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PAID ADVERTORIAL

ADVANTAGE GPS INTRODUCES INDUSTRY’S
FIRST WIRE-FREE GPS TRACKING DEVICES
NEXT GENERATION REVO GPS DEVICES
Advantage GPS, a Procon Analytics
company that captures and translates
raw data into actionable business
intelligence, recently launched the
automotive finance industry’s first and
only wire-free GPS tracking devices.
Revo is a game-changing, wire-free
family of GPS vehicle tracking devices
that revolutionize the way Buy HerePay Here dealers and vehicle finance
companies protect their collateral and
gain valuable automotive analytics.
“Over the past 10 years battery
technology has steadily improved
and has now reached a
level of long-term, stable
dependability,” said
Procon Analytics CTO
and managing partner
Bill Cheney. “This, in
conjunction with the
advancements in 4G
LTE cellular and GPS
receiver technologies,
has made our Revo family
of products practical
and affordable. We
believe these ‘Internet of
Things’ innovations will
revolutionize the GPS
tracking industry.”
Revo’s sophisticated,
battery-powered
technology can be secured
almost anywhere in a
vehicle in five minutes or
less. Revo’s revolutionary technology,
battery life and ease of installation
will reduce the number one reason for
device failure – improper installation –
to near zero.
“It was important to design batteryoperated devices that would hold up
for the duration of long-term finance
contracts to protect our customers’
vehicle assets,” said Advantage GPS
president David Meyer. “Working sideby-side with leading experts in battery
technology, we did it. We developed
three new wire-free devices that
provide more flexibility, control and, in
the end, reduce costs and the hassles of
installation for our customers.”
All three Revo devices – SmartStop,
3000, and 4000 – take only about 10
seconds to activate and are immediately
connected to the platform via 4G LTE
wireless technology. The three models
give lenders the flexibility to match
device to loan terms or risk factors.
• Revo SmartStop: Collects a
continuous stream of data for all
start and stop events of a vehicle, up

to 3,000 events or approximately
one year.
• Revo 3000: Provides auto lenders
with flexible operating modes
that give them more control and
help preserve the battery life of
the unit. The unit is designed to
capture 3,000 events just like the
SmartStop, but this device has a
lifespan of approximately three
years.
• Revo 4000: Includes the three
flexible modes and captures at least
4,000 events, for at least 4-5 years.

The Discovery, Standby, and
Recovery operating modes are an
integral part of the Revo 3000 and
4000:
• Discovery Mode: Provides a
detailed history of the vehicle
for the first 250 events. This sets
up the vehicle’s routine. Much is
learned during this period, but once
completed downshifts to the less
power-consumptive Standby Mode.
• Standby Mode: Reports a vehicle’s
location and device health (such as
battery life and tamper alerts) twice
each day. Finance companies, when
they see a need, can easily change
to Recovery Mode. Despite the
low-power consumption of Standby
Mode, valuable data is collected
every day.
• Recovery Mode: With a simple
keyboard click Revo reports a
vehicle’s movement every five
minutes and also sends stop events.
To preserve battery life, Revo will
automatically revert to Standby
Mode (after seven days or 500

events) or SmartStop Mode based
on the customer’s product choice.
Revo devices have many of the same
features that hard-wired devices do,
including drive reports, stop reports,
repo mobile tool, geofencing, tamper
alerts, battery life indicator and 4G LTE
service. What it has doesn’t come with
is the average $55 installation fee, extra
cables and accessories, and a device
service plan.
The company has already started
shipping Revo devices to auto lenders
across the country.
“We also guarantee the
number of events for each
Revo device,” Meyer said.
“That guarantee, along
with the savings from not
having to pay for hardwire installations will
save dealers thousands of
dollars during the course
of a year, with nearly no
installation failures.”
The company
continuously strives
to bring automotive
lender and dealer clients
the most leading-edge
technology available to
allow them to protect
their portfolios and set
themselves apart from their
competitors. Serving nearly
1,000 automotive lenders
with over 500,000 connections across
the country, Advantage GPS by Procon
Analytics not only utilizes the most
progressive connected technology, but
is constantly evolving based on the
automotive finance industry’s needs
and technological advances as well as
economic and legislative trends.
A B O U T A DVA N TA G E G P S
Advantage GPS by Procon Analytics
provides GPS technology and
innovative data analytics that empower
BHPH dealers and vehicle finance
companies to make smarter, faster and
more profitable business decisions. The
company’s seasoned leadership team
has been revolutionizing risk mitigation
tools and real-time automotive
analytics to help lenders protect vehicle
assets, reduce delinquencies and speed
up recoveries when needed for over a
decade.
For more information, visit
AdvantageGPS.com/revolution or call
1-800-553-7031.
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WHAT’S NEW

CONVENTION
R E G I S T R AT I O N O N L I N E
Registration for the 73rd annual NIADA | NABD
Convention & Expo is now online! You don’t want
to miss this industry-leading mega-conference!
The event is June 17-20 at the Venetian in Las
Vegas. Learn more and register today at www.
niadaconvention.com.

OFFICE

For information on how to become a member of
IIADA, please contact Scott Alpeter at
800-987-6627 or alpeterscott@gmail.com.

AUCTION NEWS

MORTON AUTO AUCTION JOINS XLERATE GROUP

AUCTION

GROUP

The XLerate Group recently announced the
addition of Morton Auto Auction to its auction
family. MAA, located in Morton, Ill., has been
owned and operated by the Krupa family
since 2006 and is highly regarded by both
dealers and fleet/lease consignors.
MAA is XLerate’s fifth Midwestern location
(20 in total) and has served a broad swath of
dealers in Illinois, Iowa, Wisconsin, Missouri
and Indiana as well as key commercial
consignors since 1978. XLerate Group now
operates under 11 auction brands with fixed
site sales in California, Florida, Illinois,
Michigan, Pennsylvania, South Carolina,
Texas and Wisconsin. XLerate also operates
robust digital and mobile sales platforms
nationally.
XLerate’s CEO Cam Hitchcock said,
“Adding MAA to the XLerate family helps
solidify our Midwest footprint and adds
another highly respected independent
operator to our management team. We have
stayed the course with XLerate’s long-term
strategy to grow our business, footprint and
service offerings by acquiring high-quality
independent sales with strong operating
management and building upon this
foundation.
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FOOTPRINT

“Steve and Ted Krupa have owned and
grown the sale since purchasing it in 2006
from the Weihmeir family, MAA’s co-founders.
Steve is quite active in key industry groups
and associations, promoting and protecting
the interest of his independent auction
constituents.”
Steve Krupa and Shawn Glatz (GM) will
continue to operate MAA and will work
closely with the XLerate sales teams to drive
additional volume through MAA. Hitchcock
said, “We are honored that Steve’s family trusts
XLerate with their legacy and employees at
MAA. We intend to aggressively grow the sale
and enhance key product offerings like digital
and our mobile sale platform.”
Krupa said, “We are thrilled to join the
XLerate group. My team and I feel that XLerate’
s resources, expertise, and management
structure are a perfect fit for Morton and its
employees and will help us to better serve our
dealers and commercial consignors. While it
is never an easy decision to sell your family
auction, it was clear that XLerate was the best
fit.”
MAA has dealer consignment, fleet/lease,
and financial institution sales each Wednesday
at its 22-acre facility.
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SOLIDIFIES

MANAGEMENT MATTERS | By Joe Oliveri & Steve Nicholson

USE DATA AND TECHNOLOGY TO UP YOUR GAME

DRIVE

LONG-TERM

SUCCESS

If you’re anything like the average
consumer, you spend five hours each day on
your smartphone – maybe more.
And you’re probably doing more than
catching up on the news and scrolling
through your social media feed. You’re
researching purchases big and small, buying
birthday presents and maybe even ordering
dinner or scheduling a grocery delivery.
There’s an app for just about everything –
and some of them even help make your life
easier or improve productivity, if you can
figure out how to use them.
Technology and data have completely
redefined how consumers interact with the
world around us. It’s not just about replacing
Columbia House’s mail-order CD club with
iTunes and Spotify, or Blockbuster with
Netflix and Hulu. And it’s more than just the
ease of pre-ordering a custom drink so you
don’t have to wait in line at the coffee shop.
It’s about reducing friction and adding
convenience to every consumer interaction
– across every facet of your life.
The good news is that it’s not just
consumers profiting from this boon.
Technology and data are racing their way
up the supply chain into the wholesale
automotive marketplace – and as dealers,
you can benefit.
You now have more information and
resources at your fingertips than ever before
to make smart, informed decisions – faster
than ever. Here are three ways you can do
more to increase both margins and profits.
START WITH SMARTER SOURCING
The average car buyer visits just 1.6 auto
dealerships while car shopping. That’s a
big change from 15 years ago, when buyers
visited an average of five dealerships. On
the other hand, 41 percent of used car
shoppers don’t purchase a vehicle from the
first dealership they visit because the dealer
didn’t have what they wanted.
Why is this important?
It means inventory matters. Consumers
are doing their research before they ever set
foot on your lot.
In fact, there’s a good chance they know
more than your sales team about the specific
vehicle they want. So if you don’t have what
they want, they won’t stop by, or they’ll
quickly move on.
So how do you source the right cars?
The first step is adopting a 360-degree
approach to your remarketing strategy.
The choices abound when it comes to
marketplaces for buying and selling used
vehicles – in lane, dealer-to-dealer, mobile
apps, and online. By adopting a holistic
360-degree approach to your remarketing
strategy – maximizing what each venue has

AT

YOUR

DEALERSHIP

to offer – you can ensure you have access to
the broadest array of inventory at the best
prices.
Going digital first goes hand-in-hand with
adopting a 360-degree approach to your
remarketing strategy.
While it’s important to not limit yourself to
one channel for inventory acquisition, some
of the best quality, most attractively priced
inventory is available first through digital
channels. It’s the first opportunity to bid on
cars before they go to physical auction, and
also broadens your geographic reach for
finding good cars at a great price.
Whether it’s a dealer-to-dealer mobile
auction marketplace like TradeRev or an
online auction like ADESA DealerBlock,
these digital and mobile channels typically
offer great vehicles and lower fees. Plus,
they’re always on, allowing you to bid from
anywhere at any time.
So if you aren’t already including these
channels in your strategy – and seeking
them out first – you’re missing out on some
great inventory.
TAP INTO BIG DATA
Big data isn’t just for big companies.
Your customers take advantage of big data
and analytics when doing their car-buying
research – and now you can, too.
The past decade has brought many
new tools to market that can help
dealers optimize their lots. New data and
technologies can help dealers not only
acquire the right inventory, but sell it
smarter and faster. The right tools can
increase both your cash flow and your profit
margin.
Find the right vehicle with new targeted
recommendations.
It’s all about efficiency – getting the right
car to the right dealer and then to the right
consumer at the right time. New mobile
and digital marketplaces have given dealers
access to virtually unlimited inventory
options – but your time is precious, and
there aren’t enough hours in a day to sort
through all the options. Today’s remarketing
platforms increasingly help take the leg
work out of this for you.
For instance, our data analytics arm
analyzes millions of data points each
day to make specific, tailored dealer buy
recommendations for your rooftop. These
tailored recommendations assess market
dynamics, whether a vehicle is undersupplied, and what moves from your lot
quickly – just to name a few.
Still want to do your own research? Apps
like Autoniq seamlessly integrate your
vehicle pricing guide, market report and
VHR subscriptions into one easy-to-use

interface so you don’t have to flip between
multiple platforms – saving you time when
buying on trade, shopping online or in the
lane.
Just remember: a vehicle sitting on your
lot is a rotting asset. Make you sure you buy
it right from the start – and if it’s not selling,
get rid of it. Start flooring something that
data shows will sell, and at higher margins.
UP YOUR RETAIL GAME
Using data to source the right vehicles and
optimize your lot is a great start, but don’t
overlook opportunities to improve your
retail game, too. It can also help you better
understand your customer and make every
customer interaction a positive experience
– helping differentiate you from the other
dealer across the street. In fact, 77 percent of
consumers have chosen, recommended, or
even paid more for a brand that provides a
personalized service or experience.
Know your customers and their online
habits.
Are they a traditionalist who always
pulls the vehicle history report and checks
Consumer Reports first? Or, are they a
cost-conscious consumer glued to their
smartphone who spends more than 17 hours
price comparing online before stepping foot
in a physical dealership?
A digital-first retailing approach can
yield invaluable data about your customers,
helping you better target your sales
approach and close the deal.
Make it personal.
We’ve gotten spoiled, and expect every
in-person shopping experience to be as
personalized and painless as Amazon or
Apple. Consumers want it to be a unique,
personalized experience – whether chatting
in the check-out line with the friendly
cashier who never forgets your name or
binge-watching your new favorite show that
Netflix recommended based on previously
watched shows.
Why should you care? Consumers will
pay more for it: 54 percent would buy from
a dealership that offers their preferred
experience, even if it didn’t have the lowest
price.
It’s not rocket science. Combining the
right products at the right price with a
personalized customer experience will help
you sell more cars, profitably.
Joe Oliveri is general manager of data as
a service at KAR Auction Services, Inc.,
the parent of more than 20 automotive
remarketing brands and services including
ADESA, TradeRev, AFC and Autoniq.

Steve Nicholson is director of major dealer
accounts at TradeRev, North America’s
leading dealer-to-dealer digital auction
platform.
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THE “WOW” IS WORTH IT!

MANAGEMENT MATTERS | By Dave Anderson

CREATE

BETTER

EXPERIENCES

In his book Never By Chance, Joe
Calloway said, “A brand is defined
as a trademark or distinctive name,
reputation, or capability that identifies and
differentiates a product or service from the
competition, for better or for worse.”
Every company has a brand. That’s not
the question.
Does your brand positively differentiate
you or render you to commodity status?
Does it elevate or diminish the value
people see in doing business with you?
To delve deeper, a brand isn’t primarily
about your logo, jingle, or creative
graphics. These things may explain or
reinforce your brand, but they aren’t your
brand. Nor is building a powerful brand
for your dealership accomplished through
big ad budgets and slick promotional
campaigns.
Building a powerful brand happens
when you create a culture that supports
consistently creating “wow” customer
experiences, and by hiring and training
the right people at all levels within your
organization capable of consistently
delivering said experiences.
Focus more on the “reputation, or
capability that identifies and differentiates
you from the competition” aspect of
the brand than on a logo, trademark, or
distinctive name to communicate it. As
a leader, it’s your job to make sure this
gets done daily, and that chasing greater
excellence in this regard is a priority for
every team member.
Here are some supporting thoughts and
strategies to help refine your focus on
intentionally building and leveraging the
power of your brand.
· The bottom line is your brand is defined
by customer experiences.
You may declare what your brand is, but
a customer defines it based on his or her
experience with your company or product.
In short, whatever a customer thinks about
when they hear your dealership mentioned
– which will be based on either a personal
experience or one they’ve heard about
from others – is your brand.
You can say what you want about who
you are, but your customers believe what
they experience – and that is your brand.
· In case the prior point wasn’t clear
enough, let me rephrase it slightly:
Nothing is more important than
customer experience when it comes to
brand management.
If you want to improve the strength of
your brand, you must elevate the quality
of the experiences you’re creating for
both team members and customers. That
starts with hiring the right people at the

6 DEALER’S EDGE MARCH/APRIL 2019 WWW.IL-IADA.ORG

outset, setting clear expectations for the
experiences you want created (experiential
standards) and training team members to
deliver that experience while holding them
accountable for doing so.
· A key to customer experience is
consistency of performance.
The more consistently great the
experience is between departments, the
stronger the brand. The greater variation
you have between departments concerning
the customer experience, or between your
various locations, the weaker the brand.
One bad apple in this regard will afflict the
whole batch.
·The best answer to the question, “Who
on our team would create the most
outstanding customer experience?” is
“Any of them!”
If you can’t give that answer, you have
work to do, and lots of it.
·The best way to influence a great
customer experience is to create a great
employee experience!
Rest assured, if your team members
aren’t having a “wow” experience working
for you they’re not as likely to create
similar experiences for your customers.
Incidentally, micromanagers, oppressive
work schedules, lack of training, hiring
recklessly, inconsistent management,
hypocritical leaders, tenured nonperformers and more all drain the “wow”
out of the workplace for team members.
· Keep in mind that even team members
who are far removed from direct
customer contact have a “ripple effect”
impact on the customer experience.
This is because of the effect they have
on other employees.
Naturally, if a co-worker is negative,
incompetent, corrupt and indifferent, he
or she will diminish the experience of
teammates, causing frustration and lower
morale – all of which has the potential to
trickle down and affect the experience a
teammate is trying to create for a customer.
There’s much more to say about building
your brand, but since the focus of this
piece is on perfecting the customer
experience, take some time with key
team members to honestly evaluate these
questions and address the answers you’re
unhappy with:
· Are the processes and protocols we
have in place designed to just meet a
customer’s expectations, or are they
intentionally designed to get the “wow?”
In either case, how can we do better?
· Do we have variation in the customer
experience between departments or
locations? If so, why is that? How do we
fix it?

·H
 ow often do we talk about getting the
“wow” in meetings, during one-on-one
coaching sessions, in the interview
process, and during onboarding
periods? Since you can help change a
culture by changing the conversation,
what more can we do to shine a
brighter light on this key responsibility
for each team member?
·D
 o we realize our frontline team
members (porters, sales associates,
service advisors, receptionists and the
like) have more daily opportunities to
create a customer experience than the
management team since they come
into contact with more customers?
How much training have they had
on creating “wow” experiences?
What training could we implement
to improve the customer experience,
starting with the onboarding of new
associates?
·D
 o we have experiential standards for
our organization that clearly define
guidelines for the things we will always
do – and never do – with a customer or
when speaking with a customer? Are all
departments and locations on the same
page with these standards? If not, how
and when do we fix it?
·D
 o you know how your experience is
significantly different and better from
those your competitor delivers – from
meet and greet, to customer touch
points, to your various processes, to
the language you use, to follow up, to
communication protocols for service,
to what they do while waiting to get into
F&I, and the like? If your answers aren’t
many and compelling, you’ve got more
work to do.
If this seems like a lot of work, that’s
because it is a lot of work.
I never said building a great brand
through “wow” customer experiences is
easy. But I can assure you it is worth it.
And if your people and dealership
are continually in price battles to be the
cheapest so you can get the deal, there’s a
better way: create improved experiences
and the price becomes less relevant.
People pay more for better experiences,
and they return for more and tell others to
do likewise.
Believe me, whatever it costs you in
time, training, or dollars to build a “wow”
brand, when all is said and done, the
“wow” is worth it.
Dave Anderson, “Mr. Accountability,” is a
leading international speaker on personal
and corporate performance improvement.
He is also the author of 14 books and host of
the podcast, The Game Changer Life.

ACCELERATE | By GWC Warranty
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MAKE YOUR OWN EMBED

IMPROVE

YOUR

CHANCES

More than 500 million hours of video are
watched on YouTube every day. Did you
know more video content is uploaded online
in 30 days than major U.S. network TV has
created in 30 years?
With consumers so starved for video
content, what’s stopping you from delivering
your message to customers the way they
clearly want to consume it?
Whether it’s information about your
dealership, a specific vehicle, your F&I
offering or a simple note to say hello or
thank you, video gives your message a better
chance to be viewed and a better shot at
converting into customer actions.
Here are a few simple ways you can use
video in your dealership today.
ON YOUR WEBSITE
You don’t necessarily need to create your

TO

BE

HEARD

own video to start using it on your website.
If you find a video you like, many times you
can use the share button to get an embed
code you can place on your website to use
the video for yourself.
This can work especially well if you have
a service contract offering you’re looking
to educate customers about before the sale.
Something as simple as talking about the
cost of common repairs early on in the
process can do the trick.
COMMUNICATING WITH
CUSTOMERS
If your lead follow ups are falling on deaf
ears and not turning into sales, throwing
some video in the mix can be a breath of
fresh air for both your customers and your
sales numbers.
A tool like Covideo helps take a standard

email or phone call to a new level by putting
a face to the message. With the vast majority
of communication occurring in more
than just the words you use, this type of
communication is perfect for building trust
and a personal connection.
IN THE F&I OFFICE
By the time a customer gets to the F&I
office, they’re likely tired of negotiating and
hearing all the presentations you have to
offer. This makes the F&I office the perfect
opportunity to let video step in and do the
talking for you.
When a customer hears about service
contract products from a video rather than
a salesperson, they’ll be more likely to feel
like they’ve discovered value on their own
rather than having it sold to them at the end
of an arduous process.

SAFETY WATCH

FORD EXPANDS MASSIVE
AIRBAG RECALL

NEARLY 1 MILLION MORE VEHICLES
Ford recently extended its recall of hundreds
of thousands of vehicles fitted with faulty airbags
from automotive supplier Takata to include nearly
1 million vehicles sold in the U.S. and Canada.
According to Ford, about 953,000 vehicles
will need replacement airbag inflators after
investigators determined those safety devices
could improperly inflate, sending shrapnel into
occupants in a crash.
The affected Ford vehicles include:
• 2010 Ford Edge and 2010 Lincoln MKX
vehicles built between Nov. 28, 2008 and July
12, 2010.
•2
 010-11 Ford Ranger pickups built between
Aug. 14, 2008 and June 21, 2014.
• 2010-12 Ford Fusion, 2010-12 Lincoln MKZ,
and 2010-11 Mercury Milan sedans built
between July 3, 2008 and July 29, 2012.
• 2010-14 Ford Mustangs built between June 8,
2009 and Dec. 16, 2011.
The added vehicles are part of the largest
recall in automotive history, spanning more than
65 million cars sold worldwide. The recalls are
categorized and prioritized based on vehicle
type and location. Owners of 2006 Ford Ranger
pickups who haven’t yet complied with an earlier
recall for those airbag inflators are encouraged to
stop driving immediately and fix those vehicles.
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MANAGEMENT MATTERS | By Don Jasensky

INTELLIGENT
INTERVIEWING PRODUCES
INTELLIGENT HIRES
SAY

GOODBYE

TO

HIRING

Automotive Personnel, LLC has been
recruiting top personnel for 30 years. No one
has ever asked our firm to “find someone
average.” Employers are always seeking high
performing employees.
Thirty years of professional recruitment
has taught us the best indicator of future
performance is past performance.
To help identify the high performers
we learned to ask “intelligent interviewing
questions” to help determine a candidate’s
past job performance and their ability to
thrive with our client. Coupled with proof of
accomplishments and thorough reference
checking, intelligent, probing questions of
the candidate will help you determine if your
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MISTAKES

candidate has the experience, attributes and
skills you are looking for. It can also help you
eliminate hiring mistakes.
I want to show you actual questions we use
every day in our practice and encourage you to
learn how to prepare a list of questions that will
help you get a much better understanding of
your candidate and help you eliminate hiring
mistakes. Let me share two recent examples
and show you our techniques.
CASE STUDY – Collection Manager Search
Situation: We were searching for a winning
collection manager because our client’s
collections department was underperforming
and continuing a costly downward trend. The
client decided no one in the company could

step up to this role, so they needed to look
outside for a stronger collection manager.
We prepared a list of “intelligent
interviewing questions” designed to help better
understand the interviewees’ experiences,
abilities and limitations. I want you to think this
way and prepare a list of functional questions
that will help you assess the candidates you are
interviewing.
During the interview, we explained the
situation to each interviewee: “Here is our
problem …” then asked the following:
•D
 o you think you could fix this problem?
•H
 ave you had a similar situation in your
career?
•T
 ell us how you handled it.

WE PREPARED A LIST OF “INTELLIGENT INTERVIEWING QUESTIONS” DESIGNED TO HELP
BETTER UNDERSTAND THE INTERVIEWEES’ EXPERIENCES, ABILITIES AND LIMITATIONS.
•W
 hat metrics would you use to assess our
problem?
•W
 hat information would you need from us
to prepare for your first day of work?
•W
 alk us through your training process.
•S
 hare your “From-To results.”
•T
 ell us your methods to hold your
collectors accountable for their production.
•T
 ell us what your first few days here would
look like.
Of course we asked a lot more questions
than these, but with just these questions, both
you and the interviewee will know if you are
interviewing the right candidate! This is what
I mean by preparing intelligent questions that
will yield the information you need to make an
intelligent hire.
CASE STUDY - Sales Manager Search
Here are some questions we are using for
a sales manager search for an automotive
dealership:
•W
 hat are the performance measurements
for your position?
•T
 ell us how you are doing.
•S
 o you ___ (increased sales by 30 percent
in 12 months). That’s terrific. Can you walk
us through how you accomplished so
much change so quickly?
•W
 hat were the biggest obstacles you ran
into?
•H
 ow did you overcome them?
•W
 hat lessons did you learn?
•S
 how me - Can you confirm those

accomplishments? Sales sheets?
Documentation to support this? (Do not
miss the show me part!)
•C
 an we confirm this with your past
supervisor?
•D
 o you think you could duplicate this
success in our position?
“Let me tell you more about our
opportunity… This sales staff is
underperforming. They have 10 sales
personnel – two are good, four are average,
and four are underperforming.”
•H
 ave you been in a similar position?
•T
 ell us how you handled it.
•W
 hat is your process for evaluating a sales rep?
•H
 ow do you determine if a sales rep
needs more coaching – time to develop –
additional help from us or to be fired?
•T
 ell us how you plan to earn the respect of
our sales staff.
•W
 hat information will you need from us to
evaluate our sales staff?
•T
 ell us what your first week will look like
here.
As you can see from this line of questioning,
we are taking the time to learn about each
candidate’s job performance and how they
think. This will help you visualize how a
candidate will fit into your position and
company!
Our firm fills many “C-Level” roles with
automotive finance companies, F&I providers,
warranty providers and automotive software

companies. We follow this same process of
asking intelligent questions that will help us
understand if the candidate is the right fit.
Believe me, when you are interviewing
experienced presidents, CEOs, COOs, or CFOs,
they all sound great and they all have terrific
backgrounds. However, that does not mean
they are the right fit.
A COO from a large company might be way
out of place going to a much smaller company
that lacks the same staff support, access to
capital, and brand recognition. Another COO
from a large company may strongly desire
being in a smaller company with less structure
and a faster pace.
This is not in a resume. You have to learn to
ask the right questions.
Tip: Great candidates can be just as nervous
in interviews as weak candidates. Judge them
by depth, intelligence and thoroughness of
their answers.
Did they listen to your question and
endeavor to answer it or did they dance around
it? Can they prove it?
I teach executives and managers that “going
with your gut” only produces consistently
intelligent hires when backed by the hard
work of intelligent interviewing and reference
checking.
Donald Jasensky is president of
Automotive Personnel, LLC, a personnel
search firm for subprime automotive
companies and BHPH dealers. Contact
him at Don@AutomotivePersonnel.
Careers.
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NEW CUSTOMERS
REPEAT CUSTOMERS
SALES MATTERS | By Kenny Atcheson

UPGRADE

YOUR

CUSTOMER

When speaking at 20 groups, conventions,
conferences or during private consultations,
I typically ask what a dealer needs most.
Usually the answer is one of the following,
or both:
• “More new customers.”
• “Better customers.”
The answer I rarely hear is: “More repeat
and referral business.”
Some dealers do a good job of earning
more repeat and referral business, but many
others haven’t put as much thought into it.
The latter group thinks that simply offering a
referral fee is enough.
A Word on New Customers
New customer acquisition is one of the most
expensive investments business owners can make.
You have not yet earned the trust of new
customers. They go through a longer process
than do repeat and referral customers.
New customers typically require more
advertising to get them to take action. They
may have to be followed up with more, which
requires more labor cost from employees.
Even when you earn the business of a new
customer, their one-time experience has not
earned you the right to be referred – just yet.
The threshold for someone to refer business
to your dealership is higher than simply
buying for themselves.
All business owners need a steady flow of
new customers, but don’t forget about repeat
and referral business.
Retention – Repeat Purchases
Getting an existing customer to buy from
you again is much easier than acquiring new
customers.
When you take the necessary steps, your
existing customer will most likely skip straight
to the last step – purchase.
You already have their trust. They don’t need
to spend time researching your dealership.
They are familiar with your company, so
they already know where you are and what it
takes to do business with you. If they enjoyed
their experience, interest and desire is
already directed toward your business when
the time comes to upgrade to another vehicle.
Repeat customers are generally easier and
more pleasant to deal with.
Repeat customers are more likely to refer
business.
Repeat customers are harder for the
competition to steal due to loyalty.
Repeat customers put up less price
resistance.
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Going back to the second thing dealers
always say they want (better customers),
a repeat customer should be a “better
customer.”
You can upgrade your customer base
by choosing those you prefer and expend
more effort to get them to buy again. In
addition, birds of a feather flock together,
so the referrals you get from your upgraded
customer base may have friends you would
consider better customers.
H OW TO I M P ROV E C U STO M E R
RETENTION
How you treat the customer during and
after the sale is the most obvious answer to the
question of improving retention.
Perhaps you are friendly when they
purchase, service their vehicle or make their
payments. Do you contact your customer or
put your business/people/personalities in front
of them any time outside of when they give you
their hard-earned money? If not, you should.
Host Large Customer Appreciation
Events Yearly
We recommended and helped a client
promote and organize an event last year. Two
of the best sales weeks of the year were the
week immediately before and after the party.
There is a right and a wrong way to host a
customer appreciation party.
If you focus on sales, it’s not a party, it’s a
sales event.
If you don’t promote the event enough to get
a group to show up, it looks terrible. It looks
like your dealership doesn’t have any happy
customers. You must promote the appreciation
party as hard as you would a sales event. It
should be fun and it should be all about the
customer.
Host Small Customer Appreciation
Events Quarterly
Small events include a free lunch or a car
wash certificate designated for a specific day.
These are inexpensive events to connect your
customers with your team.
Although these are small, they require face
time. Don’t just send an appreciation gift.
Have customers come in so your team can get
human interaction.
Send a Purchase Anniversary and
Birthday Card
Some CRMs have this as an automated
feature. This is not good enough.
If you think it is, send an eCard to your mom
for Mother’s Day and see how that works.
It does not have the same effect. There is all

kinds of research to support the importance
of holding something physical in your hands
versus digital. It is proven to be a lot more
powerful.
Send a Print Newsletter Every Other
Month to Communicate, Update and
Appreciate
Regular communication breeds familiarity
and trust to form a stronger bond and loyalty.
It puts your dealership brand in front of your
customer so you are “top of mind.”
Newsletters are a relationship tool.
When you regularly offer value, updates
and occasional personal information, it
“humanizes” your business.
Humanize Your Business
Be less logo and cars. Be more faces,
humans, and interaction.
Talk and type human-to-human, not
business-to-prospect.
Check in on your customers once in a while.
Let them see your human side. Have a face and
personality to the business.
When you are known as a person and not
just a business, people are less likely to tear
into you after a disappointment. The bond you
create with your customer is much stronger
human-to-human than by using a logo and a
catchy jingle.
Listen – Everyone Wants to be Heard
No real relationship is one person doing all
the talking. Give your customers a voice. Give
your customers an opportunity to provide
feedback without a ridiculously long survey. By
doing so, you may find things you didn’t know
are wrong.
There will always be challenges. No one is
perfect. Many of your customers will forgive
mess-ups, but only if the problem is fixed in a
timely fashion.
The White House Office of Consumer Affairs
revealed one out of 26 unhappy customers
bothers to complain. What are the chances the
other 25 purchase again?
Use a customer feedback system to give
your customers a voice, keep most complaints
internal, build a vault of testimonials to use in
all of your marketing and keep your employees
on their toes.
Kenny Atcheson is the founder of Dealer Profit
Pros and author of Marketing Battleground:
How to Deploy Under-the-Radar Strategies
to Explode Your Profits. Kenny teaches
workshops and speaks at conventions
and 20 Groups. His company offers several
marketing and advertising programs found
at www.DealerProfitPros.com.

SALES MATTERS | By John Chapin

SUCCESSFUL SALESPEOPLE

THE

TWO

MOST

IMPORTANT

We know there are many character traits
that determine long-term sales success or
failure. That said, I find there are two key
traits that really separate the cream of the
crop.
TWO K EY T R A I TS OF
TO P PRO D U C ER S
Extreme Ownership
The most successful salespeople take
complete ownership of everything in their
life, and I do mean everything. From sales
numbers all the way to car accidents, they
see themselves as ultimately in control
of, and responsible for, anything related
to getting their job done and meeting
obligations.
They are empowered so when something
goes wrong they can immediately grab the
bull by the horns and do what they must to
remedy the situation.
They don’t spend time complaining,
playing the victim or throwing their hands
up in a “what’s the use, it’s out of my control”
fashion.
I’ve seen the best salespeople overcome
weather, power outages, tornadoes, car
accidents, trips to the hospital, and almost
everything else you can imagine to make
sales calls and hit their numbers. If you
have a meeting scheduled with them and
the world is coming to an end, you can bet
they’ll be there.
Top salespeople are committed to and
completely accountable to their clients, their
family, themselves, their company and coworkers, and everyone else they come into
contact with.
They are hard-working self-starters and
have the willingness to push themselves
harder than anyone else can possibly push
them. You don’t need to look over their
shoulder to make sure they’re doing what
they should be doing. They understand they
have an obligation to their clients, and to the
company that pays them, to go above and
beyond and put in maximum effort.
Top producers are completely sold
on their product to the point that if it’s
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something they can own, they do, along
with their family and friends. They have
conviction and are passionate about
helping others while saving people from the
competition who, at best, will not take as
good care of them as they will and at worst
will even take advantage of them.
They have a willingness to go far above
and beyond for prospects and clients and
will do anything and everything to win fairly
and ethically.
Top producers understand that success is
completely up to them.
They take complete ownership – extreme
ownership – reminding themselves they are
100 percent responsible for their success.
If they fail, they own it. Everything begins
and ends with them. They don’t blame
anyone or anything outside of themselves.
You won’t hear them complaining about
the competition being cheaper, the supposed
bad market or the new industry regulations.
They know that even in the toughest of
conditions, someone is thriving, and they’re
determined it’s going to be them. You also
won’t hear them blaming outside forces for
a lost sale, past failure, or anything else that
has put them in their present position in life.
Extreme Drive and Determination
The best are extremely driven and
determined. They know why they are doing
what they are doing and they know who and
what they are doing it for.
They know superstars aren’t super-human
– they are average, flawed individuals just
like the rest of us. The difference is they’ve
found a reason, a purpose within them,
that gets them up early, keeps them up
late and keeps the fire of motivation and
determination burning brightly within them,
and they use it to outwork everyone.
The champions are like extreme athletes
when it comes to dedication, commitment
and preparation.
They make do-or-die commitments. They
do whatever it takes to make their dreams
and vision a reality and are willing to fight
for what they believe in.

TRAITS

Top producers realize there is no such
thing as get-rich-quick or overnight success.
They know you must pay the price for
success in advance, and they do.
They are willing to suffer and put in lots
of work and they don’t require immediate
rewards or payoff. They are willing to work
like no one else will for three, five or 10
years or more to live the rest of their life like
no one else can.
Top salespeople understand that one of
the biggest enemies of long-term success is
the comfort zone, which can cause us to lose
our fire.
To defend against this, the great ones
create a mission statement that is so
magnificent they need to constantly be
growing and expanding to fulfill it. They
also surround themselves with people who
continually challenge them and force them
to grow.
From time to time they assess their values
and what’s really important to them because
they understand that priorities change as
we go through life. They continue to make
larger, grander goals and plans so as they
approach the achievement of one goal they
have a bigger one to keep their motivation
strong.
Finally, the best understand that sheer
will and determination will pretty much
overcome any obstacle and take you
anywhere you want to go in life. They apply
that will and determination at a level few
humans are willing to match.
They decide on a goal and then cut off
all avenues of escape. They burn the boats
behind them. They make the decision to
climb the mountain knowing they are either
getting to the top or dying on the side of the
mountain, but they are not coming down
– they aren’t quitting. It’s all-or-nothing,
do-or-die.
John Chapin is a sales and motivational speaker
and trainer. He has over 31 years of sales
experience as a number one sales rep
and is the author of the 2010 sales book
of the year: Sales Encyclopedia. For more
information, visit www.completeselling.com
or email johnchapin@completeselling.com.

WASHINGTON UPDATE | By Shaun Petersen

GOVERNMENT REPORT

LATEST GOVERNMENT ISSUES AND ACTIVITY

NIADA is your voice in Washington D.C.,
advocating for independent dealers, the used
vehicle industry and small business. Here’s
a look at the latest news and NIADA efforts
regarding legislative, regulatory, PAC and
grass roots activities.
REGULATORY
Federal Reserve: The Federal Reserve
announced it will not implement two
interest rate increases it had planned for
2019, deciding instead to “be patient” and
keep the federal funds rate at its current
range of 2¼ to 2½ percent.
Fed chairman Jerome Powell said
while domestic economic indicators,
including unemployment, are strong, global
uncertainty, especially in China and Europe,
along with “muted inflation pressures” and
the recent U.S. government shutdown, call
for caution.
“The case for raising rates has weakened
somewhat,” he said. “We believe we can best
support the economy by being patient and
evaluating the outlook before making any
future adjustment to policy.”
Powell said the decision was not
influenced by calls from the White House to
cancel the rate increases.
“My only motivation is to do the right
thing for the economy and the American
people,” he said. “That’s it.
“The situation calls for patience, I think it
does. That stance of policy is appropriate. We
see these uncertainties. We see a time where
we have the luxury of being able to wait.”
Some analysts said the Fed could even
reverse course and actually lower interest
rates in late 2019 or early 2020.
Internal Revenue Service: Soon after
President Trump signed the resolution to
end the government shutdown until at least
Feb. 15, the IRS announced it had begun
accepting and processing 2018 federal tax
returns – one day earlier than the previous
year’s tax-filing season – and expected to
have refunds out on time.

The IRS noted that by law it cannot issue
refunds for returns claiming the Earned
Income Tax Credit or the Additional Child
Tax Credit before Feb. 15.
That law, designed to give the IRS more
time to detect and prevent fraud, went into
effect last year. But even with the EITC and
ACTC refunds and the additional security
safeguards, the IRS still said it expects to
issue more than 90 percent of refunds in
less than 21 days.
The agency said it expects refunds for
returns claiming the EITC and/or ACTC to
be available beginning Feb. 27 at the earliest
for returns requesting direct deposit that
have no issues.
The “Where’s My Refund?” tool on the
IRS.gov website and the IRS mobile app is
the best way to check the status of a refund,
the IRS said. The IRS began updating that
tool Feb. 23.
LEGISLATIVE
Rep. Maxine Waters (D-Calif,),
chairwoman of the House Financial
Services Committee, urged the financial
services industry to “provide flexible
workout arrangements” for consumers
affected by the lengthy government
shutdown.
In a letter to the heads of financial
services industry trade associations and the
largest credit reporting agencies, Waters
called for “a prompt written response” from
those organizations.
Waters said the shutdown inflicted
“tremendous harm to millions of
Americans. Affected employees, contractors
and other individuals did not cause
the shutdown and should not suffer
any adverse consequences from these
circumstances.”
Waters said affected individuals should
contact their lenders immediately if
they are having financial issues, but
called for financial institutions to “to
engage in proactive outreach” and make

arrangements for those unable to pay bills
in full or on time due to the shutdown.
She also asked institutions to consider
whether it’s fair to report adverse
information about those customers to credit
reporting agencies.
“It is in no one’s interest to punish those
who may be enduring financial stress
through no fault of their own,” she said.
GRASS ROOTS
State legislative sessions are in full swing
across the nation, which means legislation
that could affect the used vehicle industry
are beginning to make an appearance in
various State Houses.
Among those bills are proposals to
place restrictions on the use of GPS and
starter-interrupt devices in a number of
states, including New York, Indiana, South
Carolina and Virginia, bills that would have
an adverse impact on Buy Here-Pay Here
dealers – and their often credit-challenged
customers.
In addition, new recall bills have been
introduced in New York and Missouri.
NIADA is studying those bills and will
work with its affiliated state associations
to oppose overburdensome regulations
that would adversely impact independent
vehicle dealers and the consumers who
count on them for transportation.
PAC
A contingent of NIADA leaders met with
Sen. John Cornyn (R-Texas) at an event for
the senator Feb. 26 in Washington D.C.
During the event, the NIADA-PAC Fund
made a contribution to Cornyn’s campaign.
Cornyn is a key member of the Senate –
he was Majority Whip until a six-year term
limit made him give up that post in January,
and he is a member of the Senate Finance
and Judiciary committees.
Shaun Petersen is NIADA’s
senior vice president of legal
and government affairs
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SOCIAL MEDIA | By Kathi Kruse

WHY YOUR FACEBOOK PAGE IS FAILING

TIPS

TO

MAKE

YOUR

Not all Facebook pages are created equal.
It’s hard to ignore the opportunities
available with Facebook to attract, engage
and convert car buyers, but building a highconverting Facebook page has been elusive
for many. It’s important to know the elements
of a successful Facebook page, and even more
crucial to recognize the reasons your Facebook
page may be failing.
If you want your car buyers and their friends
to notice, you have to continually reward
them with great content and build an engaged
community for them. This means employing a
content strategy that works for your dealership
both culturally and operationally.
You also have to incorporate Facebook ads
to promote your content and encourage clicks
to your website from interested buyers.
If consistent engagement and conversions
on Facebook is a struggle for you, here’s a list
of reasons your Facebook page may be failing,
with tips to make it work for you rather than
against you.
YOU DON’T PUBLISH REGULARLY
Consistency is a cornerstone of Facebook
(or any other) marketing. Users need to see
your posts in their newsfeeds for you to stay
relevant.
It’s a battle right now for attention.
Inconsistent posting (such as a few times
per month) is not going to capture anyone’s
attention.
YOUR PAGE LACKS THE HUMAN TOUCH
Fact: Facebook pages fail because posts
focus on products instead of people.
There’s often a complete disconnect from
the human side. Content that demonstrates
why people choose the business seems to be
non-existent on many dealership Facebook
pages.
If you approach Facebook with the sole
mindset of selling, you will waste your
precious time. Facebook is first and foremost a
social network, not a billboard.
YOU’RE NOT USING THE 3-GEARED
APPROACH TO CONTENT
Content marketing (messages that meet
your customer where they are in their
purchase journey) is a powerful tool for
driving qualified leads. The challenge lies in
producing high-quality, original content on a
consistent basis.
Content must reach each of three stages of
the buying cycle:
• Entertain. Most people who engage
with your page are not immediately “inmarket.” The inability to engage this large
segment of users is where many pages fail.
• Educate. Fans who are thinking about a
purchase, or who have friends who are,
appreciate answers to their questions.
• Excite. Facebook posts and ads need to
provide offers worth the prospect’s time.
Exciting content compels people to click in
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WORK

FOR

YOU

anticipation.
YOUR POSTS LOOK AND FEEL
COUNTERFEIT
Every dealership has a “personality” –
characteristics, features, traits, etc. – that
makes it unique.
People are more attracted to sellers who
communicate exactly who they are and what
impact they wish to have in their customers’
lives.
Publishing benign content that can be
found anywhere is the shortest distance to the
bottom.
This is often obvious when dealers hire
outside providers to “do social media” for
them. The provider’s “voice” can come
through on Facebook and make it look like
someone other than you is doing the work.
This is not a good look for those who want to
engage real people.
YOU DON’T FULLY UNDERSTAND YOUR
TARGET AUDIENCE
Creating a content strategy without a clear
understanding of your audience is like setting
sail without navigational tools. You’re out
there, you’re taking action, but you’re not
sailing toward a specific goal. Pretty soon, huge
amounts of time and money have been spent
without any clear return on investment.
Facebook’s deep data allows dealerships
to laser-target ideal users. Building target
audience profiles improves your Facebook
marketing tenfold.
•D
 etermining the “buyer personas” of your
core audience improves the way you solve
problems for your customers.
•E
 stablishing customer pain points helps
create content that’s useful to your
prospects (and builds authority with
search engines).
•U
 seful, high-quality content increases
engagement and builds your social
presence.
•W
 ebsite content (i.e. blog posts) published
on Facebook and clicked-through to your
site increases search ranking.
YOU DON’T REGULARLY CONDUCT A
FACEBOOK PAGE AUDIT
Whether your social media marketing is inhouse or outsourced, it’s often difficult to know
where the gaps are between your current
successes and where you need to be.
There are numerous ways you benefit from
an audit or review of your social media. Given
today’s accelerated rate of potential
failure with Facebook marketing, a social
media audit will help your page work harder
and achieve goals faster.
YOU’RE IGNORING COMMENTS AND
MESSAGES
Facebook is a communication channel just
like email and the phone. Customer service via
social media is a game-changer but if you don’t
have a process to monitor, listen and respond

to messages, you’re dead in the water.
Nobody likes the feeling of being ignored. If
you’re looking for a competitive advantage,
consider designating a “community manager”
to oversee your online channels.
YOU HAVE NO DEFINED GOALS
High-converting Facebook pages have clear,
well-defined marketing goals.
At Kruse Control, we begin with an outline
of three goals and then build out the specific
strategies that help a client achieve them:
• Attract. Likability and relevancy are huge
in attracting new and existing customers
to your Facebook page. Add value to their
lives by delivering awesome content.
•E
 ngage. Many dealerships fall flat when
determining what to do with their fans
once they become connected.
•C
 onvert. Attracting the right audience
and engaging them lays the groundwork.
Drive conversions using ads that provide
valuable information that helps them
finalize their purchase decision.
YOU’RE NOT LEVERAGING THE POWER
OF FACEBOOK ADS
Facebook has become one of the most
powerful platforms to generate sales leads.
Dealership Facebook pages fail because they
either aren’t using Facebook ads correctly or
they’re not using Facebook ads at all.
No Facebook page will be truly successful
without Facebook ads. Why? It’s simple: you
must pay Facebook to reach car buyers.
YOU’RE NOT MEASURING AND
ANALYZING YOUR RESULTS
You can’t manage what you don’t measure.
Dealers who don’t review their Facebook
results are doomed to repeat their mistakes
over and over again.
Facebook Insights (your page analytics
tool) gives you all the metrics you need to
judge how your page is doing. You can see
which content got the most organic and paid
interaction, what you did right, and what didn’t
work so well.
Facebook Ads Manager gives you up-to-theminute stats on how your ads are performing.
Analyzing results lets you:
•D
 eliver a better experience for fans and
the public.
•M
 ake better decisions on your content.
•T
 weak as you go to improve ROI.
• Determine

if you’ve reached your goals.
If you’re not getting the results you want,
compare your page’s components to these 10
reasons and see where you can improve. If
your page doesn’t size up and you need help to
improve, feel free to contact me.
Kathi Kruse is an automotive social media
marketing expert, blogger, consultant, author,
speaker and founder of Kruse Control Inc.,
which coaches, trains and delivers webinars
focused on integrating social media and
online reputation management into
dealership operations. She can be reached at
kathi@krusecontrolinc.com.

