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Using Galbraithõs Information Wheel  for 

Auto Dealer  Promotions  

 
Information continues to alter feelings and perceptions and drive purchase decisions. In a world with 
increasing product choices and increasingly complex products, meeting the information needs of 
shoppers is more important than ever. Shoppers do not think of information in terms of the media that 
deliver it (internet, TV, newspaper, etc.), and marketers can no longer afford to do so either.  Whether 
the delivery mechanism is an advertisement, social media, or people talking to one another, the art and 
science of persuasion starts with the message not the messenger. 
 
DŀƭōǊŀƛǘƘΩǎ Information Wheel provides a framework for thinking first about what kinds of information 
marketers want to push at shoppers and what types of information shoppers want to pull from the 
market place. Marketers can later consider the best content and media mix necessary to maximize 
ready-to-buy traffic to the store. 
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Dealers and manufacturers spend a great deal of money pushing information at shoppers, represented 
by the outer (blue) portion of the wheel. Shoppers are becoming increasingly expert at fending off these 
push messages. They avoid TV commercials with things like TIVO, HBO, and movies on demand. They 
avoid radio commercials with iPods, CDs, and a dozen other stations preset in their vehicle. Nonetheless, 
there is still some information that is worth pushing at the shopper, and some information will be 
pushed from family, friends, and news sources regardless of dealer participation. 
 
Shoppers have always pulled information out of the market place when they decide they are ready to 
shop. The kind of information that is pulled out of the marketplace by the shopper is shown in yellow. 
Much of it comes from the store, is provided by the manufacturer on behalf of its stores, or is about the 
stores and/or the products they stock. Prior to the internet, shoppers were primarily limited to people 
they knew or print publications (newspaper classified ads, yellow pages, consumer reports) for the 
information they pulled. 
 
The internet has dramatically altered pull information in several ways. 

¶ Access ς Over 90% of auto shoppers have the tools and knowledge necessary to search for 
information online. Access to the internet has expanded from work and home to the ever-
present mobile phone, making access to shopping information nearly ubiquitous across time 
and place. 

¶ Timeliness ς Linking shoppers to database driven tools rather than static displays provides more 
current information on products, prices, and store information.  

¶ Quantity ς It is inexpensive to provide detailed information online. Information in print has 
always been limited because of its expense. 

¶ Variety ς Because creating and storing information online is so inexpensive and easy, more 
sources have developed and are continuing to be developed. 

¶ Search ς finding relevant information has never been faster or easier. Virtually everyone who 
uses the internet comfortably uses one or more search tools. 

 
Naturally, shoppers are responding with a greater emphasis on pulling information. Arguably, 
mechanisms to avoid information pushed at them, like TIVO and iPods, might not be as popular were it 
not for the internet. Paying attention to interruption advertising becomes less important when one can 
easily search for and retrieve relevant information at any time.  
 
The nature of push information must be more carefully thought through today. Marketers must decide 
whether the objective of their push information is to drive the shopper to the store or drive the shopper 
to pull additional information. In some cases, it may be possible to meet both objectives. General 
Motors began experimenting four or five years ago with advertisements encouraging shoppers to seek 
information from third-party sites. This not only guided shoppers toward a rich bank of information that 
GM was well represented in, it pushed the idea that GM was confident that their vehicles could stand up 
to competitors. Perceptions were modified even for those shoppers not following the guidance. Given 
GMs competitive state, this may have been far more valuable than simply asking shopper to go to a GM 
site for the same information. The same sort of strategy can be applied at the dealership level. 
 
What Is the Objective? 
The marketer must start by determining what the objective of the information is. What actions are we 
trying to stimulate or change with the information? What perceptions are we trying to change? How will 
meeting the objective ultimately profit the firm? 
 
Maximizing the amount of ready-to-buy traffic to the store is primarily a function of sufficiently 
enhancing vehicle preference and/or dealership preference in the minds of as many shoppers as 
possible. Knowing that not all shoppers have the same information nor the same information needs at a 
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given point in time is a clear call for segmentation of the market, primarily along the lines of vehicle 
preference and dealership preference. One form of segmentation is geography. 
 
As more and more shoppers expand their shopping radius, stores are finding they have new 
opportunities with new shoppers. However, these new shoppers need a real incentive to travel the extra 
ŘƛǎǘŀƴŎŜ ǘƻ Ǿƛǎƛǘ ǘƘŜ ǎǘƻǊŜΣ ŀƴŘ ǘƘŜȅ ŘƻƴΩt know the store as well as shoppers from the neighboring 
community know itΦ 9ȄǇŀƴŘƛƴƎ ŀ ǎǘƻǊŜΩǎ ƎŜƻƎǊŀǇƘƛŎ ǊŜŀŎƘ ƎŜƴŜǊŀƭƭȅ ƳŜŀƴǎ ŀ ƎǊŜŀǘŜǊ ǊŜƭƛŀƴŎŜ ƻƴ 
developing vehicle preference. {ƘƻǇǇŜǊǎ ŘƻƴΩǘ ǳǎǳŀƭƭȅ ƭƻŎŀǘŜ Řƛǎǘŀƴǘ ǎǘƻǊŜǎ ǘƘǊƻǳƎƘ ŘŜŀƭŜǊ locators; they 
do so by shopping for particular vehicles or outstanding values. They first find the vehicle, then the 
ǎǘƻǊŜΦ ¢ƻ ǊŜŀŎƘ ǘƘŜǎŜ ǎƘƻǇǇŜǊǎΣ ǎǘƻǊŜǎ Ƴǳǎǘ ŦƻŎǳǎ ƻƴ ƳŜŜǘƛƴƎ ǘƘŜ ǎƘƻǇǇŜǊΩǎ ƛƴŦƻǊƳŀǘƛƻƴ ƴŜŜŘǎ ǊŜƭŀǘƛǾŜ 
to vehicle value, specification, and condition (if used). But there is more to describing a vehicle than 
offering a laundry list of vehicle features. 
 
The three elements of persuasion are credibility, emotion, and logic, in that order of importance. The 
mŀǊƪŜǘŜǊ Ƴǳǎǘ ŎƻƴǎƛŘŜǊ ǘƘŜ ǎƘƻǇǇŜǊΩǎ ƛƴŦƻǊƳŀǘƛƻn needs along each of these three elements. 
 

 
 
{ƘƻǇǇŜǊǎ ƴŜŜŘ ǘƻ ƪƴƻǿ ǘƘŀǘ ǘƘŜ ƛƴŦƻǊƳŀǘƛƻƴ ƛǎ ŎǊŜŘƛōƭŜΦ aƻǎǘ ǇŜƻǇƭŜ ŘƻƴΩǘ ŘǊƛǾŜ рл ƳƛƭŜǎ ǘƻ ǎŜŜ ƛŦ ŀ 
ŘŜŀƭŜǊΩǎ ŎƭŀƛƳ ƻŦ άƎǊŜŀǘ ŘŜŀƭǎ ŀƴŘ ŦǊƛŜƴŘƭȅ ǎŜǊǾƛŎŜέ ƛǎ ǘǊǳŜΦ aŀǊƪŜǘŜǊǎ Ƴǳǎǘ ŘŜǘŜǊƳƛƴŜ ǿƘŀǘ ƛƴŦƻǊƳŀǘƛƻƴ 
is necessary to build credibility in the minds of shoppers. 
 
Co-branding is readily available to most dealers. Offering AutoCheck or CARFAX is a way of credibly 
enhancing preference by tapping into the name of a trusted organization. Some dealers have an 
oppoǊǘǳƴƛǘȅ ǘƻ ǇŀǊǘƴŜǊ ǿƛǘƘ /ƻǎǘŎƻΣ {ŀƳΩǎ /ƭǳōΣ !!!Σ .WΩǎ ƻǊ ƻǘƘŜǊ ǊŜŦŜǊǊŀƭ ǇǊƻƎǊŀƳǎΦ ¢ƘŜǎŜ ǇǊƻƎǊŀƳǎ 
offer co-branding with a retailer or organization that people pay money to belong to. The partnership 
brings referrals, not leads, regarding shoppers whose preference for your dealership has been enhanced 
by the co-branding. These referrals need to be immediately built upon by meeting the information 
needs necessary to enhance vehicle preference and further confirm the newfound preference for the 
dealership.  
 
Emotion is as important to persuasive selling as it has always been. It takes a great deal of courage to 
ŎƻƳƳƛǘ ǘƻ ǎǇŜƴŘƛƴƎ ƴŜŀǊƭȅ ƘŀƭŦ ŀ ȅŜŀǊΩǎ ǿŀƎŜǎΦ {ƘƻǇǇŜǊǎ ƴŜŜŘ ƘŜƭǇ with that. Marketers must consider 
how they can do more to provide the information that will build both confidence and excitement for the 
next stage of the shopping process and the vehicle purchase. 
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The logical information needs of the shopper are often the easiest to meet, but shoppers know that too. 
Holding back information about price, vehicle condition, or vehicle availability in hopes of luring the 
ǎƘƻǇǇŜǊ ƛƴǘƻ ǘƘŜ ǎǘƻǊŜ ƛǎ ŀ ŦƻƻƭΩs game in an era where information is plentiful and shoppers are willing 
to travel further than ever to buy from those who do meet their information needs. 
 
Only after the marketer has considered the action desired, the preference the information needs to 
develop, and the information needed to persuasively develop that preference can we begin to think 
about the media and creative required to get the job done. 
 

 
 
How much should be invested in media to push messages to shoppers? How much should be invested to 
make sure the right information is available to shoppers when they attempt to pull information from 
print classified ads, local phone books and shopping directories, search engines, manufacturer sites, 
third-party sites, and your own website? What will be the best creative approach to delivering the 
information?  
 
hŦ ŎƻǳǊǎŜΣ ŀƭƭ ǘƘƛǎ ǇƭŀƴƴƛƴƎ ƴŜŜŘǎ ǘƻ ƭƛƴŜ ǳǇ ǿƛǘƘ ǘƘŜ ŘŜŀƭŜǊǎƘƛǇΩǎ ǇǊƛŎƛƴƎΣ ǇǊƻŘǳŎǘ ƳƛȄΣ ŀnd the store 
appearance and operations. There is an old saying among advertising agencies that nothing kills a bad 
product faster than good promotions. LŦ ǘƘŜ ǇǊƻŘǳŎǘǎΣ ǇǊƛŎŜǎΣ ƻǊ ǎǘƻǊŜ ƻǇŜǊŀǘƛƻƴǎ ŘƻƴΩǘ ŀƭƛƎƴ ǿƛǘƘ 
information delivered to shopper the dealership will not benefit from loyalty or advocacy from the 
shopper. Additionally, the shopper may submit dealer ratings and reviews that contribute negatively to 
the bank of information available to future shoppers.  
 
It should be clear in looking at the information wheel that some information is not controlled by the 
dealer. Positive reviews and co-brand partnerships must be earned. Some negative ratings and reviews 
cannot be mitigated. As we look at the information wheel and where each piece of information comes 
from, it becomes clear that the three growth categories are earned media, participatory advertising 
models like online listings, and dealer websites.   
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Store traffic from ready-to-buy shoppers is always the final objective. However, the immediate objective 
might be to attract in-market shoppers to the website, where more information needs will be met until 
they are ready to contact the store. 
 
Some information is designed to get the shopper to contact the store immediately, some is to move the 
shopper to additional information, and ǎƻƳŜ ƛǎ ǘƻ Ǉƻǎƛǘƛƻƴ ǘƘŜ ǎǘƻǊŜ ƛƴ ǘƘŜ ǎƘƻǇǇŜǊΩǎ ƭƻƴƎ-term memory. 
¢ƘŜǊŜ ŀǊŜ ƴƻ ǎƘƻǊǘŎǳǘǎΦ 5ŜŀƭŜǊǎƘƛǇǎ ǳǘƛƭƛȊƛƴƎ ŀ άōǳȅ ŀƴŘ ǘǊȅέ ƳŜǘƘƻŘ ƻŦ ŀŘǾŜǊǘƛǎƛƴƎ ƎŜƴŜǊŀƭƭȅ ŜƴŘ ǳǇ 
blaming their shortcomings on the sales team, the media, the product mix, or resorting to the ever-
popular weather and economy excuses. That is nothing to be ashamed of. Shopping habits have 
changed far more over the past ten years than the previous 100. However, continuing old habits will not 
meet the needs of a changing consumer base. 
 
 
If your store is not receiving sufficient store traffic from ready-to-buy shoppers, call RevenueGuru.com for 
a free initial consultation, 910-339-9700. 


