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The views and opinions presented in this educational program and any accompanying handout material are
those of the speakers, and do not necessarily represent the views or opinions of NADA. The speakers are not
NADA representatives, and their presence on the program is not a NADA endorsement or sponsorship of the
speaker or the speaker’s company, product, or services.

Nothing that is presented during this educational program is intended as legal advice, and this program may not
address all federal, state, or local regulatory or other legal issues raised by the subject matter it addresses. The
purpose of the program is to help dealers improve the effectiveness of their business practices. The information
presented is also not intended to urge or suggest that dealers adopt any specific practices or policies for their
dealerships, nor is it intended to encourage concerted action among competitors or any other action on the part
of dealers that would in any manner fix or stabilize the price or any element of the price of any good or service.



THE SERVICE OPPORTUNITY _

While the automotive service business as a whole is growing, WHY CUSTOMERS
service revenue at dealerships is on the decline. Competition CHOOSE A SERVICE
from independent shops and national chains have taken a bite PROVIDER

out of dealerships’ service business, particularly for off-warranty
vehicles. Why?

TOP 3 CONSIDERATIONS

One reason is that national chains and local repair shops are
marketing effectively on digital platforms while dealers tend to Tech Certification Level

underutilize these venues. Among other things, this creates a Price Guarantee/Warranty
lack of price transparency, leading most consumers to believe Online Consumer Reviews
that they’ll overpay for service at the dealer.

To retain off-warranty customers, dealerships need to
communicate their inherent advantages, such as expert
technicians and quality service. To win consumers’ trust and—
ultimately—their loyalty, that information needs to come from
independent sources.

By cultivating loyalty, dealers can put themselves in a position
to take advantage of a growing market.
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NOTES

How CAN You TAKE ACTION?

Be transparent in pricing
Promote your expertise
Encourage consumer
reviews

Manage your online
reputation

Examine 3rd party
certification programs




