How Much Is Too Much?
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s offering eight products a bad idea? The magazine's resident F&l
pro says it depends on the producer and the presentation.
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This month’s video question comes from Mike in Caldwell,
Texas, home of the Hornets and one big, beautiful water tower.
Mike asks, “T offer six to eight products on my menu, and I be-
lieve in every one of them. How do I keep my customer focused
and not confused?”

Mike, I'm glad to hear you believe in your products. It’s al-
ways easier to sell them when you do. And regardless of how
many products your dealership offers, an F&I professional has
a responsibility to review every customer’s repayment, risk man-
agement, and vehicle protection options so they can make an in-
formed decision about the options available in
connection with their purchase.

That’s one of the biggest advantages of us-
ing a menu. It allows us to do that in a mini-
mum amount of time, and it takes the pressure
out of the process. Now, a customer who wants
two or three products may very well select
an option package that includes four or five.
However, a customer is not going to buy 10
products when he or she only want one or two.

Unfortunately, when you're reviewing eight
different products on a menu, it’s likely a cus-
tomer’s attention will wander. At some point,
he or she will lose interest — no matter how im-
portant you feel those products are. That’s why
dealerships with high F&I income and products
per retail unit typically offer no more than five or six F&I products.
After that, it becomes more than the customer can absorb.

To present every product without losing the customer, the first
thing you need to do is put some of those products into packages.
For example, combine tire-and-wheel protection, windshield
chip repair, paintless dent repair, and key replacement into an
“Ultimate Care” or “Multi-Care” protection package. This im-
mediately reduces the number of products the customer has to
consider. Yes, those products may still require separate agree-
ments that have to be completed and signed, but it’s far fewer
options the customer has to consider.

Remember, a menu should be used to quickly review with the
customer all the options available. It’s not a product brochure.
And a proper introduction and explanation is critical. “Bob, be-
fore we finish up the paperwork, I need to go through this disclo-
sure form with you. ’'m required to review your repayment, risk
management, and vehicle protection options, and answer any

.. questions you may have. Would that be OK with you?”

F&l and Showroom | March 2018

“AT SOME POINT, HER OR SHE WIL

PRODUCTS ARE. THAT'S WHY]
INCOME AND PRODUCTS PER RETA
UNITTVPICALLY OFFER NO MORE
HAN FIVE OR SIX F& PRODUCTS.
AFTER THAT, I BECOMES NORE THAN
HE CUSTOMER CAN ABSORB."

Next, eliminate customer fear by disclosing the payment they
agreed to prior to reviewing or discussing any options. They need
to be reassured the payment they were given is correct, and that
they can take delivery of the vehicle for that amount. And while
that payment is correct, they do have several options available in
connection with their purchase.

Now, there should be no selling of any product the first time
through the menu. Simply explain what each product is and
does. When customers don’t get the sales presentation they were
expecting, they start asking questions and will volunteer reasons
as to why they don’t think they need a particu-
lar product. This opens up a dialogue about
the product, allowing you to focus on what
is important to the customer and why — in
his or her particular situation — this product
might be especially important.

After presenting the customer’s options,
it’s critical your customer feels he or she is in
control. You cannot go down the list and sell
whatever product you make the most money
on, followed by your next most profitable
product, and so forth. You must follow the
customer’s lead by first discussing those prod-
ucts he or she is most interested in knowing
more about. In other words, if the customer
wants to know what environmental protection
is, that’s what you explain first.

One thing [ know for a fact is eight product presentations will
never be as effective (or as profitable) as an enthusiastic, needs-
based conversation about two or three products. Mike, success
in the F&I office comes down to your passionate belief in your
products, your absolute conviction that this customer needs this
particular product, and a sincere desire to help every customer
see how each product will benefit them specifically. To keep cus-
tomers engaged, your focus must be on answering one question;
“How will this product help them?”

Mike, thanks for your question. Your YETTis on the way. And
don’t forget to submit your own question for a chance to get it an-
swered and receive a free YETI. Because it’s also a beautiful day
to help a customer — or leave your mark in Caldwell, Texas. d
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