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What'’s the big deal about nitrogen?

The new vehicle, used
vehicle, service and
parts departments
ALL benefit from a
strong and vibrant
dealership Business
Office.

f-iresource.com
is dedicated to assist-
ing dealerships in
improving this critical
department by provid-
ing a wealth of the
industry’s latest F&I
news, information
pertaining to F&I
products and
sources, training and
tools.
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One of the fastest
growing after-market
products today is NI-
TROGEN for inflating
tires. Many dealer-
ships have adopted a
Nitrogen Program to
improve customer
satisfaction in addi-
tion to creating an-
other revenue
stream.

It's clean, easy and a
valuable product for
your customers.
When used to replace
oxygen and other
gases in tire inflation,
it enhances handling,
improves fuel
efficiency, extends
tire life, protects the

Earth and, most im-

portantly, keeps your

customers safer on
the road.

We take in nitrogen
with every breath.
Air is composed of:
1% WATER and

N Nitrogen

Atomic Number: 7
Atomic Mass: 14.01

OTHER GASES. It es-

capes up to 250 times
faster than Nitrogen.

21% Oxygen. It es-

capes 3-4 times faster

than Nitrogen. 78%

Nitrogen. This is the
largest molecule in
air. It is dry and non-
flammable. Because
of their large size,
nitrogen molecules
are the least perme-
able and stay in your
tire longer. Reports
indicate that custom-
ers can enjoy up to
4% better fuel econ-
omy and up to 25%
longer tire life when
combined with
proper maintenance.
For every 1 pound
per square inch of
under-inflation, fuel
economy is de-
creased by 4%.

Continued on page 3...

Don’t ‘shoo’ away your reps!

Most of us have done
it - ‘shoo’ away your
supplier representa-
tives who come in to
visit you. You can’t
afford to do this! Set
up recurring days of
the month and time
slots where you can

provide your reps
with your undivided
attention.

You need to see your

reps. They provide
you with industry
insights, valuable
tools, rebuttals to
objections as well as

tips and strategies
that they gather in
their travels from
visiting other dealer-
ships. If you ignore
them, they might just
forget about passing
on some valuable
information.m
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Improve your Creditor Insurance sales today!

Introducing a waiver
acknowledgement
form that must be
signed by the cus-
tomer is an easy way

to ensure that your
customers have been
presented with loan or
lease protection plans.

Stagger your turn-
overs. Present Creditor
Insurance products at
the time of delivery
instead of at the time
of sale. It speeds up
the initial turnover
which is customer and
dealership friendly.

Consider switching to
a ‘Menu’ strategy.
There are various
‘Menu’ strategies
available today that
also include software
applications.

Consider closing with
options. For example,
“The coverage is avail-
able with a 7, 14 or 30
day retroactive plan.
Which plan would
work best for you?”

Change the name of your Creditor Insurance

products.

e Life Insurance to ‘Asset Management Plan’ or
‘Estate Management Plan’

Accident and Health Insurance or Disability
Insurance to ‘Payment Protection Plan’

SELLING TIP:
To help overcome the
objection “I’'m not keeping
the vehicle that long,”
consider showing your
customer the cost of a
used vehicle warranty on
a 4 to 6 year old vehicle.
Extended warranty plans
on older used vehicles
often are limited to only 1
or 2 years maximum!
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Offer customers par-
tial protection for a
disability or an unem-
ployment event.

These plans don’t offer
complete payment

Offer lower premiums for your
customers at reduced commis-
sion levels. Consider switching
your rate factors when payment
sensitivity is an objection to in-
crease your penetration levels.

coverage but are less
expensive providing a
limited number of pay-
ment benefits. (i.e. 3

Learn your rebuttals to: il have
pl enty

of | i f e

covered throug

to 6 mos. of payment
reimbursements).

Change your presentation or-
der. Some Business Managers
will present just one Creditor
Insurance product early in the
turnover and then present the
other at the end of the turnover.

Register today for a Training
Workshop. Training is not a one-
time event but rather a contin-

ual process of learning. Don’t
wait 6 months to get good -
start selling more today!

“I’m not keeping the vehicle that long.”

maintenance and re-

“We certainly hope
that you will come in
and consider a newer
vehicle with us sooner
than later but the fact
remains that people
change their minds
and keep their vehicles
longer than originally
planned. They some-
times also give the ve-
hicle to a family mem-
ber or simply need to

keep driving it for fi-
nancial reasons. The
great feature about
this extended warranty
is that it’s fully trans-
ferrable. Most used
vehicle fetch between
$1,500 to $2,000 more
when sold with an ex-
tended factory war-
ranty. True ownership
cost is what you pay
for a vehicle plus

pairs less what you get
when you trade or sell
the vehicle privately.
Investing in an ex-
tended warranty today
is a win-win proposi-
tion for you bringing
cost-certainty to your
ownership experience
while increasing its re-
sale value.” m



What’s the big deal about nitrogen? (contd from page 1)

Many new vehicles
have Tire Pressure
Monitoring Systems
that are very sensitive
to temperature
changes in the tires of
a vehicle. In the cold
months of winter, the
air in tires will con-
tract thus activating
the warning lights on
the dash of a vehicle
equipped with a
TPMS. This prompts a
call or visit to the
service department -
an inconvenience to
customers. With the

proliferation of this
technology
dealerships need to
investigate solutions
to the problem.

So what can you do to
help maintain more
constant tire
pressures for your
customers? Change
what you inflate your
tires with. Pure
nitrogen has been
used to inflate critical
tire applications for
years, primarily
because it doesn't

support moisture or
combustion. These
include racing tires
(IndyCar, Formula 1,
NASCAR), aircraft tires
(commercial and
military) and heavy-
duty equipment tires
(earthmovers and
mining equipment).
There are several sup-
pliers who offer a NI-
TROGEN PROGRAM.
It’s not a question of if
you should offer a NI-
TROGEN PRORAM, but
when. =

PAGE 3

Use analogies to help sell vehicle protection products

Why do people buy and
place a BBQ cover on
their new BBQ? So that
their new BBQ won’t
rust!

Even today’s stainless
steel BBQ’s have regular
steel in the framework
and lower parts. Most

alloyed metals including
steel contain iron. When
iron is exposed to mois-
ture and air, rust will oc-

cur. If it’s worth spending

$50 to $80 to protect a

$500 BBQ, doesn’t it make

sense for your customer
to consider investing a

$1,000 or so for
a comprehensive
protection pack-
age to protect a
$35,000 vehicle?
|

Do your demos have vehicle protection products?

This is quite often NOT
the case in many deal-
erships - the dealer-
ship however, is ad-
mitting that vehicle
protection products
have no value. Con-
sider changing your
strategy.

Demos can be chal-
lenging to move as it’s
difficult to discount
them enough to at-

tract a buyer. How-
ever, if you apply a
vehicle protection
package to a demo,
you can raise the ini-
tial selling price by the
cost of your pro-pack.
When a salesperson
greets a customer, he/
she can ask the cus-
tomer if they would
like to buy one “off
the shelf” or save
some money by con-

sidering a demo.
Voila! The salesperson
can show greater
value in purchasing a
demo.

Ask your suppliers to
provide the products
for demos at no-
charge and ask your
service manager to
waive the labour. Af-
ter all, the Business
Office is one of the
Service Department’s

SELLING TIP:
Many suppliers now
have terrific product
videos that you can
show your customers.
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RUN YOUR
OWN RACE.

So many people will
try to get you off
your game, so stay
true to your vision.

@
Entry Level

Business Manager’s
5 Day Program

July 25 - July 29
Toronto

1+888+¢993+6468
wyemanagement.com
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Top 10 Tips from Business Managers
to Salespeople

10. Never give me work in the morning when we’re slow. Always wait
until 8:30 p.m., and then bring it to me. The challenge of deadline is in-
vigorating.

9. If you give me more than one deal to do, don’t tell me which is prior-
ity; let me guess.

8. If it’s really a “rush job”, run in and interrupt me every 10 minutes to
ask how it’s going. This helps.

7. If you have special instructions for a deal, don’t write them down. In
fact, save them until the vehicle is ready for delivery and the customers
are waiting.

6. When you’re working a deal always throw in the rustproofing,... we
have way too much of it in inventory anyway.

5. Don’t alert me when you have a turnover. Just bring your customers

right in while I’'m eating a cold, dried out pizza slice looking like a deer

caught in the headlights.

4. Introduce me as the “F&I Guy”, “the girl in the box”, “the rustproof
2,

feller”, the “deposit lady”, “the guy who's going to try and upsell you”, or
“l hunt them, the Business Manager skins them.”.

3. If a turnover | do pleases you, keep it a secret. Leaks could end up get-
ting me a promotion.

2. Do your best to keep me late. | love the dealership and really have
nowhere to go or nothing to do.

1. Always remind me that your waiting customer is in a hurry by doing
that little tribal war dance outside of my office while I’'m with a cus-
tomer.

Wye Management now provides 1 day in-dealership
training programs for salespeople entitled:

The Importance of the Dealership Business Office

Let our professional trainers work with your sales

and management team to get them excited and
supportive of your F&l Department!

Call Anne Preston at 1+888+993+6468
or e-mail apreston@wyemanagement.com
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