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Fiat is returning to the U.S. mar-
ket, with 200 franchises that will
open as soon as this year.

The Italian carmaker, which left
the United States in the mid-1980s,
is coming back because of its new
partnership with Chrysler. Existing
Chrysler dealers will have the first
shot at Fiat franchises.

“We’re excited about the brand,”
said Marc Wigler, president of

Crown Automotive in Dublin,
which operates Crown Chrysler-
Jeep-Dodge. He hopes his compa-
ny can get a Fiat franchise in cen-
tral Ohio.

The new stores will be in free-
standing buildings, unlike Chrys-
ler’s brands — Chrysler, Dodge,
Jeep and Ram — which are often
sold under the same roof. This will
require a substantial investment
for the real estate and the staffing.

“Our vision is to establish a
dealer network that will reflect and

enhance the brand’s reputation for
innovation and fun, and will offer
a unique, personalized customer
experience,” Peter Grady, a Chrys-
ler vice president, said in a state-
ment issued Monday.

Chrysler has identified 125 mar-
kets in 41 states that have growing
demand for small cars and will be
eligible for Fiat.

Ralph Kisiel, a Chrysler spokes-
man, declined to say whether
central Ohio is on the list.

In its previous time in the U.S.,

Fiat was known for its low-cost,
eye-catching design and problems
with reliability, Wigler said.

“It was really a great seller, but
they did have issues in terms of
drivability,” he said.

Wigler knows this from experi-
ence. Early in his career, he sold
new Fiats in Florida for the same
company that owns the Dublin
dealership.

Fiat sales peaked in the
late-1970s, their popularity tied to
high gasoline prices. As gas prices

fell in the 1980s, Fiat was one of
several small-car brands whose
market share tumbled. 

The closest parallel to the
reintroduction of Fiat might be
when the Mini Cooper returned to
the U.S. in the past decade, said
Erich Merkle, an auto analyst in
Grand Rapids, Mich., and presi-
dent of Autoconomy.com.

“I don’t think it’s going to res-
onate as well as the Mini did,” he 

Dublin dealer wants in on Fiat’s comeback
By Dan Gearino
THE COLUMBUS DISPATCH
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NEW YORK — Borders Group
Inc. has launched its e-bookstore
as it tries to catch up to compet-
itors who have a head start in a
small but growing market that’s
seen as the future of the book
industry.

The company said yesterday
that its goal with the new store
and e-reader is to take 17 percent
of the electronic-book market by
next July. Amazon has the Kindle
e-reader and Barnes & Noble Inc.
has the Nook. All the players are
cutting prices to woo buyers.

Borders was later to market than
its rivals but said it took time to
craft its strategy, which rests on
selling books that can be used
across multiple platforms rather
than just one device.

The store, at http://ebooks.bor-
ders.com, has more than 1.5 mil-
lion titles, thousands of them free.
The books are in formats such as
mobile, PDF and ePub. The Kobo
eReader and Aluratek Libre eRead-
er are both for sale on the site and
priced under $150. The company
said both have sold past expecta-
tions, though it didn’t give figures.

The readers will also be avail-
able in all stores in a section 

Borders
joining
e-book
market 
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By Emily Fredrix
ASSOCIATED PRESS

VWB Research, an 8-year-old
Columbus real-estate research firm,
has split into two competing firms. 

Former VWB partner Rob Vogt
has joined with developer Chip
Santer and about 20 former VWB
staff members to form Vogt Santer
Insights. 

Another ex-VWB partner, Patrick
Bowen, has formed Bowen National
Research with 10 VWB staffers. 

Bowen, Vogt and Tim Williams
left the Danter Co. real-estate re-
search firm in 2002 to form VWB.
The firm had grown into a national-
ly recognized authority on low-
income apartment developments.

Williams left VWB a year ago to
join a family business.

In addition to continuing to work
in the low-income apartment sec-
tor, both new firms plan to provide
research on conventional apart-
ments and condos, along with
specialty housing for seniors and
students. Vogt Santer Insights will
add commercial real-estate re-
search to its services.

“There’s an increasing growth of
mixed-use projects with a retail or
office component on the first floor
and residential on upper floors,”
said Vogt, 54. “I see those kinds of
projects as opportunities for us.”

Bowen, 43, said he wants his new 

See VWB Page A13

VWB RESEARCH

2 former
partners
form own
agencies
By Jim Weiker 
THE COLUMBUS DISPATCH

We’ve all seen them: People with
signs on street corners and along
busy thoroughfares attempting to
create a stir for whichever business
they are marketing.

A new franchise in Columbus is
putting a different spin, literally, on
street-corner advertising by blend-
ing performance art and obscure
sports.

AArrow Advertising, which start-
ed in San Diego in 2002, recently
opened an office in Hilliard. It
hopes to hire 30 to 50 people ages
16 to 24 in the next two months who
will be trained in sign-spinning. 

A big focus of the company is
helping young people find employ-
ment, and to do that, it’s working
with the Central Ohio Workforce
Investment Corp. to recruit area
workers.

“Young people are into every-
thing new and different that hasn’t
been seen before,” said Jo Youngs,
employer account representative at
the work-force group. 

Prospective spinners undergo a 

New local ad agency turns heads by spinning
By Hannah Poturalski
THE COLUMBUS DISPATCH

See AD AGENCY Page A13 TOM DODGE DISPATCH

Bruno Albert, a veteran AArrow
Advertising sign spinner, shows
how to catch eyes Downtown.

LOS ANGELES — When shoppers at JCPenney
stores can’t find what they want, sales clerks
steer them to the Internet — not at their home

computers, but at new online kiosks right inside the
stores.

Action sports retailer Zumiez Inc. has opened more
than 200 stores over the past four years. But this year,
it has scaled back its openings to focus on building its
e-commerce sales.

Even Macy’s Inc. is doubling down on its dot-com.
The company whose name is almost synonymous
with department store has seen its online sales rocket
more than 50 percent in the past two years. It recently
junked its standard cash registers for 50,000 high-tech
ones that can check online for items that are out of
stock in the store and place orders directly for cus-
tomers.

Welcome to Online Retailing
2.0. Traditional brick-and-mortar
retailers once outsourced their
online sales to specialty “fulfill-
ment” companies. Today they are
running their own online oper-
ations — and increasingly chal-
lenging their executive brainpow-
er to find more sophisticated ways
to compete with online-only
retailers such as Amazon.com Inc.

“When you look at the big re-
tailers, they clearly have not
grown online at the same rate as
Amazon has,” said Marshal Co-
hen, chief industry analyst for the
market research firm NPD Group.
“The online business has been the
redheaded stepchild. That’s start-
ing to change.”

To be sure, online revenue still
accounts for a small percentage of
total retail sales. Although online
sales totaled $134 billion last year,
the National Retail Federation
estimates that’s only about 7 per-
cent of all retail sales.

But growth has been rapid, with
online sales soaring nearly 400

percent since 2000.
Macy’s, for example, said online

sales last year topped $1 billion for
the first time, accounting for
about 4.3 percent of total revenue.
That’s up from about 3.3 percent
in 2008.

Analysts say economics is driv-
ing the trend. It costs less to proc-
ess online orders than to lease
retail space and field an army of
sales clerks. There are almost no
limits on inventory, and bulky
items such as luggage can be
shipped from a warehouse in-
stead of taking up precious floor
space.

Time-starved consumers also
are finding it more convenient to
browse items online instead of
driving to the mall, where they
may or may not find the right size
shoe or the exact color bedsheets
they want.

Jay Hou, 34, says he does
95 percent of his shopping online
these days, as his job at a tele-

IRFAN KHAN LOS ANGELES TIMES

A kiosk at a Kohl’s store in Torrance, Calif., allows shoppers to go online to locate and order items not available at that location. 

On-site kiosks help
stores fight for e-sales 
Online-only companies like Amazon
force retailers to adopt new strategies

By Andrea Chang | LOS ANGELES TIMES

See E-SALES Page A13
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TOYOTA, JAPAN
Pace of car development
slows for quality checks

Toyota Motor Corp. is
extending the time it takes to
develop new vehicles by
about four weeks for more
quality checks in the wake of
its massive safety-related
recalls, a top executive said
yesterday.

Executive Vice President
Takeshi Uchiyamada said the
company has learned a lot
from its recalls of more than
8.5 million vehicles world-
wide, including the need to
slow the pace at which it
develops new cars.

KANSAS CITY, MO.
Target rate should go up
to 1%, Fed banker says

Kansas City Federal Re-
serve Bank President Tho-
mas Hoenig yesterday re-
peated his view that the Fed
should raise its target rate to
1 percent, even as some
economic reports indicate
the recovery is slowing.

“I am not saying raise rates
to very high levels, I am say-
ing get it off zero,” Hoenig
said in an interview on
Bloomberg Radio. “What I
am advocating is a policy of
shooting toward normality.”
He said he didn’t think a
“1 percent interest rate would
be harmful to the economy.”

ASPEN, COLO.
Allstate CEO: State, local
borrowing ‘out of control’

Allstate Corp. Chief Exec-
utive Officer Thomas Wilson
says a surge in borrowing by
state and local governments
might trim the value of mu-
nicipal debt holdings. He
called for political leaders to
cut costs.

“Government borrowing is
way out of control,” Wilson
said in a Bloomberg Televi-
sion interview from Aspen,
Colo. “We need to get our
house in order.”

Wilson said concerns
about budget deficits and
funding shortfalls likely will
lead to declines in the mu-
nicipal bond market rather
than widespread defaults.
Allstate cut its municipal-
bond portfolio in three
straight quarters through the
end of March, reducing its
holdings to $20.1 billion.

BERLIN
Data-protection official
targets Facebook for fines

A German data-protection
official said yesterday that he
has launched legal proceed-
ings against Facebook, which
he accuses of illegally access-
ing and saving personal data
of people who don’t use the
social-networking site.

Johannes Caspar, head of
the Hamburg office for data
protection, said he initiated
legal steps that could result
in Facebook being fined tens
of thousands of euros for
saving private information of
individuals who haven’t
granted the site access to
their details.

— From wire reports
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NEW YORK (AP) — Oil
prices climbed above
$74 a barrel yesterday, as
crude followed the stock
market higher on en-
couraging earnings
news.

The Dow Jones indus-
trial average rose
2.8 percent and the
Nasdaq and S&P 500
each were up more than
3 percent yesterday.

Drivers got another
break at the pump. The
national average for a
gallon of unleaded regu-
lar slipped to $2.721,
down 0.3 cent from
Tuesday, according to
AAA, Wright Express and

Oil Price Information
Service. That’s 3.4 cents
lower than a week ago.

Benchmark crude rose
$2.09 to settle at $74.07
a barrel on the New York
Mercantile Exchange.

Crude also got a boost
from a forecast of lower
inventories when the
Energy Department’s
Energy Information
Administration issues its
weekly report today.
Analysts expect crude
supplies to shrink by
3.5 million barrels, ac-
cording to a survey by
Platts, the energy in-
formation arm of
McGraw-Hill Cos.

$74.07 PER BARREL

Price of crude rises even
as drivers get some relief

tryout before being invited to weekly prac-
tices.

“We take quality extremely serious,” said
Carson Woods, owner of AArrow Advertis-
ing Columbus. “Some signers are motion-
less, but our guys and gals are performing.”

Columbus businesses interested in using
sign spinners include local homebuilders,
apartment complexes, sports teams, pizze-
rias and day spas.

“They are looking to drive traffic in a very
economical way,”
Woods said. “We’re able
to pinpoint the local
residents because we’re
mobile.”

Mike McClaskie State
Farm in Hilliard has
recently become a client
of AArrow Advertising.
After noticing an online
video, an associate at
State Farm immediately
thought it would be a

unique way to represent the business.
“We think it’ll work well at getting the

attention of people of all ages,” said Sarah
Kennedy, team member at the insurance
company. “It’s a personable, distinctive way
to get our name out.”

Sign spinning is effective at increasing
foot traffic to a business by 20 percent to
30 percent, Woods said. Cost depends on
the production and design of the sign and

the experience level of the spinner but
ranges from $25 to $50 per hour per spin-
ner.

Bruno Albert, general manager of the
AArrow Advertising in Raleigh, N.C., was in
Columbus recently helping to promote the
new franchise. He said he has been spin-
ning for four years and has gained not only
confidence and a physique but also mar-
keting experience.

He acknowledged there are competing
sign-spinning businesses, but he said they
usually don’t last long. “They don’t main-
tain the volume of business, or do it as a
gimmick,” Albert said. “That’s not what it is
for us. It’s a way of life.”

In May, AArrow Advertising was a finalist
for America’s Small Business Summit
Dream Big Award. Criteria for the award
include having 250 or fewer workers and
revenue of less than $20 million.

AArrow Advertising “is an absolutely
wonderful company that has done great
things,” said Trula Tener, senior manager of
marketing communication for the U.S.
Chamber of Commerce.

AArrow Advertising is in 36 U.S. cities
and five other countries, including South
Korea and Australia.

hpoturalski@dispatch.com

AD AGENCY
FROM PAGE A12

ON THE WEB
� See a video of a
sign spinner at
Dispatch.com/
multimedia.

The cost ranges from $25 to $50
per hour per spinner, depending
on the spinner’s experience and
the sign’s production and design.

communications company
and his 14-month-old
daughter take up so much of
his time. When he needed a
suit for his wedding, he
turned to Bluefly.com, a
designer-apparel website.

“I ordered four because
they had a good return
policy,” the Santa Monica,
Calif., resident said. “I hung
the suits up on the wall for
about a month and kept
looking at them and tried
them on as the weeks went
on. Then I decided on one
and shipped three back.”

To get more customers
like Hou, retail executives
are spending much of their
brainpower on the chal-
lenge of boosting online
sales. To better compete

with Amazon, for example,
the book giant Barnes &
Noble Inc. shook up its top
management this year,
replacing its chief executive
with the head of its online
division.

And besides offering more
discounts and deals such as
free shipping, they also are
moving into more sophisti-
cated models of online
selling. Those include com-
bining e-commerce and
store divisions and expand-
ing online selections and
services.

“It’s gotten to the point
where you can’t think about
online retail the way retail-
ers have thought about it in
the past,” said Kasey Lo-
baugh, a principal at De-
loitte Consulting who ad-
vises major retailers on
developing their online
channels.

Lobaugh said his advice
centers on making the buy-
ing process faster. He rec-
ommends systems that
recognize customers and
feature fewer clicks, such as
a single-page checkout.

“It’s actually a massive
undertaking for most retail-
ers because they’ve built up
their organizations with
separate operations for the
stores and for e-commerce,”
he said. “All of that has to be
redone and recast.”

Gap Inc. is expanding its
e-commerce network to
Canada and Europe in the
fall; Ann Taylor Stores Corp.
is expanding its online se-
lection, implementing a
faster checkout process and
adding personalization
capabilities to its website;
and Kohl’s Corp., like JCPen-
ney, is adding do-it-yourself
online kiosks to its stores.

E-SALES
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said. “The Mini had a cer-
tain cachet and a history
behind it.”

The new Fiat dealers will
begin selling one model,
the 500, a subcompact car
whose brand name has
been around for more than
50 years. Sometime next
year, a second model will
arrive, the Cabrio.

Fiat has been on the rise
in recent years under the
leadership of CEO Sergio
Marchionne. The company
had the financial resources
to buy a stake in Chrysler
last year, helping to rescue
the Michigan-based auto-
maker from insolvency.

Chrysler is also taking
steps to improve the ap-
pearance of its dealerships.

Automotive News report-
ed this week that dealers
have been asked to pay
$55,000 for new furnishings
and electronic kiosks.

“It’s a branding initiative
we launched in the show-
room so each brand is
clearly identified,” Kisiel
said. He declined to con-
firm the dollar amount.

The kiosks will allow

customers to look at paint
and upholstery samples,
while also helping to mark

the display areas for each
brand.

dgearino@dispatch.com
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The 500, a subcompact car with a decades-old brand
name, will be the first model that Fiat will sell in the U.S.

firm to develop relation-
ships with clients before
they commit to projects.

“The one thing we hope
to emphasize is advising
and consulting developers
on the front end of the
process,” he said. 

Even though real estate is
suffering from its worst
recession in 30 years, the
new partnerships believe
the future is bright for firms
that help investors and

developers pick the right
targets and bypass the
wrong ones.

“I think this is very much
an ideal time because of
what everyone has gone
through,” said Santer, 55,
former president of Santer
Communities and the Na-
tional Affordable Housing
Trust. “Risk aversion is
huge right now.”

The two firms continue
to share the former VWB
offices on W. Goodale
Boulevard, but plan to soon
move to new locations. 

jweiker@dispatch.com
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NEW YORK (AP) — Wells
Fargo & Co. said yesterday
that it’s laying off 3,800
employees in the next year
as part of a restructuring of
its consumer-finance unit.

The San Francisco-based
bank is consolidating Wells
Fargo Financial into its
community banking net-
work. The company says
638 independent consum-
er-finance offices will be
closed as a result.

In addition, Wells Fargo
said it will longer originate
nonprime mortgages.

The layoffs represent
about 27 percent of Wells
Fargo Financial’s 14,000
employees. The company
says 2,800 positions will be
eliminated in the next two
months, and an additional
1,000 will be cut in the next
year.

Wells Fargo has more
than 278,000 employees.

The remaining employ-
ees at Wells Fargo Financial
offices will be reassigned to
other Wells Fargo busi-
nesses.

The changes won’t affect
Wells Fargo and Wachovia
community banks across
the country, the bank said.

Wells Fargo bought Wa-
chovia in December 2008.

Wells Fargo said the
restructuring will result in
a 2 cents-per-share charge
in the second quarter.
Analysts had expected the
bank to earn 49 cents per
share in the second quar-
ter, Thomson Reuters re-
ported.

The remaining restruc-
turing charges will be re-
corded in the second half
of the year.

Wells Fargo consolidation
to cost 3,800 their jobs 

called “Area E” by early
September.

The displays in stores
will help draw customers
because they’ll be able to
try out the devices, said
Michael Norris, a senior
analyst at the trade books
group for Simba Informa-
tion.

The company may be
later to the electronic book
market than its rivals, but
the market is young
enough that there’s still
plenty of room to grow, he
said. He estimates about
90 percent of U.S. adults
haven’t yet bought an elec-
tronic book, so there’s lots
of opportunity to capture
customers.

“You can leave an e-
book store with one key-
stroke, so Borders just
needs to focus on making
the shopping experience
work as conveniently as
they say they will,” Norris
said.

Borders will extend its
loyalty program to the
digital store. That will
include benefits such as
special gift cards, exclusive
offers and other incentives.

“The race to emerge as a
retail leader within the
digital category is just
starting,” CEO Mike Ed-
wards said.

Borders also announced
yesterday that it is making
electronic reading applica-
tions powered by Kobo
available for certain Black-
Berry devices and Android
phones.
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