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BDMProfile: Hiring from Within: The right thing to do when the cream rises
Betsey Hanson, BDC Director
Sears Imported Autos, Inc.
Minnetonka, MN
Tell us a little about
yourself.
I started working here in
January of 2004. I was
hired to be the Greeter in
the showroom and to be
an Administrative Assistant
as well. I was in the process
of finishing my degree in
Nutrition and ownership and management were
great about letting me work around my school
schedule. Within six months, I was promoted to be
a Service Writer. I enjoyed it from the standpoint
that we are so busy in Service that I was never
bored. You have techs that need your help, customers standing in front of you, and of course the
telephones were always ringing off the hook.
Everybody in Service was happy to hear that we
were going to have a Business Development Center
and that Service would be the first priority.
How did you become the BDM?
Well, during the Assessment Stage the Precision
Training people were going through their interviews
of the employees and they decided that promoting
me was a better idea than bringing in someone
from outside the organization and possibly even
the industry. I think it took everybody by surprise
but they knew what qualities the position called for.
They presented the idea to Mr. Roeder and Mr.
Davidson and they agreed that promoting from
within would send a nice message to everyone in
the dealership.

Tell us about your BDC.
We are located a couple miles down the road from
our dealership. The building was purchased and
renovated to house our Body Shop, new vehicle
storage, and our BDC. There are also extra offices
and a phenomenal conference/training room. Being
away from the dealership presents some logistical
and communication challenges but we do the best
we can and are always looking for ways to improve.

see firsthand how they worked and how they interacted with our guests. Shadowing the Advisors
gave the specialists a better understanding and
respect for the job they do in the Service Lane and
helped them realize how important their own job
was going to be and how they were really going to
be a big help for the employees and the customers.
By the end of the second week, they were dying to
get phone training and start handling live calls.

Tell us about your BDC team.
We posted the Client Care Specialist position internally but it was a new department so none of our
employees applied for it. We recruited and hired
five specialists to launch the BDC. The group was
four men, one female, and me as the BDM. We
started the department in March and only one person has left us. My team has really made my first
managerial job easier by being great workers and
great people. We looked for nice people with great
attitudes that we could teach and manage.

How did the BDC Launch go?
Really well. We took about 200 Service calls our
first day and it went without a hitch. It hasn’t
seemed to slow down since!

What was their orientation like?
Pretty extensive actually. They had so much to
learn! Precision gave us a list of things we needed
to do before they would come in and train us on
what to say for each type of call. In fact, the team
went through a couple of weeks of internal orientation before they were allowed to speak on the
phone with customers. They had to learn the DMS
and Higher Gear systems, how to use our new
phone system, and learn product knowledge for
Mercedes-Benz and BMW. I enrolled them in TEAM,
had them do Take Ten, and got them familiar with
NetStar and DealerSpeed. A general overview of the
retail automotive business was provided too. The
most important thing was having them intern in
Service for three days for each franchise. They got a
chance to walk in the Service Advisor’s shoes and

What is the daily activity like?
We’ll take about 260 incoming calls per day and
schedule 80 to 90 Service appointments between
both franchises. We are fielding some of the Vehicle
Status Calls when the Advisors are tied up. On a
daily basis, we confirm appointments and do weekly No Show Appointment calls on Saturdays. We
make the Special Order Parts calls and make the
Service Follow Up calls everyday as well. We have
started to take on more of the Sales functions in the
last two months too. That means we have to communicate effectively with two more departments –
no small task when you are a couple miles away
from each other.
Any noticeable benefits from the BDC so
far?
Absolutely! The most obvious benefit is that our
phones are now being answered by a human
being! Our customers get to talk with a specialist
who helps them schedule an appointment or is able
to assist them with any other help they might need.
Our customers used to call in expecting long hold
times or being dumped into someone’s voice mail.
Continued on page 3
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Handling Trade Value on the Phone
Our Client Care Specialists who work in the BDC
must constantly straddle the fine line between giving a phone up too much or too little information.
Our job is to sell appointments-not vehicles-on the
telephone. We need to sell the sizzle, not the steak.
A person calling into our dealership is often closer
to making a buying decision than the fresh walk-in.
What we say and how we say it will determine our
level of success at getting these prospects to show
up at their appointed time.
Each month in The Companion, we dissect a particular customer question or objection and try to share
fresh ways to effectively communicate with
customers. This month we look at how to handle
trade value over the phone.
During an incoming sales call, the customer says,
“How much will you give me for my 2001 ML with
53,000 miles on it?”
This is where the trouble starts. The typical response
sounds something like this:
“We can’t appraise your vehicle over the phone so
we won’t give you a number. You must bring it in
and have our pre-owned manager look at it.
When can you bring it in?”

Most customers fight setting the appointment
because of the response to their inquiry. They aren’t
in a rush to come in when they hear, “We
can’t...We won’t...You must...” We are telling the
customer that they must conform to the way we do
business. Of course, giving the customer a value for
their trade-in is risky business too. We can offend
them by being too low or we can get into a trick
bag by quoting too high of a number that the
dealership can’t honor when the vehicle is properly
appraised at the store.
So how do we appeal to the customer’s sensibilities
without putting ourselves in an awkward position?
By using specific words and phrases.
Consider the following exchange:
Customer: “How much is my trade in
worth?”
BDC Pro: “Are you looking for fair market value or
Top Dollar?”
Customer: “Top Dollar!”
BDC Pro: “Great! When would be a good time for
you to bring the vehicle in so our experts can
provide you with that information? Would today or
tonight be better?”

Champagne Challenge
We will send the winner of this month’s Best Idea
Award a bottle of Dom Perignon Champagne. You
can re-gift it if you don’t drink (we won’t tell!). The
Dom goes to the BDM who submits a Best Practice
that is unique to your dealership. What was the challenge you faced? How were you creative in coming
up with a solution that has worked? What has been
the benefit of your Best Idea? Write to us and if you
win, we’ll publish your idea in the next issue of The
Companion and send you The Dom!

Call Center Pro
Business is booming! We need you! Our
prestigious auto dealership needs friendly,
high energy, professionals with great
telephone skills and a strong work ethic to
work in our call center. Duties include
scheduling appointments and customer
follow up-NO COLD CALLING! Email your
resume to bdcpro@yahoo.com or call
866-755-3131.

Customer: “Just give me a ball park; I won’t
hold you to it.”
BDC Pro: “Mr./Ms. Customer, let me ask you a question: would you buy a used car, sight unseen, over
the phone from someone you never met?”
Customer: “Of course not!”
BDC Pro: “I agree, but that is kind of what you are
asking me to do. When is a good time to stop by
and get all the money for your vehicle-today or
tonight?”
Will it work 100% of the time? Of course not –
nothing does. Sometimes, you simply have to touch
base with a manager and get help. Pass the ball to
the front end professionals whenever the situation
calls for it. But if you say these words just as they
are written, with the proper voice inflection, you
should find that most customers won’t fight you
further and most will close on the appointment
right then.
Remember: perfect practice makes perfect!
Good luck!

Email of the Month
The Auto Responder
Dear Ms. Allen,
My name is Jim Andrews, General Manager at ABC Mercedes-Benz. I
have entrusted my Internet customers to a select group of Client Care
Specialists, one of whom will contact you within the hour. This
specialist will provide you with three things:
1. All the information about our product and availability
2. Aggressive pricing
3. A smooth purchase experience that makes the best use of your
time.
Please contact me if my team fails to exceed your expectations.
Thank you in advance for your interest in our product. We look
forward to your visit!
Regards,
Jim Andrews
General Manager
ABC Mercedes-Benz
Mobile: (555) 222-1212
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The Daily Huddle

Pointing your BDC Team in the right
direction everyday is critical. We suggest a five minute Daily Huddle at the
beginning of each BDC shift. Gather
your team together for five full minutes and tell the receptionist to not
send any calls through during your
brief meeting. You might be surprised
at how much you can accomplish in
just five minutes if you are prepared!

Why ask Why?
Why doesn’t glue stick to the inside of the bottle?
Why don’t you ever see the headline, ‘Psychic wins lottery?’
What do people in China call their good plates?
Why is the person who invests your money called a broker?

The best BDMs will go into a Huddle with a game plan. Know
what you want to cover. A basketball coach will call a timeout and
show some of the best players in the world how they should
execute the next play. You can do the same in your Huddle.
Here are a few possible topics for discussion:
• What appointments from yesterday showed/no-showed
• Who was sold and/or delivered yesterday
• Service availability

Why is abbreviated such a long word?
Why is lemon juice made with artificial flavor and dishwashing
liquid made with real lemons?
Why is it that doctors call what they do practice?
Why is it that when you blow in a dog’s face, he gets mad at
you, but when you take him for a car ride, he sticks his head
out the window?
Why doesn’t Tarzan have a beard?

• Loaner availability
• Who has the day off in Sales, Service, and the BDC
• Role-play how to handle a different objection everyday
• Today’s scheduled appointments
• Who still needs to be confirmed
• Which customers will be getting a survey
• What each person in the BDC will be doing that day
• A brief discussion on the BDC Rate of Travel – Is the team
on pace to reach their goals for Sales and Service
production?
The Daily Huddle enables a BDM to take everyone’s temperature
and provide direction. The People Management part of our job
needs to be done everyday so a small problem doesn’t escalate
into a bigger one. Communicate with your team everyday. Let
them know your job is to remove the obstacles in front of them
that may be preventing them from achieving greater success. The
pace of the leader always determines the pace of the pack so let
them know you are in a great mood, that you are on top of your
game, and that the team is going to have a phenomenal day. End
the Huddle on a positive note and get everybody on the phones.
Massive activity will lead to productivity! Walk into your General
Manager’s office and drop on his or her desk The Daily Huddle
Sheet that lists what you just discussed in the BDC. The GM will
soon realize what kind of manager and leader you are and will
expect more from other department heads. That alone will raise
the level of play in your dealership and help cement the BDC an
integral part of the dealership’s ongoing success.
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They were extremely frustrated. The BDC is changing those expectations because we
try everyday to make a difference. We have seen the Special Orders turning faster
because the BDC is scheduling those appointments. We have also seen the Labor
Hours increase too. Our efforts have enabled the Advisors more time to spend with
the customers standing in front of them. This benefits both the customer and the
dealership and helps us to maintain that long term relationship with our customers.
We have had some sales successes from our efforts in the BDC so that is encouraging. We are role playing and practicing the word tracks for the sales functions
because the better we do-the more they will ask us to do and that’s just fine with
my team. They want more!
What challenges do you face?
Many! Communication is a big one. Bruce Bigulke, our Mercedes-Benz Service
Director, is a couple miles away with our Advisors. Bruce is wonderful. We talk everyday so we are always on the same page. He is also a huge supporter of the BDC. He
knew even before we did some of the challenges we would have and has helped us
every step of the way. We have experimented with various ways for the Client Care
Specialists to communicate in real time with the Advisors to ultimately improve the
customer experience. There doesn’t seem to be an exact science to scheduling the
right amount of loaners and estimating shop capacity so we are always working
hard on getting that just right. We are facing new challenges by taking on certain
Sales activities like Lease Maturities, Internet Leads, and Sales Follow Up. Taking on
more duties doesn’t allow you to get stale in your job though. Our Precision Trainer
works in the BDC every month with us. He is our coach and counsel and energizes
us to meet all of the obstacles that stand in our way. At Sears, we have a good and
longstanding reputation in the community and our commitment is to take exceptional care of every customer. The distance between departments makes internal
communication difficult but we all feel we are only scratching the surface of the
BDC’s potential. I can’t wait to see what tomorrow brings!
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From the President
As the seventh of eight kids in our family, I ate like somebody was about to steal
my food (and with six sisters and an older brother, the threat was always there).
In those days it was survival of the fittest.
In today’s sales environment, survival is not nearly enough. One has to grow substantially over the previous year to ensure ones market share of the business. My
company, Precision Training, has grown substantially each of the last five years.
Thanks to some great clients, 2005 has been a good year:
• We became an approved vendor for Mercedes-Benz for their
MB BDC Initiative
• We did outstanding work in the field for corporate Harley-Davidson and
we continue to assist their dealer body meet the challenges of a
changing marketplace
• We provided strong Road to the Sale and Management Accountability
Training to nearly 40 automotive dealerships
• We set up 26 Business Development Centers and righted the ship for
countless existing BDCs that were steeped in mediocrity.
• We provided the industry’s most effective Phone Training for 61 non
BDC dealerships
• We partnered with two major CRM companies and helped their dealership
clients make sense of how to have the technology assist them in selling
more vehicles

• We grew our customer base by staying longer, connecting better, and
caring more about their success than our own
And we do it while flying under the radar! We grow slowly but steadily, being
careful about who we work with, and by having a vision that burns brighter
than any obstacle before us. Give us a look if we sound like the type of people
you prefer to do business with. We are current, credible, and have a unique
sense of fun.
To our clients, we say thank you. Thank you for your support, your wisdom,
and your trust in us. Working with you makes all the travel and time away
from our loved ones a little less painful. We’ll work extra hard to make 2006
the best year for all of us.

Thank you!
Tom O'Connor, President
Precision Training, Inc.
630-212-6925
toc@1bdc.com

