Introduction to Concepts
of Modern Automotive
Sales
Handout for Webinar

Welcome!
Thank you for taking time out of your busy
schedules to watch a marvelous introductory
webinar that introduces many modern concepts,
strategies, tactics, and word tracks which will help
us evolve our business. It has now changed by leaps
and bounds in the midst of current conditions. We
will be ready, however.
In this short handout, you will receive the
introduction to Concepts of Automotive Sales, the
Definitions section in Beyond the Walkaround: The
Concerns Journal, and a few fill-ins to help you
retain the information shared here in this program.
I am grateful for the attention. Have fun and please
provide feedback when you are able. All the best.
Rob.
08/27/2020
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From Concepts of Modern Automotive Sales - Introduction
The idea that the sales profession in general needs to evolve is certainly not a new one.
What is certain is that it is even more clear and necessary in my chosen profession of
automobile sales. And, because of the great efforts of the many, still a minority
perhaps, who are brighter than I, we are turning a corner. There is still much to do,
however. We must continue to squash the stereotype and cliché. We must perpetuate
the professionalism of newer strategies and tactics. But more than understand these
ourselves, more than the utilization of these things within a small circle of those in the
know, we are tasked with the sharing and teaching of these powerful concepts with and
to a new generation of consultants.
I have been reading several absolutely wonderful posts and comments that speak to the
subject. I sense a passion out there similar to my own, and it is encouraging. So, what
now?
Well, I don’t suppose there is much out there in the way of snake oil or miracle elixirs
being sold. But, the smoke and mirrors, shell games and the idea that somehow we
partake in a magic show must be eliminated. While being ultra-optimistic to the extent
of believing Utopia can be created and achieved might be foolish, I choose to pursue the
foolishness.
To evolve effectively and properly, we must now fully acknowledge that the
INTERPRETATION OF DATA should be added to our sales process and used always. If we
embrace the concept that EVERYTHING is market-based, from the price of new and preowned vehicles to trade-in values, we must convey this concept to each and every
customer. It is truly no longer a magic show, but an interpretation of market data. After
following the process, asking the proper questions (interview) and giving a world-class
presentation and demonstration that is so powerful and engaging that it makes the
sales consultant a dinner topic, this interpretation of market data must be a key focus.
“We already do that!” was an exclamation made by an experienced and accomplished
consultant at a recent workshop, when the idea of utilizing a source like Kelley Blue
Book to establish value was proposed. Fair enough. This has been done for a long time.
As was further explained, however, what is it actually telling us? Has anything changed
in how we conceptualize and utilize the information? How are we interpreting the
data? First, let’s jump to CARFAX, which has, for better or worse, had an enormous
impact on our business. Talk about reckless misinformation… “I just want to buy a safe
car. Show me a car with no accidents.” Hmmm. So the conclusion is that a vehicle with
reported accidents, even with today’s advanced technology and the skillful technicians
we have at our facilities, is somehow not safe or less safe? This is a non sequitur and
does not follow logic. And it is irresponsible. But there are so many of these influential
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sources which we must combat on a daily basis. So, what has this done? Well, vehicles
with one owner, no accidents, and documented maintenance will bring quite a bit more
money than those which have multiple owners, a single or multiple accidents or
damage, and little or no documented maintenance. This is true, of course, for the retail
unit and the trade-in, and it is true to a far greater degree than before.
Back to Kelley Blue Book... The far left of the value gauge can represent the vehicles
which Carfax has devalued; the far right can represent one owner vehicles with no
accidents. This is a powerful value-setting and negotiating tool and should be used
whenever it represents an advantage to us. And it does frequently. Most of us have
also taken note of the influence that has given us a wider spread from trade-in to retail
than we have had in the past. It is not difficult to create volume and gross by simply
establishing this as the marketplace.
For new vehicles, even True Car can be valuable to us. If a consumer makes a ridiculous
offer, and dependent upon your facility and its philosophy, you might break this out to
justify what dollar the new vehicles are bringing in the market. But, what vehicles and
data go into the equation? Could not the lowest priced units be reflective of
demonstrators, vehicles which have been damaged and repaired, or sold with incentives
for which the particular customer might not qualify? Then, a premium, fresh, scarce
unit should bring a bit higher dollar? Of course.
These are just a few things to consider, but more and continuous interpretation is
required to be sure.
The evolved sales philosophy will also include the following:
1. The pursuit of Customer Comfort and Consultant Confidence
2. The Practice of Feigned Indifference
3. The Utilization of Market-Based Pricing and the Technique
The first seems obvious, but it is a pursuit because it is difficult to achieve fully.
These two states or conditions are directly proportional, however. As one increases, so
does the other. If the other drops, it brings the first with it. But, this is why training and
instruction is so vital. If the consultant is not confident, the customer will be too
uncomfortable to be receptive to his or her words. Then we have nothing.
The second flies right into the face of the traditional. Feigned Indifference is to
pretend to have no bias or preference as to whether a customer buys a vehicle today or
not. “Please take as long as you’d like” and “Buy the vehicle when it represents a value
to you” are examples. But, remember, the indifference is feigned. We still ask for the
business as many times as is necessary and we still create the urgency that is required.
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We have addressed a bit of market-based pricing, and of course there is much more.
The Technique is to simply counter-transition-close to any step on the road to the sale.
The counter, too, is in opposition to those who prefer to always agree with the
customer. The idea that the customer is always right is a fable. Understand this please.
With the misinterpretation of data and false pre-conceived notions, a skilled consultant
must consistently nudge the consumer back to the road to the sale. An example of the
Technique could be used if a customer on the lot objects to the price of a pre-owned
vehicle, for instance… “The price is too high.” The response… “Actually, these have
been selling for a bit more than this in the marketplace (counter). Understanding that
(transition), let me show you why this vehicle represents such a great value (close to a
presentation in this case). This is just a basic example. The Technique is a tactic which
has a multitude of applications.
We, in this profession, are on the right track. If we want to get away from “If I could,
would you?” being the sole close (although there is still a place for that too – not near
the beginning of the process, of course), we must continue to share ideas. There are a
lot of great people out there.
When many of us think about sales training or instruction, the first idea might be
that someone is trying to sell a process or system. One would hope not… We have had
a process, or Road to the Sale, that has served us well for many decades. In fact, it is so
basic, necessary, and obvious that most systems incorporate the very same steps,
perhaps in a different order or under different nomenclature. Keep in mind, however,
that customers naturally influence, consciously or unconsciously, the order of our
process. The sales consultant must do his or her best to maneuver the customer back
into the process without making the customer uncomfortable. Certainly not a simple
task..
Now consider this: the most valuable instruction moving forward will be that which
increases the customer’s receptiveness with respect to the words spoken by a
consultant.
We have, in fact, discovered the new step in the process: INTERPRETATION OF
DATA. To help the customer understand, believe, and make a buying decision based
upon this interpretation of data, the consultant’s words must be effective and the
customer must receive those words properly.
Any instruction able to improve these things is not a deviation of process, as I have
heard from time to time, but a necessary supplementation and augmentation. The
proper modern instruction includes strategies and tactics which can be used in ALL
processes, systems, or philosophies. Advanced and modern instruction will help any
consultant through all the steps on the road to the sale and help him or her stay in the
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deal, on the lot, in the showroom, or at the desk. No deviation from set process – no
negative influence.
Open your mind. And learn and grow…

The subject can’t help but come up rather frequently, particularly with all of the years of
development and success. Why is the material you are about to dive into different or
unique? How are my presentations, strategies, and tactics, concepts and philosophies
going to be fresh and help sales consultants and managers improve their respective skill
sets? Well, it has proven effectiveness and I am not aware of anything like it. This
opinion has been echoed by many professionals who have read Beyond the Walkaround
and been exposed to an evolution of that material through video, audio, and workshops.
This project relates some of that evolution.
I realize that there are different models out there. It does not matter which model you
use. If you focus upon gross – this increases gross. If you are volume-based – this
increases volume. If you are like many, and when asked “What do you want? Volume
or gross?” you say “Both!” well – this does that too!
It’s not about re-inventing anything. The sales process works. It has for a long time…
In the moment you make the decision to go full-scale into this business of ours,
abandoning smoke and mirrors, or shell games, or magic, and truly strive to make a
difference in people’s lives with above-board strategies and tactics, all the while utilizing
professional courtesy, you will have arrived. Re-create our profession in a new image
and re-define it. You can do this.
On a current note… I understand that particularly with present circumstances, facilities
are moving more toward Mobile Showrooms and allowing transactions to be done
digitally or without the guest visiting the dealership. I do imagine, we will return to
normal practices at some point in the near future. But, even with this trend, we will find
that we still must have professionals who are able to build value and effectively counter
concerns and close car deals. This is vital to maintain our necessary margins and
volume. The information in this book is essential to this end.
Rob Hamilton
March 31, 2020
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From Beyond the Walkaround: The Concerns Journal - Definitions

DEFINITIONS
CONCERNS/OBJECTIONS:
I suppose there have been multiple ways to attempt to identify, define,
categorize, or breakdown what these things are in our business. I say “our business”
because it is within this subject which we will confine ourselves. Now, one could even
include a “stall” in with a concern or objection. An example might be the “spouse stall,”
wherein the customer states that they must speak with their wife or husband. Quite
frankly, I don’t care how these ideas have been defined in the past, we will simplify it…
“A concern, objection, stall, stipulation, requirement, contingency, etc. is
anything that impedes or risks the success of our sales process and its ultimate goal – a
delivered, bookable unit.”
What is interesting about all these things that we choose to define, is that they all
must be countered effectively and consistently.
COUNTER:
The near immediate, thoughtful, effective response to a customer concern,
negative comment, or inaccurate interpretation of information (generally in the form of
a false conclusion drawn). A Positive Value Statement may be used as a counter.
CLOSES:
Many confuse closes with arguments. The old standby Maintenance Close or
Gas-Mileage Close are really counters or arguments, through which or from which you
might ask or state examples such as these: “Shall we (Let’s) a. continue with the
paperwork; b. go ahead and move forward; c. schedule a time for you to pick up your
vehicle.”
CUSTOMER COMFORT/CONSULTANT CONFIDENCE:
The first part of the foundation of Hamilton Sales Training is the pursuit of these
two ideas. These two concepts are directly proportional – as one increases or
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decreases, so too does the other. The higher the level of both, the more effectively your
words are delivered and received.
FEIGNED INDIFFERENCE:
The practice of pretending to have no bias as to whether a customer purchases a
vehicle that day is the second part of the foundation of Hamilton Sales Training. This is
vital for the lowering of defenses and allowing your words to be received properly.
MARKET-BASED PRICING PHILOSOPHY:
The powerful concept that, with all the data available, all values are based solely
on the market or what that market will bear. Both the price of the unit for sale as well
as the trade-in are under this influence. The utilization of this, along with The
Technique, make up the third part of the Hamilton Sales Training Foundation.
POSITIVE VALUE STATEMENTS
Words which have the potential to increase the customer’s sense of value with
respect to a person, product or service (vehicle or facility).
PRE-EMPTIVE STRIKE:
A form of a counter that can eliminate or reduce the strength of a concern before
it comes to pass… “We have completely restructured our pricing philosophy in order to
dominate the market,” or “Our service department satisfaction level has never been so
high…”
RETREAT or PULL-BACK PHRASES/STATEMENTS:
A device used to help a customer regain comfort level after a counter or series of
counters. This will help ensure that counters that follow, or closing questions or
statements, will be heard. “Please take all the time you need,” or “Please move forward
when you feel comfortable,” are examples of retreat statements. “That being said…”
continuing The Technique.
THE TECHNIQUE:
A specifically designed tactic that enables a consultant to close to a particular
step of the sales process directly from a concern. Sometimes referred to as “Counter –
Transition – Close”, the full version of The Technique is a bit longer and includes ThirdParty Examples, as well as Pull-Back or Retreat statements.
8

THIRD-PARTY EXAMPLES:
Words, thoughts, or experiences of others that help support your counters and
closing efforts. The use of these is very important as they tend to carry just a bit more
weight.
Third-party examples frequently begin with the phrases: “Just last week,” “Just
the other day,” or “Not too long ago.”
Ex: “Just last week, we had a young couple in who had a similar concern with
respect to the trade-in… We showed them that everything is market-based now and
why the vehicle was worth what it was. They bought the vehicle that day.”
TRANSITION:
The calming bridge between a counter, or third-party example, and a closing
statement or question. “We had a young couple in here just the other day with a similar
concern. When they were shown the market data and understood that their trade is
worth what it is for the same reason they can buy ours for what they can, they made the
purchase. Knowing this (transition), why don’t we continue the paperwork at these
figures?”
WARM FUZZIES:
Comfort building phrases or statements which help the customer feel more
intelligent or important. “You’re clearly doing a great job as a consumer,” “Everyone is
vital to our business and we don’t want to miss you,” and “Your words have weight and I
want you to be able to tell everyone how well we did,” are great examples.
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COUNTER:

“The near ___________, thoughtful,
effective response to a customer concern,
negative comment, or inaccurate
______________ of information (generally
in the form of a false conclusion drawn). A
___________ Value Statement (defined in a
bit) may be used as a counter.”
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MARKET-BASED PRICING
PHILOSOPHY:
All the _________ and the ____________
make it a simple matter to price our
vehicles and value trade-ins.
It’s all _____________. No games. No smoke
and mirrors.
Market-Based Pricing Philosophy is helping us
_________ this business.
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FEIGNED INDIFFERENCE:
“To have no ________ or _____
with respect to whether or not your
customer buys a vehicle today.”
WAYS TO ACQUIRE FEIGNED
INDIFFERENCE:
1. __________ Knowledge
2. Discovered and _______
3. _________ Trait
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THE TECHNIQUE:
COUNTER-TRANSITION-CLOSE

PRICE: Actually, these vehicles have been selling
for quite a bit _______ than this in the ___________.
Understanding this, allow me to show you why it is
worth the
TRADE: Please understand that we cannot
_____________ another customer just because another
thought his vehicle was _________ more. Knowing this,
can we move forward with the paperwork?
PAYMENT: Many of my customers believe it easier
to find a bit more in their _________ now, if at all possible, rather than to __________ for something they really
don t want, only to discover in a year or two, maybe
less, that they purchased a vehicle that they no longer
wish to pay for. It costs them ___________ to trade out
of it. . . We see it every day.
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COUNTERS TO
PRICE CONCERNS:
1. “We have found that this particular vehicle, with this
__________, has been ___________ very well for very
close to this figure (for a bit more than this).”
2. “We will not _____ a deal over dollars. Your ________
and _______ business are very important to us.”
3. “We will happily provide you with a wonderful price
for this unit. Let’s make ________ it is the one you
would like to own.”
4. “At our facility, our ________- ________pricing
philosophy makes it simple and easy for everyone. And
you always get more than what you pay for!”
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THE FOUNDATION OF
HAMILTON SALES TRAINING

•

The Pursuit of C_________ C________ and
C____________ C_____________
•

•

The Practice of _________
________________

The Utilization of M_______-B_______
P_________ P___________ and The
____________
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www.hamiltonsalestraining.com
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