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Doug Wells is used to big volume deal-
erships. Good thing. He just took over 
Nalley Nissan of Atlanta, a 72,000 
square foot, $20 million enterprise that 
is Nissan’s new prototype look and atti-

tude for its dealerships. And he doubled his volume 
in the first month.

“My first big volume store was in Atlanta 12 years 
ago and we went from selling 100 new cars to 400 
per month and then I went down to Jacksonville, 
Florida, and increased our sales about 130 percent. 
Nissan’s programs are all about volume. As a gen-
eral manager you have to have your people believe 
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in you. Then you have to, as a manager, find the 
motivation for each person. What do they want 
that will make themselves push harder?”

EXCEEDING SALES GOALS

Wells and his 105 employees are meeting and 
exceeding sales goals. They carry an inventory of 
675 new and over 200 used cars. They’re projecting 
that they’ll be doing about 250 new cars a month, 
175 used. By June 2017, that number will rise to 300 
new and well over 200 used. In two years, the goal 
is 400 new cars a month.

Asbury, headquartered in Duluth, Ga., is one of the 
largest dealerships in the country with 82 locations 
that encompass 99 new vehicle franchises with 28 
domestic and foreign brands. It decided to consol-
idate two Atlanta-area Nissan dealerships into one 
new location with Wells in charge. It was a strenu-
ous task to close two dealerships, keep employees 

and customers happy and run a seamless operation 
while not only constructing a new building but Nis-
san’s flagship, state-of-the-art prototype.

After relocating back to Atlanta, Wells took over 
Nissan of Decatur for eight months before shutting 
it down. “The people in Decatur didn’t know me for 
a long time but I told them that my past speaks for 
itself. I said to the folks in Decatur and now at the 
new store. ‘Give me 90 days.’ If you don’t want to 
work with me, I’ll get you [a job in] another store. I 
told them to believe in me and it’ll happen.”

Every person in the Decatur dealership followed 
Wells into the new location. The other dealership 
on Peachtree Industrial Boulevard also closed and 
75 percent opted to go with Wells; the other 25% 
next door to the new Infiniti dealership.

Wells says that success “starts with surrounding 
yourself with the best people,” but also making 

Nalley Debuts Nissan’s New Dealership Design
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DESIGN + MOTIVATION =

“As a general manager 
you have to have your 
people believe in you. 
Then you have to, as 
a manager, find the 
motivation for each 
person.”

- DOUG WELLS | GM, NALLEY NISSAN - ATLANTA, GA

family’s life like a football or a dance recital, I don’t 
want them to miss it. I don’t care how busy we are. 
I missed stuff that I wish I didn’t and I don’t want 
to have that happen to someone else.”

He also recognizes that sometimes promoting 
someone for a job well done, could be the start of 
a career downturn. “I want my people to find out 
their goals and happiness in life. Some don’t want 
to go into management; they love selling cars. Pro-
mote them and they’re off their game. We own so 
many stores that if you want to grow or change 
your life, we can accommodate it. We have endless 
opportunities in this company.”

Dan Clara, market managing director for Nalley and 
Greenville Automotive, admits that there was a lot 
of anxiety closing the dealerships. “It was all about 
open communications. We had multiple meetings 
at the dealerships and in the  various departments. 

sure these “best people” are being satisfied and 
fulfilled. “Every day you tell yourself to be happy 
but then you’re driving to work and start question-
ing whether this job is for you. Maybe it is; maybe 
it’s not. But you have to figure out why am I doing 
this?”

WHY DO YOU DO THIS JOB?

If he can tap into each person’s motivation, he will 
not only have the right people, but help them real-
ize their full potential. “I do this job for my family; 
that’s what pushes me,” he says. “Let’s face it, being 
in the car business means a lot of hours and days. 
You have to have that reward and it’s not the same 
for everyone.”

Employees today want work-life balance — and 
he’s fine with it. “I understand wanting family time. 
I tell everyone that if something is going on in their 
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We let everyone know they had a home. 
Eventually they realized that this was a 
start-of-the-art facility that Asbury and 
Nissan are fully behind and supportive and 
that it was a competitive advantage. They 
knew they could come here, be happy and 
make lots of money.”

A DESIGN BUZZ

The dealership is located right off I-285, 
which circles  Atlanta. Asbury bought 20 
acres from the former General Motors 
manufacturing site. “We like having some 
automotive history here,” Clara says. More 
than 250,000 cars drive by daily and not 
only see a big Nalley Nissan sign but a five-
story tower with stacked cars that is well lit 
at night. “Just imagine all the people look-
ing at those cars as they drive by every day. 
Or, if you know Atlanta, sitting stuck in traf-
fic staring at those cars.”

Those who visit it's dealership, and its been 
buzzing since Day One, see a new concept 
that is striking a chord with customers. 
Called Nissan’s Retail Design Initiative 
(NREDI 2.0), the dealership is visually and 
technically updated in all areas, from sales 
to service to finance.  “We re-thought the 
Nissan dealership environment to com-
plement the design, technology and drive 
experience, that make our vehicles stand 
out," says Jose Muñoz, executive vice pres-
ident of Nissan Motor Co., and chairman, 
Nissan North America, who attended the 
ribbon cutting. 

“Asbury Automotive Group’s investment in 
the new Nalley Nissan of Atlanta will help 
Nissan build on its success in this market, 
which is consistently among our top 10 
markets for U.S. sales," he added. 
Nissan’s NREDI 2.0 features visual trans-
parency and openness, exclusive delivery 
areas, a large, glassed-view to the service 
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“Every car in the showroom 
is next to an iPad so that 
customers can compare 
vehicles or research the 
car on the spot.”
- DOUG WELLS | GM, NALLEY NISSAN - ATLANTA, GA
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area and a customer lounge set up as part of the 
showroom with the addition of a quiet lounge. 
There is an increased use of digital elements 
including service and sales screens, configurator 
touch screen tablets and digital wheel stands. A 
coffee cafe, compete with televisions, refreshments 
and a coffee machine is another customer magnet. 
Wells plans on hiring a barista. Snacks and drinks 
are located in customer sitting areas throughout 
the dealership. There is a children’s window play 
area with computers that allows parents to easily 
keep an eye on their child. By March 2017, 20 deal-
erships will undergo renovations to get closer to 
the new design.

BACK TO SERVICE

“Even with our location we can’t reach every 
potential customer, every household,” says Clara. 
“So, we have to rely on word of mouth, about our 
product, service and now this building. We are pro-
viding an exceptional customer experience with 
this building. Every customer deserves the best 

experience. I’ve been in some very hi-end dealer-
ships and I would say our design and building is on 
par and better.”

Wells likens the design, openness and feel to an 
Apple store where customers, sales people, F&I 
and service all flow together in a calm, atmosphere 
that suits everyone’s needs — whether it’s to watch 
your car being serviced, buy a car or conduct your 
business while waiting. And, with the number 
of iPads (30) in the showroom, it’s has a definite 
Apple vibe. 

Every car in the showroom is next to an iPad so 
that customers can compare vehicles or research 
the car on the spot. “They can even buy a car with 
the iPad on the spot,” Wells says  with a grin. “We 
don’t hide a thing. They can see the price online 
now, add a sunroof, and it’ll even tell you how 
much more you’ll pay monthly to add that sunroof. 
You know exactly what you’re getting and paying 
for before you go to finance. It’s relaxed. No shut 
doors, no going back and forth. It’s the changing 
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way of business.”

Business is the name of the game, after all. In 
its first month, first month sold 225 new and 115 
used, which was a year-over-year increase of 250 
percent for new cars, 400 percent used. They 
have 44 technicians, and need more, and average 
about 130 service orders a day — 175 on Saturday. 
“We’re getting a ton of business. My service guys 
need new people and they are getting used to 
having more customers. It’s more work but it’s 
more money. We’re doing so much business peo-
ple want to be here”

Wells is rightfully proud of this state-of-the-art 
facility but he puts it in perspective. “It still gets 
100 percent down to customer service. We can 
sell all the cars and service them but if you don’t 
treat people right, eventually you’ll have a big 
building and you’re the only person in it.”  
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