
The major challenge 
that most step sellers 
experience presenting 
and closing one prod-
uct at a time is a cus-
tomer’s reaction when 
another product is in-
troduced. The cus-
tomer says, “Is there 
anything else? I’m in a 
rush.”  This causes a 
Business Manager to 
either rush a presenta-
tion or neglect to pre-
sent any remaining 
products. There is a 
solution that is cus-

tomer friendly and 
allows a Business 
Manager to present 
all of their products. 

Create a table menu 
that has all of your 
products graphically 
displayed. Most Busi-
ness Managers who 
implement this strat-
egy will use a large 
laminated table 
menu so that they 
can write the pay-
ments down on each 
box using a dry 
eraser marker. At the 

start of a product 
presentation, the 
Business Manager 
will place the table 
menu in front of the 
customer and inform 
the customer that 
he/she will review 
the eligible vehicle 
and loan protection 
plans that the cus-
tomer can register or 
have applied.  This 
strategy announces 
to the customer what 
products will be  

Cont’d on page 3... 

 
 

 
 

How to use a menu to  
step sell your products: 

Use your CPO program to attract  
more Special Finance customers: 
Most dealerships that 
have a CPO program 
from their manufac-
turer or one of their 
own that they devel-
oped can use its ’pillars’ 
to attract more credit 
challenged customers. 
Just because a cus-
tomer has had some 

credit problems in the 
past does not mean 
that they should have 
to settle for a vehicle of 
lesser quality. In fact, 
many dealerships will 
market and advertise 
that all of their solu-
tions include an ex-
tended warranty and 

loan protection. Adver-
tising that your vehicles 
have had a multi-point 
inspection and recondi-
tioned to the highest 
standards possible will 
instill more confidence 
for customers to deal at 
your dealership instead 

of others.  

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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we see poorer per-
forming Business 
Managers who have 
never had formal 
training or haven’t 
been to a workshop in 
years. Training is not a 
one time event but 
rather a process to 
reach and then main-
tain one’s potential. 
Take professional ath-
letes for example; 
they earned their 
multi-million dollar 
contracts by training 
for years. However, 
even after they have 
secured their posi-

When you renovate a 
home in preparation 
to sell it, the money 
spent is an investment 
and not a cost of sale. 
When a Used Vehicle 
Manager reconditions 
a vehicle to prepare it 
for sale, the money 
spent is an investment 
and not a cost of sale. 
When you hone your 
skills and learn new 
and effective strate-
gies to use on your 
turn-overs, the money 
spent is an investment 
and not a cost.  

Time and time again, 

tions,  they still train 
every day. 

The results can be out-
standing. We see Busi-
ness Managers receive 
hands-on ‘one on one’ 
coaching and consult-
ing who return to their 
offices increasing prof-
itability by hundreds 
of dollars per unit 
sold. 

If you had a printing 
press that printed per-
fect $100 counterfeit 
bills, would you main-
tain that machine in 
tip-top shape? You’re 
the machine! 
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SALES TIP: 

Before you start a 

turn-over, do some 

homework. Go out to 

the trade-in or off-

lease vehicle and see 

the condition of it, 

clues of life style 

uses and if any 

protection products 

were applied. Check 

the mileage, the 

service history (if 

available) and the 

appraisal form. 

Speak to the 

salesperson and 

have them profile 

their customer to 

you. This 

information will 

allow you to tailor 

your 

presentation. 
 

     

 

                                         

                                    

    Increase your wear and tear waiver sales:  
Many Business Managers still use a 
disclosure sales process to present 
their Business Office products. They 
start each presentation by saying, 
“We offer…”  This method simply 
creates no need for a product and 
positions a Business Manager as a 
salesperson.  

If you want to sell more wear and 
tear waivers on your leases, you first 
must create a need by adopting the 
following strategies: 

1. Review the wear and tear 
charges that a customer is ex-
posed to using the leasing com-
pany’s lease-end brochure 
and/or kit that they send your 
customers. This will clearly show 
them what they could be on the 
hook for. 

2. Obtain inspection reports that 
itemize wear and tear charges 
that other customers have ex-
perienced; remember to ‘white-
out’ the customer’s names to ad-
here to the privacy act. 

Using these two P.O.S. materials will 
create a need and curiosity for the 
solution that you will present. 

Position yourself as a facilitator and 
consultant by introducing your solu-
tion as a protection plan that they 
are ”eligible to register.”  You will 
notice a huge difference when you 
present your waiver protection plan 
this way. You can include this product 
in a menu or close it as an individual 
product by providing the customer 
with options. 

The R.O.I. if you train vs.  

the cost if you don’t: 



explained and thereby gains permission to review their entire product offerings. The graphics that you 
would use will also  allow a customer to better visualize the product that is being presented. A Busi-
ness Manager now presents one product at a time using their other P.O.S. materials and closes each 
presentation with options. Many will experiment with the table menu and present all of the products 
at once. They then close by simply asking the customer, “Which ones will work best for you?”  
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How to use a menu to  
step sell your products: 

 (Cont’d from page 1) 

Paint a brighter vision of the future using a credit report: 
Using a customer’s credit report, circle the derogatory credit with a red marker. Using a 
green marker, write in an I1 entry with next year’s date indicating what their credit re-
port will look like if they take your vehicle loan solution. Write in two more green en-
tries of new credit cards that you can show them how to obtain - secured credit cards or 
perhaps a retailer’s credit card like Canadian Tire’s. This strategy will motivate your cus-
tomer to take your solution as it will paint a brighter vision of what their future credit 
will look like.  
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  How to improve paint sealant sales: 
 

18558320999 

 

  What would an extra $500+ per vehicle do for your bottom 

line in 2012? Make the call to find out how it can be done!  
 

 

 

 

In-Dealership Training, Coaching and Consulting  
 
 

 Let our professional trainers work with your  

Business Managers and show them the secrets and 

short-cuts to soaring profits - it’s what we do!  
 

      Call Anne Preston at 18889936468                                      

 or e-mail apreston@wyemanagement.com 

 

 

 

 

Entry Level                          

Business Manager’s 

Program 

March 26th - 30th                            

Toronto 
 

18889936468 

wyemanagement.com 

Use an analogy, share some facts and graphics with your customers to 
create the need for paint sealant. So, why does the paint need protec-
tion?  
The easiest answer can be found for the same reason that we shine our 
shoes; to make them look good and last longer. A vehicle's paint takes a 
beating from the forces of nature and the accidents that might happen. 
Most people don't realize how oxidation happens - it is caused mostly 
from acid rain. Chemicals in the air mix with rain water and they land on 
unsuspecting paint jobs. If the car's outer finish is not protected, the oxy-
gen molecules in the air will eventually start interacting with the paint. 
Over time, the finish becomes duller and duller. This is why professional 
car detailers recommend some form of protection to be applied to the 
paint on a vehicle.  
The secret of preventing oxidation caused by oxygen is to provide a layer 
of protection between the exposed material and the air. The very best 
wax will last about 45 to 60 days. The reason that you have to apply a 
wax treatment with such frequency is simple - wax melts off or wears 
off. The temperature on the hood, roof or a trunk of a vehicle can easily 
reach 200° or more in hot summer weather and as such, any wax will 
melt away. Paint protection protects the paint from the daily wear and 
tear vehicles get from being exposed to the outside world such as: 

 

 

 

 Try to learn something new 

from everyone you meet.                 

No matter who it is, no mat-

ter what level they’re at, peo-

ple always know something 

they can teach you. 

 bird droppings 

 leaf stains 

 acid rain 

 industrial fallout/smog 

 tree sap 

 ultraviolet rays from the sun 

 car washes 

 and road salt  

Untreated 

Treated 


