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HOW DO YOUR NUMBERS LINE UP?

Stop Selling & Get
Customers to Buy

Reworking the processes used at the front counter can make the repair buying
experience better for service writers and customers.
by Chris “Chubby” Frederick | Contributor

Over the

past decade,
many of you
have noticed
a major change in customers’ buying
habits. This month, our senior team
leader to our coaches and instructors,
George Zeeks, has several suggestions
to help your customers invest in their
vehicles.
We all know that the aftermarket
auto shop scene has changed yet
again. The way you present recommendations is different now than it
was in 2007 or even 2011, and many

of the sales staff out there haven’t
caught up with the change yet. Top
shops have a major reason they are top
shops. They stopped trying to sell their
customers and now they have conversations with them. Way too often I see
“salespeople” who are great at “selling” the customer. In fact, they are so
great at overcoming objections that
they shortcut the sales process just to
get to the end so they can start doing
what they are great at. The issue is
that they don’t even realize they are
creating their own problems.

The Short Sell
I understand what it’s like at the counter
when the world is crazy busy. The temptation to hurry through the presentation
can be overwhelming. But the idea that
you’re really doing the customers a favor
by giving “fast” customer service is the
beginning of the end.
Customers deserve a complete explanation of what is going on with their car.
The biggest problem comes when you
don’t fully explain what you are talking about. Car repair and maintenance
isn’t cheap and it’s not going to get
any cheaper. Your customers want and
deserve a complete, clear description of
the things that they need. I cringe when
I hear a service advisor recite a laundry
list of the things that are needed on a
car, with no explanation, and then quote
the price. It’s no wonder that people
start asking a ton of questions or say “I
need to think about it.”
Of course they do; you have failed to
tell them what they need in a way they
can understand. The salesperson now
goes into full sales mode and begins to
launch into a litany of reasons why the
customer has to have the repairs done
right now. This is their idea of overcom-
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“Who would make a better service advisor, an extrovert or an
introvert? Actually the answer is an ambivert: someone right in the
middle with the best qualities of both.”
Chris “Chubby” Frederick [ATI CEO]
ing the objection; but they fail to realize
that by not doing their job right the first
time, they have created the quagmire
they are stuck in.
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The Technocrat
In my youth, I once tried to impress a
young woman by taking her to a French
— down to the menu in a foreign language — restaurant. With the false
confidence of my four semesters of high
school French, I felt sure I could navigate this strange new dining adventure.
During our pre-meal small talk, I paid
close attention to the plates arriving at
the tables nearby. I sort of remembered
one word that I saw on the menu, poulet, but no amount of head scratching
would bring back a clear picture.
I asked the waiter if this was chicken. He did a fantastic job of making
me feel foolish and out of my league
when he replied, “Oui, poulet,” in the
worst fake French I’ve ever heard. And
he did a great job of looking at me like
an unwashed peasant. So I did what
I do best. I caused a minor scene by
flipping $5 on the table for the rolls we
had eaten, thanked him for the drinks
that never came and we left.
What does this have to do with an
auto shop? Everything. Your customers don’t want a technical answer, they
want to understand. They don’t want
or need to know that the fuel injector
should be open for 4 to 7 milliseconds
and theirs is allowing too much fuel
to pass through. Try painting a word

picture that reflects things people see
every day and you’ll have better results.
How about this: “Have you ever tried
to use a bottle of Windex and instead of
the fine mist you were looking for, it just
kind of ran down your hand? That’s sort
of what your fuel injectors are doing.”
Everyone wants to understand what
they are buying or they just won’t buy
it. If you continue to give technical
answers, you end up with a bunch of
questions and will hear the “I have to
think about it” reply. Try as you might,
you can’t overcome this objection since
you really don’t get what is wrong.

I’m Here, But Not for You
Ever buy something at a store and the
clerk puts the purchase exactly halfway
between you and them, so you have to
reach for it to pick it up? That employee
is more interested in the transaction and
collecting the money than in you as a
person. Everyone needs to remember
we are not in the shop for the owner
or the technicians or even for our own
agenda. We are there for the customer.
In automotive, we can get so
wrapped up in doing the paperwork
just right or getting it done really fast
that we fool ourselves into thinking

we are providing good service. Your
customer wants to be appreciated as
a person, not seen as just another car
to work on. They crave conversation so
they can tell you their concerns and feel
that you have listened and understood.
Ask questions about how they drive
and how far, and what they use the car
for. This makes it clear that you want to
understand them and their needs. Eye
contact lets them know that “I see you
and I’m here for you.” Staring down at
your computer screen while you talk to
them can’t ever do that. A smile gives
them a feeling of warmth and value a
nod of the head can’t provide on its own.

Failure or Not: The Choice
It doesn’t feel like failure, since we
checked all of our boxes and did the
right things in the right order and in the
time allotted, but it is. I’ve heard it said
that it’s harder now to get people to fix
their cars and people aren’t buying
like they used to. Well, your customers
want and are demanding more from
you and your staff. The time has come
when a simple laundry list of things
that are needed just isn’t cutting it.
It might seem like this is going to take
more time, but it really doesn’t. One of
the best side effects of having conversations with your customers is that
you’re going to enjoy your day and the
job a whole lot more. If you would like
a quick and simple checklist that will
help you communicate better with your
customers and have them buy more, go
to www.ationlinetraining.com/2013-8.
This is a limited time offer.

ATI IS ON THE MOVE!

Chris “Chubby”
Frederick
Contributor

Our life-changing 1-Day Workshops are coming to a city near you!
In August we’ll be visiting…

Cleveland, OH
Williamsburg, VA
Lansing, MI
Jackson, MS
and MANY MORE venues all around
the US and Canada! Spots are limited, so
sign up online at http://bit.ly/atibootcamps
before time runs out!

Chris “Chubby” Frederick is the CEO and founder of the
Automotive Training Institute. ATI’s 108 associates train
and coach more than 1,150 shop owners every week across
North America to drive profits and dreams home to their
families. This month’s article was written with the help of
George Zeeks, team leader and senior coach at ATI.
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