HOW TO MAKE A $S MILLION IN YOUR BACKYARD
INTRODUCING THE

g\é‘ | T HOW TO EXHIBIT
| PWA PIPELINE

AT ATRADE SHOW
CASH IN ON
 INDUSTRY NEWS - ©

BRACKET RACING
7 PAGES




" DENNIS TRACY—
WORKING TOWARD A GOAL







“So we started going to all the big
meets within a reasonable distance.
For one thing, it got me out of the
shop for a while and substituted for
vacations. Then | began to wonder
why there had not been any major
meets in the Motor City. Obviously
there was a void that needed to be
filled.”

Tracy put on his first swap meet in
the Ryan Road building in July,
1975—the same one at which he un-
veiled the now-famous T-shirt. It was
not a big event, but at least his foot
was in the proverbial door, and the
experience had provided the added
bonus of free advertising and expo-
sure for his business. The next year
he moved the meet to the Michigan
State Fairgrounds and advertised it
extensively. Although it didn’t gener-
ate a lot of profit, it was a huge
success in terms of the numbers of
both vendors and attendees from all
over the Great Lakes area.

As the business and the inventory
grew and grew, the once-big Ryan
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Road building began bursting at its
seams, and it was obvious that a
newer, larger, more modern location
was needed. Tracy was always in the
market for the right building, but it
was not until just before Christmas
last year that he finally found it. It
was a 12,000-square-foot, fairly new
structure in nearby Roseville, Michi-
gan, that was already well set up for
his use and came with an acre and a
half of land. He made his decision
less than eight hours after seeing the
place; and two months later he had
closed the deal on a lease with op-
tion to buy, had sold the old building
and was more or less situated in the
new one. Moving all his inventory,
tools and equipment had taken a full
month of 12-hour days and seven-
day weeks, which is a fair indication
of the amount of Corvette stuff he
had accumulated in less than six
years!

““One unhappy customer can
wipe out the public relations
benefit of fifty satisfied ones.”

At the old location, Tracy had con-
centrated more on parts than service
because of a lack of both room and
facilities, although he had tried to en-
sure that the work he had performed
there was first-rate. (““One unhappy
customer,’”” he philosophizes, “‘can
wipe out the public relations benefit
of fifty satisfied ones.””) But the new

building came equipped with seven
hoists and plenty of room for both
inside and outside storage of cus-
tomers’ cars. As a result, the service
business more than quadrupled in
just two months.

And there are plenty of other bene-
fits: “The parts department has be-
come more efficient due to adequate
space,”’ Tracy tells us. “'It will be-
come even better with the addition of
double-decker, two-story-high shelv-
ing that's now on order. The back lot
is much larger than what we had be-
fore, to provide more storage of both
customers’ vehicles and our own,
plus there is room for income-pro-
ducing storage, as well as orderly
storage of bulky items such as car
bodies and other major pieces. Look-
ing ahead, there is even adequate
room to add another building, possi-
bly a body shop, and also a used car
lot—Corvette only, of course.”

In addition to speed equipment
and aftermarket accessories, Tracy
handles a huge inventory of new GM
original equipment parts for Cor-
vettes which are shelved by group
number the same way a dealer stores
them. This inventory attracts custom-
ers who may have experienced prob-
lems finding what they need at deal-

erships. Tracy says, “‘The dealer may

tell a customer it’ll take two weeks to
get something. Then the guy will
have to put 50 percent down to order
the item, and he’ll pay full list when it
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arrives. On the other hand, he can
come in here and he’ll be amazed
when we pull it right off the shelf for
him.”

“We also wholesale a fair amount
of parts to others, even to Chevy
dealers who don’t mind paying me a
bit more for something than they
would through the factory, if it'll get a
vehicle off a hoist and money in their
pockets faster. This is the
money-per-unit-time theory, which
has a lot of applications in this busi-
ness.”

Tracy is also into engine rebuilding
and machine shop service, but he
isn’t heavily involved in equipping for
this because he has a very reliable
source of machine work at reason-
able prices (see sidebar). However,
he does have his own arc, heliarc
and wire-feed welding equipment for
fabrication and repair work.

In the area of customer service,
Tracy has a couple of unique ideas
working for him. One is an enclosed
car trailer, complete with a winch, for
bringing in cars that are not drivea-
ble. Corvettes are easily damaged
when moved by wreckers, so the
Tracy Performance trailer is worth its
weight in customer relations. Another
is a service in which Tracy inspects a
Corvette that a customer is thinking
of buying to check out the vehicle’s
condition and locate any problem
areas before the purchase is made.
This is the sort of specialized, per-

sonalized service that keeps people
happily coming back.

But being in a specialized busi-
ness, he says, has both advantages
and disadvantages:*‘Since we’re Cor-
vette specialists, we only have to
know that one line of car. It simplifies
the inventory, so we can stock a
more complete line of parts for less
money than if we had to be con-
cerned with other types of vehicles.
On the other hand, we have a much
smaller percentage of the population
as potential customers, which is why
you can’t pull off a very specialized
business in a small community.”

“Here in the Detroit area, people
think nothing of driving 60 miles to
my shop, and the population within a
60-mile radius is in the millions.
There are over 20,000 Corvettes cur-
rently registered in Michigan and
who knows how many more that
aren’t being driven? I'm also close to
Canada and Ohio, both of which are
fairly heavily populated with Corvette
owners.”

““Advertising also has to be
aimed toward my specific
audience. We’ve done well by
promoting through racing, car
shows, swap meets, T-shirts and
by passing out business cards
everywhere we go...”

“Advertising also has to be aimed

toward my specific audience. We’ve
done well by promoting through rac-
ing, car shows, swap meets, T-shirts
and by passing out business cards
everywhere we go; but | thought it
would be a.good idea to do some-
thing special to make people aware
of the new Roseville facility. So |
bought a mailing list of all the regis-
tered Corvette owners in the state
from R.L. Polk, the company that
keeps track of vehicle registrations
all over the country, and sent flyers
to all 20,000 of them, plus the names
already in my customer file. | offered
a free “Wrap your ass” T-shirt for
every flyer returned and have given
away over. 1000 so far. That's more
than $2000 worth of T-shirts, but ev-
ery one is a walking ad. Also | fig-
ured that once those people had vi-
sited the new store, they would most
likely come back and spend money
one time or another. And many have

already made major purchases.”
Another area of promotion is in
road racing. Two years ago, Rick
Hay approached him for help with a
Corvette road racing effort in the IM-
SA Camel GT series, and Tracy de-
cided that putting his name before a
completely new audience could be
beneficial. With Hay acting as car-
builder-and principal driver -and
Tracy furnishing parts and equip-
ment, the car qualified eighth its first
time out late that year,. and ran com-
(continued on page 51)
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(continued from page 37)

petitively throughout the 1976 sea-
son. At the Sebring 12-hour event
this March, it qualified fifth and ran
third early in the race, until mechani-
cal problems put it out of
contention—so the potential is obvi-
ously there, given more time and
money for development. Having prov-
en they could run well without major
sponsorship, the team is now looking
for the backing necessary to put it
into the winner’s circle, but of more
immediate importance to Tracy is the
national exposure his business has
received from the effort,

Much of the success of Tracy Per-
formance has been a direct result of
careful planning as to what parts,
equipment and paraphernalia to
stock. Says Tracy: “Besides almost
every variety of new, used and rebuilt
Corvette parts, we also stock an as-
sortment of ‘reproduction’ items to
substitute for pieces no longer in
production. And selection of appro-
priate periodicals, books and posters
enhances our image as a Corvette
one-stop parts and service center.”

“Because of the competitiveness
of the parts business in this area,
we normally price our items
below what the dealers and other
sources are asking.”

“We are currently the major suppli-
er of Corvette parts in Michigan and
now, | believe, the world’s largest
complete Corvette center. Because of
the competitiveness of the parts busi-
ness in this area, we normally price
our items below what the dealers and
other sources are asking. This price
difference helps to bring in the cus-
tomers, and the size of our inventory
and the percentage of customer re-
quests we can fill keep them coming
back. Our ability to provide reliable
service without lengthy parts tie-ups
keeps the service customers happy
as well.”

While the new building was laid
out quite well as purchased, Tracy is
busily knocking down walls for
doors, decorating his office, show-
room and customer waiting area and
making numerous other changes to
improve both efficiency and appear-
ance. Customer traffic control, inven-
tory location, theft and security pro-
tection and “laying out everything to
keep footwork to a minimum and
parts control to a maximum’’ are ma-
jor priorities of the building program.

“It’s too easy to damage your
reputation with a poorly-run
catalog business.”

Future plans include setting aside
a special section of the building de-
voted to warehousing—hopefully with
computerized - inventory control. That
done, Tracy intends to go after the
wholesale Corvette parts business in
the Detroit metropolitan area, and
will also get into retail mail-order
sales—but only when he feels he can
handle it. “It's too easy to damage
your reputation with a poorly-run cat-
alog business,” he observes.

- So the big dream seems to be get-
ting closer for Dennis Tracy. He has
successfully developed and is contin-
ually expanding his following among
Corvette devotees; his innovative pro-
motional, marketing and advertising
ideas are paying off: and a visit to
his shop (29069 Calahan in Roseville)
reveals a dozen or more cars in the
service area, an incredible number of
parts of every imaginable type, and a
steady stream of customers happily
coming and going and filling their
various Corvette needs. Gross sales
swelled to $180,000 last year, up
from $110,000 in 1975 and $65,000
in 1974, which is a pretty respectable
growth rate for anyone.

for keeping tr:

Tracy has been able to double
his worth almost every year since
leaving home with that original
$1000.

It's unlikely that Tracy will quite make
his goal of being worth $1,000,000 by
his thirtieth birthday, which is less
than a year away, because a couple
of lean years in the beginning
knocked him off-track just a bit. Still,
he claims he's up to about $300,000
(as of the end of 1976) and he’s
managed to double his worth almost
every year since leaving home with
that original $1000.

Like almost every other success
story you'll ever hear, Tracy’s pro-
gress has not come easily. “There is
no easy way to get rich,” he tells us.
“You have to work your ass off and
use all your resources, and eventual-
ly it will pay off . . . but you aren’t go-
ing to do it overnight. | probably
won’t quite make the goal | set six
years ago, but | may only miss it by a
year or two. Anyway, it keeps me go-
ing. You've got to have something to
shoot for.” : L] ]
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