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Richard Trevisan has been a player in the automotive industry for 

25 years. His career has spanned not only decades, but brands.  

“I have always been attracted to niche brands with unique values and 

product positioning.” This personal mandate means that Trevisan 

has worked for diverse brands from Smart, the smallest car on the 

market, to ultra-luxury with Maserati. “Every brand I’ve worked for 

has a clear mission,” like Genesis, a three-year-old brand with an 

innovative business model. 

Only five markets in the world currently offer Genesis, a brand that 

combines world-class luxury vehicles with a modern ownership 

experience. The challenge of marketing this new concept within the 

Canadian marketplace and internationally is what lured the intrepid 

Trevisan to his current Brand Director position. With many new 

products coming out over the next few years, Trevisan is eager to 

shape the brand’s future. Looking ahead does not deter the brand’s 

focus, however, which remains centred exclusively on the customer.

G
enesis is proud to offer clients freedom and peace 

of mind. This is achieved through a simplified 

and convenient purchasing process utilizing an 

online portal. The online sales platform offers completely 

transparent pricing. With Genesis there is no haggling, no 

additional costs and no up-selling. The price that is generated 

by the online configurator is the final price. No surprises. 

The client’s first interaction is with a sophisticated website 

and after that the experience is centred on their convenience. 

“We come to you. We come to your home or your office for a 

test drive.” This treatment continues well after the client has 

purchased a Genesis vehicle. When it comes to servicing the 

car, Genesis offers a courtesy car and valet service. Again, 

they come to you. 

Genesis’ sophisticated online tools and e-commerce 

offerings set the brand apart from competitors. 

Clients can customize the vehicle online. They can 

choose packaging and trim, colours and materials. 

Genesis functions as a centralized company within 

Canada. The advantage of this is that once the 

vehicle is configured online, the system will confirm 

its availability. So, for example, if the client is in 

Vancouver, the centralized system will deliver the 

final product to Genesis Vancouver. In the traditional 

model of independent dealerships, custom orders 

need to be sent off to factories that can take three 

or more months to deliver. Genesis is closer to the 

customer, not despite their heavy online presence, 

but because of it. 
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C
urrently there are only four Genesis showrooms 

across Canada. By 2021, thirty Genesis Retail 

Experience Centres will be managed by distributors. 

While the experience will remain principally online, the 

increase in volume of sales and client curiosity has increased 

the need for a physical presence.

When asked about his personal preference 

among the Genesis offerings, Trevisan states 

that he is currently driving the G80 Sport, 

their mid-size luxury sedan. “It’s a great 

driver’s car. It’s the ideal car from the point 

of view of comfort, you know, being stuck in 

traffic. There are many driver’s assistance and 

comfort features with a good balance between 

open road and city driving.” 

Trevisan is quick to point out that although 

this is his current ride, he also has a soft 

spot for the G70 which was voted the  

North American car of the year. “It has an 

athletic elegance. Speaking of elegance, our 

flagship sedan, the G90, blends elegance with 

sophistication.” All this talk of elegance led 

me to ask Trevisan how he defines the word. 

“Elegance is personal. Everyone will have a 

different definition. To me, it’s a combination 

of sensorial attributes. From design to 

technology, to the sensation a vehicle gives 

you while driving. Elegance is a highly 

personal experience.”

The Genesis model is based on extensive market research. Eighty percent of consumers 

buying luxury cars wish they could do a test drive at home or at the office. They want to avoid 

the preliminary trip to a dealership. This is understandable since the Genesis client tends to 

be an entrepreneur or professional with considerable demands on their time. They are very 

busy individuals who want their hectic schedules respected first and foremost. Statistically, 

the median household income of a Genesis G70 driver is higher when compared to drivers 

of other brands in the luxury market.

Due to this solid customer base, Trevisan is eager and optimistic for the brand’s future goals. 

From an international point of view, additional markets will be opened up over the next year. 

Aside from a global expansion, the product portfolio will also expand. Currently, Genesis 

offers three luxury sedans. Next year, they will be entering the SUV segment. “It’s necessary 

in the North American marketplace, especially Canada,” says Trevisan, “It is important for 

customers to see that the brand is expanding so that as their own personal needs change, 

they can find the right solution within our offerings.”

“Elegance is personal. Everyone will 
have a different definition. To me, it’s a 

combination of sensorial attributes. From 
design to technology, to the sensation a 

vehicle gives you while driving. Elegance 
is a highly personal experience.”

 –Richard Trevisan
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