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1. CONDITIONS CREATING A NEED 

With the completion of a new Ford dealership and the 

construction of a Pontiac dealership, the present Chrysler 

sales-service building must be up dated in order to remain 

competitive. Following is a list of existing conditions 

(obtained from personal observation and client interview) 

which make the present Chrysler automobile dealership in

adequate : 

a. The general appearance of the exterior of the deal

ership is unattractive and lacks the eye-catching 

qualities necessary in an automobile sales building. 

b. The limited glass area in the showroom prevents 

pedestrian and vehicular traffic from seeing the 

cars on display. 

c. Although the dealership has a corner location, the 

showroom is located on one side of the building 

and does not use the potential of the corner. 

d. The interior of the showroom is crowded, unattractive, 

and does not receive enough natural light which is 

important in showing the true colors of cars. 



p 

There is not enough space for all the offices re

quired; therefore, office facilities are scattered 

throughout the showroom. 

i'he parts storage and sales facilities are inade

quate and are presently located in one section of 

the showroom. 

The service garage is crowded, lacks modern light

ing and sanitary conditions, and is generally out

dated . 

The entrance to the service garage is located dir-

rectly off the street and can cause traffic congest-

especially during rush hours. 

The used-car facilities are cramped into a small 

area and are unprotected from adverse weather con

ditions • 

There is no provision made for employee and cust

omer parking, and for the unloading of new auto

mobiles# 

There is a present trend for the relocation of car 



dealerships from the downtown area to the outskirts 

of town as shown by the new Ford and Pontiac dealer 

ships. 

Figure 1 shows the location of the present Chrysler deal

ership. Figure 2 consists of photograj^hs of the existing Chry

sler dealership. 



PjkRXlMCi LOT 

4 
-4 

I 
Ul 

I Ul 

1 
1 

1 

1 
! , 

SITE 1 
1 

, 
SITE 1 

1 
CAFE 

5: 

SVTiT 

1 

BAX.TSR 

PM*KIUCJ 
r 

! 
r 

1OlL^Ot^ 

Figure 1. Location of Existing Chrysler Dealership 
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a. Showroom 

b. Used-car Lot 

Figure 2# Photographs of existing Chrysler dealership 



c. View looking West 
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2. LOCAL CONDITIONS 

2.1 History 

In l86*f John Bo eeman led a wagon train over the Boze-

a;an Pass and into the Gallatin Valley, where his friends 

¥• J. Beall and D. E. House staked out the townsite for the 

city of Bozeman. In 1865, Gallatin County was established 

by territorial legislation. It was named in honor of the 

U. 3. Secretary of the Treasury, Albert Gallatin. The or

iginal location of the county seat was at East Gallatin, 

but was later moved to Bozeman. Due to the formation of 

other counties, the original size of Gallatin County was 

greatly reduced. 

Although Bannack, Alder, and Last Chance Gulch were 

Montana's first gold camps, people who settled in the 

Gallatin came seeking homes and farms. This valley soon 

became known as "The Little Egypt of America11 because of the 

rich soil, cheap irrigation from streams, and the mines 

which provided a market for the farm products. 

Nelson Story, a Bozeman pioneer, brought the first herd 

of cattle from Texas to Montana in 1864 and since then the 

cattle industry has thrived. The Flying D, Montana's lar-



gest single ranch lies 25 miles southwest of Bozeraan. The 

most populous purebred cattle area in America, is found in 

this valley, 

Montana State University, begun in 1893» has since 

grown to a population of over 6 500 students. The students, 

together with the faculty, add greatly to Bozeman's culture. 

2.2 Geo graphic al 

Bozeraan, Montana is located 45 degrees 40 minutes 

north latitude and 111 degrees 3 minutes west longitude, 

at an elevation of 4,793 feet above sea level. The city 

is situated in the Gallatin Valley at the base of the 

western slope of the Bridger Mountain Range. 

2.3 Climate 

Bozeman experiences a mountain valley climate. The 

summers are generally dry, characterized by warm days and 

cool nights. Winters are relatively cool, with an occasional 

week or more of severely cold weather. 

The average mean temperature for Bozeman is 43 degrees 

fahrenheit. Table 1 shows the daily maximum and minimum 

temperature and the monthly average for each month of the 

year. The highest recorded temperature is 104 degrees 



•TABLE 1 

MEAN TEMPERATURE AITD PRECIPITATION FOE BOZEKAN, MONTANA 
Period: 1931 - I960 (30 years) (3:7) 

Mean Temperature f  ®Tf\ v s; Mean Precipitation (in.) 

Month 
Daily 
Maximum 

Daily 
Minimum Monthly Total Snowfall* 

Jan 30.2 10.3 20.3 .90 13.8 

Feb 33.8 13.8 23.8 .74 10.9 

Mar 40.6 19.6 30.1 1.52 16.3 

April 53.8 30.6 42.2 1.73 5.9 

May 63.7 38.8 51.3 2.34 1.2 

June 70.5 44.9 .57.7 2.95 .4 

July 81.5 51.3 66.4 1.14 0 

Aug 80.3 49.5 64.9 1.17 0 

Sept 70.0 41. 5 55.8 1.57 1.0 

Oct 58.4 33.6 46.0 1.40 3.0 

Nov 41.8 21.9 31.9 1.05 8.1 

Dec 35.5 15.8 25.4 .87 12.5 

Year 55.0 31.0 43.0 17.30 73.1 

*Based on a 16 Year Period 



fahrenheit and the lowest recorded temperature is degrees 

fahrenheit• 

The average annual rainfall is 17.38 inches. Heavy snow 

occurs from November through March with showers in the late 

spring and early autumn. Table 1 also shows the mean pre

cipitation and snowfall for each month of the year. 

Prevailing winds are from the west and southwest. Storm 

winds are generally from the northwest and northeast. June 

mean wind velocity is eight to twelve miles per hour. Jan

uary wind velocity is four to seven miles per hour. 

The growing season is approximately 107 days, with the 

last killing frost about May 28 and the first killing frost 

about September 12.(1:5)* 

2.»k Transportation 

Bozeman is served by both the Northern Pacific and 

Milwaukee Bailroads. Two Northern Pacific passenger trains 

going east and west are available each day. Both railroads 

supply car load freight service to local businesses and 

industries. 

* The first number refers to the Reference List, page ; the 
second number refers to the page. 



Northwest Orient and Frontier Airlines provide daily 

east-west airline service. Two "base operators at Gallatin 

Field offer charter, instruction, crop spraying, air ambul

ance, etc. 

Numerous Greyhound busses depart daily for points 

east and west. Karst Stages operate between Bozeman 

and West Yellowstone daily and the Belt Mountain Transport

ation Company, Inc. operates daily via Livingston and White 

Sulpur Springs to Great Falls. 

Several motor freight carriers operate from Bo2eman. 

These include Garrett Freight Lines, Inc., Butte-Bozernan 

Delivery Service, Northern Facific Transport Co., and. sev

eral local moving and hauling carriers. 

Bozaman is located on U. S. Highway No. 10, a major 

east-west highway, and U. S. Highway ITo. 191 South. Inter

state 90 provides a four-lane, limited access highway for 

approximately 30 miles east and west of Bozeman. 

2.3 Economic Data 

The primary source of income for Bozeman is from various 

agricultural sources, mainly small grains production and live

stock. Montana State University employs hundreds of people 

for the faculty and staff and contributes an estimated 



$22,000,000 to Bozeman. There is also a number of smaller 

plants in and around Bozeman, including lumbering operations, 

cement manufacturing, food processing-, grain milling, and 

other small manufacturers, 

Bozeman is served by three banks with total assests of 

1^5,855,718.87 and total deposits of $^2,139,127.5^.(1:8) 

2.6 Population 

The population of Bozeman in I960 was 13,361; sixth 

highest in the state of Montana. Current estimates are that 

15,700 people reside within the city limits and lb,000 in 

greater Bozeman. The average age of the Bozeman resident 

is 2^.3 years. The average adult has attended 12.years of 

school, the highest level of any city in Montana. (1:5) 





3. SITE CONDITIONS 

Dramatic changes in the market are creating new chal
lenges for the auto dealer. One of the major challenges 
is that of location. The move of the population from city 
to suburb, the rise of regional shopping centers, the decay 
of older business districts, the federal program of inter
state highway development and other factors combine to make 
once ideal locations inconvenient to the customer. 

Convenience of location is just one of the reasons why 
some auto owners take their service business to'independent 
garages and service stations. Quick, high-quality service, 
personal attention and competitive pricing are other import
ant factors. 

One of the best ways to improve market position in 
sales and service is to pick a new location. But the new 
site cannot be selected on the basis of a guess. Carefull 
planning is essential for this once-in-a career move.(2:3) 

3*1 Location and Descriptio 

The site proposed for the Chrysler dealership is locat

ed directly south of Buttrey's Shopping Center, bound by West 

Main on the north, West Babcock on the south, Marie's Beauty 

Salon on the west and the Beaver Pond on the east. Figure 3 

shows the location of site and adjacent areas. Figure '+ 

shows the overall dimensions, existing property lines and the 

building lines. Figure 5 consists of photographs of the site. 

The site is a square with a 2k0 foot frontage and a 2k0 foot 

depth, giving it an area of 56,600 square feet. 

Topography: The site is fairly level. A small stream 

flows along the east boundary which may be utilized in the 
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final design. 

Vegetation: The site has no large vegetation other than 

tall grass and bushes. 

Soil Analysis: There have been no soil tests made on 
the site. However, past experience in the area indicates 
a soil condition consisting of two to three feet of sandy 
clay soil over an uncertain depth of gravel base. 

The water table in the area varies, but is probably 
within a range of four to eight feet below ground level 
throughout the year. The relatively high water table 
makes it advisable to waterproof all basement areas incor
porated in the dealership design. It would also be advis
able to provide drain tile around the basement areas with a 
sump pump for use during periods when the water table is 
high. (3:19) 

Adjacent Environment: The site is near the newly built 

Ford garage and the jjresently being built Pontiac garage. 

Directly north of the site is Buttrey's Shopping Center. 

South of the site are residential housings. East of the site 

is a beauty salon and west a sports store. 

Views: Since the location, is in' the city of Bozeman, 

only the distant view of the mountains is present. View is 

. not of signifigant importance for an auto dealership. 

3.2 Utilities 

Utilities available are gas, electricity, telephone, 

water and storm and sanitary sewers. Figure 4- shows the 

location of the existing utilities. 



3.3 Traffic 

Considerable traffic flow past the site is desirable for 

an auto dealership. West Main provides this flow as it leads 

to Buttrey's Shopping Center, and eventually becomes Highway 

191. A new housing development northwest of the site is 

providing an increased traffic flow. Also the site is located 

between downtown Bozeman and the new auto dealerships of Ford 

and Pontiac. West Babcock and West Main provide more than 

adequate access to the site. 

3,k Zoning 
• •••' l-lliwi. 

The site is located in a Motor Business Zone. The follow

ing zone requirements apply to the site: 

Minimum front yard 25 ft. 
Minimum side yard 8 ft. 
Minimum rear yard 15 ft. 

Landscaped areas: 75% of required front yard areas to 
be landscaped. 

All yards or portions thereof required to be in land
scape shall contain a minimum of one living deciduous tree 
for each *f00 sq, ft. oY fraction thereof of yard required 
to be in landscape. Such trees must be continually maintain
ed at a height of eight feet or greater. All required land
scape areas must be continually maintained in an attractive 
and clean condition. 

Off-street loading areas: Every hospital, rest home, 
institution, hotel, commerical, warehouse and industrial 
building hereafter erected or established on a lot shall 



, 

provide one permanently maintained loading space of not -
less than ten feet in width and thirty-six feet in length and 
fourteen feet in clear height for each 2,000 sq. ft. of lot 
area upon which said building is located, to a maximum of 
three such loading spaces. Such loading spaces to be loc
ated at the side or rear of the building. 

Off-street parking spaces required: Off-street park
ing spaces shall be provided in connection with the erection 
of increase by units or dimension of any building or struct
ure in the following amounts: General business, offices, all 
commercial uses, clinic, animal hospital and person services: 
1 per each 300 sq. ft. of floor area plus 1 for each three 
employees. 

Location of off-street parking areas: No more than 
25% of the parking spaces required may be located within 
any required side yard. No off-street parking areas are to 
be located in any required front yard and or corner lot 
street side yard. Off-street parking spaces required by 
this ordinance shall be located on the same lot or prem
ises as the use to be served by such parking areas, except 
those in the "MBM orMC3" zone, or those for apartment use 
which must be provided within 1000 feet of the use to be 
served. (A-:l) 
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4. FUNCTION OF THE BUILDING 

It used to be that an automobile dealership—or about 
any other retail sales facility for that matter—did't have 
to be much more than a place to do business. 

But today—to stay in tune with the changing face of 
America's commerical architecture, and the more dynamic, 
aggressive tempo of business competition-- the automobile 
dealership must do several jobs...and do them well. 

Because the buying public today tends to be more visually 
oriented—more culturally aware and more discriminating in 
its selection of retail facilities— your dealership must 
have eye appeal both outside and inside. 

It must have the look of success if it is to compete 
favorably with the many new and modernized facilities being 
used as sales attractors in all areas of merchandizing... 
including the automobile field. 

Having brought buyers into your "store"—your dealer
ship must then help put and keep them in a mood receptive 
to sales. 

And lastly--but every bit as important as the buyer-
oriented functions, your dealership should both stimulate— 
and make it possible—for your employees to achieve maximum 
efficiency in their work.(5:4) 

4.1 Space Bequirements 

The s^ace requirements used for this dealership are 

based on a projected planning volume of 300. Using a 300 

planning volume, the following areas would be required: 

Dealership building 
Total land and bldg 

15j000 sq ft 
57,000 sq ft(7:4) 

The dealership would require approximately 25 to 

30 employees. 



*f.2 Showroom Area 

This is where it hap ens,..or doesn't happen. This is 
where your prospect's desire for your product escalates to 
buying pitch...or evaporates into a decision to "wait awhile" 
or "look around a little wff (5:11) 

The showroom is the focal point of the entire dealer

ship. It should present its products to the buying public in 

a tastefull, eye-catching manner. Its visual appeal should 

be strong enough to compete with neighboring retail facil

ities. The interior styling scheme of the showroom should 

focus attention to the cars, setting off the beauty of the 

cars without competing for the customer's attention. 

Once inside, the customer should have a free, unobstruct 

pathway between the display cars. . Spaciousness should not be 

sacrified by crowding the floor. 

Outdoor extensions of the showroom can be utilized to 

provide added new vehicle display space. These outside 

showrooms can be uncovered concrete aprons adjacent to the 

interior showroom or areas covered by canopies, which protect 

both the cars and the customers from the weather and reduce 

maintenance costs. Elevated platforms can be used to dis

play feature models and lighting can be mounted within the 

canopy. 

The showroom should face the street with the most 

pedestrian and vehicular traffic. So as to display its 



product to the passing public, the showroom must make use 

of a maximum amount of glass. To provide minimum reflection 

and glare, the glass should be slanted 15 to 20 degrees. 

So as not to distract from the cars on display, neut

ral colors, with light-reflective values of 50-60 percent, 

should be used for the ceiling, walls, and floors. Grease 

resistant tile should be used on the floor. Wherever pos

sible , natural light should be utilized to the fullest as 

it is the best for reflecting the true colors of the cars 

on display. Artifical lighting can be provided by a floating 

luminous ceiling. Spot and flood lighting, six to ten times 

the light intensity of the general lighting, should be pro

vided to highlight the feature display cars. 

Located adjacent to the showroom should be the sales 

managerfs office and the closing rooms. The showroom should 

be well supervised so as not to overlook any prospective 

buyers. 

So as to create selling islands of interest, the cars 

should be set apart by methods such as: 

-the use of different floor material 

-canopies 

-platforms and turntables 

-simple backdrops 

-lighting 

The showroom should be humanized by using carpets, and 



textured materials and wood paneling. This should give 

warmth and interest to the showroom as contrasted to the 

cold effect of glass, chrome, and steel. 

Since lighting is a key factor in effective showroom 

display, it should be investigated quite extensively. Light

ing can heighten the appeal of the display cars and the appear

ance of the entire showroom. It can help attract the attent

ion of passing traffic, center enterest on featured cars, 

add flattering highlights to all display cars, and create 

dramatic nighttime effects when the main lighting has been 

turned off or subdued, 

Flourescent lighting is less expensive than incandescent 

for equal footcandles output. Natural (white) flourescent 

lighting tubes give the most accurate untinted light, and 

are the most flattering to cars and people. This type of 

lighting makes the salesman look alive and healthy. How

ever, all fluorescent lighting has the disadvantage of re

flecting its own image on the surface of cars and windows. 

This can be particularly objectionable at night when the 

fluorescent tubes create distracting images on the showroom 

wind ows. 

However, incandescent spotlights do not reflect an 

image and give a jewel-like sparkle to car finishes. They 

provide the warmest appearing light. Incandescent light 



is the only light which renders texture adequately. 

The ideal approach to lighting is to emplay incand

escent lighting around the showroom perimeter (with spots 

accenting the cars and the back wall), and to rely on shi

elded fluorescent lighting to bring up the general level 

of light in the showroom. 

The closing rooms can have complete privacy, be semi-

private or ,be in the open. Extensive use is being made of 

floor-to-ceiling glass walled closing areas. 'The glass-

box office gives comjjlete privacy, permits excellent vis

ion, and makes a small room seem less confining. 

-•f.3 Adjacent Office Area 

DEALER'S OFFICE 

The dealer's office should lend prestige to the entire 
dealership without being ostentatious. It should express 
stature, but in a friendly manner.(5il&) 

Much more than an office in reality, this room serves 

as a private study, as the conference room in a small dealer 

ship, as an impromptu conference room in most dealerships, 

and as a reception area for friends, business associates, 

and important customers. 



THE GENERAL OFFICE 

Efficient work flow...adequate storage space...surround
ings to which employees instinctively respond with more effic 
ient performance...room /.'or expansion. These factors are one 
worth considering in planning a general office than can give 
your dealership's sale department maximum support with min
imum paperwork costs.(5:20) 

The main function of the general office is to provide 

space for stenographic, recording and acounting work, and 

service cashier. Since the office employees will be in this 

room eight hours a day, the general office should be subdued 

to the point where it is not wearing, but still stimulating 

enough to avoid monotony. To achieve this balance, quiet 

low-keyed colors avoiding extreme light and dark shades 

should be used. Since employees will be doing close detail 

work, adequate light must be provided so as to minimize 

eyestrain. Cool fluorescent provides maximum light with min

imum glare. Indoor-outdoor carpeting is excellent for office 

use because it absorbs sound, but doesn't require floor shi

elds for swivel chairs. Accoustical ceiling tiles are also 

effective for reducing sound. 

CGNFEPJ2NCE BOOM 

The conference room provides a meeting area for the 



dealership personnel, sales representatives, and for tech

nical service instruction. The conference room can be set 

up in many different styles such as: the classroom style 

using school-type chairs with writing arms; long narrow per

manently mounted writing tables, and a long boat-shaped 

conference table. Flexibility is important so that the room 

can be rearranged for different uses such as for watching 

motion pictures. To avoid clutter, storagevill be needed for 

audio-visual equipment, £Droduct literature, sales charts, etc. 

THE CUSTOMER LOUNGE 

One of the best sales attractors and goodwill builders 
a dealership can have is an attractive customer lounge. 
Witjh women especially, it can frequently serve as the dec
iding influence in the choice of a service facility.(5:24) 

Waiting for a car can be a pleasant experience rather 

than a source of irritation, if the customer lounge is 

tastefully decorated, adequately lighted and comfortable. 

To make it convenient for customers to pay their bills and 

to obtain change for vending machines, the lounge should 

be located close to the cashier. To encourage lookin. at 

the new display cars, the lounge 'should also be close to 

the showroom. 



Parts Department 

Appearance and convenience are important factors to 

be considered in the design of a parts department. Two 

separate parts counters should be considered, one for the 

retail and wholesale customers and one for the mechanics. 

With this kind of arrangement, the retail customers don't 

feel that they have to compete with the mechanics for the 

parts clerk's service, and there is a better opportunity 

to arrange more attractive retail displays of parts and 

acessories. If the parts department is adjacent to the 

showroom, the bin area shouldn't distract the appeal of 

the showroom. For both appearance and security purposes, 

there should not be outside windows in the parts storage 

area. 

The parts storage area should be quite flexible so as 

to permit easy rearrangement of bins and racks. Provisions 

should be made for future expansion. The distribution of 

the parts department is as follows: 

Counter, lobby and display 
Bins and aisles 
Bulk storage and aisles 
Shipping and receiving 
Office 5%(3:39) 



k.5 Service Department 

The glamor element of the showroom may be missing here, 
but there is still an excellent opportunity to make strong-
selling impressions. Lighting...brightness...neatness...a 
clean, well organized, efficicent look,,.these are all 
essential to a good service image—the kind that builds re
peat business and helps keep the owners sold on the product 
and the dealership.(5:26) 

Normally, a service department is divided as follows: 

There is a basic flow pattern in the service depart

ment from the arrival of the customer to when the customer 

departs. 

(1) The customer arrives at the entrance to the 

service area. 

(2) In the customer reception area, the customer is 

greeted by the service manager. 

(3) While the customer waits in the lounge, a tech

nical specialist diagnoses the customer's mech

anical problem. 

Lubrication 
Engine tune-up and electrical 
Body and sheet metal 
Brakes 
Steering and front end 
General repairs 
Appearance 

1 of i-JL/o 
ik% 
26% 
8% 
6% 

31% 



(*f) The service manager then explains to the cust

omer the work required to "be done, writes out 

the work order, and obtains approval from the 

customer to perform the repair. 

(5) The service manager assigns the work to a ser

vice technical,,who takes the repair order and 

picks up the parts and performs the necessary 

repair in the designated stall. 

(6) If it is quick service work (30 minutes or un

der), the customer will most likely wait in the 

lounge until the work is completed. 

(7) Once the work is completed, the teckhicican not

ifies the service manager, gives him a hard copy 

of the repair order, and drives the car to the 

completed-service parking area. 

(8) The service manager completes the labor portion 

of the repair order, and gives it to the cashier. 

(9) The service manager notifies the customer, directs 

him to the cashier's window, where the customer 

pays his bill, walks to the parking area and leaves 

in his car. 

The service department will provide all types of repair 

to cars and substantial repair to trucks. Careful consid

eration should be given so that the service department can 



handle a constant volume of repairs. Quick service stalls 

should be located near the entrance and near the customer 

lounge. More envolved repairs should be located towards 

the rear. 

An adequate exhaust removal system is quite'manda- ~ 

tory in the service area. In-the-floor systems are gain

ing preference over the overhead systems. 

The floor in the service area must contain sufficient 

drainage systems. Floors should slope 1)4 percent toward 

the drains. 

A compressed air system is required for the operation 

of hydraulic lifts, cleaning equipment and tools. Elect

rical outlets should be three feet,above the floor to pre

vent the possibility of an explosion caused by the accum

ulation of gasoline fumes near the floor. 

Usually, overhead gas unit heaters and blowers pro

vide the heating in the service area. Lighting is usually 

provided by fluorescent light fixtures located between stalls. 

There are four systems generally used in the service 

area. Figure 6 shows the systems. 

(1) MI,f Pattern 

The "I" pattern is the most efficient. It is used 

where there are no limitations to the size of the building and 

straight through traffic. 



"Iff Pattern ML" Pattern 

"Tf! Pattern ,fUl! Pattern 

Figure 6. Service Stall' and Aisle Patterns (3*38) 



(2) T,L?' Pattern 

The riLft pattern is the second most efficient. 

It is used where straight through traffic is impossible. 

One stall is sacrificed for the entrance• 

(3) "T" Pattern 

This arrangement is used when an exist in the 

rear wall of the building is impossible. 

(if) HTJ" Pattern 

This pattern is used only when one wall is 

available for access. 

In all of the four above arrangements, a total build

ing width of 72 feet and an aisle width of 22 feet are re

quired. The above patterns all use the straight-in stall 

arrangement which only requires only 11 feet wall space as 

compared to 16 feet for the stalls angles at ^5 degrees. 

Figure ? shows typical stall dimensions. 

In the body shop area., the painting room requires 

explosion proof lamps. Deluxe, cool white fluorescent 

lamps are needed to aid in color matching. The body shop 

and painting area should be separated from the rest of the 

building by at least a firewall because of the fire hazard 

possibility. 
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^•6 Used-car Facilities 

The used-car display should be located next to the 

dealership building. In this way, separate facilities for 

the salesmen may not be required. The cars should be dis

played on a hard surface with good drainage. 

The covered lot should be considered as it provides 

the following benefits: 

1. Foul Weather Protection; cars can be shown to 
customers in their best condition during bad 
weather days. 

2. Fair Weather Advantages; eliminates dew from 
settling on the cars at night and oven-like 
temperatures during the day. 

5. Insurance Rate Reduction; minimizes theft and 
damage by hail storms and high winds.(6:16) 

k*7 Outline Analysis of Areas 

SHOWROOM Aim SURROUNDINGS 

1. Showroom 

Area- (5 cars at kGO sq ft each) 2,300 sq ft 
Relationship- directly to exterior of bldg, to 
closing rooms, to sales manager's office 
Lighting- minimum 100 footcandles 
Function- display cars 



Sales Manager's Office 

Area- 120 sq ft 
Relationship- directly to showroom, to clo 
ing rooms, to dealer's office, to general 
office, and to used-car displays 
Lighting- minimum 50 footcandles 
Function- co-ordinator of sales activities 

Closing Rooms 

Area- 3 @ 72 sq ft each, total 216 sq ft 
Relationship- directly to showroom, to 
sales:manager1s office, to used-car lot 
Lighting- minimum 50 footcandles 
Function- discussing and closing car deals 

T ROOMS 

Dealer's or General Manager's Office 

Area- 200 sq ft 
Relationship- a central location with gen
eral access from sales manager's office, 
general office, service manager's office, 
and body manager's office 
Lighting - minimum 50 footcandles 
Function- co-ordinator of dealership, indi 
vidual and small group conferences 

General Office 

Area- 250 sq ft (k people) 
Re1ationship- direct to customer's lounge, 
to administrative areas 
Lighting- 50 footcandles 

'ill | 

Function- area for recording, stenographic 
accounting, and cashier work. 



3. Conference Room 

Area- 300 sq ft (20 people) 
Relationship- to administrative areas 
Li ffh tin;;- 50 foot candles 
function- meeting area for dealership per 
sonnel, sales representatives 

Customer's Lounge 

Area- 160 sq ft 
Relationship- direct to genreal office, 
service reception 
Lighting- 30 footcandles 
Function- waiting area for customers, pro 
motional material 

3. Miscellaneous 

Rest Rooms- 160 sq ft 
Storage- 120 sq ft 

PARTS DEPARTMENT 

1 • Parts Manager's Office 

Area- 100 sq it 
Re la t i onshi; - direct to parts counter, 
storage, and inventory 
Lighting- minimum 30 footcandles 
Function- co-ordinator of parts department 

2. Parts counter, Lobby and Display 

Area- 600 sq ft 
Relationship- parts counter to lobby, to 
service area, to display area 
Lighting- 50 footcandles 
Function- area for obtaining retail and 
service parts, display of parts and access
ories 



3. Small Parts Storage 

Area- 1,150 sq ft 
Relationship- to parts counter 
lighting- 50 footcandles 
Function- storage of small parts 

Bulk Ports Storage 

Area- 1,150 sq ft 
Relationship- to parts counter 
Lighting- minimum 25 footcandles 
Function- storage of bulk parts 

5# Inflammable Storage 

Area- 100 sq ft 
Relationship- to parts counter 
Lighting- minimum 25 footcandles 
Function- storage•of inflammable materials 

6. Shipping and Receiving 

Area- 700 sq ft 
Relationship- direct to small and bulk 
storage 
Lighting- 50 footcandles 
Function- area for receiving shipments and 
for preparing outgoing shipments 

SERVICE DEPARTMENT 

1» Service Manager's Office 

Area- 120 sq ft 
ationshii - direct to service customer 

reception, to general office, and to service 
area. 
Lighting- 50 footcandles 
Function- supervision of service area 



2. Customer Reception 

Area- k stalls © 288 sq ft each, 1,152 sq ft 
Relationship- to outside, to service mana
ger's office 
Lighting- 50 footcandles 
Function- area for discussing service require 
ments 

3. Service Shop Area 

Lubrication 

Area- 2 stalls ® 288 sq ft, 576 sq ft 
Relationship- near service entrance 
Lighting- minimum 35 footcandles 

Minor Repair 

Area- 6 stalls @ 288 sq ft, 1,628 sq ft 
Relationship- located toward front end 
of service area 
Lighting- minimum 35 footcandles 

Major Repair 

Area- k stalls @ 312 sq ft, 1,152 sq ft 
Relationship- toward rear of service 
area 
Lighting- minimum 35 footcandles 

Appearance 

Area- 3 stalls @ 312 sq ft, 864 sq ft 
Relationship- rear of service area 
Lighting- 50 footcandles 
Function- washing, new car preparation, 
reconditioning 

Front-end Service 

Area- 400 sq ft 
hting- 35 footcandles 



Truck Repair 

Area- ^20 sq ft 
Lighting- 35 footcandles 
Relationship- rear of service area 

k. Tool Room 

Area- 120 sq ft 
Relationship - direct to minor and major 
repair 
Lighting- 35 footcandles 
Function- storage for tools and special 
equipment 

5« Miscellaneous 

Lunch Room- 300 sq ft 
Employee Facilities (toilet, locker, shower)-k00 sq ft 
Machine Shop- 2^4-0 sq ft 

BODY SHOP 

1. Body Manager's Office 

Area- 100 sq ft 
Relationship- near entrance to body shop 
Lighting;- 50 footcandles 
Function- co-ordinator of body shop 

2, Body Shop 

Area- stalls @ 288 sq ft, 1,152 sq ft 
Relationship- separate area from service 
Lighting- minimum 35 footcandles 
Function- repair of body, trim, etc 

3. Painting Area 

Area- 2 stalls @ 312 sq ft, 576 sq ft 
Relationship- separate area in body shop 
Lighting- 100 footcandles 



Paint Storage 

Area- 100 sq ft 
Relationship- direct to painting area 
Lighting- 35 footcandles 

5. Appraisal Area 

Area- 600 sq ft 
Relationship- near entrance to body shop 

MECHANICAL A1ID MAINTEITAUCE 

1 • Me c hani c al Ho on 

Area- ^-00 sq ft 
Relationship- central location in building 
Lighting- 25 footcandles 
Function- equipment for heating, cooling, 
electrical, and communication 

2. Janitor and Maintenance Room 

Area- 80 sq ft 
Relationship- direct to mechanical room 
Lighting- 25 footcandles 
Function- storage of cleaning and mainten
ance equipment 

USED-CAR DISPLAY 

Area- A-0 cars @ J>00 sq ft, 12,000 sq ft 

Relationship- adjacent to dealership building 
Lighting- general 25 footcandles, perimeter 
100 footcandles 



NEW-CAR STORAGE 

Area- 25 cars % 250 sq ft, 6,250 sq ft 
Relationship- to service, display 

Parking 

1. Demonstrator 

Area- k cars @ 300 sq ft, 1,200 sq ft 
Relationship- near showroom 
Function- display of demonstrator cars 

2, Employee 

Area- 20 cars # 250 sq ft, 5000 sq ft 
Relationship- rear of building 

3. Customer 

Area- 10 cars @ 300 sq ft, 3?000 sq ft 
Relationship- to showroom, parts dep, 
Function- on site parking for car cust
omers, parts customers, sales representatives 

k* Service 

Area- 25 cars © 300 sq ft, 7500 sq ft 
Relationship- near service entrance.and 
exist, near customer lounge 





5. AESTHETIC CONSIDERATIONS 

In the last section, the functions of an auto dealer

ship were discussed. Hovever, the material was presented 

in a statistical fashion,without making any commitments as 

to whether the different functions, sizes of sjjaces, etc, 

will be used in the final design. The research was based 

primarily on what has been done in the past and on what is 

considered important in a dealership by different automo

bile corporations. This does not mean that the suggestions 

are right or wrong. This will be determined during the 

design process of the building. 

In the same way, the subject of aesthetics is consid

ered. One cannot, at this stage of the design concept, say 

what the building is going to look like. The aesthetics of 

the building will evolve naturally if the building is "done 

right." One must seek a realization,,a basic truth, a be

lief as to what an auto dealership should be; and procede 

with the design from there. One may have to go far back to 

the beginning (the beginning of the auto, transportation, 

etc) to get his inspiration as to what an auto dealership 

wants to be. 

The dealership must be more than just a sales gimick, 

as this doesn't require an architect. It is true that the 



selling of its products (cars and service to cars) is the 

important function, but architecture must not be forgotten. 

Good architecture does not need advertising gimicks to sell 

its products. The identification of the dealership (brand of 

cars, dealer's name, corporation name) should be done in such 

a fashion that it is integrated into the building and not 

added on as an after thought. Also the building should not 

overwhelm the cars it is trying to sell, but should be com

plementary and enhance the cars. There must be an order to 

everything done, and this order should not stop with the 

building itself but should extend to the cars and their ar

rangement and placements. 

Therefore the term aesthetics is very vague because, 

to me, aesthetics is inherent in the building, just as is 

the structure, interior spaces, and the surrounding site. 
( 

If the building is properly conceived, obeying the beliefs 

set forth, and true to its nature, good aesthetics will 

be a natural result. 

At this time I am not sure as to what an auto deal

ership should be or wants to be; but once I have found a 

belief and if the belief is strong enough, architecture, 

the design, the structure, and even the aesthetics will 

naturally follow. 
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ECONOMIC CONSIDERATIONS 

6.1 Construction Costs 

Since the structure and materials of the dealership 

are unknown at this stage of the design, the square-foot 

method will be used to give a rough estimate of the cost 

of the auto dealership. Using a new car planning volume 

of 300, the following area would be required: 

Showroom 1,200 sq ft 

Office 1,050 sq ft 

Service 10,000 sq ft 

?arts 2*375 sq ft 

Total 14,625 sq ft (8*13) 

2,250 sq ft 

-12,375 sq ft 

The Marshall Valuation Service book suggests a figure 

of $14.00 per square foot for a class C automobile showroom 

and office areas, and $10.00 for class C service area and 

parts. (9:66) 

Using the above figures, the following cost estimate 

is made: 



Showroom and Offices (2,250 sq ft X $1^.00) = 131,500. 

Service and Parts (12,375 sq ft X $10.00) = 1123,750. 

Total cost estimate of dealership bldg $156>,250. 

6.2 Site Costs 

Land cost approximately $300.00 a frontage foot in the 

area where the dealership site is located.(10:0) Since the 

site has a frontage footage of 2^0 ft, the cost of the site 

would be: 

2^0 ft X 1300.00 = $72,000.00 

Site improvement costs should be quite small as the 

site is fairly level and bare of trees and buildings. 

6.3 Operation and Maintenance Costs 

The annual cost of maintenance can amount up to 5% of 

the initial cost of the building. The difference between 

efficient and inefficient maintenance can make an enormous 

difference in overhead. The amount of maintenance required 

would vary with the design of the building, the quality of 

materials used, and things such as a covered used-car lot. 



6.A- Amortization 

A loan, with payments up to *+0 years, for the site and 

building could be secured. Therefore, amortization, main

tenance, taxes, insurance could easily cost 10% of the total 

investment annually. This would be $23,000.00 a year. 
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A CHRYSLER AUTOMOBILE DEALERSHIP for Bozoman, Kcnteia- A1CH ^90 

The storting point of this design solution was with the 

shotvroosu The showroom is a feature point cf the dealership 

spanning almost the whole front of the site# I wanted a clear 

unobstructed view of the showroom and therefore the customer 

parking was located behind the showroom# This parking brought 

a division of the showroom from the service area* Therefore a 

connecting bridge with offices was placed between tho two functions« 

The service area is split into two sections so as to have 

a central location of employee facilities, shop, etc; and also 

allowing light through the roof* 

The site is designed to be basically flat except for a 

slight slope for drainage* Thirty used cars are located along 

the two side£ of the site* The site spans from West Ma£& to 

West Bab cock therefore allowing one to drive* -kengfe thru 

such as in scanning at used cars* 

V' I wanted a tone&**down appearance in dealership instead 

of the*?' usual eye-catching flashy building with the belief 

that the cars in the wide showroom would sell themselvesf and 

that the building be complementary to the cars instead of 

u 
dominating. Therefore, concrete with its neutral color was 

chosen as the basic building material# 

As shown by the model, the building^* very plain* without 

the usual frills, mainly bedause it was designed that way: 

that is with the selling of cars as the main purpose® 
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