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IS YOUR DEALERSHIP MISSING OUT ON
A COLLISION CENTER?

WHY YOU SHOULDN’T WORRY ABOUT RECALLS

DO YOUR CUSTOMERS KNOW YOU SELL TIRES?
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WHO'’S IN YOUR CIRCLE?

THE TEAM YOU BUILD SAYS EVERYTHING

ABOUT YOUR DEALERSHIP

BY J. CLAIRE GARSTKA

As a dealership, communicating your
brand position is key to the success of any
Sales or Service program. This position
should be representative of everything you
want a consumer to think of when they see
the name of your company.

Everyone on your team should be speak-
ing the same language in order to commu-
nicate the message consistently and that
message must be strong and repetitive so
that it makes an impact. Communication
on your lot is step one, before you even
begin to consider external communication
of the message.

Your employees and the vendors you trust
are more influential than you may realize.
Being certain that your trusted inner circle
delivers a positive reflection of your dealer-
ship is extremely important. These influen-
tial players can make or break the messag-
es you are hoping your customer receives.
Training your staff and truly knowing your
vendors will ensure that your dealership is
making the most of these relationships.
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External Communication Starts From
Within

A dealership is responsible for controlling
the brand position that it wants commu-
nicated. The presentation of your dealer-
ship and its environment are the basics of
internal communication. This includes the
facility itself, internal promotional pieces
and the customer experience.

This is done internally by training staff and
choosing appropriate vendors. It’'s con-
trolled externally by marketing efforts.

Your staff is the first line of external com-
munication but also an extension of your
internal communication. Your team holds a
huge opportunity for the dealership. These
team members communicate with custom-
ers on and off the lot daily. You can control
this group and begin to move your mes-
sage past the front door.

So, you have all of your staff sharing the
same message. They are on your team,
believe in your position and are sharing it

with customers. Next, you have to consid-
er who else may be carrying that message
on your company’s behalf.

THE PEOPLE IN YOUR
CIRCLE ARE THE MOST
IMPORTANT PART OF YOUR
DEALERSHIP. WITHOUT THEM,
YOU DON'T HAVE A

FUNCTIONING BUSINESS.

Looking at Your Circle

Your customers, partners, family, friends
and vendors would all be considered part
of your circle. This is the second group of
people carrying your brand positon out
into the world. Have you taken a good look
at who is in this group?
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The EuroVent® “custom engineered” exhaust removal
system is a state-of-the-art solution for removing

toxic exhaust fumes from your vehicle repair facility
or dealership service facility.

The original is still the best.

To find out how EuroVent can
improve your bottom line, go to
www.euroventexhaust.com

or call toll free at 800.433.0708.

This circle interacts with you and your
brand on a daily basis. More important,
those in this group interact and communi-
cate with the rest of the world! You need to
be absolutely clear that you are informed
about who makes up your circle.

The people in your circle are the most im-
portant part of your dealership. Without
them, you don’t have a functioning busi-
ness. They make sure your Service drive
program is operating on a daily basis and
that all of your customer’s needs are being
met efficiently. It’s essential that you are
choosing people who can help enhance
the quality of your business, whether they
are performing or receiving service from
you.

Your selections have an opportunity to
define your business and success. These
people are the heart and soul of the deal-
ership. They are ambassadors for your
brand. As with anything else in business
or life, you want to surround yourself with
people who can help convey your mes-
sage in the most positive ways.
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Your Circle Affects Your Finances

Because the people in your circle are a part
of your business, you want to be sure you
are doing all that you can to make good
investments in them so you see strong re-
sults in your finances.

Choose vendors and partners who of-
fer rates that are smart and affordable for
your dealership. Select supplies and parts
based on their value and reputation, not
just because they are the cheapest options
available. By selecting things with the best
value, you’re making sure that your cus-
tomers are being provided with long-last-
ing parts for their vehicles. You are com-
municating with your customers through
excellent service and ensuring they will
continue to come back to your dealership.

Providing proper training and education
to your employees is also essential to the
operation of your dealership. Whether you
offer monthly classes to your Technicians
or train the in-house staff on new systems
for your internal computer database, they
should be up-to-date with all the opera-
tions at your dealership.

Staff should also be well-educated on the
vendors and partners considered part of
the circle. Employees need to understand
the role of each vendor and how that ven-
dor fits into the brand message. By having
employees who are knowledgeable and
efficient, you’re creating a strong environ-
ment that will function well on a consistent
basis.

Direct Reflection on Your Dealership

The circle (that key group of people carry-
ing your message into the world) is a direct
reflection of your dealership. You can only
control what this circle does to a certain
point, but you should control as much as
possible. Because the circle is the second
line of external communication, you want
that message to be a positive reflection of
your brand positon.

There are several key factors to consider
when working to control the message in
your circle.

1. Do they clearly see and experience your
brand position while on the lot and when
communicating with your staff?

2. If they know the position, are they a
good representative?

3. Are the right people part of your circle?

Your circle will be made up of custom-
ers, friends, family and vendors. But your
vendors are the only ones who can com-
pletely be controlled by you. Other circle
members should want to communicate
your message, but this group can only be
influenced by internal communication and
experiences. Key factor number one is the
most crucial element with this group of
people.

All car dealerships work with vendors and
partners. These circle members include
everything from office supply delivery
people to reconditioning technicians. Ev-
eryone who can be seen by your customer
or associated with your brand should be
considered part of this circle. Considering
each key factor becomes extremely im-
portant in reference to this group of circle
members. As the dealership management
team, you can “control” the message con-
veyed by vendors and partners.
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Vendors and partners should know the
brand position from the start. Ground
rules should be laid out so that these team
members are communicating the same
message. Be certain that the message is
reinforced by other circle members, the
dealership environment and staff mem-
bers.

Another question to consider: Is the circle
member a good representative of your
brand position? If your brand wants to rep-
resent a professional look, that circle mem-
ber should be in uniform, well-groomed
and using clean equipment.

If the brand focuses on customer service,
these vendors and partners should be
friendly and outgoing when interacting with
customers. Being eco-friendly is another
example. Dealerships that claim to be eco-
friendly should be working with vendors
who represent that same standard.

Finally, are the right people in your circle?
The look and service provided by these
vendors and partners is a direct reflection
of you. Their actions (or non-actions) are

viewed as though coming directly from the
dealership itself. When a vendor shows
up to work on the lot in dirty clothing or is
loud and unfriendly, the consumer doesn’t
know if they are part of your team or not.
(But they probably assume that they are.)

WHEN YOUR DEALERSHIP
SAYS IT'S COMMITTED
TO FAMILIES, YET THE
CLEANING VENDOR DOESN'T
WIPE THE CHANGING TABLE,
THE BRAND MESSAGE IS
BEING SQUASHED. IF ONE
OF YOUR PARTNERS OR
VENDORS CANNOT MEET
YOUR BRAND STANDARD OR
COMMUNICATES SOMETHING
DIFFERENTLY, THEY
PROBABLY ARE NOT
SOMEONE YOU WANT IN
YOUR CIRCLE.

When your dealership says it’s committed
to families, yet the cleaning vendor doesn’t
wipe the changing table, the brand mes-

sage is being undermined. If one of your
partners or vendors cannot meet your
brand standard or communicates some-
thing differently, they probably are not
someone you want in your circle.

Be sure to choose your circle carefully.
Control it as much as you can and use it to
your advantage. This is not only your sec-
ond line of external communication — it’s
the backbone of your company. It’s a pow-
erful group of people that represents your
brand on a consistent and daily basis. Be
sure this opportunity is utilized by all the
right people and that you can take pride
in your circle and the benefits that come
from it.

Claire Garstka is the Vice President of
Sales and Marketing for Colors on Pa-
rade and an advisor to the Women in
Automotive Association International.
She has over 14 years of marketing
experience. For over two years, Claire
has enjoyed serving as a leader at Col-
ors on Parade, a national mobile paint
and dent franchise system with 28
years’ experience servicing dealership
and retail customers.

¢ 30 gallon capacity

toll free at 800-433-0708.

Make a commitment to
safety with Fuel Chief
professional gas caddies.

Fuel Chief PRO-30 gas caddies are designed for the professional
automotive service facility. They are UL listed, meet OSHA
approved standards and are safe for use with gasoline, diesel,
bio-diesel, kerosene and transmission fluid.

¢ Heavy-duty steel construction
¢ Available with a manual or air-operated pump
e Cart-style design is compact and easy to move

For more information on safe fuel handling and the complete
line of Fuel Chief products, go to www.fuelchief.com or call

All Fuel Chief gas caddies are UL Listed and OSHA Approved.
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With Fuel Chief

gas caddies you can
have a safe workplace, ;5
comply with 0SHA
regulations and become
a more efficient and profitable business.
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