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Retention University 1or

The Basics to Your Marketing and Retention Plan

I visit and talk with
thousands of service
monogers each yeor
During these visits | have
observed o trend — the
wards marketing and
custormer retenhon are
rarely mentioned.  Maost
service manogers do not
spend time developing
rmarketing and retention
plans — despite the fact
that developing such a
plen con ploy o key foc-
tor in their success.

Andrew Wolfe isa

(www.dealerconcepts.com),
located in Bloomfield

Each doy service
managers such as your-

gl stieth self are faced with never
retainang their customers ending employes
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comploints ond  other
day-to-day issues. Who
has time for Retention
With anly so many hours in the day, you can-
not be great of everything.

for aver 20 years.

Many doclors are  exceptional
at procticing medicine, yet they couldn’t
write o business plan if their lives depanded
an it Simply put, they surround themselves
with tolented people who compensate for
their lack of expertise.

Thiz is where | come in. | cannot maoke
your everyday problems disoppear, but | con
help you quickly master o subject colled
“Refentionology.” Armed with your expertise
from Retention University, you will increcse
your service revenue & profits, more effec-
tively use your limited marketing/advertising
budget ond cut down on your doy-to-day
problems.

Let's get started with o few basic ele-
ments and definitions that should be consid-
ered as you develop your own marketing
ond retention plan .

Markefing:
A mix of morket research, odverfising,
publicity, public relations, & personal selling.

Advertising:

Attracting public oftention to o product
or business through poid onnouncements in
the print, broadeoast, or electronic media.

Public Relations (FR):

Establishing and premaeting favorable o
relotionship with your torget oudiences (i.e.,
customers).

Customar Retention:
Maintaining your customer base and
growing loyalty ameng new customers.

Personal Selling:

Ninety percent of a dealership’s
advertising budget is spent during a
three-week period to acquire a NEW

car customer, while the remaining
10 percent is spent over the next 3

years retaining these customers.

To parsuade someona
to recagnize the worth ar
desirability of something.

Mow for a few interesting
statistics:

Minety percent of a
dealership's odverising
budget is spent during o
three-week period o
acquire o MEW car cus-
torner, while the remain-
ing 10 percent is spent
aver the next 3 years

refaining these customers. Considering that
the overoge dealership spent $384,000 in
2004 on advertising |occording to the
MADA), this means that the average dealer-
ship only spends $38,400/year on retaining
its customers. This statistic is disturbing. The
easiest and least expensive customer to sell
to is the one that has already bought from
you. The outo industry is working too hord
and spending too much money constontly
trying to ocguire new customers when they
already have thousands in their dotabase
that are theirs to keep once they develop the
right retention plan, Meed more convincing?®

Operating Profit by
Department

Service and parts
11.5%

Hew vehicles
50.9%

In 2004 the average new caor
department contributed 30 percent of the
operating profit; used cars contributed 13
percent,  Service and ports brought in the
remaining 57 percent! To really put things
into perspective, this 57 percent of the profit
waos from the two deportments with the low-
est pereentage of overall sales.

Why is it that the department thot hos
the most potential to offect customer behov-
ior is given the fewest dollors ond resources?

THIS HAS TO CHAMNGE!
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Other focts:

= Regular service customers are 17 times
more likely to buy their next vehicle from
their servicing dealership.

= Average service and parls sales per cus-
tomer repair order/dealership: $195

*  Totol annual repoir orders written ot
average dealership: 11,6%4

Source — NADA 2004 data

Very few dealerships track their maorket-
ing & refention efforts.  Most connot fell me
with o definitive answer whot iz working and
what is not. More often then not, they do the
same thing year after year.  That fits my
fovorite definition of insanity — “Doing the
some thing over and over again ond hoping
for a difterent result each time.”

To help you develop your own plan, |
am assigning homework to complete, Trust
me — this assignment will pay you dividends
for years to come.

Take this aricle to your next manager's
mesting. Moke copies and distribute to all
key managers. |t is your turn to teach some-
one else industry facts.  Once you get buy-
in from the entire dealership you will start
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seeing dramatic changes in your marketing
efforts, RO and loyalty rates,

Hire o RETEMTIOM MAMAGER. Less
than 10 years ago, the average dealership
didn’t even know what an Internet Manager
was. Today this is a full-ime position at
many successful dealerships,  Haoving o
RETEMNTIOMN MANAGER (RM from now on)
will nat only set your dealership opart from
the competition, but will lead to higher RO
and more effective customer retention.

Toke 15 minutes and put together a sim-
ple spreadsheet with the next 12 months list-
ed ocross the top ond your current market.
ing tactics down the side. This sprecdsheet
will be used to help you track where
you currently spend your markefing
budgst. To save yourself some tfime,
AutoDeclerDoily.com hos put fogether o
spreodsheet for you to downlood ot
www.autodealerdaily.com/expensetracking

s, Download it and start wsing it today or
email AWolfei@AutoDealerDaily.com for
YOUur COpY.

Use your OPS codes. You have opero-
tional codes available in your computer sys-
tern; you MUST hold your staff to higher
standards and start using them for every
marketing/adverfising/promotion.  This way
you will know at the end of eoch month or
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Did You
Know?

Average service and
parts sales per customer

repair order/dealership:
$195

Total annual repair
orders written at
average dealership:
11,696

guarter which programs are working and
which ones are not.

In next month's issue, class 201, we will
discuss specific toctics and strategies other
successful dealers hove implemented that
can help increase your retention.

Until then, happy servicing and remember o
RETAIN ¥YOUR CUSTOMERS FOR LIFE] =ADM=

Professor Wolfe
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Earn your diploma from

RETENTION UNIVERSITY
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Visit www.AutoDealerDaily.com for
information about this new and
exciting interactive program today!
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