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In today's conpetitive marketplace, service centers
that stand out in the minds of customers get more
than their share of business. Even further, service
centers that take steps to improve their image,
communication and credibility with customers do
even better.

Can you honestly answer “yes’ to the following
questions?

Do your customers know your history,
credentials and capabilities?

Do your customers know all the services you
provide and perform?

Do your customers know what your
commitments are to them —the things you
invite them to hold you accountable for?

Do your customers know what you are willing
to do for them that your competition isn’t
willing to do?

Does the general public know who you are
and what your shop specializes in?

If you've ever had a good customer have some work
done at another shop because they didn’t know you
performed that particular work, you'll understand the
value and importance of a company brochure.

A company brochure on your shop lets customers
know what to expect and what to count on. It says to
customers:

“We're different than the other service centers
you're used to.”

“We want you to know all about us so you can be
confortable with us and we can serve you
better.”
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“We're a professional, respected shop that
stands behind our work.”

We're committed to your satisfaction and are
willing to put it in wwiting.”

A company brochure gives you a marketing tool to
salicit new business:
It provides people who haven't used your
shop with an opportunity to get to know you
and what you offer —increasing their
willingness to give your shop aftry.
It lets them know what sets you apart from
your competition.
It can raise your image in the public's eyes
because they will perceive you as more
professional than other shops.
It will keep your name, services, location,
hours, and phone number in front of people.

It is a valuable tool when seeking business
from companies and/or fleets.
A good company brochure contains the follomng:

A picture of your facility —cleaned up and
neat. Including all personnel in the picture
makes it more informal and friendly.

A history of you the owner(s) and your
business.

Your customer satisfaction statement.

Your senvice center's commitment to
customers.

The services you offer —including pictures
of diagnostic and other technical equipment
to give customers some comfort and

assurance that you're qualified to perform
more sophisticated work.

A description of your warranty on repairs.
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Some optional items to include are:

Testimonials from satisfied customers, especially
if you have some customers other people would
know (mayor, police chief, schooal principal, etc.)

A brief write-up on each technician, including
certifications. This is only recommended when
you have steady technicians. If you experience a
lot of turnover in technicians, including themin
your company brochure will out-date your
brochure quickly —you will need to make
revisions and reprint.

The other side of the coinis that it will meke the
technicians feel important and recognized if they
are included. It can help you build better
teamwork.

“Hirst Time Customer” get acquainted coupon.

New customer referral reward offer for existing
customers.

Community activities, affiliations, and
sponsorships.
HISTORY OF THE BUSINESS

The purpose of the History of the Business section is
to make customers aware of any long-term credibility,

reliability, and good reputation your shop has
enjoyed.

Because you may be a new name to potential
customers, communicating your history of respected,
quality service can give these patential customers
more cormfort and confidence that yours is the service
center for them.

If you are a relatively new shop, testimonials from
satisfied customers can compensate for not having a
lot of years of service to promote. It is also very
valuable to be active some community events,
charities, associations, committees, services, etc.
Customers are more trusting of owners, managers
and businesses that are actively involved in the
community.

Whether you have a long or short history, giving an
overview of your shop’s and owner’s history
personalizes your business for customers.

The following History of the Business information
boxes are designed to guide you in the process of
determining the information to include, and also
provide you with sample of copy that you can use in
your company brochure.

Name of Business

community for___ years.

has been serving the

Name of Market Area

has developed a

# Name of Business

well-earned reputation for

Benefit to customers you are known for.

Benefit to customers you are known for.

and, . [Does not have to be 3 items; may be more]

Benefit to customers you are known for.

The “benefit to customers you are known for” blanks
need to be benefits (end results customers’ receive);
not features (services used to achieve the end
result). For example, “Tune-ups,” “Brakes,” and other
names of services offered are features, not benefits.
The following are example benefits known for:

Fixing it right the first time

Making sure customers are satisfied

Reliable service

Stand behind work
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Quality workmanship

Fair prices

Professionalism

Highly qualified technicians
Care about customers
Friendly and helpful

Treat customers like family
Clean and neat facility
WIlling to go the extra mile
Plain talk with customers
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If Owner is Founder (certifications):

, who founded the business in , has years
Founder Owner’s Name Year #
of automotive service and repair experience, with certifications in
ASE or other
) , and
Technical Area Technical Area Technical Area
has automotive technicians who are
Name of Business #
additionally certified in , ,
ASE or other Additional Technical Area Additional Technical Area
) , and
Additional Technical Area Additional Technical Area Additional Technical Area
OR
If Owner is Founder (non-certified specializations):
, who founded the business in , has years
Founder Owner’'s Name Year #

of automotive service and repair experience, specializing in

, , and
Technical Area Technical Area Technical Area
has automotive technicians who
Name of Business #
additionally specialize in ,
Additional Technical Area Additional Technical Area
) , and
Additional Technical Area Additional Technical Area Additional Technical Area
If 2" or 3" Generation Owner (certifications):
has been in the family since
Name of Business Name of Family
. , the current owner, has years of automotive
Year Name of Current Owner #
service and repair experience, with certifications in ,
ASE or other Technical Area
: , and
Technical Area Technical Area Technical Area
has automotive technicians who are
Name of Business #
additionally certified in , ,
ASE or other Additional Technical Area Additional Technical Area
; , and
Additional Technical Area Additional Technical Area Additional Technical Area
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If 2" or 3" Generation Owner (non-certified specializations):

has been in the family since
Name of Business Name of Family

. , the current owner, has years of automotive
Year Name of Current Owner #

service and repair experience, specializing in .
Technical Area

, , and
Technical Area Technical Area Technical Area
has automotive technicians who
Name of Business #
additionally specialize in ,
Additional Technical Area Additional Technical Area
, , and
Additional Technical Area Additional Technical Area Additional Technical Area
If Not Original Owner (certifications):
has owned since
Owner's Name Name of Business
. has years of automotive service and repair experience,
Date He/She #
with certifications in , ,
ASE or other Technical Area Technical Area
, and
Technical Area Technical Area
has automotive technicians who are
Name of Business #
additionally certified in . .
ASE or other Additional Technical Area Additional Technical Area
, , and
Additional Technical Area Additional Technical Area Additional Technical Area

If Not Original Owner (non-certified specializations):

has owned since
Owner’'s Name Name of Business

has years of automotive service and repair experience,

Date He/She #
specializing in , , ,
Technical Area Technical Area Technical Area
, and
Technical Area Technical Area
has automotive technicians who
Name of Business #

additionally specialize in ,
Additional Technical Area Additional Technical Area
, , and

Additional Technical Area Additional Technical Area Additional Technical Area
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Unique Credibility-Building Information:

Example:

37% of Total Care customers have been having their vehicles serviced at Total Care Automotive Service Center for over 20 years.

also serves the

Name of Business
community by being active in

Name of Market Area
and is the sponsor of

Name of Community Activity

Name of Sponsored Event, Team or Activity

CUSTOMER SATISFACTION
STATEMENT

The Customer Satisfaction Staterment gives
customers a concise statement of what they can
count on when they do business with you. The
stronger and more definitive your statement, the
more confidence customers will have. For exarmple,
a customer satisfaction statement such as “We'll do
our best to satisfy you” will not stimulate believability
or confidence. There is nothing in the statement that
customers can count on.

While your Customer Satisfaction Statement needs to
have impact, you must only make a promise you are
prepared to fulfill. Nothing will earn you a poor
reputation faster than promising something and not
delivering on the promise. Remember the customer
satisfaction study from the BFS #1 text revealed that
if you do a good job, your customers will tell an
average of 4 people, but if you do a poor job, they will
tell an average of 27 people.

Create a Customer Satisfaction Statement that is
simple, powerful and TRUE.

Example: “If, for any reason, you are not pleased with our service, we will do whatever it takes until you are completely satisfied...no ifs, ands

or buts!”

COMMITMENT TO CUSTOMERS

Your Customer Satisfaction Statement gives
customers your overall promise of performance.

Your Commitment to Customers section lists specific
things you are prepared to fulfill —things you invite
customers to look for, rely on, and hold you
accountable for when doing business with you.

Example

Name of Business
We will listen carefully to your concerns, needs and wants.
Only qualified technicians will service your vehicle.
We won't stop until your vehicle is performing properly.

makes the following commitments to every customer:

We will perform a safety inspection on your vehicle at no charge every time you bring it in.
We will thoroughly explain the service and/or repairs your vehicle needs and tell you why.
We will keep a detailed record of all services we perform on your vehicle.
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SERVICES OFFERED

While the Services Offered section appears to be
easy to list, think carefully about all the services your
shop renders. It is easy to pass over small services
that you deserve to get credit for providing.

Even if you don't include themall in your company
brochure, make a list of anything and everything you
do for customers. Then, make sure you use
language your customers will understand, not
language only technicians understand.

List all possible service — whether they will be included in your brochure or not.

OUR SERVICES

Name of Business

Sample Ending:

We also have a clean, comfortable lounge for customers who want to wait for their vehicle. Or, we’'ll be happy to drop you off when you
bring your vehicle in and pick you up when your vehicle is ready.

will perform a safety inspection on every vehicle at no cost.

WARRANTY

The Warranty is the technical portion of what your
customers can count on when doing business with
you. Your warranty must be at least equal to or
greater than your competition’s. Not only define and
describe the terms of your warranty, but also provide a
simple statement of how your warranty works.

Competitive Idea: To increase your competitive
pasition, you can offer a 12-month/12,000 mile,

one-year parts and labor extended warranty for an
additional 10% of the ticket price the customer pays
(18-monthy18,000 mile if your standard warranty is
aready 12-month/12,000 mile). Refer to Selling an
Extended Warranty in BFS #1 text.

Have a certificate printed that includes the date of
service/repair, service or repair performed, the vehicle
description, mileage at the time of service or repair, and
a place for the shop owner's and customer’s signature
(certificate sample and template in Resource Section).

OUR WARRANTY

Example:

Our standard warranty is 90 days on parts and labor. Or, for a small additional fee, we offer a 12-month/12,000 mile, one year extended
warranty on parts and labor. If anything goes wrong during either warranty period, just bring it in and we'll fix it at no cost to you.

DAY GO

Learn To Earn



ElLSiniess Ferierirzrice lir erovernent Service

INTRODUCTORY AND REFERRAL OFFER

In addition to being an image-building document,
your company brochure can also be used to stimulate
new business by offering an Introductory Cffer for

first time customers.

When giving your company brochure to current
customers, you can include a Referral Offer coupon

for a free oil change, car wash or a special price on
the next service or repair that follows a new customer
they referred doing business with you. Encourage
your customers to take several of your brochures to
give to people they know. \When new customers
come in, ask who referred them, and then call the
referring customer to natify them of qualifying for the
Referral Offer reward. These referrals are automatic
endorsements.

Example:

Give Us a Try

We want the opportunity to demonstrate the quality of our service to new customers. To get that opportunity, we offer all first time customers:

$12.95 oil change

15% off on all parts on the first service or repair we perform
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Our Commitment to
Customers

Total Care
Center ma

otive Service
following

* We will listen carefully to y
concerns, needs and wants.

* We will thoroughly explain the
service and'or repairs your
vehicle needs and tell you why.

« Only highly trained technicians
will service your vehicle.

« We will keep a detailed record
of all services we perform on
your vehicle

If, for any reason,
you are not pleased
with our service,
we will do whatever it takes
until you are
completely satisfied ...
no ifs, ands or buts!

Our Services

» Preventive Maintenance
« Tune-up

« Engine Repair

* Brakes

* Electrical

« Mufflers/ Tail pipes

« Air Conditioning

* Towing

» Batteries and fluids

& 1 ding
Care Automotive
will perform a

n on your vehicle

make sure you

transportation.

Our Warranty

d warranty is 90 days
E Or, for a small
Y 12
month/ 12,000 mile, one year
iwaranty on parts and

With either warranty, if anything
goes wrong during t

also have limited
p to one year from the

Give Us a Try

We want the opportunity to
demonstrate the quality of
our service to new
customers. To get that
opportunity, we offer all
first time customers:

» 12.95 oil change.

» 5% off on all parts on
the first service or
repair we perform.
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Here's an example of what a company brochure can
look like. The total brochure is a tri-fold 11" x 8%/2’
sheet of paper.

In the next issue of Learn to Earn, we'll cover how
you may customize your company brochure further
by adding profiles of your staff.

Also in the next issue, we'll cover how to produce and
distribute your company brochure. Then, we'll
introduce a proven Customer Satisfaction Follow-up
Program

Develop the content for your company brochure
using the fill-in forms contained in this issue. Or,
develop you content in whatever form fits your
shop.

Be sure to think through your Unique Credibility-
Building Information, Customer Satisfaction
Statement, Commitments to Customers, Warranty
program, and your Introductory and Referral
Offer.
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Answers to quiz at the bottomgf this page.

Volume 4, Segment 2

Circle Your Answers
1. A company brochure on your shop lets 4. The Customer Satisfaction Statement
customers know what to expect and what gives customers a concise statement of
to count on. what they can count on when they do
A True business with you.
B) False A True
B) False
2. Every company brochure should have a
write-up on each technician, even if you 5. Your Commitment to Customers section
have high turnover. lists specific performance promises you
A True are prepared to fulfill.
B) False A True
B) False
3. Acompany brochure should only be
used to gain new customers.
A True
B) False

Don’t miss out on 25 TSP bonus points! Here is how to add 25 TSP bonus points to your account!
Complete the above quiz by circling your answers.
Completely fill out the information below: (Please print. Information must be legible to receive credit)

Account Name; Date:
TSP Account #: Phone Number:

Fax this page to the following number 1-800-550-2654.

Keep for your records.
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