PROFIT MATTERS B MANAGEMENT
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HOW DO YOUR NUMBERS LINE UP? | BY CHRIS “CHUBBY” FREDERICK

Catch the Wave of the Present

If you want to increase car count by working on the relation-
ships you have with your customers, then pay close attention

to what our best clients are doing about it. Our 20 Mastermind
members are made up of the best of the best from thousands of
our shop owner clients. Any time the majority of this group gets

excited about a marketing concept, you can be sure 1t is a win-
ner. In this article, Senior Coach George Zeeks this month will
teach you how to get started in the world of social marketing.

For many of us, the image of someone
hunched over a keyboard, typing what
he or she did today, why and with whom,
brings to mind the average teen. If you are
older than 45 and you are reading this, you
will have a much different outlook on this
information than someone 35 and younger.

Each of us has a different vision of reali-
ty, and that reality is the box that our head
fits in. Sometimes the box is too small.
That person hunched over the keyboard is
your customer, and if they are not typing
to you, they may be typing to your compe-
tition. It has been said to catch the wave of
the future; this is the wave of the present.

Increasing Word of Mouth
We all know that word of mouth brings us
our best customers. The problem is that it is

not “word of mouth” anymore. It has been
replaced by Facebook, Twitter, texting,
LinkedIn and other social networking
opportunities. Let’s face it, people do not

seem to talk to one another as much as
they used to. Think about how many of
your neighbors you talk with on a daily
or even weekly basis. That’s probably not
that many. People have changed the way

that they interact with one another, and we
need to make sure we are part of that new
pattern. We call it social networking, social
marketing or viral marketing, but for most
people it is just everyday life.

To keep things simple, let’s just deal
with one medium for now: Facebook. If
you do not have a Facebook page for your
shop, you are missing the boat. It is that
simple. More than 50 percent of the people
on Facebook are over the age of 25, and
that matches the demographics that we
are looking for in new customers for our
shops. Your customers are on Facebook,
and their friends are there, too.

A key thing in the automotive business
is customer retention. We try everything
we can to keep our customers coming
back, and for many of us it is a struggle.
Having a Facebook page for our shop
allows us to invite customers to become
a member of our family and get to know
us on a different level than just the people
who fix their cars or change the oil.

We have the opportunity to become
real people to them and bond them clos-
er to us and our business. We have the
ability to educate them about their car
with pictures and video in a non-sales
setting, which reinforces our image of
knowledge and expertise. Heaven forbid
that we can do all of the above and enter-

QUESTION OF THE MONTH

QUESTION:

iIf all my
associates are
opposed to a new
ad I created, what
should 1 do?
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ANSWER:

Run it! It created emotion already and the odds are in your favor. It worked for me in

this very magazine.

Do you have a question for Chubby? E-mail him at cfrederick@autotraining.net.
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tain them at the same time. We all know
that people buy from people whom they
like. What would happen to your reten-
tion percentage if you gave your custom-
ers the opportunity to get to know you
and your shop better in an environment
they felt totally comfortable in?

Educate Your Customers
However, you must be careful of what
you put on that Facebook page. It will
become your face to the public and must
represent the things you value. Think
hard on your value system and how

you want the customer to perceive you,
because inconsistencies will become
obvious. This is branding your organiza-
tion on its most basic and perhaps most
efficient level.

If you are a family-owned and operat-
ed business and you believe in the family,
then show it. If you constantly strive for
excellence through training and it is part
of your shop culture, then celebrate it. If
you are true to your beliefs and you are
compelling, then the benefits are there.

There are times when the automotive
world slows down. September brings to
many of us a “back to school” slowdown,
and we all love the week after Christmas,
right? What would happen if we had built
a following among our customers, shared
with them that this is a normally slow
week and offered them a savings if they
come in during that week? No, not every-
one will come in, but some will and that
will help fill the schedule and the bays
during an otherwise slower week.

Go one step further and invite them to
share the message and the savings with
friends. Some will share, new customers
will come and we invite them to be part
of our “family.” We now have a car count
button that we can push, occasionally.

Do It Right Now

It is easy to get this marketing tool added
to your inventory. You need to go to
Facebook.com and register for a personal
page. After you have built the personal
page, go to the bottom right of the page,
click on the word “Help” and then follow

the instructions to create a page linked to
your personal page. The time involved is
minimal and the rewards can be great.
Did I mention the cost? There is no
cost — it’s free! The only cost to you is
the time that you put into it. Working
on your business instead of in it. That is
where you should be anyway.

Scholarships Available

To learn more about this and other man-
agement techniques, look into scholar-
ships being offered right now from AT1I for
2010 to Motor Age readers. To apply, send
an e-mail to Chubby Frederick at cfred-
erick@autotraining.net and tell him why
you deserve a scholarship. Scholarships
are made available by ATI, Customer
Link, Moving Targets, Alldata and LSI. i}

Chris “Chubby” Frederick is CEO and president
of the Automotive Training Institute, which is a 2008
Frost & Sullivan Customer Value Leadership Award
recipient and backed by 147 AMI credit hours.
Frederick is assisted by George Zeeks and Brian
Canning in preparing this monthly column. Contact
Chubby at cfrederick@autotraining.net.

RIPPED SPARK PLUG
BOOT REMOVER .

eV #68450 wgn

Thiz whiguoely desigreed tool sasily remows -:r.ld"l-i “simck om”™
spark pliog Boots whens S is 5o acomss fo grab B boot o remioal
Thow tiool e o Son confimed space of S spark pling Bole and with
Farsd pres sare, segaral e B stk on Boolirom e porcelsin padt of S
plivg. This tool S s lides ot wilh 1 oot beaving S 5 park
plug sopomed and sasily removed. Made rom guality beat eated Sesl,
iz Lol comes in & High Tech black fimisk.

L

“

-

Desigraed specifically {or Sws e engines:
Foud -

ABLVE Dvabey Beads 13371209 '\,1
SBLVE Dvabes Beads I000 2 later
ABLVE Tvabes Beads 2007 and later
BALVE D vabey Bheads 1337-2004
BALVA Tuabes heads J005 and later
BELVHY 2 b Boseacks 1 339- 2008
BALVHY Db B 308 ard lates
Chrysler
ATLVE Dvaben Beadds 2005 and laser
BTLVA Hemi value Beads M08 and later
Wiork 3 on rm ook other sprk.

it i ok b i
o B of i inch,

ﬂa TﬂDLS We pay for tool Hnﬂ.;um

: wernl sptooloom 714 693-T666
SN PROIGLCTS: 1

“It's enzy to perlom ke Memedes Benz sernice,
| jurst can’t shut off Thol HEEE% 2ervice Kghil®

w1 Fram the promd makers 4l
af thve: $mma ke Preer:

|77} S5-SMONE + (P4 2571
i, IEJlI'IEl]ErE-‘ThH =il

(FOR INFORMATION, GO TO WWW.MOTORAGE.COM/READERSERVICE)
38 I Motor Age February 2010 wuww.SearchAutoParts.com

(FOR INFORMATION, GO TO WWW.MOTORAGE.COM/READERSERVICE)



