Our Motto “Double Your Car Count - Double Your Profits”
Hello Mudlick Mail Members,

Did you know that May through September are the best months of the year for our industry?  

Have you geared your marketing and sales staff up to help you Double Your Car Count & Double Your Profits?

Many reports are showing that 1,200 dealerships will go out of business in 2009 (up from earlier predictions of 900) as well as countless independent repair shops.    The difference in why some are able to stay in business and grow while others flounder is really based on a few simple concepts.  

1) Consistent Target Marketing 12 months out of the year that focuses on your best customers and gives your staff a chance to sell service to people who can afford it.

2) Outrageous Customer Service – treating every customer like they are the last customer you will ever see no matter what their service needs are.

Ask yourself, what am I doing to take advantage of the current market conditions and grow my market share.   This is the time of the year when families are getting ready to travel on their summer vacations.    People are still not buying new cars because of the credit crunch and fear of losing their jobs.  People are opting to travel by car versus airplane to save money, so what are you doing to capitalize on this situation.   

 Here are a few items to review at your store that can help you decide if you are in a position to “Double Your Car Count & Double Your Profits”:
· Are you answering the phone correctly – “Thank you for calling America’s Service Station.  How can I help you?” – simple but effective (NO ANSWERING MACHINES !!)

· Are you diagnosing cars repairs over the phone or focusing on getting the customer to bring their car in for a free inspection / written estimate by one of your ASE certified technicians – over the phone diagnosis is impossible and allows your customer to shop you around (likely on a service they might not even need – Does a doctor diagnosis you over the phone or ask you to come in for a visit?)

· Are you living by the motto “Is now a good time to bring in your car?” - all service managers should be focused on getting cars in the shop no matter how busy you are.

· Speed of Service – does it take longer than 20 minutes to pitch a PMI service item to an oil change customer (your close ratio drops rapidly after 20 minutes because people are thinking about what they need to do for the rest of the day).

· Do you have an item to sell to a customer that chooses not to buy PMI service? – how about a 5 pack oil change – lock you customer in for 12 months and put $1,500 - $3,000 of profit in your pocket just for asking oil change customers if they would like to get a free oil change today and save over $50 on future oil changes by buying your 5 pack oil change offer.

· How are you pitching your broke car service or PMI service to your customers?  Do you tell them in the waiting room, call them on the phone or do you do a “Show & Sell” with the customer in your shop bay.  Do you take digital pictures and e-mail them to customers that dropped their car off.  Your close ratio will dramatically increase by taking your customers into your bay and educating them on the problem.  Or, send them pictures via e-mail if they are not on your shop.  If you show a customer with a flashlight and laser pointer that the serpentine belt is cracked or that a brake pad is gone, your close ratio will improve.

· Are your sales people prepared to handle the typical customer objections?   Rehearse and role play responses for these typical objections so they become seamless in your conversations. 

· I  do not have the money.  I am just going to wait and do the repair later.

· I am going to sell my car soon, so I will pass on the repair.

· Your price is too high.  I am going to shop your price around.

· I need to talk with my husband and I will call you back.

· I will think about it and call you back

· Do you pause when you give a price to a customer or do you use an “Assumed Close”?  Always give a price and follow without hesitation, “We can get this service done for you today.  Is this still the best number to reach you at?”  When you pause, you give the customer a chance to think about it and reject the service.  This is not to say some will say “no” regardless of your system, but if you are mailing the correct households, you will get the “Yes” you want many times and you will get negotiating room for the customers who initially say “No”. 

· Are you keeping your customers updated on their service and delivering the vehicles on time?  Do not be reactive and have customers calling you for updates.  This is really frustrating for your clients and does not help you get that coveted referral business.  You want that customer to be so blown away from your service that they cannot wait to tell someone about your shop.

· Do all of your employees know your store’s features and benefits and can they explain them to your customers?  Offering things like “Same Day Service”, “Free Customer Shuttle”,  3 Year / 36k Mile Nationwide warranty,  Weekend Hours, Free Rental Cars, ASE Certified Technicians and Instant Credit are all items that show you are different then your competitors.  When you are mailing medium to high income customers, they do not buy solely based on price. Share the benefits and features…..close more deals !!

· How many oil changes walk in and out of your shop with no additional PMI service sold?  You have got to hold your service managers accountable to sell service.  If we pay you $40,000 per year as an annual salary, then you better be selling $40,000 in service each month.  If your car count is up, but your sales revenue is down, then you have a “front counter” problem.  If your technicians are pencil whipping the PMI’s and are not writing up 60-80 hours of work that is needed on the cars they see, then you have a “back of the house” problem.  The pressure always should be on the front counter.  The sales staff does not sell until the technicians are busy, they sell all they can each day and hold work over to the next day if needed.  I will cover a $50 rental car for a customer all day for a good sale.

· Are you pitching PMI work and oil changes on broke cars that come in?  This is a very common mistake.  You have an active buyer who approved you to fix a problem on their car, but after we fix the problem and make sure it is 100% completed, we fail to go after PMI work…..big mistake….you are losing easy money.

· Are your staff printing out the following for each customer that walks in the door?  This is your profit walking out the door if you are not doing these items.

· Maintenance Schedule for vehicle

· Completed PMI Sheet

· Written Estimate for all work found on PMI

· Service Bulletins

· Customer Histories (if applicable)

· Repair Order with detailed notes on broke car items, PMI items and approved & declined service

I hope these few items can give you some ideas on what to review at your store to maximize your great customers you get from your Mudlick Mail direct mail campaign.  At Mudlick Mail, we want to help you be more productive and profitable, so helping you execute better when a customer calls your store or comes into your store in critical.

As most of you know, our flat fee, turnkey direct mail program is designed to be fast, effective, low-cost and simple to implement.  We use the same ads that has built our debt free multi-million company.  We have over 18 stores across three states with several hundred stores to be opened over the next 10-15 years.

For June, we recommend that you do a full mailing on June 1-3 or you do two half mailings on June 1-3 and June 15-17 ($75 flat trucking fee added to split mailings).  The goal is to give the post office the least amount of time to touch the mail and screw it up.  We also want our mail out early in the month when people have money.  I have attached an ad sample that you can use for June.  We are going to use the same ad for June as we did for May.

Please keep in mind, the market remains tight, your competitors have cut out or will be cutting back ad spending….this is your time to take their market share….be smart but be aggressive…now is the time to grow your business when your competitor is scaling back or going out of business.  Frequency is key….stay consistent and you will see results.

As always, success of direct mail is solely based on reach (who & how many pieces you are mailing), frequency of mailings (amount of times you mail the same customer) and the message you are sending your customers / prospects (is the message or offer strong enough to move a customer to act).

