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RIS SRR [ hope that vour dealership already tracks closing rates to measure how

Sates Cintrits effectively yvour sales process tums shoppers into customers. But what

Us=d Cars Solutions about all the shoppers—eight out of ten of them on averazse—who
Technology Selutions don’t buy when they wisit vour dealershup? Lat' s call them “prospects’.
Specizl Finanoe Solutions They are the ones who visit vour dealership, but don't make a purchase
8ales Training Solutions that same day. What makes some of these prospects retum to buy,

F & | Solutions while others do not retum. or even bad-meuth yvour dealership to theit
friends?
Business Dewvelopment
Fized Operations : 2
Sometimes dealerships and salespeople are so focused on customers
Dealership Security —
wha buy that they neglect the prospects: The customers who have not

EEEM Sonaices vet bouzht [et’s call it a problem of alionment or more accuratzly,

EHEN misalisnment

NIADA

HADA Let the owner, whose zoal 1= for the prospect to buy, interact with the
HAED customers. If thev don't buy. the owner hopes thev leave thinkine
Cotnles good thouszhts about the dealership. He knows then that the prospect

will net only rehurm. but will alse tell his or her fnends about the

positive expensnce.

On the other hand. what is a salesperson’s attitude toward someone
wha iz “just looking around™ Many times, the zalesperson sizes up
the prospect to determine whether they will zeneratz a conmission that
helps them pay next menth's rent If not, some salespeople begsin
looking for another prospect who will It 15 a case of misslishment
betwean the lons-term zoals and attiides of many owners and the
shornt-term zoals and attitudes of many =alespeople.

VWhat is most unportant for tuming a prospect inte a customer”
Faolities? Inventory? Without gquestion it 1= a dealershup’s =sales
process in general; to be more specific, it is the behavier of the
salespeople. Do yowr salespeople automatically gather contact
mformation and then follow up after a prospeet visits? Do they
remember to give prospects reasons to buy from this dealership rather
than another ome? Do thev always remember to mention produoct
features wuque to yvour dealership or special financinz and leasms" Do
they always ask for the sale? MNMany do net. The only way wa have
found to encourage a sales tzam to consistently follow a prescobed
sales process i= to continually measwre how prospects are being
treated by the sales team

The Pied Piper Prospect Sansfaction Index (www piedpiperpsicom) is
one source for dealers who wish to see how thew sales process
effectiveness stacks-up against the nationsl average for other same
brand dealershipz. Dealers are able to order anonymous shopper
evaluanons online, and the dealer provides benchmarans results for
more then 30 key aspects of the automotive sales process throush an
easy-to-use Web application

How much improvement is possible” One national motor vehicle brand
found that only 21 percent of thetr dealerships hit their nationwide
prospect satisfaction target of 92 percent. After one ye2ar of measunng
prospect satisfaction. posting the results, and rewardine supenor
salesperson scores, 60 percent of thewr dealerships consistently hit the
82 percent tarzet. and thew national retail sales market share hut an all-
time reeord.

We found that sslespeople from the most successful dealerships were
23 to 60 percent more likely than salespsople from less successful
dealerships to give compelling reasons to buy now, to uncover factors

preventing the purchase, orto ask the prospects follow-up guestions.

Onty 31 percent of auto salespeople provida prospacts with compalling
reazons for doinz busmess with their dealership—mstead they only
sell the product. For specific dealerships, we have seen that percentage
climb to 100 percent after implementation of a program to dive up
prospect satisfaction and salas sffectiveness:

Consideninz the expense and enersy spent doving showroom traffic
through advertising or events. it is vital to understand what happens
betwean when the prospect walks through the deor and when they
decide to buy or not to buy, whether to visit vour dealership azain and
whether or not thev recommend vour dealership to their fends. To
medmize prospect sstsfacton. it should be measured and tracked

Remember: If vou measure it it will chanza.
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fohagan@piedpiperme.com or visit WWW.piedpiperme.com for more




