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It’s all well and good to invest in e-
marketing your products and ser-
vices, but that investment may be 

wasted if you don’t have an e�ective 
follow-up process to deal with the 
leads it generates.

Imagine you’re the general man-
ager or dealer principal and you 
notice customers wandering around 
your lot on their own without assis-
tance from your sales sta�. You watch 
for a while and see some leave before 
making any contact with your sta�. 
I’m sure it wouldn’t be long before 

you would look into it, and make 
sure it doesn’t happen again. While 
there may be a legitimate reason, the 
bottom line is, it cost you money to 
bring these prospects in and the rev-
enue is walking o� the lot. 

That’s how you’d react if a pros-
pect on your lot wasn’t getting any 
attention – but would it be any dif-
ferent if it were a phone call or an 
Internet lead? 

You’ve read the stats. Phone and 
Internet leads often have higher close 
ratios than walk-ins. Should your re-
sponse be any di�erent when they 
have to wait hours or even days for 
a response? Are leads falling through 
the cracks caused by a lack of lead 
management processes at your deal-
ership? The answer is “yes” if you’re 
like many Canadian dealerships. 

You need a process
I am surprised how many dealers 
leave it up to individual sales reps to 
create their own lead management 
systems, don’t have processes for 
handling di�erent types of leads, or 
only collect marketing information 
after the purchase (when they’re � ll-
ing out the CSI questionnaire). If this 
is the case at your dealership, money 
is walking out the door. 

How so? By not following up 
leads in a timely manner, you’re los-
ing money in two areas: lost revenue 
from prospects that purchased else-
where and the advertising dollars you 
wasted attracting them to your deal-
ership or website in the � rst place. 
The actual amount will vary depend-
ing on your advertising budget, close 
ratio, and revenue per unit sold – but 
it’s not small. 

Using aggregate 2007 US auto-
industry data on advertising spend-
ing combined with recent studies on 
close ratios and buying habits, we’ve 
calculated you may be wasting 52 
per cent of your advertising budget 
on customers that purchased some-
where else. That number de� nitely 
isn’t small. But it pales in compari-
son to the lost opportunity cost from 
prospects that made contact with 
your dealership and ended up pur-
chasing down the street. 

Time matters
The purchasing environment is 

changing and it’s changing quickly. 
Younger purchasers are plugged 
in and always in touch with their 
Blackberries, wireless Internet and 
cell-phones. “Timely” doesn’t mean 
“when you get around to it”, like it 
used to; now it means, within min-
utes and hours, not days. 

Several months ago, I spoke with 
a person that had just purchased a 
new vehicle. Like many web-savvy 
consumers he submitted an online 
request for information on a vehicle 
he was interested in. Within one 
hour, he received 40 personalized 
e-mail responses – all from US deal-
ers interested in his business. Does 
your dealership need to respond that 
quickly? Not yet, but soon you will, 
considering that the majority of high 
performing US dealerships have set 
60 minutes as their target to make 
phone and email contact with inter-
net prospects.

Fortunately, most Canadian cus-
tomers aren’t expecting a personal-
ized response to their web request in 
minutes. That said, you should have 
systems that allow your sales reps 
to do personalized email follow-up 
and a phone call within one business 
day. You need to develop guidelines 
for acceptable service for each type 
of lead, and then set up systems to 

monitor them. You may �  nd you 
have enough Internet leads to justify 
a separate Internet sales team; many 
dealers are going this direction. 

There are tools that can 
help
For tools, look at CRM systems and 
lead management tools designed spe-
ci� cally for dealers. Search for those 
that use a closed-loop sales process 
where each previous step automati-
cally connects to the next. This will 
help minimize lost opportunities due 
to forgetfulness or neglect.  

Your sales reps need to know that 
the quicker they respond, the higher 
their close ratios will be. According 
to US research done by the Cobalt 
Group, after price, dealer response 
time is the number one reason peo-
ple purchase from other dealerships. 
So set some guidelines, and provide 
your sta� with follow-up and moni-
toring resources. You’ll notice better 
ROI from advertising, higher close 
ratios, better CSI scores, and way less 
money walking o� your lot. 

Mike Martin has been using contact man-
agement software for 17 years and is the 
director of sales and marketing for Quantech 
Software.com, developers of Q-GPS, lead 
management software. For more informa-
tion, go to www.quantechsoftware.com.
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Are your online and phone 
leads paying off?
If not, perhaps you need to improve your follow-up process.
By Mike Martin
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