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By Terry Kohl
Traditionally, automotive dealer-

ships have utilized a fairly standard
advertising approach—local news-
paper, radio and television, with
perhaps an anniversary event
thrown in, in which case balloons,
colored flags and “the blow-up,
flapping-arms-to-
get-you-to- look-
over-here charac-
ters” are employed
to further capture
the attention of
those who drive by
the dealer lot. 

Any dealership
will tell you news-
paper rates have
gone through the
roof while reader-
ship has dwindled.
Television viewer-
ship has been dilut-
ed by 500+ chan-
nels, DVD’s, pay
per views and
DVRs, and local
radio has been
challenged by
satellite radio now
available in most
new vehicles. The
bottom line is that
the advertising world as we have
come to know it is in a constant
state of flux. How does a dealership
get the most bang from their adver-
tising bucks?

Drive By to Drive In
According to Arbitron, an interna-

tional media and marketing
research firm, Americans reported
traveling an average of 304 miles
per week and much of that was to
and from their jobs. Consistent traf-
fic past a dealership would lead

one to the obvious
conclusion that a
portion of their tar-
get market is driving
by twice a day. The
question, under-
standably, is how to
get them to drive in?
The answer isn’t all
that surprising….or is
it?  It’s called Brand-
ing. 

Branding is
accomplished by
using a name, slo-
gan, logo or design
theme associated
with a product or
service. Brand
recognition is
obtained by the use
of the product or
service through the
influence of adver-
tising. A brand is a
symbolic embodi-

ment of all the information connect-
ed to the product and serves to cre-

The Bed-
Rug® bedliner,
manufactured
by Wise Indust-
ries Inc., has
been named a
G e n u i n e
Toyota Acces-
sory by Toyota
Motor Sales,
U.S.A.

"If your truck
works as hard
as the new Tundra, or plays rough
like the Tacoma, then BedRug com-
plements your lifestyle," said Ron
Wise, president, Wise Industries Inc.
"It stands up to everything from con-
crete blocks to ATVs. Nothing can
hurt it, including bleach, battery
acid and oil. No other bedliner
gives you the same combination of
looks, comfort and durability."

BedRug is available for all current
production model Tacoma and
Tundra trucks. New truck buyers
can specify the BedRug as optional
equipment at the time of their pur-
chase. Current Tacoma and
Tundra owners can visit an author-

ized Toyota
dealership or
browse the
T o y o t a
Accessories Web
site at www.toy-
ota.com/vehi-
c l e s / a c c e s -
sories.html to
order their own
next-generation
bedliner.

BedRug is a
custom formed liner comprised of a
bottom layer of polypropylene
foam bonded to a top layer of
polypropylene fiber that looks and
feels like plush carpet. BedRug will
not absorb water and will not
scratch the original bed, which
keeps it looking like new - a bonus
when it's time to sell or trade-in your
truck. As well, the liner's slip- and
skid-resistant surface helps keep
cargo in place in transit.

BedRug is located at 635 Old
Hickory Blvd., Old Hickory, TN 37138.
Contact the company for more
information at 800.462.8435 or visit
www.bedrug.com.

Bedrug Bedliner Named
Genuine Toyota Accessory
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MobilePro Invoice is a powerful,
reliable, and smart
solution built to
speed up and
organize any mobile
technician’s paper-
work load.
MobilePro Invoice
allows you to easily
manage lot invento-
ry and customer
data, create invoic-
es, print, and get
signed payment
approval from any
Windows Mobile 5.0 or 6.0 device.
You can also import all of your data
instantly into your Quickbooks file
and for backup.  This saves valuable
hours of data entry that you can
now spend with family, friends or
doing more productive tasks.
MobilePro Invoice software is sub-
scription-based product available

now.
M o b i l e P r o

Website solutions
include design,
development, and
hosting.  MobilePro
Websites are
extremely afford-
able and user
friendly.  Starting
with a simple idea
and transforming it
into revenue pro-
ducing, image
building tool is our

top priority when working with our
customers. Our services make
hours of coding new pages and
uploading images to ftp servers a
thing of the past. Every website
includes web-based tools that give
you the power to control the con-

MobilePro Invoice Software &
Websites Introduced
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OnSight Solutions — Driving
Home The Message One

Dealership At A Time

L to R: John Wingle, Founder; Partners Tom Butz, Tim Lindsay and George Roberts



ate associations and expectations
around it. In this case branding
would mean that when you think of
purchasing a new car you immedi-
ately think of a particular dealership. 

OnSight Solutions, (OSS) a com-
pany based out of Albany, New
York, has taken the idea of visual
merchandising—which can be
found in every other retail environ-
ment on the planet—and is apply-
ing it to the automotive dealership

arena. 
Visual merchandising has proven

to be an effective means of adver-
tising and promotion and is a key
component of an integrated mar-
keting plan. Proper visual merchan-
dising supports the image of the
product or service and consequent-
ly, improves sales.

OSS has formulated a plan that
provides expert solutions custom tai-
lored to the individual dealership,
the dealerships customers, promo-

tions, and the individual vehicles
sold. 

The Plan
John Wingle, founder of OSS,

came up with the idea during the
2002 Super Bowl. Invited to a gath-
ering to watch what would be a win
for the Patriots over the Rams, was
Wingle, his brother, Nick, who man-
aged a local dealership in Albany,
and the owner of that dealership,
Tom DeNooyer.

A conversation on how to
i m p r o v e
DeNooyer’s busi-
ness came up
during the game.
How could
DeNooyer Auto
achieve a more
professional look,
capture more of
the Albany mar-
ket, get the cus-
tomer onto the
lot and improve
the buying
process once
they were there. 

During the next
few days, a light
went on for
Wingle as he
continued to
brainstorm ideas
that would
improve the buy-
ing process for
D e N o o y e r .
Despite personal
c h a l l e n g e s ,
Wingle saw into
the future—and

what he saw in his crystal ball was a
virtually untapped market in the
automotive sales industry.

Wingle had a talent for graphic
design and in previous years had
experienced a widely varied busi-
ness background and significant
sales know how. He also had a thor-
ough knowledge of the automotive
sales industry and a strong entrepre-
neurial spirit. Add hungry to that mix, 
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EXTERIOR ACCESSORIES
• Bug Deflectors/Hood Shields
• Chrome Accents. Emblems, Trim
• Fender Flares
• Grille Guards/Brush

GUARDS/PUSH BARS
• Grilles
• Scoops & Vents. Hood/Side
• Mudflaps
• Nerf Bars/Tube Steps
• Running Boards/Steps
• Truck-Sliding Rear Window, M/E
• Wind Deflectors - side window
• Wings/Spoilers

SUNROOFS
• Accessories
• Console Modification Kits
• Folding
• Panoramic
• Pop Up
• Replacement Parts
• Specialty (Twin, VW, Van, Etc.)
• Tilt & Slide (a.k.a. Spoiler)
• Top Mounted Sliding
• Wind Deflectors

INSTALLATION 
COMPONENTS/MATERIALS

• Tools-Hand
• Tools Pneumatic
• Tools-Power

INTERIOR ACCESSORIES
• Seat-Heaters/Massage

CARRIERS & RACKS
• Cargo Carriers (Boxes, Bags, 

Baskets)
• Roof Racks-Removable
• Racks-Roof, Deck, Accessory 

Carriers
TRUCK BED ACCESSORIES

• Bed Rails
• Tonneau Covers-Soft
• Truck-Bed Expanders

FOR ALL INQUIRIES:
Info@donmar.com
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offers a new and improved process 
for learning the art of
Paintless Dent Repair. 

This method can literally cut the learning curve for most
students by half in comparison with most other training
methods. This is done by combining special exercises,
metal working theory, and practice into a very focused
yet flexible training program. In addition the proven
methods of Dr. Paul Dennison's Brain Gym are employed
to further accelerate the learning process (see
www.braingym.org for more information). As a result
most of the standard exercises and tiresome methods for
learning PDR are no longer needed with the TopGun
method of PDR training. Our maximum class size is two
students at a time, and is usually one on one.

Top Gun PDR Training™ is located in Cameron Park
California. 20 miles east of Sacramento. 

Please visit our website at 
www.topgunpdrtraining.com

and the result was a one-man com-
pany, with a hefty business plan,
which he worked alone for the next
two years—and quite successfully. 

In the spring of 2004, Wingle met
Tim Lindsay on a dealership lot in
Albany, New York. Coincidentally,
the two had worked together in
years past. This chance meeting
resulted in a newly formed business
partnership at an Albany diner 2
days later when Lindsay came on
board.

By late summer of 2004, business
was even better than projected.
The two partners began to further
develop the philosophy and
methodology behind the business
and began seeking out additional
partners in contemplation of expan-
sion and the implementation of a
national franchise operation.

In the fall of that year, George
Roberts and Tom Butz signed on as
investors and partners. Butz began
expanding the business plan into
the Charlotte, North Carolina metro
markets and over the next two years
succeeded in bringing even more
realization of a winning idea to the
table. 

Workin’ It
Having sold their first franchise in

May of 2006, the company now has
14 nationwide owners of OSS fran-
chises. Market penetration has
been achieved in fifteen states, and
auto dealerships are at 1,000 plus.

Carcannon recently cited City
Chevrolet, one of the Charlotte, NC
dealerships serviced by OSS fran-

chise owners Chris Arant and
Tommy Butz, son of partner, Tom
Butz, for a Best Practice rating.
Carcannon is a nationally recog-
nized innovator of automobile
inspection and consultation servic-
es. Their Best Practice Award is given
when the dealer shows what prac-
tices are utilized to keep customers
coming back. 

Jerry Ferrell, VP and General
Manager for City Chevrolet in
Charlotte, NC, has nothing but
praise for OSS. “OnSight Solutions
has given our dealership the oppor-
tunity to think ‘outside the box’ ver-
sus traditional advertising and mar-
keting mediums. We have
increased sales in the new, certified
pre-owned and commercial vehicle
areas by merchandising our Chevy
products and bringing visual recog-
nition to our dealership location.”

“OSS is committed to partnering
with Franchisees to provide auto-
motive dealers with the most inno-
vative and proven visual merchan-
dising service available,” Wingle
states emphatically.  “OSS is pas-
sionate about promoting and fur-
ther developing the dealer’s brand,
enhancing the dealer’s image, and
strategically marketing the dealer to
the consumer. We consider our-
selves stewards and take the
responsibility of creating success for
our franchise owners and auto deal-
ers very seriously.” 

For more information about
OnSight Solutions, call 888-678-1548
or visit  www.eonsight.com

Terry Kohl is President of Media

Management Marketing, a full serv-
ice PR firm serving the automotive
aftermarket. She is a well-respected
automotive journalist, author and
marketing coach. Kohl often writes

columns for automotive trade publi-
cations as well as spearheads a
monthly mentoring column for SEMA
News. 

Fitzgerald’s Restoration Products,
Inc. is celebrating their 30th year of
providing professional automotive
interior restoration products and
training. In an economy that has
many thinking of downsizing,
Fitzgerald’s is moving to a much
larger location. The new facility
more than doubles their warehous-
ing facilities in a state of the art
building that includes specially engi-
neered 12 & 15 foot tall shelving, 2
check-out counters and 2 roll up
doors.

How are they doing it? Dean
Fitzgerald decided to take his com-
pany motto- “Fast Friendly Service” -
to the next level. With a year that
has had its ups and downs econom-

ically, Dean knew that he had to
focus on service. He brought in
Wyndie, a new sales representative,
and has his entire staff focusing on
three aspects of customer service:

Value, Contact and Follow
through. Value is about more than
pricing. It’s about knowing that the
company you’re ordering from
cares whether or not their product is
going to work and make money for
the customer. Fitzgerald’s knows
that it’s not just their products that
the customer is buying. It’s the repu-
tation for excellence that Dean has
built since 1978.

Fitzgerald’s knows the value of
having constant contact with their
customers to make sure that the
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Court Dismisses Federal Fuel
Economy Standards

The 9th Circuit U.S. Court of
Appeals dismissed the U.S. govern-
ment’s new federal fuel economy
standards for many sport-utility vehi-
cles, minivans and pickup trucks in a
ruling Nov. 15. The Court noted that
the standards, which would go into
effect next year, did not properly
assess the risk to the environment
and failed to address heavier SUVs
and trucks, along with other defi-
ciencies.

This ruling followed a lawsuit filed
by 10 states, New York City, the
District of Columbia and a variety of
environmental groups, that argued
federal regulators failed to note the
effects of carbon dioxide emissions
when calculating fuel economy
standards for light trucks. The suit
was filed last year and sought to
force the National Highway Traffic

COURT continued from page 38


