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RETAIL GRAND OPENING
HELPING A CAR DEALER DRIVE SALES

 

SITUATION Objectives

An independent Dodge dealer, formerly of Tucson, • Announce the opening and location

Arizona, was opening a new Dodge dealership in 
• Enhance visibility

Scottsdale, Arizona. Competition in the Phoenix Metro 
area for automotive dealerships is intense. Eight existing • Communicate a unique market position
dealers in the Phoenix metroplex also sold Dodge 
vehicles. STRATEGY/TACTICS

Since consumer vehicles can be seen as a commodity GOALS/OBJECTIVES
item, with few differentiating qualities between a Dodge 

Goals bought at one dealership and a Dodge bought at 

• Establish a competitive position/distinction to another dealership, it was critical to establish a distinct, 

motivate consumers to choose this dealer for meaningful market position for the dealer. Service was 

Dodge vehicles determined to be the most effective point of distinction. 
Two campaigns were developed to communicate the 

• Generate traffic into the dealership which will service message during the Grand Opening period. 
translate into immediate sales The campaign chosen to run (“The Good Word is 

Spreading”) featured a :60 radio spot, a :30 television 
spot, newspaper ads and direct mail cards. The 
campaign promoted the weekend Grand Opening event 
and the dealership’s service capabilities. It was also 
designed to run for the first 12 months the dealership 
was open.
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FABCOM IS A FULL-SERVICE STRATEGIC MARKETING, PR, AND ADVERTISING FIRM

The dealership was open for six weeks prior to the “The Good Word is Spreading.” Of these, 27% of the 
Grand Opening event. The Grand Opening took place dealer’s customers and 5% of competitors’ customers 
during the middle of the month of August which is were able to associate the slogan with the dealership. 
traditionally slow in the car business due to family The client continued to utilize FabCom after the Grand 
vacations. Nonetheless, sales for August (129 vehicles) Opening, we worked with the dealership for a decade 
exceeded sales for the previous month by 92.5%. When until the owner’s daughter graduated from business 
surveyed by phone several months after the promotion, school and we trained her to take the function in-house.
41% of the grand opening customers and 15% of 
competitors’ customers were able to recall the slogan, 

*Amortized for media billings as calculated in the Phoenix Business Journal Book of Lists.
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Principal: Brian Fabiano 
Number of Employees: 25 
Local Area Billings: $30.7 Million*

Location 
7819 East Greenway Road 
Suite 5 
Scottsdale, AZ 85260

Contact 
phone (480) 922-1122 
fax (480) 922-0606 
www.fabcomlive.com

Results
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