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CARS

THE RALPH LAUREN
OF CAR DEALERS

Land Rover Centres sell boots, safari suits—and yes, cars

¢ Roger Gordon and his family
ascend a steep, roeky hill that
pitches the four-wheel-drive Land
Rover carrying them at a gravity-
defying angle, his children cheer wildly,
his wife screams, and Gordon breaks
into giddy laughter. And a Land Rover
salesman behind the wheel smiles. The
sale has been made. “It was amazing,”
marvels Gordon, 39, the proud new own-
er of a $38,000 Land Rover Discovery.
“My kids thought they were on a roller
coaster.”

This unusual test drive did not take
place in some wild outback. It unfolded
on a 25-yard, off-road course construct-
ed in the parking lot of a Land Rover
dealership on Long Island, N.Y., about
35 miles from Manhattan. It is here at
Land Rover Massapequa, and at 24 oth-
er Rover dealerships, that the British
maker of luxury sport-utility vehicles
is attempting to redefine how cars are
sold. Car buying “is literally the most
horrible retail experience any customer
can imagine,” says Charles R. Hughes,
°| president of Land Rover North Ameri-
=| ca. “Why not make it easy, and why

RETAILING
ROADMAP ?
At a time when
cars can be
bought any-
where, experts
say such bold

To inject a little
enjoyment into that
high-anxiety experi-
ence, Hughes is ask-
ing his 93 dealers in
the U.S. to erect
multimillion-dollar au-
tomotive boutiques
known as Land Rov-

experiments er Centres. Sales
are key to staff dress in khaki
holding on to safari garb and are
customers trained to avoid

high-pressure sales
tactics. The stores look and feel like ex-
clusive Ralph Lauren or Burberry's
shops. “If you want a really good moun-
tain bike, you don't go to Wal-Mart. You
go to a specialty store,” Hughes says.
“We're creating an environment that re-
flects a lifestyle.”

FANTASY SET. Inside the airy, hunter-
green-and-beige Land Rover Centres,
£30,000-t0-365,000 vehicles rest on slate-
and-wood floors, accented with compass
markings. Nearby shelves display Land
Rover Gear, a branded line of shirts,

not make it fun?” ]
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Missed the chance to talk with
Labor Secretary Robert Reich
when he was the guest of a Busi-
ness Week Online live conference?
Out of town when BW economists
Jim Cooper and Kathleen Madi-
gan gave their forecasts for the
economy?

You can always find out what
they—and other important news-
makers—had to say about
today’s top issues. Just log on to
Business Week Online
on America Online and
download the tran-
script of any of our
past conferences.

Here are a few of
the nearly 100 confer-
ence transcripts now
available:

Virtual B-Schools
How growing numbers of
EXecs are now going
back to school via
satellite—10/15/95

The Bankers Trust Tapes
The story the court didn't
want BW to print—and the
First Amendment issues
that raises—10/8/95

Is Recession Ahead?
Economist David Levy and
BW's Bill Wolman debate
the outlook—9/6/95

Small Biz and the Net
Find out how a sporting
goods retailer is using
cyberspace to reach

new customers—8/23/95
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including 10 free hours on AMERIC A
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gloves, sweatshirts, and coats. “After
buying a car, people will drop $1,000 on
boots and clothing,” says Bryan Lazarus,
who, along with his brother Michael,
owns three Rover Centres on Long Is-
land. A ledge along the ceiling of the
Massapequa Centre brims with artifacts

of the country gentle-
THE

man—bridles, saddles,

fly rods—while video-
COMING
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tapes of Rovers tak-
ing on the wilds of
Africa play on a large-
sereen television. The
decor is pure fantasy, JAM
of course: Fewer than
5% of four-wheel-drive
vehicles ever leave
the pavement.
Unorthodox? Cer-
tainly. But retailing
experts say such bold experiments are
crucial to pull car-buying away from its
19th century horse-trading traditions.
At a time when cars can be purchased
anywhere from the Internet to ware-
house clubs, analysts warn that dealers
need to innovate if they hope to hold on
to their customers. The Rover concept
combines the pampering of a Lexus

Land Rover

bra Jor
intense new
competition

store with the enthusiasm of a Saturn

retailer and the merchandising of a Har-
ley-Davidson outlet. If it succeeds, it
could provide a roadmap to the future
of upscale car-selling.

Rover, which established an Ameri-
can dealer network only eight years
ago, desperately needs to fortify its

wheeling out their own luxury four-
wheel-drive vehicles. Even Land
Rover's new corporate parent, BMW, is
scheduled to field a competitor in 1998.

| “It’s very important for Land Rover
to use this Centre concept to differen-
tiate its brand from the competition,”
says Christopher W.

turf in the imported luxury sport-utility
vehicle market. Since introducing the
popular Discovery model in 1994, Land
Rover has seen U.S. sales soar 78% so
far this year on sales of 13,384 vehicles.
That makes Land Rover America’s top
choice in its category, but its domi-
nance is about to come under attack.
Over the next two years, Acura, Lex-
us, Infiniti, Mercedes, and Lincoln are
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and a mail-order cata-
log. The fashion business can be a
stretch for a carmaker. Like plenty of
other apparel makers before it, Rover
tripped up early on the matter of hem-
lines. One Land Rover denim skirt was
so long, women had a hard time climb-
ing into their trucks. Still, Hughes re-
mains upbeat. “Gear can be a devel-

Turn your
excess inventory
into a tax break
and help send needy
kids to college.

Call for your
free guide
to learn how donating your
slow moving inventory
can mean a generous
TAX WRITE OFF
for your company.

Call (708) 690-0010
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P.O. Box 3021, Glen Ellyn, IL 60138
Fax (708) 690-0565

“I'm a vice president because I sold 22,000 gizmos
this year, How’d you become a v.p.?"

Excess inventory today...student opportunity tomorrow

*I made a great deal on the 200,000
gizmos you didn’t sell last year.’
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oped into a meaningful source of |
revenue,” he says. “Harley didn't make |
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A POWERFUL DRAMA FOR ALCOHOL AND DRUG ABUSE PREVENTION

Millions of teens use alcohol and drugs each year.
Halfway There helps to change young people’s perception
about illegal alcohol and drug use.

Over 700,000 young people have experienced live
performances of Halfway There in schools across the
country and internationally.

For information about helping to make a difference by

sponsoring Halfway There in your community contact:
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NATIONAL THEATRE FOR YOUNG AUDIENCES
19 Clinton Avenue, Monticello, NY 12701 (914) 794-1666

This advertisement is a contribution to the national drug abuse prevention effort.
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money on the first T-shirt they sold.”

But Long Island Harley- Davidson
dealer Martin Altholtz doubts Land
Rover will ever affix its plain oval logo
to as many items as the famed Harley
wings, which now grace $180 beer
steins, $50 fuel-tank cookie jars, and
$285 ceramic motoreycle figurines, all
of which can be displayed in a $3,200 |
Harley curio cabinet. “Are people going
to tattoo ‘Land Rover’ on their bodies?”
wonders Altholtz. “I don't think so.”

Of course, plenty of people still come

to dealerships in search of a deal. When
Robert Daino shopped at the $3.8 mil-
lion Massapequa store recently, he was
not interested in ambience or picking
up a polo shirt. He wanted a bargain.
“I'm going to talk to some leasing
firms,” he said, as he left the Centre.
“By going through fleet buyers, I saved
over $100 a month on the lease for my
BMW 525.”
HAGGLING ROOM. Land Rover consid-
ered adopting Saturn’s one-price policy
when it was coming up with the Cen-
tre concept in 1990. But the no-haggle
approach wouldn't fly with dealers, who
say they need room to negotiate—
above and below sticker—when dealing
in hot-selling $40,000 sport-utility vehi-
cles. “There are clear-cut advantages
to the customer when they are all get-
ting the same price,” says Hughes.
“But how do you administer something
like that in a market based on supply
and demand?”

Hughes has managed to convince
only about a quarter of his U.S. deal-
ers to build Centres. Rover officials
hope that will grow to half next year.
The Lazarus brothers recently opened
the country’s largest Land Rover Cen-
tre in a converted Chevrolet dealer-
ship in Glen Head, N.Y., and they own |
another one in the tony resort of
Southampton. But the company can'’t
force independent franchisees to con-
struct the costly stores. “As a market-
ing ploy, this is very clever,” says Ted
Orme of the National Automobile Deal-
ers Assn. “But sport-utility vehicles
are selling without any problem or ex
tra expenses.”

Roger Gordon enjoved his time a
the Land Rover Centre so much that :
week later he was back, picking up
Land Rover money clip, key fob, ar .]
tire cover. “If they came out with Land
Rover luggage, Id buy it right now,” he

gushes. For auto dealers like Land Rov-

er, the key to keeping customers com ing

back could have as much to do with
hemlines as horsepower.

By Keith Naughton

in Massapequa, N. Y,




