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Dear Readers,
Welcome to 2018! We sincerely believe that 

it will be a positive year for dealers as people 

continue to buy cars — including Millennials 

— and return back to the dealership for 

service. Our cover story reflects that 
optimism as Beaver Toyota enters the north 

Atlanta metro area with a new dealership 

with 450 cars on the lot, complete with a 

130,000 square foot building. They are the 

perfect example of today’s dealerships, full 

of bells and whistles (an outside fire pit, 
gym for employees) and good old fashioned 

attitudes toward family, honesty, authenticity, 

being local and proud to be part of the 

community.

Beaver Toyota is just one of the insightful 

and amazing stories in this first issue of 
the year. Becky Chernek reminds F&I 

professionals that it’s not about volume; it’s 

about making the most of what you have. It’s 

a life lesson not just for the service bin. 

David Lewis addresses the nuances of selling 

in a cross-cultural marketplace. A smart 

dealer will learn to see, read and react to 

cultural and generational clues in behavior, 

fashion and attitudes. Learning to work 

across cultural lines, he says, is not only fun 

but profitable.

Who doesn’t love saving money? No one. 

But what if you’re saving money and don’t 

even know it? Well, that’s a lost opportunity 

to earn customer loyalty! Becky Nixon 

advises dealers to make sure customers 

know if they’re saving money because of 

discounts or free services. When a customer 

understands the savings a dealership is 

offering, it’s a win-win situation.

Cory Mosley reminds us that it’s time to 

make New Year’s resolutions — especially at 

your dealership. Mosley says now is the time 

to strategize for the upcoming year. Make a 

plan, focus on the wildly important issues, 

then execute. Follow-up and accountability 

will make it happen. Again, good advice in 

and outside the dealership.

There’s more in this issue and we hope you 

enjoy it and pass it on to others. And, we’re 

going to take Cory’s advice as well and we’d 

love to hear from you. What do you want to 

read about? How can we give you the value 

you expect from CBT. Our team is focused 

on facilitating your success, so let us hear 

from you. Let’s have a happy, healthy, loving 

and profitable 2018!
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ohn, a seasoned F&I 

manager, asked the question: 

“When business slows down, 

how do I get through the lean 

periods?” The answer to that 

is as simple as it is logical: It’s not about how 

many customers you have. It’s about what you 

do with the ones you have!

Although it’s great while it lasts, high volume 

always seems to come with a price and can be 

responsible for creating poor habits, causing 

many F&I professionals to skip necessary 

steps to keep up. When you’re flooded with 
business, you have the luxury of fumbling the 

ball from time to time, especially if you’ve got 

solid deals waiting in the pipeline to make up 

for it.

But what F&I professionals fail to understand 

is that success isn’t always about volume. 

J

F&I

Make it Happen with 
What You’ve Got!

WRITTEN BY: REBECCA CHERNEK

VOLUME
IT'S NOT ABOUT
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Sure, it helps – but it’s not everything. In 

my opinion, too much volume can hinder 

a dealership’s performance. It leaves you 

with little time to perform the necessary 

steps to get the business, such taking the 

time to meet the customer on the showroom 

floor or at the salesperson’s desk. Or maybe 
carefully reviewing the buyer’s agreement 

and validating that the customer understands 

all the buying numbers and achieving a true 

meeting of the minds.

If you’re simply blowing through customers 

one after another, you’re probably missing out 

on some huge opportunities.

Important Questions to Ask 
Yourself
Do you take the time to sit at the desk with 

your sales managers? Do you discuss current 

bank guidelines and what the banks are buying 

versus what they bought three months ago? 

Do you take the time to go over the new and 

used car inventory? This is key. 

Founder 
Chernek Consulting, LLC
Becky has nearly three decades of experience 
in the automobile dealership industry. She has 
earned a sterling reputation for adding millions of 
dollars to the bottom line for all of her accounts, 
and enjoys a well-deserved reputation as a self-
starter, high performer, and spirited entrepreneur 
and motivator. As a consultant, trainer, and 
nationally recognized expert in F&I training and 
sales procedures, Rebecca has helped hundreds 
of automotive car, luxury, and RV dealers 
throughout the U.S. and Canada streamline their 
processes and closing techniques, simultaneously 
reducing compliance issues to significantly raise 
bottom-line profits.

REBECCA CHERNEK

Knowing what you have in stock will help you 

in the event the customer lands on a vehicle 

that doesn’t fit within their budget or if the PTI 
is out of whack. There are a number of factors 

to consider, and having access to an accurate 

inventory count can help maximize profits. 
A capable F&I professional will always look 

for clever ways to maximize potential while 

building a solid relationship with the customer.

Take the time to provide one-on-one training 

with your sales staff. Do you meet with the 

sales staff and go over word tracks to sharpen 

their abilities at presenting EPencil worksheets 
to customers? Perhaps you might want to 
assist your sales staff in developing word 

tracks that sell the advantages of shorter terms 

with more money down when presenting 

options to the customer. Why should the 

customer make an additional investment? Why 

are shorter terms better? Remember, it’s not 

about your paycheck. Customers need to know 

what’s in it for them.

Suggestions for Improvement
Take time out of your day to sharpen your 

skills by reading a book that helps motivate 

you and puts you back on track. Pick up that 
long-lost training manual, blow off the dust 

and crack it open.

Go over closes you may have used years ago 

but have forgotten all about. I can’t begin to 

tell you how many veterans who attend my 

workshops have told me that they’ve forgotten 

all about this critical tactic that once brought 

them so much success.

Plan out your closes with thought-out visuals. 
Don’t rely on a brochure to do the work 

for you. Use interactive visuals that hold a 

customer’s interest and facilitate engagement. 

This brings the customer in line with your own 

“thought-out track” and hits home every time.

Don’t be afraid to try new ideas! Always be 

on the lookout for ways to step outside of the 

box. Are you meeting the customer on their 

terms, both online and at the dealership? Have 

you come to terms with digital retailing and 

how other dealers are utilizing this technology 

to convert more customers to finance?

Some studies have been conducted that 

show an online customer’s PVR and product 
penetration have been higher. If this is news 

to you, it’s time to get on board with the 

technology available. Technology equals 

efficiency! And let’s face it: being more 
efficient means more profits.

Embrace Tech
Technology will continue to play a huge 

part over the next few years in helping to 

streamline processes, reduce the bottleneck, 

and provide customers with enough 

information to help them come to a buying 

decision. Customers no longer have to spend 

the entire day at the dealership buying a car. 

Offering customers the ability to do some of 

the self-desking on their own ensures they 

understand the terms and will likely result in 

approval. This will also help shorten the time 

the customer spends in the dealership.

Gone are the days when you could literally 

ask the bank to buy the deal and they would. 

Times have changed, and it’s better to be 

prepared than to let it take you by surprise. 

Getting the customer on the right vehicle 

the first time out requires homework and an 
inside-out understanding of the products you 

sell. Bone up on your closes and perform 

role-play scenarios. If you do all of this, you 

will watch your profits and paycheck soar to 
heights you never dreamed possible – even 

through the slow months.. 
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CUSTOMER EXPERIENCE

T oday’s multi-cultural society is a 

discussion many Americans are 

having and regardless of which 

side we are on in this conversation, most 

of us are dealing with some degree of this 

challenging cultural reality that is modern 

America today.    

Living in Florida the awareness of a multi-

cultural society is all around me as our state 

is facing massive growth in both numbers and 

ethnic diversity.  So much so that, in some 

cities it can be difficult to find work in retail 
sales or service unless you are fluent in both 
English and Spanish.

When it comes to communicating across strict 

language barriers, transactions like vehicle 

purchases will usually require a translator. In 

most areas where there are large populations 

of a specific ethnic group, dealerships will 
have someone who speaks that language on 

staff and those customers will find their way 
to someone who is fluent in their language. 
In some cases where most customers are non-

English speaking, many of the salespeople 

will either be the same ethnicity or bi-lingual.

Cultural differences and the 
Generation Gap
Cross cultural differences can also refer to 

the unique way in which different generations 

view things and how they express those views 

through their behavior amongst themselves 

and within society in general.  This is often 

demonstrated by using slang when speaking 

as well as their fashion, hairstyles, jewelry or 

things like tattoos, facial and body piercings or 

CROSS-CULTURAL
SELLING IN  
RETAIL AUTOMOTIVE

DAVID LEWIS

‘Fake it Till You Make’ it 
Won’t Work
WRITTEN BY: DAVID LEWIS
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other demonstrations of their differences with 

those from another generation.

Being highly successful in the automotive 

industry generally means selling as many 

cars as you can to as many people as you 

can, regardless of their ethnicity, economic 

status or unique generational differences and 

preferences. This can make having the ability 

to communicate well across various cultural 

lines a valuable tool to have in any aspect of 

the car business.  

In some cases, just avoiding the shock or 

negative reactions these differences can 

invoke can go a long way toward making a 

connection and selling them a car.  You will 

find it hard to inspire a customer if you can’t 
get over the way they look, dress or talk.  

Learning to celebrate such differences and 

finding ways to work across cultural lines can 
not only be a fun experience, it can also be 

very profitable for your paycheck and your 
dealerships bottom line.

The fact of the matter is that being prepared 

to do your job well in today’s diverse cultural 

environment may require a little more time 

and attention given to the ethnic or cultural 

differences in the customers you serve.  

Those who take the time to learn how to 

sell across these barriers can expect to reap 

the substantial benefits that often come with 
growing your skill levels to reach a broad 

range of customers.

However, it is not just language barriers 

that make up the challenges of marketing to 

other cultures or ethnicities. Often, having 

knowledge of some of the simple things that 

are unlike our own cultures and traditions 

can make a real difference in creating a good 

impression on the customer.  Respecting 

someone’s cultural ways and traditions can 

go a long way toward breaking the ice and 

forming a successful working relationship 

across ethnic lines.

It often starts with the Meet & 
Greet
For instance, American salespeople are 

usually taught to offer a firm and confident 
handshake to customers as a way of 

introduction during the Meet & Greet process.  

This can be considered highly aggressive or 

presumptuous in some Asian cultures like 

Japanese or Chinese. In the same way, a male 

customer from a strict Islamic background 

may be uncomfortable working with a 

female salesperson and may come across as 

demanding or disrespectful in that situation.

Working across these cultural differences 

President
David Lewis & Associates 
David Lewis & Associates is a National Training 
and Consulting Company that specializes in 
the Retail Automotive Industry.  David is also a 
successful author of 5 industry related books, “The 
Secrets of Inspirational Selling,” “The LEADERSHIP 
Factor,” “Understanding Your Customer,””Common 
Mistakes Salespeople Make” and “Winners versus 
Losers.”  For a free copy of one of his books or to 
learn more about David’s training programs, visit 
www.davidlewis.com. 

DAVID LEWIS

requires learning how to recognize them 

and adjust your approach to customers 

accordingly.  Don’t just jump the gun and 

start selling and telling before you know who 

you are dealing with as much as possible. You 

don’t usually get a second chance to make a 

first impression so be aware of how your body 
language, facial expressions, posture and tone 

of voice are affecting the person or persons 

you are greeting.  Their perception of you can 

be greatly impacted by how they feel about the 

initial moments of that first contact.

Regardless of these things, your first goal 
is to discover what it is they are trying to 

accomplish and then evaluate what it will 

take from you to help them achieve their 

goal.  Always be polite and don’t take a “fake 

it till you make it” approach.  If you don’t 

understand something, ask for clarification in 
as polite a way as possible.  Remember, you 

are as different to them as they are to you.  

Keep a friendly and positive attitude and you 

can usually find a way to work things out.

Many salespeople have found that taking the 

time to overcome these initial barriers can 

prove to be well worth the effort.  Once a 

customer from a different cultural background 

finds someone willing to put forth the effort to 
help them, they can become loyal customers 

for life and a bond can be formed that 

eventually proves profitable over and over 
again for the salesperson, the customer and the 

dealership. . 
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n 2013, a survey of 2,500 Americans 

by the Boston Consulting Group 

revealed that one of the leading 

qualities consumers are looking for 

in a brand is authenticity. In the same study 

a couple of years prior, the group found 

that consumers were seeing an increasing 

importance in the value they received for the 

money they spent. We now live in a world 

where consumers want to know they can trust 

brands they purchase from, especially when 

it comes to price.  Businesses such as Lyft 

are responding with transparency about the 

fares each driver charges. The expectation 

for price transparency is especially strong 

with automobile shoppers, who want to know 

what they are paying and why in the car 

buying journey.  

Car Buyers Seek Honesty and 
Options

Many factors influence the decision to 
purchase a vehicle -- two of the biggest 

being price and features. These are also two 

ways auto dealers can be transparent with 

customers. As car buyers examine a vehicle 

detail page (VDP), they want to know if 
the VDP includes features they care about. 
This stage in the car buying process can lead 

consumers to comparison shopping. 

According to a Cars.com Consumer 

Satisfaction Survey, out of the top five 
activities shoppers want to do online when 

looking at cars for sale, 59 percent compared 

different vehicle prices and 42 percent 

compared vehicle makes, models and 

features.

I  Customers want to know if they can receive 

a better deal by looking at another nearby 

dealer or considering a similar vehicle that 

has a better price. 

Dealers Should Reach Beyond 
the “What” of Price

Knowing how much consumers care about 

pricing, and what factors figure into a price, 
can help dealers reach beyond the “what” 

and get to the “why” behind the cost of a 

vehicle. For instance, consumers want to 

know what makes up the sticker price they 

are seeing, and why it is different from the 

invoice price to better understand the true 

value. Not only should dealers give shoppers 

answers, but shoppers should also feel 

confident in the answers. Are there optional 
advanced technologies the customer can 

skip, or is there another model that fits most 
of their requirements and is better suited for 

their budget? These are questions dealers 

need to think about as they talk about price 

with car buyers. 

A Tool to Help Consumers 
Make Purchasing Decisions

Savvy dealers understand the need for price 

transparency. As a result, they are becoming 

more contextual in explaining how they 

arrived at a certain price. For example, Cars.

com has added a new and resourceful feature 

to its vehicle detail pages: price badging. 

This tool pulls together various car features 

and options and combines them with data 

BUSINESS MANAGEMENT

WHEN PRICE MEETS 

CONTEXT
The Impact of Price Transparency 
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on market conditions to produce a price rating that corresponds with a customer’s 

geographic location. This resource provides information about why a car is priced 

the way it is and determines which features are in high demand to rate if a vehicle's 

price is the best fit for a specific budget. 

In addition to providing insight into the context of price with Cars.com’s price 
badging tool, dealers can build trust with consumers in many other ways: 

y Let car buyers in on all of the factors that go into determining a price. 

Inform them of how the vehicle’s history, mileage, financing, and incentives 
from the manufacturer can affect price. This information will strengthen 

consumer loyalty and allow shoppers to feel they can trust the dealer. 

y Two-thirds of all car buyers trust dealers to come to a fair price during 

the negotiation. Dealers can further help the pricing discussion by training 

salespeople to thoroughly explain factors that go into a vehicle price in a way 

that makes consumers feel empowered to make a decision that works for them 

and their budget. 

y While offering the explanation behind pricing factors, dealers can also listen 

for what matters most to the car buyer. Dealers should use this consumer 

insight to create alternative pricing options to meet customers where they are 

while taking into account what they want in a vehicle. This action shows a 

level of care that can also increase consumer trust.

Price is much more than a number. Price is an avenue for dealers to build trust 
through transparency. The right tools and approaches create a foundation to build 

trust that leads to enduring customer relationships. 
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HELP YOUR CUSTOMER

SEE THE VALUE
Benefits To Find In Your Service Drive
WRITTEN BY: BECKY NIXON

I

SERVICE DRIVE

f you happen to be someone who 

grew up in the days when grocery 

stores gave S&H Green Stamps, Plaid 
Stamps or Top Value Stamps with 

every purchase, you may remember how 

much value that represented to the lady of 

the house who did all the grocery shopping.  

It was a big deal and nearly everyone had 

books of these stamps they were saving, 

which could be traded for household 

products at the local trading stamp store or 

through their catalogue. These were designed 

to create customer loyalty and some shoppers 

would choose one merchant over another because 

they gave out more stamps per dollar spent.

Though the days of trading stamps are 

gone, we need to take a page out of today’s 

grocery store playbook.  MVP cards, Reward 
programs, Discount or Loyalty programs are 

operating in over 55 grocery store chains 

across America.  For Consumers, the goal is 

savings at the register.

Make ‘em Feel Like an 
Intelligent Shopper
It works for me every time I go to my 

favorite grocery store. The cashier says after 

the transaction as she hands me the receipt: 

“Today Ms. Nixon you saved a total of 

$13.26.”

I feel like an intelligent shopper. This process 

used by the grocery store works because, in 

spite of the fact that I just spent money, the 

transaction process ends on a high note.

It’s addicting. I shop there, and I look for that 

reinforcement as a reward for my decision to 

shop at their store.

Dealers, if you offer competitive pricing 

on maintenance such as oil changes, tire 

rotations, alignments and various other 

items, these discounts might be $10 less 

than MSRP. You might also be giving the 
customer a discount on a job, or some larger 
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HELP YOUR CUSTOMER

SEE THE VALUE
Benefits To Find In Your Service Drive

discount off MSRP prices on parts like a 
transmission or engine.  If you do, then I 

suggest you verbalize this and let people 

know about it.

We all know that value and benefits sell 
products, but telling the customer of the 

value we are giving them is smart business.  

Go to any department store or outlet clothing 

store and look at the price tags on the 

clothing.  A tag might say ‘Compare at $60’ 

even though they are selling it for $20.  It is 

all about how it makes the customer feel.  

If telling the customer how much they saved 
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Director of Fixed Ops
David Lewis & Associates
Becky is has over 30 years of retail fixed ops 
experience and is the host of the CBT Show 
Tune Up with Becky Nixon.  Becky can be 
reaching at bnixon@davidlewis.com.

BECKY NIXON

works at the grocery or department stores, 

why don’t we try this in our service or 

parts departments to let the customer know 

they made a good decision coming to our 

dealership?   

It doesn’t matter whether you have a service 

cashier or your service advisors are the 

cashiers. When collecting the customers' 

money, say to them at the end of the 

transaction: “Mr. Smith, you saved $120.00 

this visit on your vehicle maintenance.”

If the Customer paid over the phone or 

online, then this conversation happens during 

the active delivery in the final confirmation 
call to the customer.

Let the Customer Know
No one likes to spend money on vehicle 

maintenance or repairs, but everyone likes 

to save money whenever they can.  Letting 

customers know how much they saved by 

coming to your dealership is a reminder 

to them that you value their business. And 

as my cashier at the grocery store reminds 

every time I go through the checkout line 

that I’m pretty smart for going where I can 

save money and it also reinforces the value 

of being loyal to your service operation.

And here is another suggestion:  if your 

service operation provides free oil changes, 

loaner vehicles, rental cars, car washes or 

any other amenity that holds value, make 

BECKY NIXON

“Do your 

homework and find 

out where you are 

offering more than 

the competition 

and market that 

difference to your 

customers. ”

sure you place that into the equation.  If the 

customer did not have to pay anything for 

those valuable services, which you provided 

for free, that truly is a savings on their part.

Research tells us that consumers believe the 

Dealer is always the more expensive option.  

We need to advertise, educate and help the 

Customer discover all the ways that trusting 

their vehicle to our service department 

rewards them.  Let them hear about the value 

they receive every time.  

Do your homework and find out where you 
are offering more than the competition and 

market that difference to your customers.  

Find unique ways to promote the value and 

benefit of coming to your service department 
and don’t be afraid to tell your customers 

about it whenever they make the choice to do 

their business with you. 

By letting your customers know-every time- 

the value they receive from coming to your 

dealership, you remind them of just why 

they come there to have their service and 

maintenance performed.  Find ways to do 

this whenever you can and your customers 

will appreciate it by bringing you their 

business and telling others about how much 

they save by making their decision to be 

loyal to your dealership.        
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DIGITAL MARKETING

“The best attack 

strategy is one that 

focuses on one 

or two goals that 

will make the most 

difference, rather 

than dividing your 

efforts among a 

dozen objectives.”

T

EXECUTION 
PLAN

How to Buckle Down to Achieve Your Goals
WRITTEN BY: CORY MOSLEY

CORY MOSLEY

he sales game is constantly 

changing. New products, 

marketing ideas and technology 

solutions continue to flow into the 
market, pulling dealership decision-makers 

in several different directions. There are the 

short-term and long-term issues to contend 

with, which oftentimes puts “right now” 

strategies and long-range planning in conflict.
 

The “right now” plans are often hatched in 

brainstorming meetings dealers hold with their 

management teams, ad agency or 20 Group. 

But coming up with a plan (or the idea of a 

plan) is just the first step. 

What happens next is critical to the success 

of the idea, as how that plan is executed will 

ultimately determine the level of success 

that can be reaped from your strategy. Some 

pretty smart guys over at the consulting firm 
FranklinCovey have drilled down the four key 

disciplines of execution and I would like to 

share them with you. 

1. Focus on the wildly important: 
Ultimately, execution starts with focus. 

Without it, the other three will no longer 

matter. In the dealership environment, think 

about taking on a task like changing your 

pricing strategy or your road to the sale steps. 

Or just think about your business development 

center (BDC). Change is constant in that 

department, right? And when change is 

required, we have to figure out how to make 
several pieces fit together before we can make 
changes and realize any type of ROI. 

The best attack strategy is one that focuses 

on one or two goals that will make the most 

difference, rather than dividing your efforts 

among a dozen objectives. Now, this doesn’t 

mean setting aside the things you must do 

on a daily basis to run your dealership or 

department. You just need to narrow the 

number of goals you are attempting to 

accomplish beyond the “day today” demands. 

2. Act on the lead measures: The easiest 

way to drill down on Discipline Two is to 

think of it as the discipline of leverage. Lead 

measures are defined by the activities most 
connected to achieving a given goal. How 

many times have you called your team in to 

discuss the status of a new initiative but find 
out that one person thought the other person 

was handling one of the tasks? 

3. Keep a compelling scoreboard: This 

discipline is about keeping your team engaged 

in the goal at hand. And the way to do that is 

to make sure everyone knows the score at all 

BUSINESS MANAGEMENT
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How to Buckle Down to Achieve Your Goals

President and Sales Strategist
Mosley Automotive
Cory Mosley is an in-demand sales strategist, 
speaker, and coach whose consulting company 
Mosley Automotive helps dealers and 
manufacturers become more progressive and 
profitable. Cory is the host of Progressive Retail 
w/ Cory Mosley on the CBT Automotive News 
Network and the author of The Way I See It, 
thoughts, commentary, and musings of a retail 
car guy. Visit corymosley.com for additional 
information and free content from Cory.

CORY MOSLEY

times. Everyone involved in the effort should 

be able to tell whether or not they are winning. 

Most dealerships have a sales board listing the 

month’s objectives and the latest individual 

stats. The same holds true across all dealership 

departments and initiatives. Great teams know 

their status at any given moment. If they don’t, 

they can’t know what they need to do to win 

the game. 

4. Create a cadence of accountability: The 

final discipline requires the establishment of 
a frequently recurring cycle that accounts for 

past performance and planning to move the 

score forward. Only at this stage can execution 

actually happen. Disciplines One, Two and 

Three set up the game, but your team won’t be 

in the game until you apply accountability. 

But there’s more to execution than simply 

displaying an ability to set a goal and achieve it. 

You must also account for the raging whirlwind 

of daily life. To go one step further, the odds of 

successfully executing a strategy decrease when 

more people become involved. Got any “old-

school” thinkers at your dealership? Yeah, they 

can make it harder to succeed, too. Ultimately, 

true accountability means making personal 

commitments to your entire team: first to move 
the scores forward, then to follow through in a 

disciplined way. 

My mother use to love the term “buckle down” 

when she’d kindly encouraged me to get 

focused or get it together. It’s safe to say that 

no matter which department we represent in the 

dealership, we sometimes need to buckle down 

and take a more systematic approach to getting 

things done.     
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Less will certainly mean more to some 
Lexus LX 570 customers, as the brand 
augments the traditional three-row model 
with a new two-row version designed to 
carry more cargo while pampering five 
people onboard. With a starting MSRP 
of $84,980, the LX has been offered 
exclusively as a three-row luxury utility 
vehicle with seating for up to eight. When 
some customers indicated they did not use 
the third row and expressed a preference 
for more interior cargo space, Lexus 
responded.

Without the third row seat, the new LX 570 
two-row model offers 50.5 cu. ft. of carrying 
space behind the middle row, versus 44.7 
cu. ft. for the three-row model. For added 
versatility, the LX 570 two-row features a 
standard roof rack with rails.

LEXUS GOES TO 
TWO ROW LX 570

HYUNDAI DONATES IONIQS TO THE 
NATIONAL PARK SERVICE

To continue its commitment to global 

sustainability and to support America’s 

national parks, Hyundai has donated six 

2018 Ioniq Hybrids to the National Park 

Service for use by staff in three national 

parks. Two Ioniqs were given to each 

park—Blue Ridge Parkway in VA. and 

NC., Santa Monica Mountains National 

Recreation Area in CA., and National 

Capital Parks (East) in Washington, D.C.

“In these very large parks with widespread facilities and visitor services areas, 

these vehicles will improve the ability of park staff to care for these iconic places,” 

said Reginald Chapple, division chief, Partnerships & Philanthropy, National Park 

Service. “The donation also supports our effort to convert our fleet to fuel-efficient 

vehicles to increase sustainability and reduce costs.”

The Hyundai Ioniq Hybrid is the most fuel-efficient car in America, with an EPA-

estimated 58 combined MPG and is the first eco-focused vehicle to offer three 

distinct electrified powertrains on a single, dedicated vehicle platform – the Ioniq 

Hybrid, Plug-in Hybrid and Electric models.

Mazda North American Operations 

(MNAO) mourns the passing of 

Jay Amestoy, the company’s long-

serving vice president of Public and 

Government Relations.  Amestoy, 69, 

passed away while being treated at 

the Mayo Clinic. 

As vice president of public and 

government affairs for Mazda North 

American Operations until his 

retirement in 2012, Amestoy oversaw 

all public relations, government affairs, 

internal and external communications 

and national shows and events.

MAZDA’S LONG-
TIME VP DIES

Production for the all-new 2018 Nissan LEAF is officially underway at the Smyrna Vehicle 

Assembly Plant in Smyrna, Tenn.

The 2018 Nissan LEAF, along with the 2018 Rogue, offers available ProPILOT Assist 

technology, which helps drivers navigate stop-and-go traffic by assisting control of 

acceleration, braking and steering during single-lane highway driving. The Nissan LEAF 

also incorporates standard Nissan Intelligent Mobility features including: Automatic 

Emergency Braking (AEB) and e-Pedal technology, allowing drivers to accelerate and stop 

using a single pedal. 

The Nissan LEAF has been in production at Smyrna since 2013, with more than 114,550 

models sold in the United States since 2011. The 2018 Nissan LEAF will be available in all 

50 states at launch at a starting price of $29,9901 and its range will exceed 150 miles2 on 

a single charge.

LEAF STARTS PRODUCTION

Kia Motors America (KMA) showed off its highest-performance vehicle the brand has ever 
delivered – the 2018 Stinger – by opening showcases in retail centers across the country. 
“Stinger Salons” were opened in Bethesda, MD; Skokie, IL. and White Plains, NY, with 
additional locations scheduled to debut soon in California, Georgia and Texas.

Designed in Frankfurt and developed on Germany’s famed Nürburgring under the watchful 
eyes of two auto industry legends – Peter Schreyer, Kia Motors’ chief design officer, and 
Albert Biermann, head of Kia’s Vehicle Test and High-Performance Development – the 
Stinger is unlike anything seen before from the brand. The modern and clean look of the 
“Stinger Salons” allows the powerful fastback sedan’s styling and performance credentials 
to shine. 

KIA GOES TO THE MALL

INDUSTRY NEWS
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Honda will unveil its new 3E (Empower, Experience, Empathy) 
Robotics Concept at CES 2018, demonstrating a range of experimental 
technologies engineered to advance mobility and make people's lives 
better. Expressing a variety of functions and designs, the advanced 
robotic concepts demonstrate Honda's vision of a society where 
robotics and AI can assist people in many situations, such as disaster 
recovery, recreation and learning from human interaction to become 
more helpful and empathetic. At the Honda press conference the 
company will reveal:

• 3E-A18, a companion robotics concept that shows compassion to humans with a variety of facial expressions

• 3E-B18, a chair-type mobility concept designed for casual use in indoor or outdoor spaces.

• 3E-C18, a small-sized electric mobility concept with multi-functional cargo space.

• 3E-D18, an autonomous off-road vehicle concept with AI designed to support people in a broad range of work activities.

HONDA UNVEILS ROBOTICS CONCEPT

 Volkswagen of America, Inc. (VWoA)  
announced the appointment of Reto Brun 
as director of the Design Center California 
(DCC) in Santa Monica, Calif., now a dedicated 
Volkswagen brand studio. 

In this role, Brun will oversee the DCC design 
team and development of Volkswagen concepts 
exclusively for the U.S. market, and ensure 
effective collaboration with the Volkswagen 
Group of America Engineering and Planning 
Center in Chattanooga, Tenn., and Volkswagen 
AG in Wolfsburg, Germany.

“We are excited to welcome Reto to his 
new role at the DCC,” said Matthias Erb, 
executive vice president & chief engineering 
officer, Volkswagen Group of America. “His 
strong design background and expertise in 
the U.S. market will be integral in leading 
the conceptualization of products that are 
competitive, desirable to American buyers, and 
accurately reflect Volkswagen ideals.”

VOLKSWAGEN APPOINTS 
DESIGN CENTER DIRECTOR

Maxim Tuchman was honored as the 20th Toyota 
Mother of Invention (MOI) and was granted 
$50,000. In total more than  $1 million in total 
funds has been granted by Toyota to the MOI 
program since it began in 2012. The program 
celebrates pioneers who are driving positive 
change in the world through innovation and 
entrepreneurship.

As a sponsor of the Women in the World Summit 
since its inception in 2012, Toyota has cultivated 
the Toyota Mothers of Invention program by not 
only awarding MOIs with the Driving Solutions Grant, but also facilitating networking 
opportunities, building relevant connections, and providing access to intellectual 
capital to help their organizations and causes go places. 

The finalists meet a myriad of criteria, solving large-scale problems, affecting impact 
and growth, introducing new product categories, finding solutions to societal issues 
around the globe, innovating technologies and more. Their stories can be read here.

MOI Maxeme Tuchman was honored at the Dallas Salon for her work in creating 
Caribu, the groundbreaking education platform that helps parents, extended family 
and mentors read and draw with children when they’re not together. Used by military 
parents stationed overseas to parents traveling on business trips and more, the 
experience features an engaging livestream shared-screen experience featuring 
hundreds of books in six languages.

TOYOTA CELEBRATES MOTHERS OF 
INVENTION

Fifteen years after Mercedes-Benz 
introduced the CLS, the third-generation 
version brings a raft of upgrades including 
an overhauled interior, the latest driver 
assistance systems and a range of the 
company's new inline six-cylinder engines.

The CLS pioneers the new design style 
of Mercedes-Benz and is recognizable by 

its clear contours and reduced lines. Its character is marked by a grille contour that 
widens towards the base and a forward-slanting front section. Other features include 
wide, low-set headlights and two-section taillamps. The CLS is equipped with a new 
inline six-cylinder engine and is the first vehicle in the Mercedes-Benz lineup with 48-
volt technology with ISG that offers increased efficiency and comfort. The new CLS is 
equipped with the latest generation of driving assistance systems, with route-based 
speed adaptation and driver support provided by the Driver Assistance Package.

The all-new four-door coupe seats 5 passengers for the first time and will go on sale 
in the U.S. by Fall 2018.

MERCEDES-BENZ SHINES WITH THE CLS

Toyota Mother of Invention Maxeme 
Tuchman, Tina Brown and Toyota’s Lisa 
Materazzo at the Women in the World 
Dallas Salon.

AUTO TRADER NAMES 
SVP/GM
Autotrader has named Jessica Stafford senior vice 
president and general manager. Stafford will lead the 
business, which has more than 800 team members, and 
work across product, sales, marketing and operations.

Stafford joined Autotrader in 2007 as an associate 
manager of digital marketing before moving to various 
other marketing positions within the company, including 
her most recent role as vice president of marketing for 
Cox Automotive’s Media Group portfolio, which includes 
Autotrader, Kelley Blue Book and dealer.com.
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TEAM MANAGEMENT

1. No process

2. No accountability

It comes down to these two reasons and most 

of the time to accountability. Many leaders 

hope for great results. Many stop inspections 

of their team because “they should know 

better” or “we trained them. Now it is up to 

them.” These thoughts and subsequent lack 

of inspection over time will always end up 

with a drop in production and disenchanted 

employees.

How to Improve Accountability 
of your Team
Define Specific Results
In order to follow up properly, you need 

to have specific results that everyone 
understands. You have to be so clear on what 

you expect that there is no misunderstanding 

of expectations. Here are two examples.

Bad: I need you to increase sales this month

Good: I need you to increase sales by 10 

units this month

If you are not clear, at the end of the month 

what you think is an increase can be different 

from your employee. In the case of the good 

example, we all know what 10 units are.

Agree to a deadline
Once again, lack of specificity can cause 
conflict. In many cases, myself included, 
leaders have given deadlines like “ I need it on 

Follow Through with Accountability and Process
WRITTEN BY: GLENN PASCH

ecently I returned for a follow 

up visit with a client where we 

had installed a new sales process 

for their team. Gathering a few 

of the key people together I questioned how 

it was going. For the most part, results were 

promising but there were a few portions of the 

process that needed attention.

Some participants were pointing out that other 

individuals were inserting themselves into 

their portion of the process. When questioned 

these other folks had mentioned they noticed 

some things were not getting accomplished so 

they jumped in to help.

While I appreciate the helpfulness of these 

individuals, this points out an issue that must 

be addressed for any process to be successful: 

accountability to your portion of the process. 

By helping others, it does not allow for proper 

training and accountability.

Let me explain how I helped this team become 

more accountable. When I am brought into 

a company to help them improve results, 

my first inspection point always refers to the 
question of process and accountability.

Is there a process in place? Has the team 

been trained effectively? And lastly, whose 

job is it to follow up and hold the team 

accountable? The answers I find always fall 
into only one of these two categories

R

REMOVE FRICTION
BETWEEN TEAMS
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Friday”. Well you may need it for a meeting at 

10 a.m. but the team thinks end of day is fine. 
By having a specific deadline it is easier to 
hold the team accountable for the results you 

desired.

Managing results
Achieving the results and how you 

communicate with your team is often one of 

the most overlooked aspects of accountability 

for many leaders. If someone achieved results 

have you asked them what they did to achieve 

their success? By reviewing their actions 

with them, they can repeat the behavior in the 

future to get the same results. Ask them what 

they did differently in terms of their actions 

or specific behavior to help them identify the 
specific things to do each month that will set 
them up for success

Managers spend a lot of time working with 

teams when they do NOT achieve the desired 

results. Remember to take emotion out of the 

equation. Most employees are trying hard to 

achieve results so we as leaders need to dive 

in and ask them what they did. You must 

understand what behavior they executed to get 

these results

Make sure to understand that not everything 

was wrong. By drilling into behavior you 

will find that one step or two was missed or 
done improperly and that affected results. It 

allows you to target your training to improve 

performance, clear up any issues and then 

make it easier to hold the team accountable

Once you have identified behaviors for 
success you need to schedule a time to review 

results and progress over time. NEVER stop 
checking in on results or actions. The result 

will be the time needed to check up will get 

shorter and shorter because your team will 

expect you to inspect, but never ever stop.

We mapped this out so all parties knew what 

they had to do each month, what metrics they 

were being held accountable for and when 

reviews would happen. I emphasized to them 

that when you can hold your team accountable 

correctly you will attain the results you desire 

as well as retain the team you have in place.

Keep you posted I head back next month for 

a review.

If I can ever be of service let me know. If you 

found this useful, please share. It would mean 

a great deal to me. 

CEO
PCG Digital Marketing
Glenn is a trainer at heart. He is a highly sought-
after speaker, writer, coach and operations 
strategist, as well as a customer service fanatic. 
He has spoken throughout the U.S. and 
Canada, educating audiences on a variety of 
topics including business leadership, change 
management, digital marketing and the impact 
of this new technology on culture, business and 
society. Visit the website  
www.pcgdigitalmarketing.com

GLENN PASCH

REMOVE FRICTION
BETWEEN TEAMS
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DIGITAL MARKETING

Information is Your Secret Weapon To Winning!
WRITTEN BY: AMY FARLEY

AMY FARLEY

STAY AHEAD OF THE  
COMPETITION WITH  

AUCTION INSIGHTS
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f your New Year’s Resolution was to 

look inward, to focus on your own 

dealership and to let go of the urge to 

check up on what your competitors are 

doing, then this article may not be for you. 

If you’re like most dealers, however, you’re 

always in the market to make sure you’re 

beating the competition. It comes with the 

territory. In that case, Google AdWords allows 

you to do that with a feature they call Auction 

Insights.

Auction Insights is a report within AdWords 

that can be used to compare how a dealer 

stacks up against their competitors across a 

whole host of digital metrics. When you have 

a clearer understanding of your competitive 

landscape when it comes to paid search, you’ll 

be better equipped to adjust your strategy 

accordingly-- and ensure that your dealership 

consistently comes out on top.

What does Auction Insights 
cover?

There are many different things to be learned 

from a deep dive into your Auction Insights 

report. Here’s an overview of each of them:

y Impression Share - This represents the 

percentage of times your dealership’s ads 

showed up in an AdWords auction. 

y Average Position - This will tell you the 
average rank of a specific ad.

y Overlap Rate - This metric shows you 

how often another dealer’s ad received an 

impression in the same action that your ad also 

received an impression. 

y Position Above Rate - This tells you how 
often another dealer’s ad within the same 

auction ranks in a higher position than yours, 

when both of your ads were shown at once.

y Top of Page Rate - This shows how often 
your dealership’s ad was shown at the top of a 

page within search results.

y Outranking Share - This metric showcases 

how often your dealership’s ad ranked higher 

within a given auction than another dealer’s 

ad-- or if your ad showed up when their ad 

didn’t at all.

While you can’t tell Auction Insights which 

competitors you’d like to view, it will display 

data for the websites that it determines to 

be your “top competitors.” You might be 

surprised at who you’re competing with when 

it comes to search. You may feel certain that 

the dealership one town over is your number 

one competitor, but they may not even be 

on the list, according to Google’s data. This 

means that you can also use Auction Insights 

to get a better idea of who you’re competing 

against. 

How can I apply this 
information?

Auction Insights doesn’t promise to give 

you a transparent look at everything your 

competitors are doing when it comes to 

I
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digital marketing. You’ll have to utilize 

the information it does provide to make 

inferences. 

By examining your impression share 

alongside that of one of your competitors, you 

can estimate how much more or less they’re 

spending than you and then adjust your 

spending accordingly. 

You’ll also be able to learn things like 

which competitor is dominating impression 

share across all of your campaigns, who is 

competing for impression share for each 

campaign and ad group, as well as who is 

moving in on impression share on your top-

performing keywords.

 

You’ll be able to determine which dealers 

are competing on your keyword terms, how 

often you’re outranking your competitors, and 

overall, how your impression share stacks up.

 

An example: You might look at your Auction 

Insights report and notice that while your 

impression share is higher than that of a 

specific competing dealership, their average 
position is still higher than yours. You can 

determine from this that they’re simply 

outbidding you. Knowing that, you can choose 

to raise your bids or strategically lower them, 

depending on your goals.

How do I access Auction In-
sights?

Your paid search provider or digital marketing 

agency will be able to walk you through the 

report, but here’s a quick look at how you can 

access it:

1. First, select the level of data you want to 

review. You can view your Auction Insights 

report at the campaign, ad group or keyword 

level.

2. Next, click the “Details” drop-down menu 

and select the “Auction Insights” option.

3. You can adjust your date range to view 

a different time period, or even segment by 

device. 

 

Google’s aim is to give you the data you need 

in order to make smarter, better informed 

decisions about your digital marketing. Take 

a look at the Auction Insights report and see 

what you can learn. It will help you ensure 

your campaigns are optimized to dominate the 

competition within your market. 

AMY FARLEY

Director of Marketing & Media 
Force Marketing
Amy is a skilled writer and editor with a 
keen interest in digital trends and topics in 
the automotive industry. She utilizes her 
knowledge of what is new in retail automotive 
marketing to help Force, an automotive digital, 
direct mail and email marketing firm based 
in Atlanta, Ga., evolve the dealer-to-customer 
shopping experience. Visit the website at 
Forcemktg.com

AMY FARLEY
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