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THAT GETS IGNORED

BY CHRIS “CHUBBY” FREDERICK | CONTRIBUTOR

listening to a great
story being told to
one of our clients by
Coach Eric Twiggs, and I thought you
would enjoy it. Twiggs said marketing
is not the real key to your success.
Now that I have your attention, let
me clarify the point. I am reminded of
the story of a young man who had an
encounter with an older rich man wear-
ing an expensive suit. The young man
asked him how he made his money.
“Marketing was the key to my suc-
cess,” replied the older man. “I invested
a nickel in an apple. I spent the entire
day polishing the apple and at the end
of the day, I sold the apple for 10 cents.
“The next morning, I invested those
10 cents in two apples. I spent the
entire day polishing them and sold

them at 5 o’clock for 20 cents. I contin-
ued this system for a month and accu-
mulated a fortune of $9.80. Then my
wife's cousin died and left us 2 million
dollars!”

Marketing alone does not guarantee
your success.

Remarkable marketing is the real
key to getting more cars to your shop.
Competition for your customers’ atten-
tion is at an all-time high. According to
a 2010 study conducted by Hotmail, the
average customer gets four marketing-
related emails per day from various
businesses. A recent New York Times
study revealed that the average person
is exposed to 3,000 marketing messag-
es a day when you factor in TV, radio,
email, newspaper, the Internet and vis-
its to the local store.
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Your customer wants to know what
makes you different. If the ad you create
fails to answer this question, it will get
lost in the clutter and will be ignored.
So, how do you create marketing that
triggers an emotional response?

According to a Copyblogger study, 80
percent of customers will read your
headline, but only 20 percent will read
the rest of your content. Based on the
headline they read, they decide wheth-
er to continue reading. If your headline
fails to make an impact, your marketing
will get lost in the clutter I mentioned
earlier. There are three ways to make
your headline compelling.

First, you need to keep it short, a
statement of seven to 10 words at the
most. Shorter headlines are easier to
read and to remember. Another effec-
tive technique is to create curiosity
through shock value. The headline of
this article is an example. The typical
reaction to this type of headline is,
“Where is he going with this?” The
curiosity created from the surprise will
motivate the customer to keep reading.

A second example of a shock value
headline is one that I saw from a shop

sch 1T B )))

[=]
Scan this QR Code to get more on

" your smartphone. Or visit
MotorAge.com/ ProfitMattersd13

GET A FREE SCAN TOOL APP AT:
= www.scanlife.com

Photo: ThinkStock



OPERATIONS N PROFIT MATTERS

“WHAT WAS THE BIGGEST DIFFERENCE IN SHOPS THAT HAD GOOD CAR COUNT IN
2012 VS. THOSE THAT DID NOT? THOSE THAT DID BECAME VERY AGGRESSIVE IN
ACQUISITION AND RETENTION MARKETING IN 2012.”

CHRIS “CHUBBY” FREDERICK [ATI CEO]

advertising an A/C service promotion.
The shop owner used the following
statement: “Your Wife Is Hot.” As you
read on, you realized the point of the ad
was to get you to come in and get your
air conditioning serviced so that your
wife doesn't have to ride in a hot car.
Last, the promise of a future benefit
will get the rest of your content read.
In addition to wanting to know what
makes you different, your customer
wants to know what's in it for them.
Your headline should communicate how
their lives will be better as a result of
reading your copy. For example, many
of the email newsletters I see from
shops have a headline that reads “April
Monthly Newsletter.” If your goal is to
be ignored, then this is a good way to do
it. A better statement would be, “How
to Keep Your Old Car Running Longer.”

As humans, we feel a natural obliga-
tion to reward a positive action with
another positive action. The technical
term for this is the law of reciprocity.
Studies show that reciprocity is a pow-
erful marketing trigger.

For example, researchers in the res-
taurant industry discovered a major dif-
ference in the tips received by waiters
who left a mint on the tray when bring-
ing the check compared to those who
did not. The waiters who left a mint
received up to 20 percent more in addi-
tional tip dollars. This is why a market-
ing piece that demonstrates added
value will get more attention than one
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that does not. Below are two ways to
communicate value in your offers.

First, make sure you use dollars
and not a percentage to communicate
savings in your ad. It is easier for the
customer to feel a $25 savings than 10
percent off. You take dollars to the bank
and not percentages. Using dollars also
makes it easier to control your market-
ing costs. A 10 percent off promotion on
an engine sale will cost you more than a
$25 off any purchase over $200 offer will.

Second, be sure to communicate both
the regular and the sale price. Your cus-
tomer will feel more value if they know
how much they are saving. If you adver-
tise a winterization special for $89.99,
I might not understand the value of
the offer. If you tell me that the regu-
lar price is $129.99 and the sale price
is $89.99, the value is clear. Marketing
that communicates a clear and valuable
offer is less likely to get ignored.

According to Nielson research, 92 per-
cent of customers report they trust rec-
ommendations from other customers
more than any other form of advertis-
ing. In this section, I will share my two
keys to effective testimonials.
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First, the testimonials must look
authentic. One way to accomplish this is
to include a picture of the customer giv-
ing the testimonial along with the tes-
timonial itself. It helps to do marketing
research to determine who your ideal
customer is before posting the pictures.

For example, if your research indi-
cates that your ideal customer is a
woman between the ages of 35 and
40, it would be good to have a picture
of a happy customer from this demo-
graphic. Doing this will attract more
of your ideal customers to you. If you
are advertising on the Internet, video
testimonials are very effective as well.

The second key is to have the testimo-
nial communicate the results your cus-
tomers care most about. Based on ATI
research, the typical automotive cus-
tomer is looking for fast service, accu-
rate diagnosis and honest estimates. It
will be harder for a customer to ignore
marketing that features a testimonial
from someone who looks like them and
demonstrates the results they are look-
ing for in a shop.

By having a compelling headline,
valuable offer and effective testimoni-
als, your marketing will get noticed in
spite of all the competition. If you apply
these three keys to your next ad, your
marketing will not get lost in the clutter.

Are you doing everything you can
to get more cars to your shop? Find
out by completing the ATI Car Count
Checklist. We have created a checklist
with 34 acquisition and retention strat-
egies you should consider to stabilize
your car count. Visit ationlinetraining.
com/2013-4 to print our list. Z
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Chris “Chubby” Frederick is GEQ and founder of Automo-
tive Training Institute, founded in 1974. ATI's 99 associ-
ates train more than 1,150 shops every week across North
America to drive profits and dreams home. This article
was written with the help of Coach Eric Twiggs.
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