fully 
assembled engine blocks are off ered along 
with transmission cases for Softail and 
FXR models.

For today’s Twin Cams, choices include 
top end kits, cylinders, pistons, billet heads, 
cam plates and more. Oil pumps for high 
fl ow applications and a variety of accessories 
round out the line. And though Cometic 
has products for two-wheelers of all makes 
and models, Moses said he’d met with more 
V-Twin dealers than metric at Dealer Expo, 
perhaps indicating the persistent interest in 
Delkron products.

It’s been said many times but it’s never 
been truer or easier to obtain: there’s no 
replacement for displacement. 

–Marilyn Stemp

Arlen Ness shows inboard brake rotor system, 
engine dress-up kit at Dealer Expo
BILL Brazzillo couldn’t stop talking about all 
the new products Arlen Ness has on deck.

T e recently released inboard brake rotor 
system was conceived to go with Ness wheels 
in terms of design, for the kind of seamless 
fl ow you expect from this stalwart brand. 
It’s unique, says Brazzillo, because it’s dif-
ferent. “T ere nothing else like it on the 
market in terms of both engineering and 
design,” he says.

In the fi nal stages of production for immi-
nent release is the Ness engine dress-up kit, a 
complete package including covers for rocker 

boxes, transmission, lifters, pushrod tubes, 
and more. T ey’ve done all the work so you 
get all the glory.

Also on tap for early 2015 release is the 
new Ness exhaust line, designed by Ness and 
manufactured with the performance exper-
tise of Magnafl ow’s 45 years of automotive 
and hot rod traction. It includes a complete 
line of V-Twin systems, all off ered in both 
chrome and black. Says Brazzillo, “It’s the best 
kind of team eff ort. Ness handles the looks 
and Magnafl ow does the performance.”

 –Marilyn Stemp
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RacingBros launches high-performance 
H-D twin shock applications
DON’T WORRY if you’ve never heard of RacingBros. T ey are the fi rst to admit that they are 
a tiny company. But despite the young fi rm’s humble beginnings building bicycle and scooter 
suspension components, RacingBros is poised to make a bigger splash in the U.S. heavy-
weight motorcycle segment.

T e Taiwanese suspension specialist unveiled its new Harley-Davidson “Bazooka” twin 
shock application at Dealer Expo. Unlike many replacement shocks for T e Motor Co.’s prod-
ucts, the Bazooka shock range combines high-performance suspension architecture with cus-
tom build-ready shock lengths. Each shock is built using separate oil and gas chambers for 
consistent performance and fl exible mounting options. In comparison, a cheaper emulsion-
style shock was not even considered, as these lower-tech dampers quickly lose performance 
and require near-vertical mounting. 

In addition to the separate chambers divided by a free-fl oating piston, the Bazooka shocks are 
built with high-quality machined construction and low friction seals. Shock lengths are available 
from 11.5 inches to 14 inches in half-inch increments, providing options for everything from 
raised performance builds focused on improved handling to long and low custom styles. 

And adjustability is top-notch, with options including four-way adjustable reservoir 
shocks (preload, rebound and high- and low-speed compression).

Retail pricing for the new Bazooka shocks starts at $650 per pair for preload- and re-
bound-adjustable coil shocks, while the fully-adjustable reservoir units sell for $1,200 per 
pair. –Bruce Steever

Kuryakyn boosts Bahn. 

Tuxedo-fi nished Rocker 

Cover Accents for H-D 

engines are the latest adds 

to Kuryakyn’s Bahn line. 

Installation doesn’t require 

removal of the rocker boxes 

and accents don’t need to 

be removed for top-end mo-

tor maintance once they’re 

installed.

GearBrake adds 

distributor. Tedd’s V-Twin 

will handle GearBrake’s new 

product line, the company 

announces.

SPEED READ

Dealernews editors posted more than 70 articles 
from the 2014 Dealer Expo and National Retail 
Conference. Read them all at 
www.dealernews.com > Dealer Expo Update

         ONCE YOU HAVE STONECARPET 
YOU WILL NEVER GO BACK - EXPERIENCE IS THE BEST TEACHER!!!

       
 

                         �Our experience with STONECARPET dictated our flooring choice at Baxter�                  ��ǆƉĞƌŝĞŶĐĞ�ŵĂĚĞ�ƵƐ�ůŽǀĞ�ŽƵƌ�^dKE���ZW�d� 

                                Viking Land - Harley Davidson ʹ  Sauk Rapids ʹ Dan Walton                                        Superstition Harley Davidson - Beverly LeResche 

     ALL NATURAL * DURABLE * CUSTOMIZABLE 

IDEAL FOR MOTORCYCLE SHOWROOMS & PUBLIC SPACES.  LOW MAINTENANCE, 

 SOFT & COMFORTABLE TO WALK ON, SLIP RESISTANT AND AVAILABLE IN UNLIMTED COLORS. 

 

 
KhZ�&>KKZ^��Z�E�d�:h^d�/E^d�>>����d,��Z���Z��d��� 

CALL NOW! 800-697-9109  STONECARPET.COM  Email: solutions@stonecarpet.com 

 

SAUK RAPIDS, MN ʹ INSTALLED 1998 
BAXTER, MN ʹ INSTALLED 2013 APACHE JUNCTION, AZ ʹ INSTALLED 2002 

For more information visit www.Dealernews.com/readerservice
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• SEE DEALER COST • SEL MOTION • SELECT CYCLE/SCOOTERNERDS • SEMA • SENTERA ELECTRIC CORPORATION • Shaf International, Inc. • SHANGHAI ACE MOTORC
SICASS RACING INC • SilverWolf Vehicles Inc • SkutrNet • SLAIGHTS YAMAHA AND POLARIS • SLEEPING BEAR MOTOR SPORTS • SLICK CUSTOMS LLC • SLIME • SLOWPOK
SOUPYS PERFORMANCE • SOUTH SIDE HARLEY DAVIDSON • SOUTH SIDE MOTORCYCLE CO. • SOUTHARD CYCLE • SOUTHEAST SALES • SOUTHERN ILLINOIS CHOPPERS
LLC • SPIRA4U CO., LTD. • SPITFIRE CUSTOMS • SPORTBIKES UNLIMITED • SPORTCITY HONDA • SQUARE ROOT • SSR MOTORSPORTS • STAAB BATTERY • STAR CITY MO
SERVICE CENTER • STOLL RACING • STONECARPET • Straightline Performance • Strider Sports Int'l Inc. • SUIZHOI XIN GGUO • SUN.F RUBBER TYRE CO., LTD • SUNN BATT
• T & L ELECTRONICS LLC • TAGSPORT / SCOOTERTAG • Tai-Den Co., Ltd. • TAIPEI ECONOMIC & CULTURAL OFFICE • Taiwan Specialty Tool • TAIWAN TRADE CENTER CHIC
International • TechnoResearch • TEIZ MOTORSPORTS • TEKBOLT • TERRACROSS RACING • Terracross Racing • TERRAMARINE SPORTS SA DE CV • TEXOTIC MOTORSPORT
MOTORCYCLE SALES • THROX • THUNDER ROADS MAGAZINE OHIO • Tie Boss LLC • TONS OF BIKE GEAR • TOOL STORE GO KART SHOP • TOP GEAR POWERSPORTS INC 
ATV-UTV CV Axles • TRI-STATE TIRE • Triona Multi Industri • TRIPLE S POLARIS • TRR Corporation • TSY America, Inc. • TUF RACING UFO PLASTIC • TWISTED THROTTL
USA MOTORTOYS LLC • UWP • VALLEY RACING • Vance & Hines • VANDERVEST HARLEY DAVIDSON • VASIX • VATA  POWERSPORTS BATTERIES • VELOCITY • VELOCITY1
LLC • VOODOO INDUSTRIES • VP RACING FUELS • Walker Products • WALLY OLLIE ENTERPRIZES LLC • WARN INDUSTRIES • Warrantech Corporation 
WENZHOU VIRTUE MOTORCYCLE FITTINGS CO., LTD • WEST POINT AUTO • WEST RIVER MOTOR SALES INC • WESTERN POWER SPORTS • WHEELS SHOWCASE • 
WILLIAMS VINTAGE CYCLE • WILLY WORLD • WILSON CYCLESPORTS • Windy City Harley Davidson Authorized Rentals • WISCONSIN OFF ROAD ADVENTURES LLC • 
ELECTRONICS DISTRIBUTOR • Workshop Hero • WORLD MOTOR • WORLD OF POWERSPORTS • WOT Designs • WPI INTERNATIONAL • WSM Distributing • WUXI CIN
XTASY AUTOMOTIVE • Xtreme Green Electric Vehicles • Xtremegard/Serviceguard Systems • YAM WORLDWIDE • YAMAHA MOTOR CANADA LTD • YANA SHIKI • Yet Cha
and Trade Co., LTD • ZHEJIANG FENJIN MACHINERY CO., LTD • ZHEJIANG HENKO AUTO SPARE PARTS CO., LTD • ZHEJIANG KINON MACHINER

THANK YOU TO EVERYONE WHO 

SUPPORTED THE 2014 DEALER EXPO
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PLY • ABUS Mobile Security • Accel Technology Corporation • Acceleration Powersports • Access Co., Ltd. • ACETECH 
ARROW CO HARLEY DAVIDSON • ADRENALINE JOE SPORTSWEAR • ADVENTURE MOTORCYCLE & ACCESSORIES • 

awk Inc • AKRAPOVIC AMERICA LLC • ALBRECHTS FAST TRACK INC • ALDRIDGE BROS REPAIR • ALEKS POWERSPORTS 
MAZON.COM • AMERICAN CUSTOM CYCLES • American Express Open • AMERICAN HONDA MOTOR CO • AMERICAN 
ANDYS AUTO SALES • ANNITORI DISTRIBUTING • AP VENTURE INC • APT MOTOVOX GROUP INC • AQUASPORT S.A.C. 
ARLINGTON MOTORSPORTS • ARROWHEAD ELECTRICAL PRODUCTS • Ashvin Industries • ATTG LLC • ATV 4EVER LLC 

• B & L REPAIR • B&N SALES • BACKDRAFT CUSTOM CYCLE • BACKROAD CYCLE SERVICE, LLC • BAD LADS GARAGE • 
BAY AREA PERFORMANCE CYCLES • BBK MOTORSPORTS • BEAR BORING LLC • BEAR SPORTS • BEBE MOTOR SUPPLY 

BARN INC • BIG JIM'S • BIG KID POWERSPORTS • BIG MEANIE MOTORSPORTS • BIG ST CHARLES MOTORSPORT • Bike 
SSORIES • BLACK ARMOR HELMETS •  Black Book-National Auto Research • BLACKSMITH MOTORING CO • BLAZING 
BMW MOTORCYCLES OF TULSA • BOATMAN MARINA AND POWERSPORTS • BOB WEAVER MOTORSPORTS • Bobster 

ETING • BRENTON PRODUCTIONS • BROOKVILLE BUGGY COMPANY • BROTHERHOOD MOTORSPOR TS • BROWNLEE 
R • CAFE RACER XXX • CAFE RACER YPSI • CAJ RACE CONSULTING • CALUMET HARLEY DAVIDSON INC • CAMOPLAST 

CENTERS MOTORSPORTS • Carroll Companies, Inc. • CASH 4 MOTORCYCLES • CAZADOR USA • CB PERFORMANCE 
CEQUENT PERFORMANCE PRODUCTS • Chain Yi Li Industrial Co., Ltd • CHAMPION POWERSPORTS • CHANG ZHOU 

OWN HARLEY • Chian Mau Enterprise Ltd. • CHICAGO OFF ROAD • Chicagoland Toys for Tots • China Economic News 
CER LLC • CINCY DESMO SERVICE • CITY CYCLE SALES • CITY CYCLES • CITY MOTO • CITY SCOOTERS • CIXI KAIYU 
SSICS • COLE CYCLE • COLUMBUS YAMAHA LP • COMET CLUTCHES • Cometic Gasket Inc. • Counterman • COUNTRY 

OWLEY'S YACHT YARD • CTEK Power Inc. • CUESTA DEL AGUA CHIRRIPO SA • CUPI'S MOTOR MALL • Curtis Machine Company, Inc. • CUSTOM PRODUCTS OF LITCHFIELD 
Y • Cycle Visions • CYCLE WORKS • CYCLEPATH RACING LLC • CYCLES R US • CYCLEWISE INC • D & D CUSTOM LEATHER • D&P Cycle Works • DAGOFAST CYCLE SLED 
MOTOR SPORT INC • DBM MOTORSPORTS • DCI ARTFORM • DEAD NUTS INC • DEALER GUEST REGISTRATION • Dealer Spike • DEGROOTS HOUSE OF LEATHER • DEKALB 

LES INC • Dominion Powersports Solutions • Dongfang Motor Inc. • DONS CUSTOM CYCLE • DORADO MOTOR SPORTS INC • DOT Tie-Downs • DOUBLE S ENTERPRISES 
N • DRR USA • DUCATI INDIANAPOLIS • DUCATI MILWAUKEE • Duro Tire & Wheel • DUSTY DAWGS • DUTCHMANS • DWORNIK MOTORSPORTS CONSULTING • Dykon 

GO MOTORSCOOTERS • EBAY • ECOFUN MOTORSPORTS • EHLERT PUBLISHING GROUP • El Tigre Golf Seats • ELB INC • ELBURN SPORT CYCLE • EMA USA INC • 
CURSIONS • EXPERT MOTORCYCLE • EXPERT MOTORCYCLE WORKS • EXPRESS POWER SPORTS • EXTREME KARTS BY BRAD • EXTREME MOTORSPORTS • EXTREME SPORTS 

FATTYS CYCLE LLC • FAUBS MOTORCYCLE SHOP • FAYETTEVILLE SCOOTER WHOLESALE • FELBRO • FENTON POWERSPORTS • FIND IT NOW USA • Fired Up Extreme 
FORNARELLI MOTORSPORTS INC • FORWARD MOTION INC • Fowlers Distribution Inc. • FOX POWERSPORTS • FOX SHAWMUT HILLS • FOX VALLEY CYCLES • Franklin Sales • 

NE DISTRIBUTION • FSM/RAYPRICE  HARLEY • FTZ PERFORMANCE INC • FULL BORE MARKETING • FULL THROTTLE MOTORSPORTS • Fulmer Helmets • G2 ERGONOMICS 
NC • GE CAPITAL COMMERCIAL SERVICES1 • GE COMMERCIAL DISTRIBUTION FINANCE • GE TRADEMARK LICENSING • GEAR BRAKE • GEARS GATEWOOD ENGINEERING 
• GIVENS INC • GLEN BURNIE MOTORSPORTS • Global Vision • GODERICH POWER CENTRE • GOKARTS UNLIMITED • Gold Eagle Co. • GOLD TOUCH • GOLDWINGKING 

ORS CORO • Greness Enterprise Co. Ltd • GS MOTO PECAS LTDA ME • GUIZHOU XINGGUO NEW POWER TECHNOLOGY CO., LTD. • H&A CYCLE SALES & SERVICE-WO- • 
FLAMES • HANGZHOU PULLY IMP. & EXP. CO., LTD • HANGZHOU YONGREN MACHINERY CO., LTD. • HARDINGS PARK CYCLE • HARLEY DAVIDSON • HARLEY DAVIDSON 

FINANCIAL • HARO DESIGN INC • HARRISON POWERSPORTS LLC • HARVS HARLEY DAVIDSON INC • HAWKEYE MOTORWORKS • HAYDEN HONDA • HAYNES NORTH 
STRIAL CO., LTD • HIDDEN TRAILS ATV • HIGH PERFORMANCE RACING • HIGHLANDS YAMAHA INC • Hiin Industry Co., Ltd • HISUN MOTORS CORP •  HJC America, Inc. • 
ANY • HODGE SALES AND SERVICE LLC • HOLDING IT BIG MOTORSPORTS • HOLLAND & SONS • HONDA MARYSVILLE MOTORSPORTS • HONDA POWER SPORTS OF FT 

Hornet Outdoors • HORSEPOWER FINANCIAL SERVICES LLC • HOT LEATHERS • HOT ROD HARLEY-DAVIDSON • HOWELL RACING • HRK LTD • Huawei Power Source Co.,Ltd • 
• ICE Signs • IcebearATV • IHS AUTOMOTIVE •  ILLINOIS HARLEY DAVIDSON BUELL • ILLOWA CYCLE CENTER • IMOTORSPORTS INC • INDUSTRIAL CUSTOM PRODUCTS 

va Rubber Co., Ltd. • INNOVATIVE CLEANING EQUIPMENT • INSANE PERFORMANCE ATV • INTEG MOTORSPORTS • Interparts Industries • Interstate Batteries • IRBIS 
N BUTT MAGAZINE • IRON PONY MOTORSPORTS GROUP INC • IRWIN BROH & ASSOCIATES • IXS USA • J & L HARLEY DAVIDSON SOUTH • James Gaskets • JAROLSAV 
• JF Doughty Enterprises • JIANGSU JINYI AUTO PARTS CO. LTD • JIMS REPAIR SERVICE • JINHUA REGARD MACHINERY CO., LTD • JMDM • JOES IRONHORSE BARN • JOES 
CO • JONES POWERSPORTS • JOS MOTORSPORTS • JT MOTORSPORTS KAWASAKI • JUST ADD DIRT • K & N Engineering, Inc. • KABUTA •  KALI PROTECTIVES • KANNICH 

MOTORS CORP • Kawasaki Motors Corp. USA • KBC AMERICA INC • KENS CYCLE SERVICE • KENTUCKY CYCLES • KERRYS CYCLE • KERSTINGS CYCLE CENTER INC • 
PTONITE LOCK • KTM NORTH AMERICA INC • Kuryakyn • KUTTER HARLEY DAVIDSON INC • KUTTER HARLEY DAVIDSON JANESVILLE • KYMCO USA • L & S RACING • 

INDUSTRIES INC. • LeMond's Yamaha Honda • LETHBRIDGE HONDA SUZUKI CENTER • LEXIN ELECTRONICS CO. LTD • Libra Resources Inc. • LISHUI DONGSHENG AUTO & 
ogisticize Ltd • LONGVIEW (PVT) LTD • LONSKI AND ASSOCIATES LLC • LUKES REPAIR • Lynx Hooks • M & M PERFORMANCE • M PLUS MOTORS CORP • M&R PERFORMANCE 
• MAN O WAR HARLEY DAVIDSON • Manheim Auctions • MANUEL MOTORCYCLES • Marine One Acceptance • MARKAY ENTERPRISES INC • MARKETPLACE EVENTS 
MUM MOTORSPORTS • Maxzone Vehicle Lighting Corp • MC DELER AS • MCGRATH POWERSPORTS • MCGRAW POWERSPORTS GROUP • MCHENRY HARLEY-DAVIDSON/

MG415 LLC • MIC Systems & Software • MICRON ENGINE & MACHINE INC • MIDWEST PERFORMANCE & POWER INC • MIKES MOTORSPORTS • Mile Marker • MILLENNIUM 
INC. • MOPEDU • Morton's Custom Cycle • MOTO INNOVATIONS • MOTO LIBERTY • MOTO RACE TIRE INC. • MOTO SCOOT •  MOTO SPORT SPECIALTIES • Moto-Skiveez 

ORCYCLE CRUISER MAGAZINE • Motorcycle Industry Council • MOTORCYCLE MALL • Motorcycle Mechanics Institute • MOTORCYCLE PERFORMANCE • MOTORCYCLE 
Motorcycle Carriers • MOTOVAN CORPORATE OFFICE • MOTOWORKS CHICAGO • MOUNT N SPIN • MPG SCOOTERS • MPH MOTOPARTES • MUNGENAST MOTORSPORTS 

VILLE MOTOR SPORTS • National Cycle, Inc. • NATIONAL MOTO & CYCLE CO • National Powersport Auctions • NCR • NELSON GLOBAL PRODUCTS • NEOWELL INDUSTRIES 
CORP • NMR • NOHVCC • NORTH END CYCLE • NORTH FORK POWERSPORTS • NORTHERN LEISURE MOTORSPORT ACCESSORIES • Northern Radiator • NORTHWEST 

OPEN ROAD HONDA • Optimas Manufacturing Solutions • ORR MOTORSPORTS • OTTERCREEK TRADING CO INC • OUTDOOR POWER INC • PACIFIC SPORTSWEAR & 
ATCHSTOP LLC • PAYNES CYCLE CENTER • PDS Plastics • PELLMANNS PERFORMANCE • PERFORMANCE CYCLE CENTER • Performance Diesel Warehouse • Performance 
• Phoenix Precision Restoration • PINE GROVE YAMAHA • PINUP BAGGERS • PL POWERCYCLES LLC • POLLARD PERFORMANCE • Port a Chopper • POWER EQUIPMENT 

PRECISION CYCLE • PRECISION MOTOR WERKS • PRECISION PREP • PRESTIGE MEDIA LTD • PRIDE OF CLEVELAND SCOOTERS LLC • Primo Motorsports • PRO ACTION 
ADING CO., LTD • QUAD CONCEPTS LLC • QUADSHOP CUSTOMS 

CLISTS • R3 RACING & SCOOTERS • RACER CAFE INC • RACER 
SPORTS AND HOBBIES • RAY PRICE HARLEY DAVIDSON INC 

ANCE • RED WING MOTOR SPORTS • Reda Innovations • REDE-
CENTER • RICHS YAMAHA • RICK STEVENSON MOTORSPORTS 

inehart Racing • RIVCO PRODUCTS • RIVERVIEW MOTOR SPORTS 
OUTE 66 BIKER GEAR • ROYCE MOTORSPORTS • RPM TRUCK N 

cle, Inc. • SAALMOTORSPORTS • Safari Impex Co • SAFEWAY AUTO SERVICE • SALZMOTO • Samson Exhaust • SATURDAY ONLY • SCHAEFER SYSTEMS • 
TER MAN • SCOOTER WORLD LLC • SCOOTERS GO GREEN • SCOOTERS TO GO • SCOOTERSMITH • SCOOTERWORKS USA • SCOTIDI LIGHTING • SECOND CITY SCOOTERS 
MOTORCYCLE CO.LTD • Shark Salal • SHIFT SOLUTIONS • SHIHLIN ELECTRIC & ENGINEERING CORP (SEEC) • SHOW 2 GO CUSTOMS • SHUNCHI TECHNOLOGY CO., LTD • 

OWPOKE CYCLES • SM DISTRIBUTIONS • Smokin Harley-Davidson • SNAP ON • SNYDER MOTORSPORTS • SOUCY INTL INC • SOUND ON WHEELS • SOUNDS ON WHEELS • 
PPERS INC • SOUTHERN THUNDER HARLEY DAVIDSON • SOUTHSIDE MOTORCYCLE COMPANY • Spectro Oils of America • Speed-Way Shelters • SPEEDFEENZ CYCLES 
CITY MOTORSPORTS • STATE FARM INSURANCE COMPANIES • STATISTICAL SURVEYS • STENS CORPORATION • Stens Corporation • STEVENS CYCLE SALES • STEVES 

N BATTERY RETAIL STORE • SUPERBIKE ITALIA • SUPERIOR CARTS & MORE • Superwinch LLC • Suzuki Motor of America • SYC POWERSPORTS • Sym / Alliance Powersports 
CENTER CHICAGO • TANSKI MX EQUIPMENT • TAURUS CYCLE • TC BROS CHOPPERS LLC • TCF INVENTORY FINANCE • TD GALLIHER,LLC • TD POWER SPORTS • Techniche 

SPORTS • Thank U Company • THE BIKERS ZONE INC • THE TAILORED HIDE CUSTOM LEATHER • The Zone Motorsports • THOMSON MARINE AND HONDA • THORNTONS 
POWERSPORTS INC • Tourrest • TOWN & COUNTRY CYCLE CENTER • Trade Development Authority of Pakistan • TRADE LINK HANSEN LTD. • Trail Systems • TrakMotive / Surtrack 

ROTTLE LLC • TWO BROTHERS POWERSPORTS • TWO WHEEL TOURIST • Tytler's Cycle • UNDERGROUND GARAGE • URBAN BAGGER/AMERICAN BAGGER MAGAZINE • 
OCITY1 • VENT BIKE TECH • VESPA MILWAUKIE • VICTORY AUTO & TRAILER • VILLAGE MOTORSPORTS • VILLAGE SCOOTERS LLC • VINTAGE CAFE RACER • VMOTO USA 

orporation • WARRANTY ONE • WARRENS REPAIR • WATERFORD AUTOMOTIVE • WATSEKA SUZUKI AND HONDA • WEAVER EQUIPMENT COMPANY • 

ASE • WHITE COUNTY CUSTOM CARTS • Wicked Bilt • WIGGYS SOUTH SOUTH SUBURBAN SCOOTER • WILD AND WRECKLESS INC • WILKINS HARLEY-DAVIDSON • 
LLC • WIZARD OF WHEELS YAMAHA KAWASAKI • WOLFPACK RACING INC • Woodcraft Technologies Inc • WOODSAGE • WOODSTOCK WHIZZER WORKS • WOOFER 

UXI CINOVATE INTERNATIONAL TRADE CO.,LTD • XC PERFORMANCE • XIAMEN ANBO SPORTS GOODS CO., LTD • XIAMEN TIANGE SPORTS MANUFACTURE CO., LTD. • 
Yet Chang Mobile Goods Co., Ltd, • YIJIAHSIN CO LTD • Yuasa Battery, Inc. • ZHEJIAN FENJIN MACHINE • Zhejiang Applestone Vehicle Co., Ltd • Zhejiang Bio Industry 
CHINERY AND EQUIPMENT CO., LTD • ZHEJIANG RUIYIDE SPORTS CO., LTD • ZHEJIANG YANGPING MACHINERY MFG CO., LTD • ZXMoto USA

Supporting the Powersports Industry

SEE YOU NEXT YEAR AS WE 

CELEBRATE 50 YEARS OF DEALER EXPO!
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Xtreme Green celebrates 
consumer coming-out party 

Final push against CPSC 

ROV standard. The MIC and 

Polaris are two of several or-

ganizations calling on industry 

members to push back against 

CPSC efforts to impose a 

mandatory product standard for 

ROVs/SxS vehicles. More info 

can be obtained at the ARRA 

website: www.arra-access.com

WPS and FLY partner with 

MX championship. Western 

Power Sports and FLY Racing 

are premier-level partners of 

the Lucas Oil Pro Motocross 

Championship sanctioned 

by AMA Racing. “Our shared 

enthusiasm and vision for the 

sport of motocross—to elevate 

the experience—is something 

we are excited to be a part of 

going forward,” said WPS/FLY 

CEO Craig Shoemaker. The 

series kicks off May 16 at the 

Hangtown Motocross Classic in 

Sacramento, Calif.

Polaris buys Pro Armor. 

Polaris in November continued 

on its acquisition quest by buy-

ing Pro Armor, maker of ATV 

hard parts like seats, bumpers, 

roll cages and doors. The 

company employs 90 people 

in Riverside, Calif., and posted 

$15 million in sales in 2013. 

“The addition of Pro Armor to 

Polaris’ aftermarket brand port-

folio allows us to extend our 

channel and customer reach 

in the performance side-by-

side and ATV markets,’ said 

Steve Eastman, Polaris vice 

president of PG&A.

the DEALERNEWS 

conversation at 

blogs.dealernews.com

XTREME GREEN Products Inc. (www.
xgpinc.com), a manufacturer of specialty 
electric vehicles largely for the fl eet market, 
unveiled off erings now targeted toward 
consumers at the 2014 Dealer Expo.

After selling electric vehicles to police 
forces, security fi rms, agricultural opera-
tions and any outfi t that is sick of paying 
princely sums for gasoline, Xtreme Green 
showcased an ATV and side-by-side that aim 
to attract riders who might not 
necessarily have considered an 
e-ride before. 

But it turns out there are 
some substantial benefi ts 
to electric-powered ATVs 
and SxS rides, according to 
Joseph Worrell, regional sales 
manager for the company. For 
starters, hunters know that 
the smell and sound of an ATV can spook 
deer long before they get even close their 
quarry. T at’s not an issue for an electric 
vehicle that produces no emissions and 
next-to-no noise. In fact, Worrell says that 
police departments using its vehicles have 
reported catching lawbreakers in the middle 
of committing crimes, because they were 
never heard. 

Additionally, after years of having the 
likes of police offi  cers and parks managers 
dish out damage on pavement and in the 
dirt, the company says its vehicles’ solid 
metal frames and four-wheel, independent 
wishbone suspensions can eat up abuse and 
ask for seconds.

T e heart of Xtreme Green’s SxS and ATV 
is its long-lasting batteries. Both vehicles 

feature a 5KW-72 volt electric motor that is 
powered by a 100-amp hour, 72-volt lithium 
iron phosphate battery propulsion system 
controlled by a computerized management 
system that oversees all aspects of the bat-
tery’s performance. Two years in develop-
ment, the management system continually 
monitors the battery for factors such as 
temperature and voltage to ensure they do 
not get strained or put off  any heat. 

T at results in increased 
performance and longev-
ity, critical requirements 
for fl eet vehicles that are 
supposed to go and go, and 
then go some more. For a 
typical off -road adventure, 
both the ATV and SxS will 
last roughly 40 to 60 miles 
on a charge, depending on 

terrain, according to Worrell.
In terms of prolonged life, the batteries 

are rated at between 2,000 and 3,000 full 
charges. If a user were to charge the bike ev-
ery day, that would put the bike between 5.4 
years and 8.2 years. Considering the typical 
rider won’t hit the trail every day, that life-
cycle translates into an even longer-lasting 
vehicle. Add to that the fact there is no gas 
to buy, or clutch, oil or fi lters to replace, and 
both vehicles become even more attractive 
in terms of TCO. Besides, less maintenance 
means more riding time.

Both the SxS and ATV come with a stan-
dard one-year, bumper-to-bumper warranty, 
and the batteries are separately warranteed 
for two years with full replacement. Extend-
ed warrantees are available. –Dave Kopf

SPEED READ

INTERPARTS SHOWS STRONGER, MORE 
AFFORDABLE OEM REPLACEMENT AXLE KITS
THIS JUST IN: Aggressive ATV and SxS 
riders can be tough on their equipment! 
Yes, that’s right; hard riding breaks things 
and rough roads can be especially tough 
on drivetrain components. T us, Interparts 
not only makes a range of OEM replace-
ment axles that save money compared 
to stock pieces, but it makes them 
stronger, too.

Engineered in Plainview, N.Y., and built 
from non-remanufactured, high-strength 
steel components, Interparts axle kits are 
available for the latest SxS models, with 
prices starting at under $150 for complete 
kits. Learn more about Interparts’ driveline 
components at www.interparts.com, then 
order them from distributors such as WPS 
or MTA. –Bruce Steever
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View the latest product intros from  Hornet 
Outdoors, Arisun tires, SilverWolf Vehicles and 
other exhibitors, visit www.dealernews.com and 
click on  either “Dealer Expo Update” or the 
Aftermarket tab.

MOTOPED (www.motoped.
com) rolled its unique two-
wheelers onto the Dealer Expo 
fl oor, unabashedly playing in 
the foggy nether-realm between 
traditional motorcycles, bicycles 
and mopeds. Designed for 
unique fun, Motoped’s Pro 
caters to road and dirt riders.

T e motocross-styled Pro 
comes in two displacements, 49cc and 125cc, 
which respectively produce 2.47hp/7500 rpm 
and 7.8hp/7500 rpm, to drive a two-speed 
internal automatic transmission. With a 123 
lb. vehicle weight, the enviable power-to-
weight ratio becomes obvious. Also, riders can 
go into bicycle mode with the Pro’s jackshaft 
pedal drive. Alternatively, the pedal drive can 
be removed altogether, which was done on 
Motoped’s display model in Chicago. 

Everything hangs off  a heavy-duty frame 
constructed of 4130 Chromoly, attached to 

a 6061 aluminum swing 
arm. What will really catch 
the eye of anyone looking 
to take some bigger hits is 
the Pro’s suspension, with 
adjustable DNM USD-8 
forks up front with 8 inches 
of travel, and an adjustable 
DNM Burner-RCP2 shock 
in the rear. 

Aquired by APT MotoVox in September, 
Motoped is also showing off  a trio of special 
models it is preparing for release. T e 49cc 
Cruzer features laid-back, boardwalk-ready 
styling that includes a brushed stainless tank 
with brass fi ller cap, along with a serious nod 
to bicycling heritage in the way of wooden 
fenders and a leather Brooks saddle. 

T e 49cc Survival Bike aims to off er utilitar-
ian riding on the road and in the dirt with a 
universal rack that can carry 50 lbs. Attached 
to the rack as standard are two, side-mounted 

Motoped’s Pro rides the road less traveled
one-gallon fuel tanks that, 
along with the primary tank, 
puts the Survival Bike’s range 
at between 400 and 500 miles. 
T e Black-Ops version of the 
Survival Bike complements 
that SHTF riding range with a 
shotgun rack, crossbow with 
bolts, rope, shovel, hatchet 
and nine knives, making the 
Black-Ops the most fun ve-
hicle of the impending zombie 
apocalypse. –Dave Kopf

Editor’s note: Motoped debuted a 

year ago in a Kickstarter campaign 

that surpassed its fi nancial goal. 

Under APT MotoVox management, 

Motoped initially offered its bikes via 

an ecommerce site and is now ready 

to support a dealer network. For 

more information, enter searchterm 

“MotoVox” on Dealernews.com

For more information visit www.Dealernews.com/readerservice For more information visit www.Dealernews.com/readerservice
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Read the expanded article at 
www.dealernews.com/
dealernews/DXPO14MICmarkets

For urban commuters looking to fi nd a 
faster way to catch a train and then zip 
to their fi nal destination, folding bicycles 
off er a solid value proposition. But what 
if you add an engine? T at’s a question 
that Acetech Technology Co.’s unique-
looking E.T folding electric scooter (www.
etscooter.com) is trying to answer.

Styled like a dependable droid from 
“Star Wars” or “WALL•E,” the E.T is 
clearly not about performance; it is 
an exercise in functional, powered 
transportation. When unfolded the 
E.T’s small tires carry the rider at a 
maximum speed of 21 mph, which 
is plenty fast for bike lanes and 
paths, and mechanical disc brakes 
with scaled-down rotors fore and 
aft bring the scooter to a stop. 

T e scooter off ers riders familiar 
twist-and-go controls with a twist-
grip throttle and front and brake 
levers. T ere’s even a horn. T e E.T 
has a front LED headlight and tail-
light integrated into the saddle.

A 48-volt, 11-amp hour lithium 
battery powers the E.T, and re-
quires between three and fi ve 
hours to charge. Range at full 
charge is roughly 21 miles. 

When riding, the rider rests his or 
her feet on two foot pegs located near the 
rear wheel. T ose pegs conveniently swing 
down to double as a rear wheel stand when 
the rider wishes to park the scooter. Once 
the rider is ready to get on the bus or train 
or head into the offi  ce, folding the E.T is 
a snap: T e rider lifts a “fold” lever that 

the DEALERNEWS 

conversation at 

blogs.dealernews.com

E.T ride home…
and to the offi ce 

Reconsider those neglected 
markets, MIC says

There’s a saying that a journey of 1,000 miles 

begins with one step. For dealers, the journey to 

better sales begins with an improvement of just 

1 percent, according to the Motorcycle Industry 

Council. But you have to pay attention to chang-

ing rider demographics and cater to potential 

customers you may have neglected in the past.

Here are a few key statistics revealed in the 

MIC presentation, ”The Data-Driven Dealership,” 

last month at Dealer Expo 2014:

• The median annual income of American riders 

is $64,000.

• More riders are married—63 percent—than 

ever before.

• Most American riders (65 percent) have at-

tended college.

• The percentage of rider households that own 

one bike is the highest ever, at 75 percent, 

while the number of households that own 

three or more bikes has dropped.

• 17 million people ride motorcycles—but don’t 

own one.

Dealers have to rethink how they market their 

stores and products. “We’ve got to get that sec-

ond motorcycle back into the garage,” said Scot 

Begovich, senior vice president of membership 

relations for the MIC. That can mean getting 

women on their own vehicles, or making the 

purchase attractive to the 17 million riders who 

don’t own their own bikes. Or holding “friends 

and family” events to bring non-riders into the 

dealership. And BTW, those friends and families 

no longer see their rider cohorts as daredevils 

with a death wish: MIC stats indicate that 64 

percent of them now view riders favorably.

Then there are the neglected potential rider 

groups. Scooters make up 10 percent of the 

American two-wheeler market, but dealers often 

view scooters as a low-end product, rather than 

entry-level products that will lead to bigger 

sales down the road. —Holly Wagner

allows the seat tube to fold 
against the main “frame” 
and those two items then 
fold and swing to the side 
of the fork. T e rider can 
then hold onto a grip and 
wheel the E.T around on its 
rear wheel. –Dave Kopf   

          There is nothing worse than sending 
a scooter customer away because the 
apathetic parts or tech guy doesn’t want to 
help fi nd a part. There are a ton [of scooter 
riders] out there, so you may as well make 
some money and keep your shop busy.” 

– Comment on MIC markets story on Dealernews.com

@ DEALER EXPOSEASON: SCOOTER
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SPEED READ

LS2 Helmets’ Stream has a bevy of 

features while maintaining a low price point 

of $129.99, we noticed at Dealer Expo.

The Stream is a full-face polycarbon-

ate helmet that carries both DOT and ECE 

approval. There are three intake vents, a 

washable liner, a quick-release chinstrap, 

infl atable cheek pads, a drop-down sun 

shield, a non-scratch visor and an antifog 

design. Available in a range of 11 colors and 

graphics, the Stream’s $129.99 price point 

includes a 50 percent margin for dealers.

Gravitate Jeans’ patented design fea-

tures denim paired with a bull denim-Lycra 

insert to provide extra stretch at the inseam. 

The boot-cut women’s line will feature new 

colors and patterns with new offerings in 

plus sizes. Jeans are available for pre-order-

ing now for delivery in March. 

Read more at http://www.dealernews.

com/dealernews/DX14gravitatejeans

HEATED gear company Fired Up is seek-
ing both dealers and a U.S. distributor. T e 
Canadian company has been building its 
brand for the past year, and its motorcycle gear 
includes a leather jacket, compression vest, 
leather gloves and a two-piece touring suit. 

Rather than using wires for heating ele-
ments, Fired Up (FiredUpX.com) utilizes a 
mesh layer fi tted with carbon fi ber fi la-
ments. Rechargeable batteries cause the fi la-
ments to emit light that, in turn, heats the 
mesh layer. Riders can turn the heating ele-
ment off  and on by pressing a small exterior 
button. T e button glows diff erent colors to 
indicate whether the heating element is set 
to low, medium or high. Battery life can last 
anywhere from three to eight hours depend-
ing on the external temperature and which 
heat setting is selected. 

T e gloves ($299), whose seven layers 
include a 3M T insulate layer and a Hippora 
waterproof membrane, are also available in a 
general-use winter version ($349) for condi-
tions as cold as 35 degrees below zero. T e 
compression vest ($229) is intended to fi t 
easily under other protective gear, so it has a 

Fired Up seeks U.S. distributor

slim design. T e mesh layer 
and battery zip out so the 
vest can be washed. 

T e touring suit ($1299) 
consists of pants and a 
jacket, which connect via a 
360-degree zipper. T e black 
leather jacket ($799) has 
traditional styling and the 
small lighted power button is 
the only badging on it.

 –Beth Dolgner

For more IN GEAR news from Dealer 
Expo, visit www.dealernews.com and 
click on “Dealer Expo Update” or the 
Aftermarket tab.

Safari Impex’s new gloves feature kanga-

roo leather palms and sport styling. Model 11A 

has carbon fi ber and Kevlar knuckle protectors 

and will retail for $45. Model 8B offers TPU 

knuckles for $44. 

Olympia Gloves intros referral program

OLYMPIA GLOVES’ new Friends with 
Benefi ts dealer referral program is designed 
to entice new referrals while rewarding the 
dealers who make the connection.

T e program off ers 10 percent off  the fi rst 
order from a referral who is a new customer. 
In turn, the referring dealer receives $50 
when they place an order over $500. T e 
caveat is that the referring dealer reward is 
only applicable for those retailers who have 
not made an Olympia (OlympiaGloves.com) 
order in the past 18 months.

Among Olympia’s newest are two touch-
screen-friendly options. T e Weatherking 
Extra Touch ($99.95) and All Season II 

Touch ($79.95) are leather, 
but the ends of the thumb 
and forefi nger are compat-
ible with touchscreens. T e 
Weatherking has a Gore-
Tex insert for waterproof, 
breathable and windproof 
protection, while a Primaloft 
layer ensures additional 
insulation. T e long gauntlet 
is adjustable with two Velcro 
straps, and a silicone gel 
anti-shock skid pad provides 
extra abrasion resistance. 

T e All Season II is fi tted 
with a Wind-Tex liner and 
lightweight T ermolite in-
sulation. Designed for year-
round wear, the glove has an 
adjustable gauntlet and the 
same silicone gel pad. Both 
the Weatherking and the All 
Season II come in black, with 
sizing from S to XXL. 

–Beth Dolgner
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SERVICE

ONCE TECHNICIANS enter the workforce, 
the dealership world quickly proves they can 
never stop learning. T e huge amount of new 
technology being unveiled with each new 
model year requires constant education for 
any technician to stay informed on the latest 
systems, tools, and, of course, the problems 
that can arise once the units get into the fi eld.

With that in mind, Dealer Expo and the 
National Retail Conference partnered with 
Motorcycle Mechanics Institute to present a 
half-day Master Class on electronic fuel injec-
tion and electronic diagnostic systems.

T is seminar-format Master Class, only 
available at the NRC in Chicago, was hosted 
by Kevin Shockency, education content 
director for MMI (photo, right). Shockency’s 
background includes both formal automotive 
and motorcycle technician training, but he’s 
also a passionate rider who earned plenty of 
laughter opening the Master Class by telling 
of how his fi rst motorcycle got him kicked out 
of his parents’ house at age 18. 

T e EFI program started by refreshing the 
basic fundamentals and history of fuel injec-
tion. It may have been a refresher course for 
some, but attendees engaged in discussion of 
the many reasons how and why the industry 
has moved to digital fuel injection—both 
good and bad. 

In examining the basics of EFI, Shock-
ency also covered a range of topics in detail. 
Instead of simply explaining which sensors 
operate where in a modern EFI system, the 
Master Class explained the function and tech-
nology behind each type of subsystem. T is 

helps illuminate both the function and failure 
modes of each component to help technicians 
identify problems in the fi eld, he said.

Key topics included EFI mapping algo-
rithms, EFI terminology and motorcycles that 
debuted or use each type of system. Other 
hot topics leading to debate were the prob-
lems caused by E10/E15 fuels, maintenance 
issues and rider error vs. mechanical fault.

Once Shockency covered the input side of 
the EFI equation, the real work was showing 
how fuel injection uses this data to control 
the machine as a whole. ECM outputs on a 
modern bike are increasingly complicated be-
tween traction control, power modes, exhaust 
valves and idle speed control, so the Master 
Class discussed each in turn. Modern ride-
by-wire systems were also covered, touching 
upon some of latest new technologies such as 
electronic clutch control, braking control and 
multi-axis traction control.

Finally, the core of Master Class was its 
coverage of EFI diagnostic tools and trouble-
shooting scenarios. Besides the basics of 
reading DTCs and P-Codes, Shockency 
demonstrated the proliferation of comput-
erized servicing tools. Each OEM now uses 
some form of computer tool, and to become 
a skilled technician these software and 
hardware combinations must become second 
nature. Shockency covered both the primary 
usage of these tools but also explained why 
incorporating these tools in routine services 
—such as taking the time to create baseline 
settings—not only makes a technician’s 
job easier, but can be a great upsell for the 

MMI details EFI in half-day Master Class

dealership, too.
T e fi nal portion of 

the presentation covered 
common EFI diagnostic 
situations that cause trouble-
shooting problems regardless 
of brand. T ese common 
issues often present without 
traditional codes, making 
knowledge of both EFI tech-
nology and OEM graphical 
diagnostic tools even more 
important. During this seg-
ment, many attendees were 
quick to nod their heads in 
agreement or have ‘A-Ha!’ 
moments out loud.

Participants in the EFI 
Master Class earned special 
certifi cates of completion 
from the National Retail Con-
ference in partnership with 
MMI. –Bruce Steever

@ DEALER EXPO

THE SLIME STORY: DEALERS HEAR HOW TO SELL IT
SLIME IS widely known throughout the industry, but many folks still have plenty of 
misconceptions regarding the green tire-plugging stuff . To help teach dealers about some 
of the highlights and abilities of Slime, representatives were on hand at Dealer Expo to 
answer questions, demonstrate the product… and send plenty of attendees home with 
samples to test.

According to Slime, some of the most common questions about the product involve 
cleaning, balancing and applications. Slime assures us that cleaning the product out of a 
repaired or treated tire is easily accomplished with soap and water. For off -road applica-
tions, Slime does not aff ect tire performance, but Slime does not recommend full-time 
installation inside high-performance street tires.

More importantly, the folks at Slime have a lot of information to help the dealer sell it. 
Slime is the offi  cial tire sealant of the SCORE Baja rally. Slime is also crafted using a wide 
range of recycled material, from the tire fi bers in the Slime itself to the bottle is comes 
in. Slime’s tire repair kits are also the only road repair kits rated highly enough by OEMs 
to be used in vehicles that lack spare tires—including the Ford Mustang, the Chevrolet 
Camaro, and the Tesla Model S. –Bruce Steever

more from Bruce Steever
blog.dealernews.com/BruceSteever
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Excess inventory? Take a DIM view, Mel Selway says
Selway’s seminar focused 

on helping shop owners deal 
with dead inventory—items 
that not only take up space 
but cost money. First, he said, 
it’s important to identify dead 
inventory, then evaluate how it 
found its way into the dealer-
ship. Once that’s established, 
managers must take steps to 
reduce it and further prevent it 
in the future.

Selway places great empha-
sis on what he calls detailed 
written procedures. “If you 
document your standard routines you’ll 
have a more effi  cient process,” he explained. 
“Documented procedures are vital.”

T is documentation applies to inven-
tory control, return policies, special order 
policies, receiving procedure and lost sales 
tracking, for example. In short, the more 
you know, the better control you have over 
your business assets. –Marilyn Stemp

Selway spent the weekend showing 

dealers how to manage their parts 

inventory in the popular Model Store 

Room exhibit at Dealer Expo. Top 100 

Dealer Road Track and Trail won the 

SSI fi xtures used in the Store Room 

during a special giveaway drawing 

held Dec. 5.

VP LAUNCHES NEW ADDITIVES AND 
A NEW POINT-OF-PURCHASE SYSTEM
VP RACING FUELS, well known for its… well, racing fuel, has launched a 
new range of fuel treatment products aimed at consumer sales. T e fi rm also 
continues to update its methods for marketing and selling race fuel at the 
dealership level, easing both storage and selling of high performance fuel.

T e brand off ers several new products for consumer use, many aimed at 
alleviating concerns and symptoms of low quality or ethanol-added pump 
gas. According to VP, ethanol continues to be a hot topic for customers and 
dealers in the powersports industry, so demand for these types of products 
continues to grow.

Fuel Stabilizer with Ethanol Shield does exactly what it says on the bottle, 
but comes from the respected name for added consumer awareness. Fix-It 
Fuel is designed to run through partially clogged or poor running fuel sys-
tems to clean out gum and varnish without expensive disassembly, making 
it a go-to choice for bikes that just need a little help cleaning out the residue 
from poor fuel. Octanium is a high-performance fuel additive designed for 
off -road racing. Besides off ering a cleaning fuel blend for more effi  cient com-
bustion, Octanium boosts octane by up to a full eight whole numbers.

VP also continues to off er new racing fuel products to meet the needs of 
small, high-performance engines. New products include C50, a fuel specifi -
cally engineered for 50cc mini racers, and T2, a new two-stroke racing fuel 
already premixed with high-quality synthetic oil. 

To help dealers better market, store and sell these fuels, VP Racing has 
created new POP systems, including a Fuel Cage Program that uses a lock-
able cage installation similar to the way you would see propane sold. Besides 
putting the fuel out front where a customer can see it, this sidesteps the 
problems encountered with local fi re authorities. –Bruce Steever

SPEED READ

Workshop Hero still a main 
attraction.  Anyone that has had to deal 

with cleaning or restoring a heavily rusted 

part knows what a pain it can be. Most 

chemical baths are dangerous, and physical 

methods are either diffi cult, expensive, or 

both. Workshop Hero a couple of years ago 

created Metal Rescue Rust Remover Bath to 

address these challenges, and still enjoyed 

a very active booth on the Dealer Expo 

show fl oor as it demonstrated the product 

to dealers.

Update on vehicle recalls: 
 Triumph has recalled 2014-15 model 

year bikes because the engine control 

unit may improperly activate the fuel 

injectors.

 Yamaha recalled a small number of YZ-

FR6E and EC bikes from the 2014 model 

year due to a tire and wheel defect.

For more information on recalls, visit 

www.dealernews.com and click on 

the REGULATORY tab.
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ADDRESSING and dealing with the sources 
of your shop’s dead inventory is central to 
reducing it, said Mel Selway, a retail and in-
ventory specialist who delivered a Breakout 
Forum presentation, “T e DIM View: Dead 
Inventory Management,” at the National 
Retail Conference in Chicago. He provided 
direct inventory management methods that 
shop managers and employees can imple-
ment immediately to make a discernable 
diff erence.

An avid rider and retail systems profes-
sional, Selway said, “I like to fi nd novel 
means of solving problems because the 
world changes. We should leverage those 
changes to our advantage.”  

Selway’s fi rm, Parts Analysis, Renova-
tion & Training Services Inc. (P.A.R.T.S.* 
Inc.), off ers asset and business management 
services. In addition to focusing on eff ective 
management of business assets, he also de-
signs dealerships, develops layouts for parts 
and service departments, and coordinates 
store relocations.



The holidays are that time of year 
when most of us refect on what we 
appreciate most. For me, it’s family and 
friends, good health and the work I do 
in an industry that I love. Tat got me 
thinking about the many times that my 
students, who are dealership employees, 
tell me they don’t feel appreciated by 
their manager and/or owner.

To cultivate ideas on how to correct 
this situation I picked up a book titled 
“1,001 Ways to Reward Employees” 
by Bob Nelson. In it, no surprise, are 
1,001 ideas on how to show employees 
you care—with and without cash. Tat 
doesn’t mean money doesn’t matter. It 
does, but get this: according to a study 
of more than 1,500 employees by Gerard 
H. Graham, professor of management at 
Wichita State University, the most pow-
erful motivator to reward employees was 
personalized, instant recognition from 
their managers. Sounds simple enough, 
but only 42 percent of survey respon-
dents claimed their managers routinely 
used an informal, personalized way to 
compliment and congratulate them on a 
job well done.

Tat’s too bad, because in another 
study titled “People, Performance and 
Pay” by the American Productivity 
Center and the American Compensa-
tion Association, it was noted that it 
takes a 5 to 8 percent salary adjust-
ment to change an employee’s behavior, 
but only a 4 percent adjustment when 
combined with personalized rewards. 
Tat tells me dealerships may be able to 
keep their payroll costs in check if their 
employees know they’re appreciated.

If you’re looking for low- and no-cost 
ways to reward and recognize great 
employees, managers and owners can 
consider the following:
•	 Call	an	employee	into	your	oïce	just	

to thank them, with no other agenda.
•	 Give	a	great	employee	some	time	oê	

with pay.
•	 Know	and	use	employees’	names.	ɥis	

is especially relevant for owners and 
general managers.

•	 Compliment	with	purpose	and	detail,	

which shows you’ve been paying at-
tention. For example, one could say,  
“I like that you (observed actions) 
because it’s good for our customers 
and good for the store, and I thank you 
for that.”

•	 Carry	a	notebook	and	document	the	

good, the bad and the ugly. Compli-
ment good behavior on the spot and 
put all notes into the employee’s fle. 
Tis will provide managers with the 
solid data they need to do a really good 
performance review.

•	 Give	credit	where	credit	is	due.	ɥat	

means never, ever take credit for 
an idea that was provided to you by 
another employee.

•	 Reward	great	employees	with	a	paid	

oêsite	lunch	with	the	manager	and/

or owner.
•	 Reward	employees	with	the	oppor-

tunity to buy store merchandise at 
dealer cost.

•	 Pay	for	an	employee’s	powersports	

magazine or online subscription.
•	 Reward	team	performance	with	an	

outing. I used to do this at MMI and it 
was	really	appreciated	by	my	staê	and	

their spouses. I’ve found that when the 
spouse is happy that their loved one is 
working for you, chances are better the 
employee will be happier, too.

•	 Pay	for	attendance	at	a	powersports	

retail or trade show—the Progressive 
International Motorcycle Shows and 
Dealer Expo come to mind.

•	 Give	them	cash.	I	know	a	service	man-
ager	who	spiês	his	service	advisors	

with a fve-dollar bill for every upsell. 
Now that’s instant gratifcation.

•	 Make	informed	decisions	by	mingling	

with your team. In the book “Te One 
Minute Manager,” authors Blanchard 
and Johnson note the importance 
of managing by walking around. 
I’ve found that in many dealerships 
parts and service managers spend 
too	much	time	in	their	oïces	and	

not enough time walking around to 
observe	staê	performance.	When	do-

ing walkarounds, it’s important not 
to make snapshot decisions. You’ll 
need more than a minute to know 
whether the observed behavior is a 
common occurrence.

•	 Compliment	in	public,	criticize	in	

private. Tese are powerful words to 
live by and will serve you well.
In closing I leave you with the top fve 

motivational techniques appreciated by 
the respondents to Graham’s survey. 
Tese would be performed by the man-
ager or owner.
1. Personally congratulate employees 

who do a good job.
2. Write personal thank-you notes about 

good performance.
3. Publicly recognize employees for 

desired performance.
4. Hold morale-building meetings to 

celebrate successes.
5. Use employee performance as the 

basis for promotion.   

Make it personal
Money Matters, but eMployees like to be appreciated, too

serVice Fuel For tHouGHt daVe kosHollek

Dave Koshollek teaches sales 

and service classes for dealers. 

Contact him at

dakoenterprises@cs.com or via 

editors@dealernews.com

blog.dealernews.com/DaveKoshollek

daVe says: in my earliest days working 

at MMi i had to juggle entry-level and 

factory-level classes that ran back-to-

back, causing the Harley school to open 

at 7 a.m. and close at midnight five days 

a week. We had to reset the rooms after 

each class. that heinous routine lasted 

about 3-1/2 months each winter. on a 

routine call one day to John stark, my 

direct report at Harley-davidson Mo-

tor co., he mentioned that i sounded 

exhausted and exasperated. i admit-

ted i was burnt to a crisp and was now 

second-guessing my occupation. to my 

surprise he made a personal call to my 

boss at MMi and relayed his concern for 

my welfare. the next day my boss called 

me into his office to say thanks for the 

hard work and that he wanted to send me 

on a vacation anywhere i wanted to go. i’ll 

never forget how good that made me feel, 

that my efforts were both appreciated and 

rewarded. a month later i took a five-day 

vacation in san diego, which recharged 

my batteries and ultimately led to a fulfill-

ing 16-year career at the school.
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BUSINESS @ DEALER EXPO

YOU KNOW THAT STORE you love? T e one that’s crammed 
with vehicles, accessories and leathers? News fl ash: your 
grandkids and their friends hate it.

If you want to bring in a younger clientele, lose the clut-
ter, said Sarah Kendzior and MinJung Park, winners of 
the Model Store for Millennials competition sponsored by 
Dealer Expo and Dealernews. Students at the University of 
Minnesota’s College of Design were asked over the fall to 
submit renderings of a powersports dealership that would 
1) attract the young Millennial customer, and 2) pique 
the interest of a Millennial who is not currently a rider or 
enthusiast. T e Dealer Expo Model Store for Millennials 
showcased a collection of student submissions.

In approaching the design challenge, “What I thought fi rst 
was Harley-Davidson. As a Millennial consumer, that isn’t a 
store I want to go into. I think of my dad and my uncles. Old 

people. I know there is a store in Mall of America. I just don’t 
want to go in there,” said Park.

“I think of my dad in a bar with a beer and [wearing] his 
vest,” added Kendzior.

T e ideas the two Retail Merchandising students came up 
with for the Model Store for Millennials exhibit (sponsored by 
Specifi er Products, makers of Stonecarpet), are a big departure 
for most retailers.

Millennials want an experience that’s entertaining, but an 
environment that’s less like an amusement park and more like 
a museum or gallery. “You’re spending as much as you would 
on art, so why don’t you show it that way?”said Kendzior.

Students pointed to uncluttered, focused shopping environ-
ments that shows a limited range of physical products and 
then use technology to off er variations of color, size and other 
features while taking up minimal fl oor space. A display that 

shows a new model as a focal point could be accom-
panied by touchscreens that show diff erent options 
like colors, accessories and upgrades. T ey also 
suggested the following to attract young Millenni-
als who may or may not ride:
•  For the store as a whole, create a unifi ed 
theme based on a color scheme and stick to 
it. T en use things like product placement and 
directed lighting to highlight specifi c products, 
and touchscreens to show the available variations. 
“If there are too many colors in the store it will 
interfere with the theme,” Park said, creating visual 
chaos that repels younger customers.
•   Store designs should include open and non-
threatening entry displays; think of department 
store windows that show a specifi c look, brand or 
theme. Inside the store, retailers can build display 
areas that focus on specifi c segments and lead 

customers through them to a retail counter at the back 
—forcing customers to walk through the store and see a 
range of products. Ever notice how staples like milk are at 
the back of the supermarket? It’s the same idea.

• Specialist retailers can use neutral backgrounds like gray 
for road bike shops, greens and tans for off -road, or blue 
for watercraft. Keep the background color scheme basic 
and minimal, to let the products shine. Retail fl oors 
can be designed with creative themes like the “organized 
maze” —again, a design that holds together based on a 
theme but leads customers through a variety of segments 
—or simply angling all the display vehicles in one direc-
tion to create an arrow eff ect. T e impact is even greater if 
the theme shows up in designs on walls and display racks.

• Gear and apparel displays should highlight new styles. Put 
together an entire look and show it off , instead of a rack 
full of diff erent helmets, boots or gloves. –Holly Wagner

Air out that showroom, Millennial 
designers tell retailers

Read Holly Wagner’s 
full story on 
Dealernews.com 
(searchterm: Model 
Store)

Student design competition winners MinJung Park and Sarah Kendzior spent 
the weekend talking to dealers and learning about the industry.
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Read the full article on 
Dealernews.com (Home 
Page > Dealer Opera-
tions > Marketing)

HOW TO MAXIMIZE YOUR FACEBOOK PRESENCE
DIVAS SNOWGEAR has more than 75,000 
likes on its Facebook page. T at success 
helped company owners Wendy and Travis 
Gavinsky earn a spot on the 2014 Facebook 
Small-Medium Business Council, and the 
duo shared their insights during the Na-
tional Retail Conference in Chicago.

More than 30 million small to medium 
businesses have active pages on Facebook, 
and the Gavinskys outlined tips that tend 
to generate not just page likes, but also fan 
engagement—adding up valuable likes, 
comments and shares that help a Facebook 
page get more exposure. For example:

Posting. A claim post allows fans to re-
deem a special off er by entering their email 
address (with the added benefi t of growing 
a dealer’s contact list). Posting a photo or 
even a series of photos has proven to be an 
eff ective means of generating responses. 
While dealers need to be strategic about 

their own posts, 
every dealer Face-
book page should 
include check-in 
capability, allow-
ing customers to 
make their own 
Facebook check-in 
post when they 
are at the dealer-
ship.

Facebook In-
sights lets page 
managers see how much traffi  c is coming 
to the page, how many people are engaging 
with a post and how each post is perform-
ing. Travis Gavinsky stressed the need to 
analyze the information to see what types 
of posts generate the biggest response, as 
well as noting the days and times when the 
most people are visiting the page. Knowing 

what kind of post to make 
and when to make it can 
result in a lot more engage-
ment, and Gavinsky recom-
mended that dealers should 
aim to engage 10 percent of 
their total fans on a regular 
basis. –Beth Dolgner

pacificcoastsunglasses.com
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With minimum order of $72.00, 
some restrictions apply.*

Use Key Code:  DN1114

AMERICAN HERITAGE 
MOTORCYCLES LLC. 

is seeking to grow premier 
Indian and Victory Dealership 
destinations in the Midwest. 

To accomplish this, we are looking 
for individuals with a strong  

entrepreneurial spirit, who are  
highly motivated self-starters with 

a clear and sincere customer orientation 
to help us achieve our ambitious  

goals. 

AHM has started its journey and  
is currently opening new  

dealerships in Cleveland, Chicago, 
and Cincinnati and is seeking to  

fill positions including: 

General Manager 
Sales 

Finance 
Parts 

Service 

All inquiries are to be sent to: 
RESUMES@AHMDEALERS.COM 

For more information visit www.Dealernews.com/readerservice
For more information visit www.Dealernews.com/readerservice
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BUSINESS @ DEALER EXPO All about DX14: Dealernews.com 
(searchterm: Dealer Expo Update)

AUCTION PRICES are expected to remain 
stable, while the volume of bikes and other 
items coming to auction should increase.

Jim Woodruff  of National Powersports 
Auctions told dealers gathered at a special 
Motorcycle Industry Council program in 
Chicago that volume increases will refl ect 
the gradual recovery of the repossession 
market. He said after 2008, repossessions 
followed on a one- to two-year delay, but 
now they’re starting to level out. In fact, 
Woodruff  said default rates are about half 
of what they should be. “We are a little bit 
more optimistic than fragile,” he said. “T ere 
is optimism going into 2015.”

Prices rose in 2013, and there was an 8 
percent increase in average wholesale prices. 
Ironically, Woodruff  said most segments 
individually were down but the product mix 
has shifted to lead to the increase. Domestic 
cruiser prices are continuing to grow, but at 
the expense of ATVs. 

Even now, he said, more motorcycles and 
fewer ATVs were being consigned to auction.

Auction volume rose 11 percent in 2014, 
with a 2 percent increase in bidder participa-
tion. T e volume growth occurred in repos-
sessed vehicles and dealer consignments. 

“We consider that to be healthy signs in 
both cases,” Woodruff  said, adding that the 

increase in reposssessions 
mean banks are writing 
more paper.

Woodruff  also said OEMs 
are coming around on pre-
owned dealer eff orts, as 
well as coming to auctions 
to reach into inventory for 
potential recalls. 

“OEMs fi nally understand 
a healthy secondary market 
is good for a healthy credit 
market and healthy new 
market,” he said. 
                   –Vince Guerrieri

NPAÕs Woodruff: Auction prices 
stable, but volume will increase

(…silence…)
Response (or lack thereof) to Retail Owners 
Institute’s Dick Outcalt, when he asked dealers 
attending the Retail Management Workshop, 
“What is profi t?” 
(Read the full ‘retail zen’ article online at 
www.dealenews.com > Dealer Operations > Management)

         Sole proprietors have so much liability. You sell things that people 
who are stupid operate.” 

– Retail attorney Bob Mintz in the National Retail Conference Dream Team panel hosted by TCF-IF, on why 

powersports retailers might consider other forms of incorporation.

KAWI PAVILION A RESOURCE FOR ALL
DIGITAL MEDIA off ers a fast and effi  cient way to market to a target audi-
ence, and a company can easily track the eff ectiveness of such eff orts. But 
not everyone is an expert, and many retailers are still novices when it comes 
to digital marketing.

Dealers who hadn’t yet learned to leverage the power of digital had an op-
portunity to learn the craft direct from Kawasaki, and it didn’t even matter 
if they sold Kawi at their stores or not. Indeed, this may have been the fi rst 
time an OEM has extended a helping hand to get dealers from other brands 
up to speed.

Kawasaki’s big pavilion at the center of the show gave attendees the chance 
to revive and refresh, check email, refi ll their water bottles and catch their 
breath, and then participate in two presentations each day: “T e Digital Deal-
ership” and “T e Path to Purchase.”

Session presenters Kevin Allen, manager of public relations and brand 
experience, and Jonathan Miller of Fuse Marketing, addressed why digital 
marketing is so important, discussed digital trends and off ered specifi c tips 
for success. Attendees learned how to leverage OEM content, make the most 
of their company website and turn shoppers into buyers. 
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LATEST MODELS + DEMONSTRATIONS + MUSIC + GEAR
STREET  CRUISER  OFF-ROAD   ADVENTURE  ATV  UTV   ELECTRIC   PWC   SCOOTERS

Manufacturers subject to change.  FOR MORE INFORMATION, CALL 800.331.5706

WASHINGTON, DC 
Jan. 9 -11, 2015

MIAMI 
Jan. 16 -18, 2015

DALLAS 
Jan. 23 - 25, 2015

OHIO 
Jan. 30 - Feb. 1, 2015

MINNEAPOLIS 
Feb. 6 - 8, 2015

CHICAGO 
Feb. 13 - 15, 2015

NEW
CIT Y!

NEW
DATES!

BUY TICKETS AT

RIDERS UNITE
MOTORCYCLESHOWS.COM
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BUSINESS TOP 100 AWARDS GALA

DEALERS WIN BIG IN CHICAGO

presented by

IT WAS A FESTIVE Top 100 Awards 
Gala as New Jersey’s Motorcycle Mall (r) 
won the coveted Dealer of the Year for 
2014. T ey were followed closely by three 
strong Harley dealerships: hometown 
hero Woodstock (Ill.) H-D, J&L H-D from 
South Dakota and Ohio’s A.D. Farrow 
Co. T e backdrop for the Dec. 4 dinner 
gala, hosted by Robert Pandya, was the 
historic Palmer House Hilton in down-
town Chicago.  
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Visit the new Top 100 
Gallery and microsite on 
Dealernews.com, starting in 
mid-January

Dealers came from around the country to vie for 

Merit Awards in a dozen categories. Dick Burleson 

did a heartfelt presentation on DJB Award recipient 

Mike Stanfi eld before the family came to the stage. 

The evening was presented by WPS and spon-

sored by HiFlo Filtro, JT Sprockets, Parts Unlimited, 

HJC, Joe Rocket, K&L Supply, Stonecarpet, Wolf 

Brand Scooters, American Heritage Motorcycles, 

Lonski and Associates, MTA and Pacifi c Coast 

Sunglasses.
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SPEED READ

Digital advertising assistance from MIC.   My Powersports Dealer will offer dealers targeted digital ads that not 

only promote their stores in their local markets, but also on major websites like CNN, Yahoo! and eBay. Through the magic of 

cookies, the ads will reach consumers who have self-identifi ed as powersports enthusiasts with messages promoting participants.

Dealers pony up $6,000 to participate. Working with data broker Experian, that money will buy web space at vastly discounted 

rates. MIC will add a 5 percent service charge to members, and 15 percent to nonmembers, to cover credit card processing. 

To read the entire story, visit www.dealernews.com > Dealer Expo Update

DX1 on the cloud.  Dominion Powersports’ DX1 dealership management platform was recently featured at a Microsoft 

event to demonstrate how Microsoft Azure improves platform development. DX1’s complete dealership management platform 

combines operational and marketing functionality, bringing together separate applications in one interface. Since it is built on 

Microsoft’s Azure cloud platform, DX1 eliminates the need for dealerships to host and manage servers, saving both time and 

money for dealers. For DX1’s staff, the Azure cloud platform allows them to introduce new features on a more frequent basis and 

to pinpoint and troubleshoot an issue quickly.

Send them… a trophy? The Thank-U Company thinks that customers deserve a trophy 

rather than another e-mail. The company has found that customer appreciation tokens are making 

a resurgence, and they can lead to both increased loyalty and dealer branding. Some dealers are 

giving customizable trophies to everyone who purchases one of their vehicles.

 NEW 
MODELS

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

ES545062_DN0115_036.pgs  12.19.2014  02:43    ADV  blackyellowmagentacyan



JANUARY 2015  |   DEALERNEWS.COM  |       37

Tory Hornsby is the 

executive vice president of 

Dealership University and 

Powersports Marketing. 

BUSINESS BUILDING YOUR BRAND TORY HORNSBY

blog.dealernews.com/ToryHornsby

I WAS REALLY IMPRESSED by the 
number of dealers who attended the 
National Retail Conference at Dealer 
Expo. T e seminars were the day before 
the show started, and I wasn’t sure 
what to expect in terms of dealer atten-
dance. However, all the seminars were 
full and I’ve heard great reports from 
those attending. 

If you were one of the dealers that 
attended training, it says a lot about 
you. T e future belongs to those who 
desire to learn and improve. T is may 
sound harsh, but if the Great Reces-
sion did anything positive, it reduced 
the number of dealers who didn’t care 
to improve and thought training was a 
waste of time. 

My seminar focused on referrals. T e 
quickest way to double your business is 
to get each customer to refer one new 
customer to you. T at, in eff ect, would 
double the sales of your dealership. But 
getting referrals ain’t easy.

T e ACV Exercise
Before working on increasing referrals, 
you have to understand the importance 
of them, which starts with know-
ing your annual customer value. Most 
dealers don’t really know what their 
average customer is worth, but it’s easy 
to fi gure out. I’ve ran the numbers for 
several dealers lately, including a metric 
and a Harley-Davidson dealership. 

T e metric store had 3,425 custom-
ers that did business with them over 12 
months, with total sales of $5,901,663. 
Dividing total sales by the number of 
active customers that year ($5,901,663 
/ 3,425) means its average customer 
is worth $1,723 in sales. I also di-
vided the store’s total gross profi t of 
$1,767,300 by its 3,425 customers and 
found that each one is worth $516 in 
gross profi t. T e Harley dealer’s average 
customer value was $2,857 in sales and 
$914 in gross profi t. 

I call this T e ACV Exercise and it 
proves that every customer you have 
is worth a substantial amount of 

sales dollars and gross profi t. Every. 
Single. Year. T is is why referrals are so 
important; they expand your customer 
database and are worth far more than a 
single sale. 

T e ability to get more referrals 
starts with your staff . I’ve visited and 
called many dealerships throughout the 
country, and some of the staff  mem-
bers I’ve observed just aren’t very like-
able. If your front line employees, those 

who come in contact with customers, 
aren’t nice, likeable and pleasant… 
you’re hiring wrong. Moreover, you’re 
probably not getting repeat business 
or referrals. Your front line staff  needs 
ongoing training in product knowledge, 
communication skills, selling skills and 
more. Have you ever referred a friend 
or family member to someone you 
didn’t like? No.

Speaking of friends and family, do 
you know the top reason a person 
starts riding for the fi rst time? It’s due 
to the infl uence of friends and fam-
ily. If someone doesn’t ride, there’s no 
amount of marketing, no matter how 
good it is, that will get folks to decide 
to spend $10,000 or more to give it a 
try. 

I’ve proven that myself with golf. I 
never considered myself someone that 
would play golf. I thought it was for 
people with nothing better to do than 
to dress badly. A little over six years 
ago, a persuasive buddy of mine talked 
me into going with the guys to play 
golf, even if just to hang out. He had an 
old set of clubs he let me use. I had fun 
and have played regularly since. 

Before then, no amount of marketing 
would’ve gotten me to spend hundreds 

of dollars to try it. However, at this 
point I’ll respond to marketing that’s 
related to golf, because I now play, 
and I’ve spent a considerable chunk of 
change over the last several years. It’s 
the same for the powersports industry, 
only on a much larger scale.

By the way, only 9 percent of the 
population play golf, but less than 6 
percent of the population ride motor-
cycles. So you can’t have a ‘churn-and-

burn’ business model. You can’t aff ord 
to lose customers because there aren’t 
that many fi sh in the sea to replace 
them. You have to build loyalty with 
your customers to keep them coming 
back—and sending in their friends and 
family. 

On top of staff  training and cus-
tomer service, marketing to your past 
customers is uber important as well. 
And while a portion of your market-
ing should focus on generating new 
customers (who already ride), the 
person most likely to spend money in 
your dealership is the person who’s 
done it before. T erefore, marketing 
to past customers is absolutely more 
important than trying to generate new 
customers. 

If you want a litmus test to see how 
you’re doing, pull up your entire cus-
tomer list. How many total customers 
are there? How many have done busi-
ness with you in the past 12 months? I 
bet it’s a much smaller percentage than 
you like. How can you win back those 
inactive customers? How can you keep 
current customers coming in? Market 
to them to get them back in the dealer-
ship, and train your staff  to off er the 
best customer service.  

T e ability to get more referrals starts 
with your staff . If your front line employees 
aren’t nice, likeable and pleasant ... you’re 
hiring wrong.

What’s a customer worth?
WITH A SMALL RIDER BASE, YOU NEED REFERRALS TO BE SUCCESSFUL
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AC C E S S O R I E S

A DV E R T I S I N G

D I S T R I B U TO R S

WHERE RIDERS GET MOVING

AC C E S S O R I E S

Repeating  

an ad  

ensures it

will be  

seen and 

remembered!

Cruise Ahead of
the Competition

To Advertise, Contact Tim Debth 

Tel: 800-225-4569, ext. 2713

Email: tdebth@advanstar.com

save on these and other educational resources at 

www.industrymatter.com | 800.598.6008

SELLING ONLINE, 
VOLUMES I & II 
Compiled from articles published by the Voice of 

Powersports Retailers, these resource guides provide 

in-depth guidance on e-commerce, online sales and 

more. Topics include “Should You Sell Online?,” “Socializing 

Online,” “Words That Sell,” and “Internet Manager a Must.”

Purchase the combo and save!

$
99.90      

YOUR Price: 
$74.95   

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

or direct 218.740.6480 

ResouRce Guide

Selling 
Online 
Vol II

1 Socializing Online

3 Going Social

5 Will You Be My ‘Friend’?

6 Blogging 101

7 Come Together

8 The Beauty of User Reviews

9 The Ultimate Combination

11 Roll Your Own Social Network

12 An Open Letter From an E-Tail Partner

13 Increased Revenue – Guaranteed?

14 Words That Sell

15 It’s All About Image

16 Recession-Pricing the Smart Way

17 Keeping It Short and Sweet – With a Tweet

19 Embrace the Evil Empire

20 Be Your Own Worst Nightmare

21 You Get What You Pay For

22 Internet Manager a Must

23 Future Shock

24 Branching Out of Your Niche

25 Online, It’s All About Presentation

26 How to Handle a Hijacking

27 Hiring the Silent Salesman?

28 E-Tailer Roundtable

31 Digital diversions

32 A supply chain of pain

C
o

m
s
to

c
k
, 
IM

A
G

E
M

O
R

E
 C

o
, 
L
td

./
G

E
T

T
Y

 I
M

A
G

E
S

R E S O U R C E  G U I D E

Andrew Dernie/Getty Images
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We’re sure that the creative 

department at Metzeler had a 

reason for driving a bike through 

their showcase tire, guarded 

by a model in her stocking feet 

striking a pre-Travolta pose, but 

maybe they just liked all three 

images. We do, too. From the 

1969 archives of Motorcycle 

Dealer News.
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by THE NUMBERS

TOP 100 SALES STATS
T e Class of 2014 posts a healthy mix of new/used sales, F&I, PG&A and 
service work

TOP 100 DEALERS 

ALL BRANDS SELL 

AN AVERAGE OF  

TOP 100 DEALERS 

ALL BRANDS SELL 

AN AVERAGE OF  

NEW UNITS* PER 

YEAR.

PRE-OWNED UNITS 

PER YEAR.

498

358

76,000+ 
ESTIMATED COMBINATION NEW/USED UNITS SOLD BY 

TOP 100 DEALERS IN A 12-MONTH PERIOD.

TOP 100 HARLEYDAVIDSON STANDALONE 

DEALERS SELL AN AVERAGE OF

358 new AND 274 pre-owned 
UNITS PER YEAR.

45%

44%

20%

21%

21%

23%

9%

6%

NEW UNITS

NEW UNITS

PG&A

PG&A

USED UNITS

USED UNITS

SERVICE

SERVICE

F&I

F&I

5%

6%

REVENUE BY 

DEPARTMENT: 

ALL DEALERS

Note: 27 of the Top 100 

Dealers of 2014 posted 

Service Dept. revenue 

percentages exceeding 10% 

of total store revenue.

REVENUE BY 

DEPARTMENT:

HARLEY-EXCLUSIVE

DEALERS

ONLY

Source: Dealers’ own data as submitted on Top 100 entry forms. New/used units 

include street and off road motorcycles, ATV/UTV, scooters, PWC, snowmobiles, 

trikes and go-karts.

ES544138_DN0115_040.pgs  12.16.2014  19:16    ADV  blackyellowmagentacyan



For more information visit www.Dealernews.com/readerservice

ES544994_DN0115_CV3_FP.pgs  12.19.2014  00:24    ADV  blackyellowmagentacyan



F
o
r m

o
re

 in
fo

rm
a
tio

n
 vis

it w
w
w
.D
e
a
le
rn
e
w
s
.c
o
m
/re

a
d
e
rs
e
rv
ic
e

ES544927_DN0115_CV4_FP.pgs  12.18.2014  23:47    ADV  blackyellowmagentacyan




