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DRIVEN3, the annual WRN Business Meeting, is extending the theme of 
Customers for Life by offering more dynamic sessions touching every part of 
dealership operations. Plan on leaving Detroit with game-changing business practices 
you can put to work immediately, and begin seeing improvements in your store’s 
profitability and productivity.

“DRIVEN3 is placing the customer at the center of everything we do,” said WRN GM 
Director Celeste Briggs. “That means identifying and understanding today’s customers 
and their unique expectations. It also means examining what we actually do, starting 
with pre-showroom engagement, and continuing with sales, service, staff hiring and 
retention, leadership and our digital presence. Once we understand today’s customer 
and their preferences, we can design an experience to win their loyalty for life.”

DRIVEN2 bested the attendance of DRIVEN1, and Briggs is expecting the same for 
DRIVEN3. Look for DRIVEN3 to be more interactive with fast-paced, engaging and 
participative breakout sessions. Also expect new vendors, nationally known speakers 
and more Canadian content.

“We’re building on the momentum of DRIVEN2 to elevate the learning experience,” 
said Briggs. “Our responsibility is to present the many tools available to improve 
a dealership’s bottom line, along with proven process and business trends. We’re 
delivering it in a format that invites lively discussion and the free exchange of ideas.” 

CUSTOMERS  FOR  LIFE II

DRIVEN3 Raises the Bar for Customer Experience

WRN 2017 Business Meeting for  
WRN Dealers, Key Managers and S& P Managers  

MGM Grand Detroit | September 12-14 

REGISTER Today!

“Plan on leaving Detroit with  
game-changing business practices  
you can put to work immediately..."

H I G H L I G H T S
Five Business Builders Sessions: Best practices and tools you won’t find anywhere else 

Luncheon Speaker: “Executive Presence,” Sylvia Ann Hewlett, CEO of the Center for  
Talent Innovation

WRN NADA 20 Groups — GMW1 and GMW2 — will meet prior to DRIVEN3 

Vendor Alley: Speak with industry experts in a no-pressure environment and learn  
about new tools and techniques for improving business

POP Lite: Participate in individual, 30-minute, one-on-one Profit Optimization and  
Market Share Analysis sessions. Enroll today and get a better understanding of your 
market potential. 









More about DRIVEN3 on next 2 pages
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Putting the customer at the center of everything we do means truly knowing 
today’s buyer and raising the customer experience we deliver. The five Business 
Builders sessions at DRIVEN3 will deliver tools to do that. Industry experts will identify 
current and future customers, their preferences and patterns, and the attributes of 
multigenerational shoppers. Other speakers will deliver the nuts and bolts of customer-
centric operations, such as new service lane tools, key elements of a BDC, maximizing 
employment, making digital connections and reaching in-market shoppers.

EARNING CUSTOMERS FOR LIFE II:  
Igniting a Customer-Driven Culture 

B
u

si
n

e
ss

 B
u

il
d

e
rs

 S
e
ss

io
n

s

 In his keynote address Paul Copses, executive director, Global Enterprise 

Solutions, will discuss the relationship between earning customers for life  

and delivering a customer-connected experience at every touch point —  

sales, service and our digital outreach.

Expand your digital presence. Applaud the 2017 WRN Scholarship winners.  
 Rub shoulders with top GM leaders. Join a 20 Group.  
   Learn how to hire and retain females and Millennials.  
  Connect with other dealers/managers. Revolutionize your service lane experience. 
Tour a landmark. DRIVEN3 just might be one of the best 48 hours you’ll ever spend.

Interactive content aimed at customer and employee retention is what DRIVEN3 
Business Builders sessions are all about. Each session will focus on a critical element of 
your operations and offer best practices for reaching and securing customers. As an added 
benefit, our experts will be available in Vendor Alley for one-on-one conversations. Attend 
the Business Builders workshops, implement the tools and watch your efficiency, loyalty 
and profitability grow.

Jeff Butzin, Senior Manager, Retail Channel, GM CCA, will provide updates to 

Revolutionizing the Service Lane Experience. Much has happened since we 

introduced this topic at DRIVEN1. Butzin will provide an extensive overview 

of how RSLE has improved operational effectiveness in the service lane, as 

well as modifications to the program and what to look for in the coming year. 

This includes the new Service Integration Tool, Service Workbench 2.0, a new 

incentive program, and other enhancements to the service lane.
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BUSINESS BUILDERS SESSIONS

BB 1: Learn What Customers Really Want 
Mick Vigliotti will kick off the Business Builders sessions with the 
latest results of J.D. Power’s CSI/SSI surveys. As expected, consumer 
expectations are continuing to increase as all businesses improve 
the customer experience. Vigliotti will debut changes coming to the 
company’s questionnaires, including more emphasis on customer 
likes and dislikes. Hear about trends, the digital influence on buyers, 
specific attributes of female and Millennial shoppers, how the very 
best companies are impressing customers, and ways to stay ahead  
of the curve.

MICK VIGLIOTTI 
SENIOR DIRECTOR,  
GLOBAL AUTOMOTIVE

Car shopping preferences and patterns of Boomers, Xers, Millennials, 
and Gen Z differ greatly. According to Autotrader’s Steve Lind, 
consumer affordability and dealer profitability are two sides of the 
same coin. Having the right data, tools and operations in place to 
personalize the car-buying experience can make it more enjoyable 
and faster for both sides of the transaction. In this session, Lind will 
break out consumer trends and buying attributes by generation; 
discuss how economic indicators affect buying habits; and identify 
how to connect with today’s digitally-enabled shoppers.

STEVE LIND 
GENERAL MANAGER  
AND SVP OF OPERATIONS

BB 2: Maximize Your BDC 
Today’s buyer has evolved into a new breed of shopper. Customers 
are more educated, more pressed for time, more expectant of great 
service and more digitally enabled. Google presenters will explain 
what this means to your dealership, and how to turn data and trends 
into practices that earn and retain customers. 

GOOGLE AUTOMOTIVE

Proactive’s mini boot camp will focus on executing highly 
effective business development in your dealership. 
The Proactive team will identify the essential elements 
of a successful BDC and key processes necessary to 
increase traffic in your service lane. They will discuss 
the importance of inbound and outbound calling, using 
customer communication preferences, pre-booking service 
appointments, maximizing leads and managing the  
customer database.

LAWSON OWEN 
FOUNDER AND  
MANAGING PARTNER

BILL FLOOK 
GM LIAISON

RENEE BARRINEAU 
VP OF OPERATIONS  
AND TRAINING 

BB 3: Life in the Fast Lane 
Mary Nurse believes service builds long-term relationships with 
customers. So much so that she’s built a dedicated quick-change oil 
lane where, on a typical day, 50 vehicles are in and out in 29 minutes 
or less. With a profit margin of 30 percent on each job, the oil change 
lane generated 9.4 percent of the service department's total gross 
profit last year and now covers all of the dealership’s expenses. 
Nurse hired experts to design the vision of the service department 
with hi-speed equipment and a quick-lane process. Hear Nurse talk 
about how she changed from offering a three-hour oil change to a 
30-minute service to ensure business longevity. 

MARY NURSE 
DEALER 
WHITBY, ONTARIO

BB 4: Attract and Retain Women  
 and Millenials 
Employee retention at dealerships — especially among female and 
Millennial employees — is at an all-time low. Hireology founder 
and CEO Adam Robinson will discuss how a strong dealership 
employment brand, combined with a consistent and repeatable 
hiring process, leads to higher-performing team members, higher 
gross, reduced costs and dramatically lower turnover. 

ADAM ROBINSON 
CEO

Patty Georgevich will discuss developing a work environment 
that is supportive of female and Millennial employees, supports 
productivity and results in retention. She’ll also reinforce the 
importance of cultural sensitivity and professional development in 
developing engaged employees.

PATTY GEORGEVICH 
TRAINER/CONSULTANT

BB 5: Be a GM Playbook Pro 
Epsilon is GM’s partner for taking reams of market data and 
transforming it into information dealers can use to reach more sales 
and service customers. Rob Kloby hosts this interactive workshop 
that helps dealers connect with more in-market shoppers, target 
their marketing outreach cost effectively, utilize incentives and use 
this data to drive a successful BDC. Kloby will deliver step-by-step 
instructions for using the playbook and applying it in practical ways. 
If you aren’t using the Playbook’s monthly data to connect with 
shop-ready customers, you need to attend this workshop.

ROB KLOBY 
SENIOR DIRECTOR,  
REGIONAL SALESB
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Millennials, more than any other generation, are eager to advance in 
their careers. They are often more likely to continue to acquire 
knowledge and expect to be rewarded for doing so. They are excited 
to learn, but they also want to learn relevant, immediately applicable 
information and skills that will help them excel in the workplace.  

Millennials have grown up in the Information Age and are accus- 
tomed to multi-tasking, collaboration, and fast-paced communication. 
Smart employers make the most of the millennials’ background by 
providing opportunities for them to strengthen their knowledge and 
skills in effective communication, active team participation, account- 
ability, critical thinking, and leadership. Development in these areas 
fortifies millennials in ways that help them become more valuable as 
professionals. They not only enhance their ability to engage with 
others but they are better prepared for the advanced positions that 
they aspire to reach. 

MTS learning design and formats are personalized for the unique 
learning style of millennials: information presented in fast-moving, 
interactive, improvisational and social media/technology game for- 
mats.  They want to learn and be entertained. MTS facilitators are 
masters at giving them the training experience they desire. 

 

“Making	  a	  living	  is	  not	  
the	  same	  as	  
making	  a	  life.”	  

-Maya	  Angelou	  

	  

	  

	  

	  

	  

Multi-Training Systems 

	  

 Use 5-step communication tool to clearly address 
concerns and issues 
 

 Understand how their ability to act as effective team 
members connects with their skill as leaders 

 

 Identify factors of accountability and ways to increase 
personal accountability 
 
 

 Use 3 critical thinking tools to systematically evaluate 
solutions and solve problems  

 

 Practice “flexing” to different thinking styles 
 

 Identify their leadership strengths and weaknesses and 
craft a plan for improving leadership behaviors 

 

Course Length:  4-hour or 8-hour modules 
 

	  

Professional Development for Millennials 
Lessons in Growth That Engage And Inspire  

OUTCOMES  
At the completion of training, participants will be able to: 

	  

MULTI-TRAINING SYSTEMS, LLC | Southfield, MI 48034 | 248-358-6988 | www.mtsinfo.com | www.facebook.com/mult i trainingsystems 
                                                                                                                                                                                                                                   Copyright ©2017 Multi-Training Systems, LLC. All Rights Reserved. 
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CRAM Sees Future for Women in Automotive “CRAMTASTIC!” 

CRAMTASTIC, adjective \kram-‘ta-stik\ 1. extraordinarily good, upbeat or energetic: “I’m feeling so good I’m 
Cramtastic!” “Our prices at Bill Cram Chevrolet are Cramtastic!” synonyms: super, tremendous, remarkable, 
terrific, impressive.

It’s no coincidence that AMY CRAM’S dealership is in 
the birthplace of the Women’s Rights Movement. Cram 
is a powerful woman: an award-winning GM dealer, 

a mother, WDAC member and advocate for women in the 
auto industry. Her dealership workforce is 30 percent female, 
including the general manager, sales manager, web manager 
and BDC manager. 

Cram became owner of Bill Cram Chevrolet in 2012, the 
dealership founded by her father in 1969. This year marks 
Cram’s 30th year at the Seneca Falls, New York, dealership. 
She’s also celebrating her one-year anniversary on the 
WDAC, representing the Northeast Region. In fact, she’s so 
enthusiastic about her role on the Council, she’s “Cramtastic!”

“It’s great to be working on the Council with many of the 
women I know through GMW1 — the first WRN 20 Group,” 
she said. “We understand the importance of women as 

buyers and employees, and we understand the priorities of 
dealers today. As Council members we emphasize education 
and training, and networking that enables women to share 
best practices and learn from each other. DRIVEN3 is a great 
example of that; we’ll be offering the tools and resources 
women need to be successful leaders.”

Cram spends much of her time spreading the word about 
opportunities for women in retail automotive.

“I’ve been to job fairs and hosted career days to let young 
people know about our field,” said Cram. “Through the WRN 
Scholarship and our Web site, we are getting the word out 
that there’s a tremendous future for women.”

Cram invites dealers in the Northeast Region to utilize her 
as a resource, and a conduit with GM leadership regarding 
questions or issues they might have. 

Northeast Region  

Amy Cram

315.539.9272 

acram@billcramchevrolet.com

WDAC council 
member and 
dealer veteran 
Amy Cram is an 
active advocate 
for increasing 
the number of 
women working in 
automotive retail.

spotlight

http://1.extraordinarily
mailto:acram@billcramchevrolet.com
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TODD WENZEL, owner of four 
successful Michigan GM 
dealerships, is an advocate of 

Business Development Centers. He values 
the bottom-line results a properly run 
BDC can have on sales and service. He also 
dedicates the time, resources, direct staffing 
and training necessary so that his BDC 
can generate new business and improve 
customer communications. 

“A productive BDC must be worked every 
minute of every day, 24/7,” said Wenzel. “You 
can’t just bring in a vendor and expect to see 
results. Our BDC is managed to maximize 
new opportunities.”

In Wenzel’s first Michigan dealership, he and 
four employees handled all inbound and 
outbound calls, Internet leads and Dealer 
Maintenance Notification leads. Today, 
Wenzel has the gold standard in business 
development — one “super” BDC supporting 
all of his dealerships. In 2013, he and COO 
Pete Ferris combined lead generation and 
customer communication into one office. Its 
goal: maximize lead generation and convert 
all customer contacts into face-to-face 
appointments. 

“The BDC and sales team are extensions 
of each other,” said Wenzel. “With the BDC 
managing communications, sales consultants 

are now devoted to developing personal 
relationships with customers. This improves 
the customer experience and, for us, increases 
the closing ratios at all of our stores.” 

BDC Expert Increases Dealerships’ Sales and Profitability

FOR FOUR YEARS, Wenzel has been 
operating his multi-store BDC in one 
facility, conveniently located above the 
Todd Wenzel Collision Center in Grand 
Rapids. He said it’s a great way to reduce 
expenses, keep everyone on the same 
page and achieve the overall objective 
of converting all customer contacts into 
dealership appointments. 

“Making customer appointments gives 

more structure to the process and adds 
a level of professionalism,” he said. 
“Appointments are tracked and customers 
are greeted properly, which improves the 
overall experience. Market share at all of 
our stores is up as we continue to improve 
the BDC process.”

The BDC staff is grouped according to 
task and expertise. The demands and 
expectations are high, so BDC Director 

Chris Johnson stresses the important of a 
fun, relaxed and productive culture.

“Keeping the energy up is an important 
part of my job,” said Johnson. “We’ve 
introduced incentive-based promotions to 
help folks reach their daily goals. We might 
use games or contests to keep motivation 
high. Our goal is converting all customer 
touches into face-to-face appointments. 
That’s where the magic happens.”

“BDC development and 
implementation take time,”  
said Ferris. “Despite all of the 
assets available, starting a BDC 
is not plug-and-play. Dealers 
must champion the effort and 
remain very hands-on. This 
commitment from the Dealer 
Principal is critical."

An army of 20 employees, three managers and BDC Director Chris Johnson use the latest 
CRM tools and software to answer telephones and respond to email leads, input customer 
information, make sales and service appointments, follow up on all customer touches and 
more. The results have been remarkable. Wenzel attributes an increase in sales volume 
and service profitability at all of his dealerships to the single BDC.

Wenzel owns 
Buick GMC 
stores in 
Grand Rapids, 
Davison and 
Westland, and 
a Chevrolet 
dealership in 
Hudsonville.
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For nearly 90 years, Motors Holding has been helping qualified 
candidates become GM dealers. An integral part of GM’s 
Sales Operations, Motors Holding has launched thousands of 

dealerships using a strategic buyout plan. 

“Our investment models have changed to fit the market,” said Bill 
Mistele, Director Dealer Network, Motors Holding & Public/Mega 
Dealers. “But our mission has not. We are developing the next 
generation of dealers by providing a realistic path to store ownership.”

Today, the majority of Motors Holding’s investments are with minority 
and female dealers, reflecting GM’s commitment to diversity. 

“We are helping grow a strong and diverse GM dealer network by 
providing financial tools and operational assistance,” said Mistele. 
“Assisting diverse and female candidates in achieving their dream of 
dealership ownership is a top priority.”

Mistele said that Motors Holding is by far the best investment option 
dealers have.

“Other lending institutions are more risk averse and don’t understand 
the cyclical nature of the auto business, “ said Val Schuster, Motors 
Holding Investment Manager. Motors Holding is a patient partner. We 
want our dealers to succeed, and are willing to go to great lengths to 
make that happen.”

In 2015, Motors Holding added two new investment options that allow 
dealer candidates more flexibility in obtaining a GM dealership. The 
result:

• Dealers are getting into stores that before would have been beyond 
 their means;

• Dealers are able to buy more expensive stores with the same 
 financial investment;

• Many dealers are able to buyout Motors Holding more quickly. 

Plant your roots with  
a healthy partnership.

MOTORS HOLDING:  
90 years helping dealer dreams come true

New Motors Holding Investment Options
Capital Loan Program  
This tool allows dealer candidates to leverage dealership 
opportunities in a unique and highly beneficial way within the 
Motors Holding Investment Plan. It helps dealers meet higher 
minimum capital investments, buy larger stores with the same 
initial investment and/or buyout Motors Holding more quickly. 
It has allowed Motors Holding to do more investments with 
more dealers that before wouldn’t have met the financial 
requirements. It also requires dealers to buy back less stock 
and quickens the road to financial independence.

Partner Program 
Motors Holding has increased the flexibility when bringing in 
Financial Participants. Although the dealer must still have 15 
percent ownership in the store, a Financial Participant allows 
increased capital for larger and more lucrative opportunities 
and opens the door for mentors or others to invest in the 
success of a candidate.

“Our new model gives dealers more room 
to stretch,” said Mistele. “By working with 
Motors Holding, dealers are able to achieve 
greater long-term benefits. Many of our 
dealers now have multiple stores.”
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WRNdealers that participate in  
20 Groups are 30 percent more 

profitable than their non-member counterparts. 
Unfortunately, only 20 percent of WRN dealers take 
advantage of this remarkable tool.

WRN partnered with NADA in 2013 to form the 
industry’s only female dealer-owned 20 Group. A 
second group started last year. As demand grows, 
WRN is establishing a third group, and a 20 Group 
targeted to female Fixed Operations managers. 

Betsi Bellamy, a 35-year veteran of retail automotive 
and former 20 Group member, said that while WRN 
20 Groups are women-focused, the groups are just 
as business concentrated as traditional 20 Groups. 

“WRN 20 Groups comprehend the specific 
challenges female dealers face,” she said. “The 
meetings are no-judgment zones. Members are 
much more willing to share and open up among 
female peers. They also become invested in the 
success of one another.”

Today WRN 20 Group dealers bring their key 
managers to meetings — both women and men. 
Bellamy also allows non-members non-competing 
prospects to “sit in” on meetings as a kind of test 
drive. 

“There is no better growth or training ground 
than a 20 Group,” Bellamy said. “Where else in the 
business world would you find an organization 100 
percent focused on your individual success?” 

Betsi Bellamy

“There are no perfect dealers,” said Betsi Bellamy, 
NADA 20 Group Consultant. “We all have much to 
learn and much to share. WRN 20 Groups provide the 
individualized attention dealers need to improve and 
grow their businesses.”

GMWI and GMW2 will meet prior to 
DRIVEN3, September 10-12, 2017. If you 
are interested in joining, please contact 
Celeste Briggs celeste.briggs@gm.com  
or Betsi Bellamy bbellamy@NADA.org.

WRN 20 GROUP:  
A Guaranteed Path  
to Success

mailto:celeste.briggs@gm.com
mailto:bbellamy@NADA.org
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TATIANA DYER understands the value 
a Web site can have on dealership 
profitability, growth and retention. 

That’s why the dealer principal of two Chevrolet 
dealerships in Florida — Dyer Vero Beach and Fort 
Piece — was the first in her area to transition to 
GM’s Next Gen dealer Web site. 

“We did an early launch because the new platform 
is much more mobile-friendly,” said Dyer. “That was 
important since 60 percent of our shoppers are 
using mobile devices. Next Gen also offers more 
opportunity for us to customize the site to the  
Dyer brand.”

It took the dealerships about two weeks to make 
the switch, a task Dyer and web manager Ray Saez 
said was very straightforward.

“A lot of the transition was plug-and-play,” said 
Saez. “Much of the information is nationally 
populated and pre-tagged, such as brand and 
vehicle features. That gives us more time to focus 
on our local offerings, such as specials, inventory, 
parts availability and lead generation. We’re finding 
that customers are spending more time on our site.”

Dyer has been assigned a CDK ProCare Account 

Advocate to maximize the dealership’s online 
presence and assist with site maintenance. 

“Our site is now very transparent on both the sales 
and service side,” said Dyer. “We even use it as sales 
reference with phone customers. It is a tool that 
increases repair orders significantly.”

In fact, 83 percent of Dyer’s Web site leads are 
converted into repair orders at a $196/order value. 
Dyer still makes phone calls and uses DMN leads, 
but she said the Web site is a critical part of her 
sales and service business.

“We use every resource to maximize our customer 
contact,” Dyer said. “On the digital side, that means 
reaching customers online. In addition to our Web 
site, we optimize our SEO, paid digital marketing, 
lead management and social media. Based on our 
metrics, we devote marketing resources to the most 
effective tools.” 

Is your dealership using digital marketing tools 
effectively? Review the Digitally Driving Traffic 
checklist to optimize your dealership’s online 
presence. Also check out the Service & Parts WebEx 
Meeting, “A Digital Deep Dive", to learn more about 
transitioning to the Next Gen Web site.

Next Gen Web Site 
Maximizes Online Presence

Business Builders

Benefits of Next Gen  
dealership Web site:
• Fast and easy to use on 
 all devices 
• New designs and  
 customization options
• Quicker site editing
• Increased SEO
• Promo pop-ups 
• Redesigned inventory, 
 model pages
• Includes short lead forms
• Seamless integration 
 with dealership third-party 
 plugins

Next Gen Web site offers 
the following content: 
• Certified Service 
• Tire Finder
• Parts Request Form 
• Service Offers/Service 
 Menu
• National Retail Plan 
 Widget/Card
• Connected Service Offers 
• GM Online Service 
 Scheduling

Sales associate Adrian Achaibar and  
Tatiana Dyer believe GM's next-gen  
website platform is effective at 
 attracting digital savvy shoppers.

http://www.gmwomensretailnetwork.com/business-priorities/fixed-operations/
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Business Builders

Learn How to Work Deals  
in a Digital World

According to Dealer.com, more and 
more car shoppers are ready to start 
— and even make — deals online. 

Thanks to a convergence of high consumer 
expectations, rapidly evolving technologies and 
a greater understanding of online behaviors, the 
stage has been set for revolutionizing the sale 
with mutually beneficial results for dealers and 
shoppers. 

Digital retailing isn’t simply using hardware or 
software. Getting the most out of online selling 
requires a shift in culture and philosophy. Dealers 
that find success with digital retailing infuse a 
customer-centric approach to their entire sales 
process. Consider these ideas to maximize your 
digital retailing.

Never forget that for the customer, buying a 
car is an emotional experience — not just a 
transactional one. Use any opportunity to remind 
customers there are real people on the other end 
of the process who care about their needs

Whether it’s the expectations a finance or 
trade-in tool sets, or interactions through a chat 
window or an e-mail, make sure you’re thoroughly 
educating shoppers on each step, outlining the 
next steps necessary in keeping the deal moving 

Transparency equals trust. Online Penciling Tools 
make customers feel like they’re in control, and 
much more important than a dealer working 
them through numbers in a traditional way 

Ninety percent of customers aren’t price 
shoppers, they’re payment shoppers, so learn to 
recognize all the variables and information in 
order to gauge customer intentions 

Think of every aspect of your online experience 
as having a connection to a part of your in-
store experience. This achieves three goals: set 
expectations for what the customer will find at 
the dealership; provide a familiar series of actions; 
and help shorten overall time in the store 

Learn more about digital retailing at  
dealerlearningcenter.com/files/insights/pdf/
Digital-retailing-eBook.pdf











TIP
OF

THE 
DAY:

Quite often, the easiest things to do are the most important,  
and — unfortunately — the most overlooked. This is especially 
true of your dealership’s Web site. It takes just a few minutes 
each day to ensure the content is up-to-date and accurate.  
One wrong fact can lose a customer forever. 

Pay particular attention to the following: Are your specials 
correctly priced? Have they expired? How about your hours  
of operation? Check all online directories, such as Bing, Yelp,  
the White Pages and MapQuest. To be safe, review the  
Digitally Driving Traffic checklist to optimize your dealership’s 
online presence.

DOES YOUR DEALERSHIP DO THE FOLLOWING?
• Evaluate your Web site from a customer’s perspective

• Meet with a ProCare Advocate regularly 

• Add service specials and include menu pricing 

• Promote points of difference for service 

• Aggressively merchandise services and offers

• Turn leads into appointments

• Track results, learn and improve

http://dealer.com
http://dealerlearningcenter.com/files/insights/pdf/Digital-retailing-eBook.pdf
http://dealerlearningcenter.com/files/insights/pdf/Digital-retailing-eBook.pdf
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Participating in SiriusXM’s no-cost Dealer Programs is a no-brainer. Nearly all GM Dealers give trial subscriptions 
to both new and pre-owned customers, allowing them to drive off the lot enjoying SiriusXM’s wide variety of 
programming. Over two thirds of GM dealerships also offer trials to Service customers with SiriusXM-equipped  
vehicles as a way to build customer service loyalty. These programs cost nothing and instantly add value and  
enhance the overall customer experience.

Make sure you are taking advantage  
of these no-cost programs: 

SiriusXM Pre-Owned Program: 

Give 3-Month Trial Subscriptions to all your pre-owned customers and showcase satellite radio  
as a selling feature at no cost to you or your customers. ($75 value)

SiriusXM Service Lane Program: 

Surprise and delight your eligible service customers with a complimentary 2-Month Trial  
Subscription after their service visit with no cost or effort from your dealership (over $50 value). 

Participating in SiriusXM’s Dealer Programs costs nothing 
and instantly adds value and enhances the overall customer 
experience. 

To join, visit: siriusxmdealerprograms.com 

SiriusXM ADDS VALUE for Pre-Owned & Service Customers

Katy Moore, Dealer Principal,  
Speck Family Dealerships, Sunnyside, WA  

is one of thousands of GM Dealers  
who add value with SiriusXM:

“Pre-Owned does very well at 
my two GM stores. I think the more 
added value for the customer is 
always helpful. SiriusXM is a nice 
additional benefit to pre-owned and 
service customers as it appeals to 
many demographics.”

http://siriusxmdealerprograms.com
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AUTOMOTIVE PIONEER CHAMPIONS 
WOMEN/INDUSTRY
WRN LINK is deeply saddened to report the unexpected 
passing of Maryann (Ann) Wheeler, March 22, 2017, 
at her home in Marshfield, Wisconsin. Wheeler was a 
pioneer in retail automotive, beginning her career at 
Wheelers Chevrolet as a filling clerk. She became dealer 
in 1987 — one of only a handful of female dealers in the 
U.S. Wheeler transformed Wheelers Chevrolet-GMC into 
four dealerships throughout Central Wisconsin. She later 
founded Wheelers Auto Repair and Tire Center, as well as 
Wheelers Chevrolet of Medford, Wheelers Chevrolet of 
Wisconsin Rapids and Wheelers Buick GMC of Wisconsin 
Rapids. Wheeler was a creative visionary, a natural leader 
and passionate woman devoted to her family and career. 
Wheeler is survived by children Mary Jo E. Wheeler-
Schueller (dealer and owner/operator of Wheelers 
Chevrolet of Medford, Wheelers Chevrolet of Wisconsin 
Rapids and WRN Council member) and Daniel W. Wheeler 
(vice president of Wheelers Chevrolet of Medford).  
Two separate memorial funds have been established  
in her name:

• Maryann Wheeler Memorial Scholarship: Awarded as 
 part of the 2017 WRN Drive to Succeed Scholarship 
 program. Donations may be sent to CMS Foundation, 
 Inc., P.O. Box 648, Naperville, IL 60566

• Columbus Catholic School Maryann Wheeler Memorial 
 Scholarship: To assist families seeking financial 
 assistance to attend CCS. Donations may be sent to 
 Columbus Catholic Schools, 710 S. Columbus Ave., 
 Marshfield, WI 54449 

BRIEFS

WOMEN TRAVEL TO GET “RIGHT FIT”
 According to a report by women-drivers.com, 8 million of the 
record-setting 17.6 million new vehicles sold last year were 
purchased by women. Here are just a few of the findings from the 
site’s 2017 U.S. Women’s Car Dealership Report women-drivers.
com/new_wd_wp/learn-more:

• 46% of women shop at 3.2 dealers to find the right “fit”

• 6 in 10 women do not buy from the closest dealer

• The sales advisor was listed number-one reason for  
 purchasing from a particular dealership 

According to the site’s Women’s Satisfaction Index®, women rate 
Mercedes-Benz, Lincoln and Dodge as the top three brands to buy. 
Only one GM brand was listed among the top 15 — Chevrolet 
(4.84) at number eight. Roughly a quarter of a point separated the 
number-one brand (MB at 4.97) from Honda (4.73) in 15th place. 

BRIGGS IS A “REMARKABLE WOMAN”
WRN GM Director Celeste Briggs was recently the guest on 

“Remarkable Woman,” a weekly radio program featuring inspiring 
women with the vision, talent, creativity and knowledge to succeed. 
The show’s host is Florine Mark, president and CEO of The Weight 
Watchers Group. The program airs in five Michigan markets on 
Sunday mornings. Briggs talked about her path to leadership as  
well as the impact of the WRN for women in automotive retail.  
She emphasized the need to promote dealership employment as  
a viable, lucrative and rewarding career for women. 

Florine Mark's
Remarkable Women Radio Show

http://women-drivers.com
http://women-drivers.com/new_wd_wp/learn-more
http://women-drivers.com/new_wd_wp/learn-more
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WESTERN REGION 
Angie Alexander 
805.988.2200 
ang710@gmail.com 

Katy Moore 
509.837.5501 
katymoore@speckdealerships.com

NORTH CENTRAL REGION 
Marianne Ballas (Chair) 
419.535.1000 
mballas@ballasbuickgmc.com

Mary Jo Wheeler-Schueller  
715.748.2371 
maryjo@wheelergm.com

SOUTH CENTRAL REGION 
Lisa T. Rebowe (Vice Chair) 
504.366.4381 
lrebowe@lesonchevy.com

Open Seat

NORTHEAST REGION 
Amy Cram 
315.539.9272 
acram@billcramchevrolet.com

Lori Guitson 
570.414.1000 
lori@sunbpg.com

SOUTHEAST REGION 
Lori A. Davis 
304.252.5396 
ldavis@beckleyautomall.com

Christa Luna 
863.763.3154 
christa@gilbertchevrolet.com

CANADA 
Mary Nurse 
905.668.3304 
mary.nurse@marynurse.com

2017 WDAC Regional Representatives 

The GM Women’s Retail Network (WRN) is 
comprised of dealers, dealer management 
staff and stakeholders working together 
to improve dealer quality and profitability 
by leveraging the mutual support systems 
that benefit its members.

gmwomensretailnetwork.com

Dealer Development Regional  
Representatives 
WESTERN REGION 
Rick Sitek 
805.540.9462  
rick.sitek@gm.com

NORTH CENTRAL REGION 
Jeffrey S. Tate 
630.961.6703 
jeffrey.s.tate@gm.com

SOUTH CENTRAL REGION 
Yvette Guyton 
469.417.7070 
yvette.guyton@gm.com

NORTHEAST REGION 
Tia L. Hardeman 
203.790.3728 
tia.hardeman@chevrolet.com

SOUTHEAST REGION 
Valerie Weaver 
678.240.9918 
valerie.j.weaver@gm.com

WRN LINK is published by the  
Women's Retail Network (WRN)  
for the GM women's dealer network.  
For information about WRN, contact:

Celeste D. Briggs, Director 
Women's Retail Network 
313.667.9691 
celeste.briggs@gm.com

Editorial and design: 
Meg Lopé & Associates, LLC
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