
   
searchautoparts.com  17

operations
 Profit matters HOW DO YOUR NUMBERS LINE UP?

P
ho

to
: 

T
hi

nk
S

to
ck

time to get pushy
While you might not Want to, your service advisors need to push the 
importance of brakes and suspension maintenance and repair.
by Chris “Chubby” FrederiCk | Contributor

shop owners have a difficult decision to 
make when it comes to how aggres-
sive they want service advisors to 

be with customers. I was listening to Kim Hickey, 
a former shop owner from Arizona and current ATI 
coach, suggest a strategy to her clients that made 
a lot of sense. Let’s listen to Kim’s suggestions.

During my weekly conversations with my clients 
about the importance of upselling and educating our 
customers on benefits and features of services, many 
times the response I get is, “I don’t like to be pushy.” 
I am writing today to tell you that it is your job to “be 
pushy,” especially when it comes to items that can 
affect safety, like brakes and suspension.

If you are letting customers leave your shop 
with bad suspension or brakes without doing 

everything you possibly can to educate them 
about the safety issues surrounding those 
needed repairs, you are not doing what you 

are morally and ethically obligated to do. 
While I understand that you cannot force your 

customers to make repairs that they don’t want 
to, you can make sure that you educate your 

customers, and that they understand exactly 
what could happen when items affecting safety 

are not working properly.
A year ago, I spent all day and night on Father’s 

Day, watching a 28-year-old woman named Bridget 
on life support, with no chance of recovery. I then 
watched her mother and father agonize over wheth-
er they should continue to keep her on it or let her 
go. Bridget was involved in an automobile accident 
on Father’s Day morning, in which her car rolled 
over.

While there were several things contributing to 
this, including Bridget not wearing a seatbelt and 
speeding, I can’t forget the conversation her mom, 
Mary, and I had the day before. Bridget had just 
gotten a “new” car. It was an older Taurus, and she 
just loved it. Mary told me that Bridget had been 
fixing it up and was so proud of it, and all that was 
left to repair was the suspension. All I could think 
of while I was listening was saying, “Oh, Mary, the 
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way Bridget drives, she better get that 
suspension done right away!” 

I was all ready to get on my soap-
box and explain what the suspension 
does, and how it can affect braking, 
your ability to swerve, etc. But just as 
I began to start my speech, Bridget 
called with news of finally meeting 
her “Prince Charming” and how she 
knew this time she had found the one. 
They were going to a baseball game 
Saturday night. Excited for her news, 
I left my speech for another day.

Could I have prevented the acci-
dent she had early the next morning? 
Chances are slim to none. Even if I had 
dampened her exciting news with my 
boring talk of suspension and safety, I 
am quite sure Bridget would not have 
taken her car somewhere on Saturday 
night to have it repaired.

Could her auto repair facility have 
prevented the accident? Did they do 
a good enough job of explaining to 
Bridget the importance of her needed 
repairs? When they prioritized her 
repairs, were the services and flushes 
given priority because they are gravy 
work? I will never know. I can’t imag-
ine that if the service advisor had done 
a good job of telling Bridget about 
the possible safety issues regarding 
suspension, that Bridget would have 
ignored them. We will never know. 

What we do know is that there 
were no skid marks at the scene, no 
drug or alcohol impairment and she 
wasn’t texting or talking on the phone. 
According to witnesses, there were no 
other cars involved, no animals darting 
out into the road and no obvious rea-
son to cause Bridget’s car to roll over 
so many times. The question I can’t 
answer is, was the suspension the 
cause of the accident? I’ll never know 
for sure, but living with the lingering 
doubt is something none of us want 
to do.

Going forward, I ask that you do 
your due diligence when explaining 
needed repairs that affect safety. I 
would go so far as to say that after you 
do your best, if they still decline the 

repair(s), you type something on the 
work order regarding your advice and 
that the customer declined the recom-
mended safety repair and have them 
sign it. I ask you to have them sign 
it, not so much as to protect yourself, 
but as a last-ditch attempt to make 
them understand the importance of 
your advice.

What About Stopping?
Brakes, because they are more readily 
seen as being a safety issue, are easy 
to explain to customers. Customers 
generally understand that brakes 
affect their vehicle’s ability to stop. 
But does your service advisor explain 
to your customers that shocks and 
struts also affect their vehicle’s abil-
ity to stop? Most people still think of 
shocks and struts as a ride comfort 
item, not a safety concern. Does your 
advisor explain that shocks and struts 
performing at 50 percent efficiency can 
add 12 feet of stopping distance for a 
car traveling 60 mph?

The reason the front brakes wear 
out so much faster after being replaced 
has nothing to do with the new brake 
pads. If the vehicle has older shocks 
or struts, the weight shifts more 
to the front of the car and the front 
brakes have to pick up that extra load. 
Do your customers understand that 
worn struts or shocks will allow tires 
to bounce or dribble after hitting a 
bump and dip forward during braking, 
affecting both handling and braking 
performance, and that any time a tire 
bounces or dribbles it does not have 
full contact with the road?

Do your service advisors and techni-
cians even think about suspension as a 
safety item, or do they still feel that if 
the shocks or struts are not broken or 
leaking that they are good to go? How 

many of your techs are still judging 
suspension by performing the bounce 
test? When was the last time you had 
a meeting with your employees to 
review when to recommend certain 
services? At ATI, we recommend hav-
ing your employees complete a “smell 
test” quarterly.

One of the tools I use a couple of 
times a year to bring awareness to 
this issue is a suspension log. For a 
period of one month, I have my service 
advisors log the year and mileage of 
every vehicle along with marking if 
the shocks or struts are original. You 
would be amazed at what an eye-
opener it can be to see a long list of 
vehicles with high mileage that still 
have original shocks and struts. I usu-
ally have them fill this out in conjunc-
tion with the shock manufacturers’ 
spring and fall promotions. 

For a limited time, you can find 
more information and statistics on 
shocks and struts and see a copy of 
my Suspension Log and The Smell 
Test by going to www.ationlinetrain 
ing.com/2014-10.

Remember that every vehicle that 
comes into your shop has a person that 
comes with it. That person is some-
one’s parent, child, cousin, etc. Don’t be 
the cause of anyone spending Father’s 
Day or any day in the hospital.

Is it your job to push? You better 
believe it is. 

“How can you make sure your advisors are doing everytHing tHey sHould 
witHout standing over tHem? you can’t expect wHat you don’t inspect. 

create forms, logs, cHecklist and estimates tHat you can inspect.”

Chris “Chubby” FrederiCk  [ati Ceo]
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