








 
Developing your Lead Management Strategy - Again! 
September 2008 
 
From our first days in the business way back in 1975, we were always told to “log your ups, log 
your ups and follow-them-up until they buy or die!” Most successful dealers, managers and 
salespeople have attempted this practice and many realized that improved process execution 
led to improved sales success! Fortunately, for most of us, there were many times that we had 
more traffic than we could handle and it only came in from two sources - the Showroom or the 
Phone. Throughout most of these past 33 years, when we experienced gas shortages, lines at 
the pump, high interest rates, the Gulf War and even 911, we still kept focused on trying to ‘log 
our ups’. Although these previously mentioned situations caused disruptions in our business, we 
always seemed to recover and sell more vehicles.  
Today’s dealers, managers and salespeople constantly fight selling their brand of vehicles 
against more makes and models than ever and must compete for the Consumer’s ‘disposable 
income’ with an even bigger array of competition; i.e.- travel, home improvement, sophisticated 
electronics, etc.. Add to that the growth in the use of the ‘Information Highway - the Web’ and 
the individual dealership’s task can be overwhelming. Successful dealers today utilize the most 
current technologies to help them unravel the complexity of consumer’s shopping for new and 
used vehicles.  
According to many ‘Industry Experts’, at least 80-90% of all consumers begin shopping for 
almost any product online prior to their phone and their actual Retail Outlet buying phase. Many 
customers complete the purchase of millions of items daily without ever touching the product 
itself or leaving their homes, a practice which is very limited in the Automotive Industry. 
Automotive Consumers still need to touch, drive and experience that new or pre-owned vehicle 
before completing their purchase - thank goodness! Realizing and taking advantage of this can 
improve sales results in your dealership but you must look at all of your customer’s activities, not 
just how many of them you have. It’s become a lot more complicated than just ‘logging your 
ups!’  
Success today requires a deeper dive into the metrics of not just into how many ups did you log, 
but how many did you miss?  Industry experts currently say the natural closing percentage is + 
or – 10%. This translates to, if you sold 175 new and used, you should have logged 1,750 ups!  
How many ups/opportunities did you miss? 
 
Vehicles 
Sold 

Closing 
Ratio 

Actual Ups 
on Lot 

Ups 
Logged 

Follow-up 
on 75% 

Missed 
Opportunities 

175 10% 1,750 875 675 1,075 
 
Most Dealers only log about ½ of their actual ups, in this example 875 and really only follow-up 
with 75% - those they get on paper or negotiate with.  The 75% of the 875 would result in follow- 



 
up on 675.  If you subtract the 675 customers you attempted to sell and followed-up with from 
the 1,750 you should have logged, this means that your dealership missed 1,075 potential sales 
opportunities!  If the natural closing percentage is 10%, that means you missed out on possibly 
100 additional vehicle sales in one month alone! Imagine what 275 per month instead of 175 per 
month could do to your bottom line at the end of the year!  
But improved logging alone will not be enough.  Of the 875 ups that were logged in our example  
how far did they get through your Selling Process once they actually contacted you? Ask 
yourself the following… 

• When you look at your Showroom Desk log, does it show mostly Sold deals?  

• Does your Sales Management source the customer as a walk-in, phone or Internet to 
see how the traffic actually arrived at your Showroom?  

Successful Desk Managers use their Customer Relationship Management (CRM) tools (or just 
their paper desk logs) to track walk-arounds, demos, T/O’s and offers generated because they 
realize that a percentage increase in any category will show an increase in vehicles delivered.  
Many dealers not only record and listen to their inbound Sales phone calls, but they also 
measure the number of appointments set, shown and sold. They monitor this information by 
team and by individual to realize the true efficiency of their incoming phone lead process in 
addition to tracking the effectiveness of their advertising sources.  
In their Internet Departments, almost all dealers monitor their Lead Response Time (LRT), lead 
counts and sales, but the dominant ones also monitor their appointments set and shown from 
these leads to maximize their sales in that department.  
Many dealers, dealer groups and even OEM’s are using 3rd party Call Centers to insure that all 
follow-up calls are being made and receive tracking reports with the results of all these calls. 
When using compatible CRM and Internet Lead Management (ILM) tools dealers can determine 
when customers contact them in multiple ways; i.e. - Internet first, then phone and then walk-in 
or any combination there-of to make sure the information the customer receives is consistent in 
every communication. This area can build or lose credibility with many customers depending 
upon how accomplished dealership’s staffs are at using their tools. 
               
To complete the final Preferred Customer Consultation Experience (PC2), it is becoming more 
and more necessary to acknowledge the prospect with name recognition on a ‘Welcome Board’, 
a prepared customer folder and even in many cases a pre-selected vehicle of choice on display. 
This entire process is designed to enhance the perception of the prospect’s first Retail 
Showroom Experience. Many dealers find that since they have put so much effort to get the 
customer through their front door, that they must still do everything possible to create an atypical 
dealership encounter that either creates a higher percentage of 1st visit closes or sets up a less 
confrontational stage for more successful unsold follow-up! 
The best news in all of this is that everything covered in this article is about process improvements! 
Dealers that concentrate on improving these internal results spend no more on Advertising but stand to 
gain a lot more vehicles sold because of the increased sales process monitoring! Please email us at 
premierperformancegroup.com or just call 1-800-577-8015 to request your Free monitoring tools to 
improve your dealership’s sales results today! 
 
Premier Performance Group, LLC is a National Training and Consulting Group working with dealers to improve 
their Lead Management Processes and Net Profit Improvement. We offer programs for dealerships of all sizes and 
franchises. Our team is comprised of Retail Experienced Trainers with a solid record of dealership improvements 
as well as successful references.  
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August 23, 2008 
 
 
Stephanie Cotti 
Direct Innovations 
2650 Fountain View Dr Ste 200 
Houston TX 77057-7618 
 
 
Stephanie: 
 
I just wanted to share with you the recent success of our direct mail campaign that you did for 
us. 
 
We received over 250 telephone calls and sold at least 25 units that can be verified. This was 
by far the most productive mailer that I have ever done. I am still getting calls after one week. 
 
When our consultant, Jay Prassel of Premier Performance Group, suggested that we target 
our customer service database to let them know of the great incentives, especially on trucks, 
I was a little apprehensive as we never had much success with direct mail in the recent last 
few years. This has been the only good idea that he has had in the eight years of working 
with us. I, however, am taking all the credit. 
 
I believe now that targeted direct mail, with a good clear message, produces results. Please 
have any of your dealer clients call me if they have any questions. 
 
I thank you for your hard work and great diligence in making this such a huge success and I 
look forward to doing business with you in the future. 
 
Sincerely, 

 
James McNutt 
General Sales Manager 
409.658.4221 (Cell) 
James5829@aol.com 



 
Here are just a few of my thoughts on why Kinsel Ford had such a successful direct marketing campaign. It's 
my opinion that it's more than just dropping 10,000 pieces of mail.  
  

 The database is the key. I personally like retaining our current customers and contacting them four times per 
year. They purchased from us and they are using our Service Department. Select a target audience, 2001-
2006 Owners for example. 
 

 Scrub the names through the National Change of Address. Every year over forty million Americans move 
their place of residence and/or business. As a result, mailings continue to go to their old addresses. It is 
estimated that at least 8% of all mail is undeliverable because of incorrect addresses. This means lost 
opportunities, lost sales, and wasted money. Why the post office won't deliver mail: 
 
Addressee unknown to carrier. 
Addressee temporarily away. 
Addressee's name misspelled. 
Addressee's Street Address Errors. 
Missing address line or street name. 
No such or incorrect street. 
No such or incorrect number. 
Missing house number/ P.O. Box. 
No such or incorrect apartment, suite, etc. 
Missing or incorrect street directional or suffix 
No such rural route number/rural route box. 
Rural route address change to city-type address 
 

 Send a clear, clean message. I believe most customers are either immune or turned-off by "edgy" 
(unbelievable claims) advertising. Make it believable; let the consumer know about the incentives and 
discounts. 
 

 Track your leads. Utilize an 800 number to log the number of calls and gather telephone numbers and 
names. This will make everyone accountable; not only for our staff, but also the direct mail company. 
 

 Make sure your direct mail company provides the receipt for postage, date and number mailed. 
 

 I prefer a "real stamp" as opposed to an indicia or metered postage.  
 

 Make sure your entire dealership staff knows about the promotion, from the switchboard operator and 
porters. 
 

 Good direct mail isn't cheap, cheap direct mail isn't good. 
 

 Make sure it complies with your State Advertising Guidelines. The Attorney Generals are all over dealers for 
deceptive advertising. Most associations have lawyers who will review it for you PRIOR to mailing it. While 
Premier Performance Group is qualified as an expert witness in deceptive practice lawsuits, we prefer to have 
dealers avoid problems in the first place and will review it at no charge for association members.  
  
Congratulations to James McNutt at Kinsel Ford and Direct Innovations for a successful marketing promotion. 

By Jay Prassel
President & CEO 

 

Stephanie Cotti 
Ph: 214.796.7206 
Email: Stephanie@dimarketing.net 





Fully Compliant, NOT a credit repair scam. 
 
“….I couldn't fault the ad you forwarded, so I asked my partner Jean Noonan to look at it.  
We're both OK with it.” 
     ~ Thomas Hudson, Hudson Cook LLP & CarLaw 
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