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STARS, STRIPES
& HONDA

The most Americanized Japanese au-
tomaker, Honda, is becoming even
more s¢. The Americanization process
has become such a high-priority pur-
suit that Honda North American Pres-
ident Koichi Amemiva laughingly
denied at a meeting with newsmen
that his boss in Tokyo, Honda Presi-
dent Nobuhiko Kawamoto, was even
considering relocation of the
company’s world headquarters to Cal-
ifornia or Hawaii.

“Kawamoto told me we won't go that
far, but maybe set up a global space
station some day,” Amemiya said with
a laugh.

Since becoming Honda's top boss in
June, 1990, Kawamoto has rapidly in-
stalled an American-like chain-of-com-
mand managerment structure in place
of the consensus-style management
philosophy implanted by the iate com-
pany founder, Soichiro Honda. Ex-
plained Kawamoto in year-end
interviews:

“I had to revitalize and reorganize
our people. The world's auto markets
are full of cars. The 1950s are going
to be very difficult,
and we have to
adapt.”

Specific upshots
of the new Honda
approach, as out-
lined by Amemiva,
include closer coor-
dination with Tokyo
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on major policy changes. The company
has been faulted by some dealers for
falling behind Japanese competition in
several product areas, such as avail-
ability of airbags and anti-lock brakes,
and in holding too rigidly to a no pro-
gram cars policy.

In addition, Acura has stumbled
sales-wise with the NSX and Vigor
models, and a growing number of
Acura dealers have grumbled about
fack of a customer rebate policy or a
consistent dealer incentive program.

“We have told our dealers driver-side
and passenger-side front-seat airbags
will be standard equipment on ali 1994
models,” said Amemiya, “but even
though other iuxury makes are ahead
of us, we will still have them before
our major volume competitors. On
pricing and rebates, we constantly
study market trends and hopefully will
remain competitive in fine with our
dealer interests.”

Amemiya is taking his cues in
Honda’s new Torrance, Calif., head-
quarters from engineer Kawamoto,
who told an American Honda confer-
ence last April, “It's taking us too
much time to make decisions, and
there are too many complex proce-
dures.”

To implement the restructuring,
Kawamoto assigned every manager a
specific function and ordered execu-
tives to spend more time with dealers,
suppliers and customers. Decisions
were made by the managers, much
like American automakers, rather than
at the top level by groups.

To Kawarnoto and Amemiya the new
look at Honda will as-
M sure better cars at
B threz-year or four-year
| intervals, a Honda
B trump suit popular
B ith 1S, dealers. And
B Amemiva is pressing
B for ve-entrv into the
U.3. minicompact
marke! as soon as pos-
sible, in view of five-
figure pricing for the

restvled '92-mode! Civic, cnce a top-
selling entry-level model at 36,000 de-
livered.

Honda, the only Japanese-headquar-
tered member of the Motor Vehicle
Manufacturers Association, is increas-
ing its training of American managers
so they can assume more duties from
Japanese delegates. The Americaniza-
tion process initiated by Kawamoto,
with Soichiro Honda's reluctant bless-
ing before his death at age 84, is sure
to accelerate.

GM’S BIG FIX
FOR CALIFORNIA:
ALL-MAKE
DEALERSHIPS

Four-make or all-make General Mo-
tors dealerships have been proposed as
a remedy for the No. 1 automaker's
sagging volume and market penetra-
tion in California.

The revolutionary idea was oftered
by corporate sales and marketing staff
tast year during GM-wide meetings
with keyv California dealers and ad
agency representatives, Focus of the
sessions, held in strict secrecy, was to
stern a GM sales sag that has reduced
GM's share of Golden State new-car
sales to the 25 percent level, compared
to 35.4 percent nationally in the first
11 months of 1991.

Under the proposal, metro-market
dealers willing to invest in additional
(M franchises would be offered the op-
portunity when GM's current sales and
service agreements come up for re-
newal in 1995—or sooner if open
points arise among other GM makes
in their territories. Smaller-market
dealers with one or two makes and
limited resources for adding other GM
makes would be empowered to provide
warranty service for GM makes they do
not sell.

As outlined by GM marketing exec-
atives to California dealers invited to
the meetings, the make consclidation

Ao 4/ wee 1




NEXT MONTH IN
MUTO /.GE

Look for these
bottom-line features
found only in your
Dealership Business
magazine:

W Keeping The Best

On showroom floors across
the country, salespeople are
fighting for their hvelihoods.
Many are abandoning retail car
sales careers they've had for
years. How can a dealer cut
deadwood, yet keep his best
people—and make them more
effective than ever?

& Spot The Thief

The cops won't investigate
internal pilfering—they just
don't have the manpower. But
there are ways you can do the
job yourself, and quickly hand
the police enough evidence to
Look the culprit.

B Have You Driven
A Toyota-Lately?

How in the world did

a Ford PR man end up
being a successful Toyota
dealer in OQhiw?
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News UPDATE

proposal is designed to give GM deal-
ers more sales and service potential,
stem detections to non-GM makes and
heighten sales-per-dealer averagdes. A
shaxeoui of single-make dealers un-
able or unwilling to commit to a long-
range concentration on their GM
products also was foreseen,

“1 couldn’t believe it when they
sounded us out on it,” said a San Jose
Chevrolet-import dealer who declined
to be identified, “and [ still don't think
they'll fly with it. But I would’t mind
adding Buick or Cadillac if those
makes continue to rebound. The trou-
ble is then I
#1 would probably
4 have to add Olds
3| and Pontiac, teco,
-+ and that might be
a bit much.”

As set forth by
the corporate
study group, Cad-
illac, Saturn and
GMC would still
be awarded selec-
tively, Saturn of-
ficials attended

the Calitornia
meetings but did not take part in the
corporate study, which included rep-
resentatives of Buick, Cadillac,
Chewrolet, GMC, Olds and Pontiac.

M now has a small number of four-
make or five-make points in several re-
mote markets, but none in
metropolitan areas. A GM spokesman
declined comment on the California
sessions, beyond saying that the No. 1
automaker “is constantly reviewing its
sales and marketing strategies.”

For the corporation, conselidation of
dealerships promises vast economies
in manpower and support for retail op-
erations. Surviving dealers carrying
more GM makes would face fewer
same-make competitors, morgover,
and enjoy the potential of higher prof-
its per sale,

Chevrolet General Manager Jim Per-
kins is reportedly a strong advocate of
the consolidation concept. Chevy lost
about 100 dealers in California in 1990

and 1991 each, despite strong Geo
brand sales, and Perkins 13 said to feel
that Chevrolet dealers would benefit in
competing against the upscale imports
in California if they could repeat the
nationwide (Geo success by addition of
upscale CM lines.

AIADA VOWS
TO FIGHT
PROTECTIONISM

The AIADA anticipates a sluggish
economy and election year politics will
inspire new protectionist legislation this
year. “We anticipate a tough fight in
congress next year over a variety of mar-
ket-limiting proposals,” says Walter
Huizenga, president of the AIADA

Proposals have already heen offered
in congress to restrict market share of
foreign nameplate vehicles, and votes
were taken on a bill to raise the tariff
on imported sport-utility vchictes.
“These proposals are a de facto tax on
the American consumer,” Huizenga
S2ys.

CURBING PROGRAM
CAR DEALERSHIPS

A “model” law governing program
car (PC) dealerships has finally been
enacted in lilinois, first state to-pass
a statute on the new phenomenon.

Although FPC-only dealerships are
not banned in [llinois, as was origi-
nally proposed, manufacturers are re-
quired to show “good cause” for their
establishment in any protest action
brought by a dealer of the same make
in the same relevant market area.

Objecting dealers may claim their
sales of factory repurchase vehicles are
sufficient for that market area. The
amendment to the state's franchise law
also outlaws any ban on establishment
of a program-car dealership by an ex-
isting licensed dealer.

In a separate clause of the amend-
Conhnued on page 7.




