
I encourage you to reach out to the Advisory Council representative in your region to
share any issues that you are seeing or experiencing; they are your voice with GM,
working with senior leadership to make our lives easier.
 
We are stronger together than we are apart!
 
If you have questions or concerns, please reach out to us!                          We are here to
help and to be your voice with GM. 

Don’t forget to mark your calendar for our Women's Retail Network Summer Business
Meeting in Orlando, Florida on August 8-11th with a special segment for our future
leaders. We are asking our dealers to bring their children (sixteen and older) to the
meeting to hear how they can enter this great industry and what the future has in store
for them! 
 
Enjoy the rest of your spring and I hope you have a safe and fun summer! 
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A MESSAGE FROM YOUR COUNCILA MESSAGE FROM YOUR COUNCIL

Mary Jo Wheeler-Schueller 
CHAIR OF WOMEN'S DEALER

ADVISORY COUNCIL 

Dear Women's Retail Network,

I've said it before, but I'll say it again: I'm so proud to
be part of the GM Women's Retail Network and to
work for a company, the only auto company, that
recognizes its women dealers.
 
As we move into Quarter 2, we are seeing growth but
we are also seeing a continuation of parts shortages
and supply chain shortages.

Mary Jo Wheeler-Schueller ,
Women's Retail Network, 
North Central Region WDAC Chair 
Cell: 715-223-7573 
Email: maryjo.w@wheelersgm.com

Fortunately, we are a very active group of dealers on
this council from across the United States and
Canada working alongside GM to help fix some of
these frustrations that we face as dealers.

https://www.gmwomensretailnetwork.com/representatives/
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2023 SUMMER BUSINESS MEETING I DRIVEN

Registration Coming, 
MAY 2023
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Q1,Best IdeaQ1,Best Idea
A Quarterly Message from a NADA 20 Group Moderator

Donald J. Hopper, CPA
Dealership Management Consultant
NADA 20 Groups | Tyson’s, VA
269.994.3987       
dhopper@nada.org

Ask any dealer  about  their  mostAsk any dealer  about  their  most
s igni f icant  chal lenges ,  and you wi l ls igni f icant  chal lenges ,  and you wi l l
l ike ly  hear  about  how hard  i t  i s  tol ike ly  hear  about  how hard  i t  i s  to
f ind  and keep h igh-qual i ty  serv icef ind  and keep h igh-qual i ty  serv ice
technic ians .  However ,  when i t  comestechnic ians .  However ,  when i t  comes
to  prof i tabi l i ty ,  we should  ask ,  “Areto  prof i tabi l i ty ,  we should  ask ,  “Are
you maximiz ing  your  technic ianyou maximiz ing  your  technic ian
capacity?”capacity?”

Prof i tabi l i ty  in  a  serv ice  departmentProf i tabi l i ty  in  a  serv ice  department
starts  with  generat ing  revenue.  Westarts  with  generat ing  revenue.  We
generate  revenue by  b i l l ing  hours  atgenerate  revenue by  b i l l ing  hours  at
our  ef fect ive  labor  rate .  Ourour  ef fect ive  labor  rate .  Our
ef fect ive  labor  rate  is  the  actual  rateef fect ive  labor  rate  is  the  actual  rate
we are  col lect ing  on  b i l led  hours .  Towe are  col lect ing  on  b i l led  hours .  To
improve prof i tabi l i ty ,  we must  f i rstimprove prof i tabi l i ty ,  we must  f i rst
focus  on  maximiz ing  our  b i l lab lefocus  on  maximiz ing  our  b i l lab le
hours .hours .

I  was  in  F lor ida  at  a  top-volumeI  was  in  F lor ida  at  a  top-volume
dealer  meet ing  one winter  when i tdealer  meet ing  one winter  when i t
was  snowing in  my hometown ofwas  snowing in  my hometown of
Washington,  DC.  A  fe l low dealerWashington,  DC.  A  fe l low dealer
commented that  at  least  he  wi l l  havecommented that  at  least  he  wi l l  have
the vehic les  to  se l l  tomorrow.  Athe vehic les  to  se l l  tomorrow.  A
restaurant  complete ly  loses  that  dayrestaurant  complete ly  loses  that  day
because a  customer  won’t  come inbecause a  customer  won’t  come in
the  next  day  and buy two meals .  Thethe next  day  and buy two meals .  The
dealer  d idn ’ t  th ink  about  the  hoursdealer  d idn ’ t  th ink  about  the  hours
lost  in  h is  serv ice  department .lost  in  h is  serv ice  department .

According to  NADA guides ,  a  regularAccording to  NADA guides ,  a  regular
l ine  f lat-rate  technic ian  (notl ine  f lat-rate  technic ian  (not
inc luding quick  lube or  o i linc luding quick  lube or  o i l
technic ians)  should  be  able  to  b i l l  attechnic ians)  should  be  able  to  b i l l  at
least  125% of  the  hours  avai lable .  I fleast  125% of  the  hours  avai lable .  I f
a  technic ian  works  an  e ight-hour  daya technic ian  works  an  e ight-hour  day
(avai lable  hours  do  not  inc lude(avai lable  hours  do  not  inc lude
vacat ion  or  t ra in ing) ,  they  should  bevacat ion  or  t ra in ing) ,  they  should  be
able  to  b i l l  at  least  10  hours .  Everyable  to  b i l l  at  least  10  hours .  Every
dealership  I  have  rev iewed has  atdealership  I  have  rev iewed has  at
least  one or  more  technic ians  wholeast  one or  more  technic ians  who
bi l l  more  than 10  hours  da i ly .b i l l  more  than 10  hours  da i ly .
However ,  when we look  at  tota l  shopHowever ,  when we look  at  tota l  shop
technic ian  prof ic iency ,  most  operatetechnic ian  prof ic iency ,  most  operate
below 100%.below 100%.

Technic ian  avai lab i l i ty  (minusTechnic ian  avai lab i l i ty  (minus
vacat ion/tra in ing)  -  1 ,920 hours/yearvacat ion/tra in ing)  -  1 ,920 hours/year
Technic ian  at  125% prof ic iency  =  2 ,400Technic ian  at  125% prof ic iency  =  2 ,400
hours/yearhours/year
Technic ian  at  95% prof ic iency  =  1 ,824Technic ian  at  95% prof ic iency  =  1 ,824
hours/yearhours/year
I f  your  ef fect ive  labor  rate  is  $125/hour ,I f  your  ef fect ive  labor  rate  is  $125/hour ,
the  tech that  runs  at  95% is  cost ing  thethe tech that  runs  at  95% is  cost ing  the
dealership  $72,000 a  year  in  lostdealership  $72,000 a  year  in  lost
revenue.revenue.
Does  your  shop have ten  techs?  =Does  your  shop have ten  techs?  =
$720,000$720,000

If  our  average vehic le  inventory  runs  aboutI f  our  average vehic le  inventory  runs  about
$50,000/car ,  then we are  los ing  the$50,000/car ,  then we are  los ing  the
equivalent  of  14  vehic les  a  year .  Whatequivalent  of  14  vehic les  a  year .  What
would  the  outrage be  among owners  onwould  the  outrage be  among owners  on
miss ing  14  vehic les  f rom their  inventory?miss ing  14  vehic les  f rom their  inventory?
Do we have the  same outrage at  los ingDo we have the  same outrage at  los ing
$720,000 of  technic ian  b i l lab le  hours?  We$720,000 of  technic ian  b i l lab le  hours?  We
can’t  see  or  touch the  hours ,  so  the  losscan’t  see  or  touch the  hours ,  so  the  loss
goes  unnot iced .goes  unnot iced .

We need to  focus  on  technic ian  hours  b i l ledWe need to  focus  on  technic ian  hours  b i l led
every  day!  I f  management  focuses  on  theevery  day!  I f  management  focuses  on  the
hours ,  the  ent i re  serv ice  department  wi l lhours ,  the  ent i re  serv ice  department  wi l l
fo l low and focus  on  the  hours .  We worry  i f  afo l low and focus  on  the  hours .  We worry  i f  a
technic ian  is  10  minutes  late  c locking  in ,technic ian  is  10  minutes  late  c locking  in ,
but  we don’t  focus  as  much on the  fact  theybut  we don’t  focus  as  much on the  fact  they
are  only  b i l l ing  7  hours  per  day .  Manyare  only  b i l l ing  7  hours  per  day .  Many
factors  are  cr i t ica l  to  improving technic ianfactors  are  cr i t ica l  to  improving technic ian
prof ic iency ,  but  i t  must  start  f i rst  andprof ic iency ,  but  i t  must  start  f i rst  and
foremost  with  management  making i t  aforemost  with  management  making i t  a
pr ior i ty  and hold ing  the  technic ianspr ior i ty  and hold ing  the  technic ians
accountable .accountable .

ARE YOU MAXIMIZING YOUR TECHNICIAN CAPACITYARE YOU MAXIMIZING YOUR TECHNICIAN CAPACITY
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Corina Diehl — owner of
Diehl Automotive Group

DEALER HIGHLIGHT:

READREAD
MOREMORE

The center already is booked out for repairs
through midsummer, she added, as are six other
collision-repair facilities owned by the auto
group, which operates 21 stores in
Pennsylvania and Ohio.

Several years ago,
Corina Diehl — owner of
Diehl Automotive Group
— decided to roll the
dice and build a 26,000-
square-foot standalone
collision center in
Pittsburgh.

The final cost: About
$2.5 million.

The calculated gamble has turned into a
smashing success. Since the Diehl Collision
Center opened in October 2019, annual
revenue has increased by double-digit
percentages, despite the pandemic, which hit
full force soon after its opening, Diehl said.

In 2020, the first full year of operation, the
center generated an average of $243,000 in
sales per month. In 2021, average monthly
revenue rose to $326,000 — a 34 percent
increase compared with 2020. In 2022,
average monthly revenue increased to
$412,000 — about a 26 percent jump over the
2021 figure, Diehl said.

The collision center's success offers a
blueprint for dealers interested in
developing new revenue streams and
diversifying into services with high profit
margins. There's not much competition
from other dealers for collision-repair
services. Only about 35 percent of the
16,752 franchised dealerships nationwide
do bodywork, according to the NADA
Data 2022 midyear report.

The collision center benefits the auto
group in other areas as well.  For starters,
the dealerships can sell parts to the
collision centers. While Diehl couldn't pin
down the revenue generated by selling
parts to the repair centers, she said
there is no doubt that overall parts sales
have increased significantly as a result.

In addition, the collision centers serve as
a springboard to new-car sales.
"We've already had about 30 cars
declared total losses this month," Diehl
said in January. "So that's 30 people who
we can introduce to our salespeople and
try to sell them a new car."

Offering collision repairs also diversifies
the company's service offerings and
makes it more convenient for customers
who prefer to avoid the hassle of going
somewhere else for repairs, she said.

It's  been crazy, 
Diehl told Automotive News. 
I  would say the center has
exceeded our expectations.

https://www.autonews.com/service-and-parts/pittsburgh-body-shop-generates-revenue-diehl-auto-group?adobe_mc=MCMID%3D80416002329875243784100945053631322566%7CMCORGID%3D138FFF2554E6E7220A4C98C6%2540AdobeOrg%7CTS%3D1681479187&CSAuthResp=1%3A%3A218946%3A20989%3A24%3Asuccess%3AF5994F62BE017C6F17C64169BFFF9B4A
https://www.cnn.com/2022/12/07/business/gm-chargers/index.html
https://www.autonews.com/service-and-parts/pittsburgh-body-shop-generates-revenue-diehl-auto-group?adobe_mc=MCMID%3D80416002329875243784100945053631322566%7CMCORGID%3D138FFF2554E6E7220A4C98C6%2540AdobeOrg%7CTS%3D1681479187&CSAuthResp=1%3A%3A218946%3A20989%3A24%3Asuccess%3AF5994F62BE017C6F17C64169BFFF9B4A
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PARTNER HIGHLIGHT:

May 3rd – Richmond, VA  
Richmond Marriott, 500 East Broad Street, Richmond, Virginia, USA, 23219 
Registration:  https://app.groupize.com/e/cybersecurity-roadshow-richmond 

1 Seminar left
1 Seminar left

FREE SEMINAR
FREE SEMINAR

Our 
“Paving the Way” campaign is an

opportunity for CDK and our
industry partners to spotlight

women in the dealership (and in
the automotive industry) that have
been a beacon for change towards

leading the way for women in the
automotive industry.  

 
This is a great way to continue to
build awareness for the women in
our industry that continue to give

back and lift up others.

For a nomination form, 
contact susan.michaels@cdk.com

https://app.groupize.com/e/cybersecurity-roadshow-richmond
https://app.groupize.com/e/cybersecurity-roadshow-richmond
https://app.groupize.com/e/cybersecurity-roadshow-richmond
https://app.groupize.com/e/cybersecurity-roadshow-richmond
https://app.groupize.com/e/cybersecurity-roadshow-richmond
https://app.groupize.com/e/cybersecurity-roadshow-richmond
https://app.groupize.com/e/cybersecurity-roadshow-richmond
https://app.groupize.com/e/cybersecurity-roadshow-richmond
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LIBERTY BUICK, INC. , PEORIA, AZ
SHEA BUICK-GMC, FLINT, MI

BOWMAN CHEVROLET, CLARKSTON, MI
FELDMAN CHEVROLET OF NOVI, NOVI, MI

CongratulationsCongratulations

AUTOCONNECT  Q2, 2022

2022

ED MORSE BAYVIEW CADILLAC, FORT LAUDERDALE, FL
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The GM Women's Retail Network (WRN) is a
diverse dealer network that matters greatly to GM
and to the customers they serve.

The Women's Retail Network invites you to
become a member.   Feel free to pass this on to
other Women interested in knowing more about
this unique Network of Women working in the GM
Automotive industry. 

Click on the link below to learn more and to join. 

2023  ACTUAL2023 OBJECTIVE

WRN KEY OBJECTIVES I Q1, 2023 OVERVIEW:
Profitability, Growth and Retention 

AUTOCONNECT  Q2, 2022

To qualify as a WRN
Dealer, a woman must be
the P3 with at least 15%
ownership or must own
50.1% of the dealership.
To qualify as a WRN
Affiliate or manager
member of WRN, there
are no ownership,
ethnicity requirements or
fees associated with
membership in WRN.

The WRN is comprised of
every female dealer and
department manager in GM’s
retail network. 

WRN QUALIFICATIONS:

https://www.gmwomensretailnetwork.com/membershipform/
https://www.gmwomensretailnetwork.com/membershipform/
https://www.gmwomensretailnetwork.com/membershipform/
https://www.gmwomensretailnetwork.com/membershipform/
https://www.gmwomensretailnetwork.com/membershipform/
https://www.gmwomensretailnetwork.com/membershipform/
https://www.gmwomensretailnetwork.com/membershipform/
https://www.gmwomensretailnetwork.com/membershipform/
https://www.gmwomensretailnetwork.com/membershipform/
https://www.gmwomensretailnetwork.com/membershipform/
https://www.gmwomensretailnetwork.com/membershipform/
https://www.gmwomensretailnetwork.com/membershipform/
https://www.gmwomensretailnetwork.com/membershipform/
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Business

Kelley LaFontaine
LAFONTAINE CHEVROLET PLYMOUTH
PLYMOUTH, MI 

Danielle R. Medoza
LEGACY CHEVROLET GMC
COLLINS, MS

Carla S. Clayton
PERFORMANCE BUICK GMC OF WOODBRIDGE LLC
WOODBRIDGE, NJ

Mary K. Williams
MATICK BUICK GMC
SOUTHFIELD, MI

Q1, 2023 NEW WOMEN (WRN) DEALERS

 Q1, CYTD 2023 | TOP 10 WRN DEALERS BY BRAND
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Business

WRN dealers delivered WRN dealers delivered 31,85131,851 retail units in Q1, 2023 representing a  retail units in Q1, 2023 representing a 19.4%19.4%
YOY increaseYOY increase

WRN|Q1, 2023 PERFORMANCE HIGHLIGHTS 

General  Motors  so ld  623,261  vehic les  in  the  U.S .  dur ing  the
fourth  quarter ,  up  41% year  over  year ,  based on strong
customer  demand.
U.S .  tota l  sa les  increased 3% year  over  year ,  se l l ing  2 ,
274,088 vehic les  in  2022.
Ful l -s ize  p ickups ,  mids ize  p ickups  and fu l l -s ize  SUVs
accounted for  1 . 1  mi l l ion  vehic les  so ld .

Chevrolet-  Up 43% in  Q4;  6% in  2022
Cadi l lac-  Up 75% in  Q4,  14% in  2022
GMC-Up 42% in  Q4,  7% in  2022
Fleet-  Up 101% in  Q4,  44% in  2022

Chevrolet
Bolt  EV and Bolt  EUV del ivered best  sa les  year  ever
Bolt  EV earned h ighest  mix  of  buyers  under  the  age of  36
among EV compet i tors
Colorado sa les  up  22%,  Equinox up 28% in  2022

Cadi l lac
Escalade leads  second p lace  compet i tor  by  6  points  of
reta i l  share  in  2022
CT5:  best  sa les  year  ever ,  wi th  momentum from CT5-V
Blackwing

GMC
GMC earned record  reta i l  market  share  at  3 .8%,  bolstered
by best-ever  S ierra  reta i l  segment  share  (J .D .  Power)
GMC No.  1  premium truck  brand:  201 ,966 units  so ld  at
reta i l  in  Denal i  or  AT4 tr im;  46% of  GMC sales
GMC Canyon sa les  up  15%,  Terra in  sa les  up  82% in  2022

Fleet
Fleet  accounted for  21% of  the  sa les  mix
Best  year  for  commercia l  de l iver ies  s ince  2006
Best-ever  fu l l -s ize  and mids ize  p ickup sa les  to  commercia l
and government  customers
Sales  to  smal l  bus inesses  up  20% in  2022

BrightDrop
Br ightDrop expanded internat ional ly  with  DHL Express
Canada as  i ts  newest  customer

2022 U.S.  Fourth Quarter  and Ful l-Year  Sales  . . .
2022 Sales  Highl ights :

Notable  Growth in  Q4 and 2022:

Notable  Brand Highl ights :

.





Additional Dealer Network Contact
Information


