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W 
know that a lot of folks in 

he truck accessory and 

estyling business are wor

ying about the economy. 

Rather than discussing the possible causes 

and cures, we feel it's better to focus on some 

positive ways to improve your sales. To that 

end, our editorial staff has spent the last 

several months reviewing and analyzing a 

number of customized and personalized 

project trucks and more importantly, their 

presentation and promotion. After all, at the 

end of the day, if your show truck doesn't help 

to bring in new business, what's the point? 

Building a vehicle as the foundation of an 

accessory promotion is certainly a proven 

approach, but it needs to be orchestrated with 

a winning strategy designed to enhance a 

company's sales and installation operations. 

Without a well tl1ought-out program, a promo 

pickup could end up being nothing more than 

a big, expensive ego-trip gathering dust in the 

corner of your shop. It's far better to use it as 

an effective marketing tool to grow your 

company. That takes planning, and that's Mr. 

Norm's expertise. 

As a result of our in-depth research, and in 

the interest of providing a solid example of 

effective marketing that truck restylers can 

benefit from, we feel it's right and proper to 

inaugurate the new award for "Best Project 

Truck Marketing Plan." Co-sponsored by 

Keystone Automotive Operations and 

Trucking Times. 
This trophy is more than a shiny addition 

to somebody's mantle. It's actually presented 

solely to highlight effective promotional 

strategies that can empower companies in the 

vehicle personalization business. Keystone 

and Trucking Times both recognize that our 

industry can do more, and that recognizing 

excellence is a great way to help us all. 

We'll dispense with the drum roll and 

envelope opening, and cut right to the chase: 
the winner is the Mr. Norm's Dodge Ram 

Super Truck (see cover and Back Page feature 
for details), developed and marketed by 

Performance West Media Group. This unique 

firm is neither a manufacturer nor a seller of 

accessory parts. Instead, it creates promo

tional vehicles (both literally and figuratively) 
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for OEs and other corporate clients by integrating 

a number of aftermarket components into a show

piece to be seen at automotive shows and events 

nationwide, and in a wide range of print publica

tions and Web sites. 

This firm's extensive range of image vehicles 

is well known not only to Trucking Times readers, 

but also the enthusiast media and the aftermarket 

in general. That's because this company, largely 

through the efforts of president and founder Larry 

Weiner, has achieved an impressive record of 

awards, magazine covers, and features. Mr. 

Weiner has achieved many other marketing mile-

stones. To wit, over the last five years, image 

vehicles from Performance West have appeared 

on more than 60, yes, that's right- 60 - maga

zine covers. Not only that, Performance West 

vehicles have appeared on the cover of SEMA 
News' pivotal show issue five years in a row. 

No other truck builder or vehicle personaliza

tion company has even come close to this level 

of exposure. Of course, media coverage isn't the 

only measure of marketing success, but one 

thing's for sure: if you don't get the vehicle you 

built featured in magazines and on the Internet, 

you've got a real challenge in creating consumer 

awareness. Put another way, when you build a 

better "mousetrap," if your potential customers 

don't know about it, how can they beat a path to 

your door? 

No one big secret accounts for Performance 

West's record of success. Yes, there has been a Jot 

of hard work, but there are a few tricks to it, too, 

especially in a down economy. Fortunately, Mr. 

Weiner was willing to share some of them in an 

exclusive interview with Trucking Times. First, 

though, to set the stage, let's provide some histor

ical perspective on the value of good promotion, 

especially in the current financial clin1ate. 
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As a more extreme case in point, consider how 

two big rivals handled the Great Depression. Back 

in the 1920s, the two leading breakfast cereal 

companies, Kellogg's and Post, were head-to-head 

competitors. When the economy slumped, Post 

decided to cut back on product marketing, while 

Kellogg's kept up with promotions. When the 

Depression ended, Kellogg's emerged as the 

dominant player, a position it still holds today. 

While accessorizing or restyling trucks is not 

the same as breakfast cereal, business is business. 

And the basic point is that smart companies don't 

just randomly cut expenses during a recession, 

they eliminate waste and focus on getting smarter 

with their marketing strategy. 

Strategic thinking is the cornerstone for each 

and every Perforn1ance West image vehicle pro

gram. Before a single toolbox is opened or the 

pickup rolls off the assembly line, Mr. Weiner 

takes a very clinical, analytical look at its poten-
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tial market. "We build a business case, a 

cohesive strategy," he relates. This all-busi

ness approach is essential to the success. "You 

can't just throw stuff on a truck and expect it 

to be a hit," he points out. "It all comes down 

to that line from the Indiana Jones movie: 

'Choose wisely."' 

For instance, in the case of the Mr. Norm's 

Hemi Ram Super Truck, Mr. Weiner drew 

from the rich muscle-car legacy of Mr. Norm. · 

Recall that long before performance pickups 

came on the scene, muscle cars ruled the 

streets. And muscle car enthusiasts fondly 

remember the heyday of Mr. Nonn and his 

dealership, Grand Spaulding Dodge, in the 

heart of Chicago. Back in the sizzlin' sixties, 

it was the Mecca for high-performance 

Mopar fans. Epitomizing its spirit and voice 

was Norm Kraus. Dubbed the "King of Hi 
Performance," Mr. Norm revolutionized how 

performance cars were sold, and created 

innovative vehicles such as the prototype 3 83 

Dart GTS and the famed M-Code 440 Dart, 

both of which were later put into production 

by Chrysler. 

Mr. Norm is still involved with muscle 

machines, but this time it's with a street truck. 

Mr. Weiner is happy to give credit where 

credit is due. He explained, "We worked 

directly with Mr. Norm, consulting with him 

in much of the decision-making process to 

ensure that the vehicle really bad 'his finger

prints' on it. N onn told us he always liked the 

look of the 1970 Dodge SuperBee 'C' body

side graphic. The shape of the Dodge Ram 

lent itself to the adaptation of the graphic very 

well, so it's on there. Norm very much fa

vored the use of a bright color to reinforce 

the vintage muscle car theme, especially since 

Dodge used the "Hi Impact" colors to great 

effect in the late l 960s and early 1970s. At his 

suggestion, the modern version of Hemi 

Orange was created by Sherwin- Williams 

Automotive Finishes. Remember, Mr. Norm 

was a very successful Dodge dealer during 

the muscle car era, and he understands the 

value of bright, colorful vehicles when it 

comes to selling vehicles. Norm was adamant 

that the price point of the base package be 

affordable, and consistent with the price of 

base vehicle, while using only Mopar or 

OEM-grade accessories to ensure quality fit 

and finish." 

So Norm Kraus helped create an extraordi

nary muscle truck-just as you would expect 

from the King. These "legacy features" were 

not simply slapped on a pickup. Mr. Weiner 

emphasizes that while an interesting mix of 

accessory parts is beneficial, parts m~be 

chosen that lend an integrated feel t6avoid a 

"pasted on" appearance. 

"We spend a great deal of time working on 

design themes, and creating concept render

ings," he admits. This artistic phase is not 

inexpensive, but this financial investment is 

essential to actualizing the idea. And al

though a certain amount of instinctive and 

creative vision comes into play when devel

oping a design theme, first and foremost the 

numbers have to pencil out, both in produc

tion volume and product demand, along with 

customer demographics. 

"Each vehicle accessory program must 

have a specific legitimate target audience," 

Mr. Weiner observes. "And since we 're 

working a year or more in advance, it takes a 

bit of crystal-ball gazing, but it's backed by 

empirical data - hard sales figures from the 

preceding years," he explains. "In the light

truck market segment, we like to see a min

imum range of200,000 to 350,000 units sold. 

We figure that ifwe can capture one-half to 

one percent of a 450,000 production run, 

that's as much as 4500 units worth of sales." 

As one example of a Performance West 

image vehicle that led to a mass-market 

success story, recall the Dodge Ran1 Rumble 

Bee, which far exceeded all sales expecta

tions. Using Performance West's show truck 

as a starting point, Dodge built a special

edition version for dealers, and ended up 

selling fourfold more than originally planned. 

In addition, Dodge dealers enjoyed having a 

Rumble Bee on the sales lot, because the 

pickup's eye-catching graphics stimulated 

store traffic in general. 

Of course, not all design concepts are a 

home-run, but solid base hits can make a 

huge impact on your business over time. They 

can also serve as a portfolio of work to pro

mote your business to new clients, both retail 
and in the trade. 

In developing image vehicles, Mr. 

Weiner doesn't always embrace conven

tional marketing wisdom. "I'm not a big 

believer in focus groups," he admits. "GM 

designers such as Harley Earl and Bill 

Mitchell didn't use them. They trusted their 

gut and instinct. Focus groups are like that 

old saying about a camel being a horse 

designed by a committee." 

On the other hand, Mr. Weiner doesn't try 

to reinvent the wheel by using a lot of custom

fabricated components. The parts should be both 

readily available and relevant to the theme. If they 

come from the OE, so much the better. "On the 

hood of the Mr. Norm Ram," he notes, "we used 

the Mopar Accessory steel hood for the SRT-10. 

That way, we know it'll have a factory fit and 

warranty, it's crash tested, and looks great." In 

other cases, it might be as simple as relocating a 

factory emblem to a different location, such as 

Dodge logo put on the side of the hood for the 

Police Chief Ram created for the Mayor of 

Truckville program. 

Mixing and matching components in a new 

and innovative fashion is the essence of a good 

marketing campaign. To illustrate, just walk 

through the produce department in your grocery 

store. Some of the most successful new products 

in grocery stores are those pre-packaged salads 

with the imaginative labels such as "Mediter-

For more information enter 116 at truckingtimes.com or on the mail-in card 
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Norm Kraus was dubbed the "King of Hi 
Performance" back in the sizz/in' sixties 
when his dealership, Grand Spaulding 
Dodge, became the Mecca for high-per
formance Mopar fans. 

ranean" or "Country Italian." What a simple 

and clever way to promote a commonplace item 

- after all, heads oflettuce have always been in 

the produce department, but today people are 

demanding more convenience and sense of 

style, even if it costs a bit extra. 

Speaking of cost, pricing is a separate but 

related issue to marketing. "We like to see a 

consumer price pointthat's only IO to 20 per

cent of the chassis sales price," Mr. Weiner 

advises. "The last thing I want to do is create a 

$40,000 package on a $25,000 platform." 

The Mr. Norm Ram, for instance, costs 

$6,750, delivery included, leaving plenty of 

room for dealer markup and ease of sell

through. "At the end of the day, it's all about 

sales. No sales, no success," he adds. 

That doesn't mean, though, that you should 

try to do a promotional truck program on the 

cheap. "Avoid a 'commodity' strategy," he 

advises. "An image vehicle must have a special 

'edge,' and be unique. Ifa cheap price point is 

the strategy, you probably will fail - someone 

will always be cheaper. Original thinking in a 

package is important." 

Although creative vision and clinical 

analysis are essential to the success of the 

program, once the truck is completed and 

rolling, your marketing work should also be 

completed. You should have made contacts 

with appropriate media to let them know what's 

corning and when. After that, the show phase of 

your marketing work can begin. A comprehen

sive marketing campaign has to be well 

planned and delivered in order to maximize the 

inherent value of the project. Too often we've 

seen talented and passionate truck restylers 

create a beautiful vehicle, but it fails to gen

erate the desired exposure and consumer 

awareness due to a lack of self-promotion. It's 

akin to getting the 99-yard line of a football 

field, and fumbling the ball. Good marketing 

gets you into the end zone. 

Mr. Weiner advises including the following 

key elements in a promotional program: 

• Consumer, enthusiast, and business-to

business print media exposure 

• Extensive consumer and enthusiast show 

and event schedule 

• Extensive Internet exposure plan, including 

cross marketing 

Getting exposure in the print media often 

requires a mailing campaign that includes a 

professional-quality print photo and product 

release along with a CD of the photo and the 

release. "I don't believe in just sending e-mail 

press releases," he notes, "unless the editor 

requests them, or it's an Internet-based outlet. 

An envelope demands to be opened, like a 

present from a friend. A good photo is 

absolutely necessary to get the editor's attention. 

It's too easy to delete an e-mail or file a photo 

CD and forget about it. A quality photo is far 

more alluring and eye-catching." 

Performance West is also known for the 

colorful writing style and type selection ofits 

new releases ( so much so that one editor 

quipped about removing the italics and boldface 

keys from Mr. Weiner's keyboard!). While 

somewhat amusing, this sarcastic swipe does 

show that his releases were getting noticed, and 

that's half the battle. 

Working in concert with the aftermarket 

companies involved in the project can also 

facilitate publicity. Promotions should be a win-

----win for all parties involved. 

As for the show circuit, Mr. Weiner estimates 

that his vehicles appear in as many as 100 events 

per year. In many cases the vehicles are person

ally prepped and delivered by him and his hard

working wife and business partner Debbie 

Weiner, who also handles office management 

and often-daunting vehicle logistics. (Having a 

good woman at your side is not necessarily a 

marketing tip, but can surely make a huge differ

ence in your success in life.) 

Once a vehicle gets featured in a maga

zine, either through company press releases 

and subsequent photo shoots, or from expo

sure at automotive shows, even more follow

up is recommended. 

"Like the weather, editorial coverage comes 

and goes," Mr. Weiner points out. "You can't just 

sit back and hope it generates sales. You need to 

leverage that coverage by posting a digital ver

sion of the article on your Web site, by making 

reprints to display at shows and on the coun

tertop of your shop. Keeping your products in 

front of customers is critical to your success." 

And every editorial mention or show exhibit, 

no matter how small, should be preserved in a 

portfolio. "We have binders chock full of articles 

and photos that we use to promote our services 

to prospective clients," he says. "It highlights the 

proven track record of Performance West in a 

dynamic, visual manner." 

Summing up his marketing approach, Mr. 

Weiner draws an analogy to a military general. 

"You can't use just a few tactics -you have to 

have an overall battle plan," he concludes. "A 

good general uses all of his troops and assets. If 
you leave out any single aspect, you might be 

setting yourself up for failure. Winning requires 

bringing all your promotional tools together 

into a coordinated strategy with one simple 

goal: raising consumer awareness of your 

project vehicle." 

Keystone Automotive Operations and 

Tn,cking Times are proud to recognize Larry 

Weiner, his wife Debbie, and Performance West 

Media Group for the professional marketing that 

went into creating something much more valu

able than truck #922 at the SEMA Show. 

For more information visit www.perfor

mancewestgroup.com liWi 
' 
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• Custom-patterned to fit most popular 
brands and styles of Work Truck seats. 

• Easy-to-install protection from 
everyday abuse and wear-and-tear. 

• Heavy-duty polycotton drill weave fabric 
"breathes" for all-day driving comfort. 

• DWR stain resistant finish helps keep 
them clean looking longer. 

•Washer/ dryer safe for easy care -
whenever they're dirty just slip 
them off and into the washer. 

• Special design makes installation 
easy-on/ easy-off .... no tools required! 

• All stress seams are overlapped and 
double stitched, just like seams on a 
good pair of jeans. 

• Most bucket seat backs include a 
handy built-in pocket. 

• Armrest covers included if option is 
available on seat style. l""I,,._ 

(COVERCR1s#t 
Quality Softgoods Since 1965 

Call 1-800-4-COVERS (42s.a311J 

or email sales@worktruckseatsavers.c 
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orktruckseatsavers.com 

For more information enter 118 at truckingtimes.com or on the mail-in card 
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AGRI-COVER, INC. 

OUR PRODUCTS - YOUR SOLUTIONS™ 
CALL TODAY TO BECOME A GOLD STAR DEALER \i 

'! 
• FREE Periodic CASH Spiffsl 
• FREE Marketing Material! 
• FREE Placement on Dealer Locator! 
• FREE Dealer Promotions & Advertising! 
• Exclusive Leads Sent Directly to You! 

i 

(866)465-4239 AG RI COVER.COM 
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