
The magazine's resident F&I pro reveals the two magic words that, when 
mixed with solid power questions, can motivate your customers to buy . 

Listening is the most important part 
of communication; specifically, lis
tening with the intent to learn more 
about the other person. To do this, you 
need to ask the right questions at the 
right time. 

I'd like to take you back, for a min
ute, to a memory - yours, not mine. 
Maybe it was a job interview, a discus
sion with another employee, or even a 
meeting concerning your performance. 
A question was posed that changed the 
entire atmosphere. You know the one. 
It made you, or the other person, stop 
and think. The response then opened a 
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door or shifted events. What made the 
difference is the question. 

See, great questions are the most ef
fective method to having a productive 
conversation with your customer be
fore any attempt to sell them anything. 
That is our needs discovery - the most 
important part of the F&I process. But 
before we can get to the questions, we 
need to create a safe environment. A 
safe environment encourages an open 
discussion by everyone involved. 

In an environment in which there is 
no sales pressure, customers are asked 
great questions that encourage them to 

talk while the F&I manager listens to 
better understand their situation. Oth
erwise, customers will provide guarded 
responses and seek to move the process 
forward quickly. 

So, what type of questions are we 
going to ask? There are three types of 
questions designed to help customers 
see the need for products, which will 
make their ownership experience more 
enjoyable. Let's review. 

1: Closed-Ended Questions: 
Closed-ended questions, which can be 
answered with a "Yes" or "No," should 
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be held to a minimum and only used 
when necessary. These questions do not 
provide you with any new information 
on which to base your next question. In 
fact, these questions tend to turn a con
versation into an interrogation. 

2: Open-Ended Questions: Open
ended questions cause customers to 
relax and expand upon their answers. 
More importantly, they provide you 
with the information you need to sell 
your products. These questions utilize 
words such as who, what, where, when, 
why, and how. Open-ended questions 
should be a creative effort to produce an 
in-depth answer by the customer and 
must be more than what I call a "one
fact" effort. 

Your open-ended questions could 
include: 

• Who will be driving the car? 
• How long do you normally keep 

your vehicles? 
• How many miles a year do you 

drive? 
• Where do you normally park your 

car during the day or night? 
We should utilize these great ques

tions. However, these one-fact ques
tions will not promote the open discus
sion we need to not only discover the 
necessary facts but also the motivations 
and feelings about why they are buying 
and how they will use this vehicle. To 
uncover those, we must utilize the third 
and most effective question type. 

3. Power Questions: These are 
open-ended questions on steroids. 
Power questions prompt customers to 
describe what something might look 
like. Here are a few examples that will 
hopefully prompt you to create even 
more: 

• Ice breaker: What factor was the 
most impactful to help you reach your 
level of success in your line of work? 

• Needs discovery: What word best 
describes the vehicle you're trading in 
today and why? 

• Service contract: What is the one 
technology feature on your car that ex
cites you the most? 

• Environmental and tire protec
tion: How would you describe a typical 
month of use with your vehicle? 

• Dent-and-ding: How would you 
describe a typical weekend for you and 
your family? 

. The great thing about power ques-

11··1 '°' '"' "•~oom I'"""'"" 

tions is they naturally lead to follow-up 
questions and more discussion. I have 
observed, either in person or on video, 
hundreds of F&I deliveries. The F&I 
managers who ask quality questions 
normally end up asking 20 to 30 ques
tions as they progress through the re
quired paperwork and before the menu 
is presented to the customer. 

They also have a tremendous amount 
of information and reasons why their 
customers need several of the products 
they offer. And they will have numer
ous opportunities to use the most pow
erful tool any F&I manager has: "You 
told me earlier ... " 

F&I managers who ask more closed
ended and one-fact questions can end 
up talking more than the customer. 
They also gain fewer reasons why their 
customers need their products. 

SAY THE MAGIC WORDS 
There are two "magic words" that, 
when used as a part of a power ques
tion, engage the mind of the customer 
at a high level and create a picture in 
their mind that motivates them to buy. 
The first word is "describe." When you 
ask a customer to describe something, 
it immediately paints a picture in their 
mind that they're response will vividly 
describe. Referring to that response in 
your interaction provides a powerful 
way to move them to consider the prod
ucts you are discussing. In fact, consid
er the following word-track: 

"Earlier, you described a typical 
weekend for your family as being a 
non-stop schedule of soccer games that 
usually involves several other child 
passengers. That's why the environ
mental protection is critical for you, so 
all of that activity will not permanently 
damage the interior of your vehicle and 
hurt its trade value later." 

When you refer to the scenario they 
described, it is much more powerful 
than any scenario you come up with. 
That's power selling with power ques
tions. 

The second magic word is "one." 
When you ask a customer to single 
out one piece of information, their 
mind immediately starts a process of 
sifting through information like go
ing through a box of index cards. This 
brings a sense of urgency or impor
tance to an area you want to highlight 

and brings the most important fact to 
the surface. In short, it makes them 
think. One of the struggles in our fast
paced environment is to get customers 
to slow down and think about the rami
fications of the major purchase they are 
making. 

Ask your next customer, "What is 
the one technology feature on this new 
car that excites you the most?" This sets 
up a discussion about the high level of 
technology inside the vehicle and the 
urgency to protect against the high cost 
of repairing a possible failure of that 
technology or replacing it. It also makes 
you aware of the level of engagement 
each customer has with the technology 
on their vehicle and the level of effort 
you might need to use to enable them 
to realize how much more advanced the 
vehicle is compared to their trade-in. 

Power questions create an open 
dialogue with the customer and the 
conversation that follows is based on 
his or her situation. That is a conversa
tion your customers will be interested 
in and one that will enable them to see 
themselves using the products offered. 
Power questions provide at least seven 
benefits to our efforts: 

1. Increased levels of engagement 
2. Greater trust and openness in less 

time 
3. Forces the customer to think 
4. Creates conversations and elimi

nates the presentation 
5. Moves customers to take owner

ship of their own conclusions 
6. Naturally leads to more questions, 

both by you and the customer 
7. Creates a helping environment as 

opposed to a selling environment 
Every F&I manager asks their cus

tomers questions. However, if an in
tentional effort is made to develop 
questions that provide the deeper in
teraction needed to make our invisible 
products visible to the customer, we 
will see better results. The questions 
we ask need to be updated regularly 
so we can provide the most effective 
customer-focused process. Few things 
will have more of an impact on your ul
timate success in F&I. 

ABOUTTHE AUTHOR 
Rick McCormick is the national account development 
manager for Reahard & Associates Inc., an F&I training 
company providing classes, workshops, in-dealership and 
on line training. Email him at rick.mccormick@bobit.com. 

......................................... . . . . . . . . . . . . . . . . . . ......................................... 


