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Executive Summary 
 
Project Background 
As a company that thrives on innovation and continuous improvement, Toyota has 
successfully provided products and services of value and quality to their customers for 
the past 50 years. As Toyota continues to secure the market of Baby Boomers, there is a 
growing need to capture the emerging market of Generation Y. This generation of buyers 
does not view Toyota as a brand that fits their values and culture. Thus, Toyota created 
the Scion brand to connect with Generation Y through innovative products and unique 
operational processes and marketing.  
 
Scion has served as the portal to understanding Generation Y and developing techniques 
to retain this market. Comparisons between the experiences of Scion and Toyota 
customers reveal insights to the unique characteristics and expectations of Generation Y. 
Utilizing these insights as well as findings from existing research, surveys, and focus 
groups, this project strives to develop a set of recommendations to improve Toyota’s 
service experience for young drivers. 
 
Project Methodology 
The INROADS team conducted the following research: 

• Review Toyota’s existing research and attend training sessions on operational 
processes of dealerships 

• Meet with Subject Matter Experts, visit Toyota dealerships, interview service 
managers and service and parts managers 

• Conduct surveys and focus groups to understand Generation Y’s perceptions and 
expectations on the dealer experience and to identify areas that can improve 
retention 

 
Recommendations 
The following are the key recommendations: 

• Add service features to dealer website, including: 
o Real-time online appointment system 
o Online menu pure pricing 
o Online service coupons 
o Virtual tour of dealership 
o Weekly video tips 

• Employ latest communication methods and marketing techniques: 
o Personalized e-mail newsletter 
o Service forum and Facebook 
o College campus booth: “Service Squad” 

• Implement loyalty rewards program 
• Encourage dealerships to organize events that appeal to Gen Y 
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About the Team 
 
INROADS 
INROADS is a non-profit organization that places talented minority youth in business 
and industry to prepare them for corporate and community leadership. As part of the 
INROADS program, our team of interns receives year-round coaching and leadership 
training to prepare for multi-year summer internships with Toyota.  By allowing Toyota 
to cultivate in tomorrow’s leaders, INROADS establishes a mutually beneficial 
relationship: one that continuously fosters diversity in the corporate world while 
developing the potential of future corporate leaders. 
 
Kaizen Project 
Every year, the summer INROADS interns at Toyota work on a Kaizen project to 
improve an element of Toyota. This year, Group Vice President Jane Beseda challenged 
the INROADS interns with an exciting project to discover how Toyota dealerships can 
improve the service experience for youths. 
 
Team Members 
Randy Baltodano 
Calvin Chau 
Dave Chen 
Chrystal Gaither 
Kimberly Kan 
Jimmy Lau 
Nallely Nunez 
Jesus Pereda 
Candice Wang 
 
Team Coach 
Terry Banks 
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Introduction and Background 
 
Focusing on Service 
Dealerships make a significant amount of profit from their service and parts department. 
According to NADA (National Automobile Dealers Association), service and parts 
department accounted for 58.5% of total dealership operating profits while new vehicle 
sales account for 17.5% of net profits.  
 
Generation Y 
Generation Y represents over 60 million of the population who are born between 1980 
and 1994. Along with Gen Z (born after 1994), they are the most diverse and educated 
American youth generations to date.  With $200 billion in buying power and $17 trillion 
to inherit in their lifetime, Generation Y emerges as a lucrative market.  
 
Scion 
Realizing the need to capture new buyers of Generation Y, Toyota created the Scion 
brand to connect with Generation Y through its pure-price sales process, accessorization 
variety, and innovative grassroots marketing. The unique features of purchasing a Scion 
redefine the car-buying experience and foster a loyal community of trendsetting young 
owners.  
 
Customer Service  
The 2007 J.D. Power and Associates Customer Service Index Study reveals a gap 
between Scion and Toyota rankings (Scion ranked 32nd while Toyota ranked 25th). This 
difference suggests that though serviced at the same facility, Scion and Toyota customers 
have different expectations.  
 
Project Objective 
 
The objective of this project is to develop a set of recommendations to improve Toyota’s 
service experience for young drivers. The project’s primary goals are to: 
 

• Gain understanding of key needs, expectations, and motivations for service at 
Toyota by Gen Y drivers 

• Develop suggestions for practices, techniques, areas needing further research, and 
approaches to improve retention by young drivers 

 
Scope: Target Demographic 
The target demographic of this project, referred to as Gen Y, is young drivers between 
the ages of 16 to 27.  
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 Generation Y Service Expectations 
 
Perspective: Aftermarket vs. Dealership Strengths 
  
To identify areas that Toyota dealerships can improve on, the INROADS team conducted 
a comparative analysis of the strengths of dealerships versus aftermarket facilities during 
our focus group. The objective of this activity is to understand the thought process that 
Gen Y customers undergo when choosing a service facility as well as to discover their 
consumer values. 
 
Values 
Participants validated survey results that revealed Generation Y primarily choose a 
service facility based on location, time, and cost. They value the following basic service 
expectations: 

• Treated with professional care 
o FIRFT (fix it right first time) 
o Clear, honest communication 
o Quick service 

• Greeted immediately 
• Everyday low prices 
• Service reminders 
• Comfortable waiting area 
• Amenities 
• Option for drop-in service 

 
Aftermarket Strengths 
Focus group participants perceive the following factors as strengths exclusive to an 
aftermarket facility: 

• Price 
• Convenience 
• Time 
• Location 
• Not make-specific 
• Lighter upsell/ Trustworthy 
• Standardized service at every store 
• Visibility of technician working on car 

 
Dealership Strengths 
Focus group participants perceive the following factors as strengths unique to 
dealerships: 

• Warranty 
• Genuine parts 
• Trained technicians 
• Brand affiliation 
• Rental/ Shuttle Services 
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Gen Y Key Trends 
 
As a generation that grew up with diverse influences and constant innovations, Gen Y 
holds unique expectations for their service experiences. Because of their strong sense of 
confidence and optimism, Gen Y feels entitled to instant gratification and expects 
products and services of high quality and luxury.  
 
Gen Y wants more than a basic service experience. This project explores four key areas 
to better understand Gen Y’s unique service expectations: 
 

• Communication 
• Social Network 
• Technology 
• Personalization 

 
Communication 
Gen Y lives a fast-paced lifestyle where information is exchanged rapidly and 
conveniently. When Gen Y seeks information, they appreciate efficiency and expect 
instant gratification. They only focus on what matters to them and filter out unnecessary 
information. When Gen Y receives information, they want consistent information that is 
communicated in their “language” (e.g. ASM speaking to them in familiar lingo; 
receiving a text message about dealer events). They want to be communicated in their 
preferred method and they trust people who they are comfortable around. Thus, when it 
comes to marketing, they value grassroots and word-of-mouth over mass marketing. 
 
Social Network 
Gen Y stays connected with their communities through social networks. With successful 
sites like Facebook and MySpace, the Internet represents a medium of social networking 
that exceeds the scale of traditional personal communication. The impact of online social 
networking to Gen Y demonstrates the changing social landscape of human interactions. 
To capture the Gen Y market, businesses must understand the implications of social 
networking in reshaping lifestyles of youth and utilize Gen Y’s social environment to 
develop effective marketing strategies.  
 
Technology 
Gen Y is tech savvy and open to new ideas. They rely heavily on technology to simplify 
and redefine their lifestyle. From cell phones to virtual online communities, the Internet 
and new technologies, allow Gen Y to constantly stay connected.  
 
Personalization 
Gen Y values individuality and enjoys celebrating their unique identities. Thus, 
personalization of products and services is a means for businesses to meet Gen Y’s 
demand for unique treatment. Businesses can improve customer satisfaction with Gen Y 
by offering services that are tailored toward each customer’s individual preferences and 
needs. Gen Y appreciates personalization because they want personal attention and care.  
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Meet Gen Y 
 
To understand Gen Y’s service expectations and their ideal experience, the INROADS 
team identified five youth personas to illustrate Gen Y’s diverse perspectives and needs. 
These five profiles serve as snapshots of real personas we’ve observed in our studies of 
Gen Y.  
 
Tuner/Racer 
The tuner/racer is a car-enthusiast who enjoys accessorizing his car. From modifications 
to vehicle maintenances, the tuner/racer does it all himself.  To appeal to the tuner/racer, 
dealerships need to provide an experience that suits their passion for racing/performance 
as well as events where they can show off their cars and connect with fellow enthusiasts.  
 
Hand-Me-Down 
The hand-me-down drives a second-handed car and does not see value in having his/her 
car serviced at a dealership. His/her primary value is getting the best deal. Because the 
hand-me-down does not see much value in maintaining his/her car, the dealership needs 
to provide price incentives, such as pure pricing or coupons. 
 
Daddy’s Girl / Boy 
Daddy’s girl represents the segment of Gen Y who does not know much about cars. 
Her/His knowledge about car care comes solely from what his/her parents tell them to do. 
To retain Daddy’s girl, dealerships need to focus on amenities that will make these 
individuals feel entertained and treated with special care.  
 
Trendsetter 
The trendsetter values image and being unique from everyone else.  The trendsetter wants 
to be informed about latest events and product releases. To connect with this segment, 
dealerships can invite them to special events, such as test drives and product release 
parties.  
 
Techie  
The techie is technologically savvy and constantly looks for the newest electronic 
features.  In a service experience, the techie expects high-tech amenities, including wi-fi 
internet, computer workstations, and video games. To reach the techies, dealers need to 
be willing to adapt to the latest technological trends and communication tools. 
 
This collection of characters represents a sample of the various personas that may exist. 
They provide realistic insights to understanding the defining trends and characteristics of 
Gen Y. 
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Project Methodology and Timeline 
 
Phase I: Preliminary Work - Review Current Research 
 To gain a better understanding of target demographic (Generation Y) and their service 

expectations by utilizing current research on: 
• Retention, Toyota/Scion Service Expectations, Scion Parts and Service 

Focus Group Study, and TMS Rejecter Study  (June 28) 
 

Phase II: Preparation - Training 
 Attend training sessions to learn more about the operational processes of dealerships: 

• Toyota Production System – Mike Winter, Steve Thorne (July 3) 
• Scion Business Model – Carolyn Klemer(July 9) 
• Service Process for Management Trainee program – Terry Banks(July 11) 

 
Phase III: Meeting with Subject Matter Experts 

Meet various subject matter experts to learn more about Generation Y, youth 
marketing, youth trends, dealership best practices, and effective research 
methodologies. 

• Scion Customer Service Manager- Carolyn Klemer (July 9) 
• Los Angeles Regional Customer Service Manager – Evan Nelson (July 

10) 
• Los Angeles District Service and Parts Manager – Charles Foreman (July 

10) 
• Long Range Market Planning – Barbara McEvilley and Lindsay Morgan 

(July 23) 
• Strategic Planning –Dawn Ziebarth and Peter Tso (July 19) 

 
Phase IV: Genchi Genbutsu: Visit Toyota Dealerships  
 Meet service managers and observe service drive lines, customer interactions, and the 

waiting room facility to better understand the dealer’s perspectives and practices in 
customer service. 

• South Bay Toyota (July 10) and Miller Toyota (July 17) 
 

Phase V: Quantitative Study – Surveys 
Conduct two surveys to identify strengths of aftermarket competitors, dealership 
website features, youth service knowledge, contact preferences, satisfaction factors, 
expectations, memorable experiences, and to validate research. 

• 123 INROADS interns at the National Leadership Development Institute 
(July 6) 

• 46 internal Toyota interns through SurveyMonkey (July 16) 
 
Phase VI: Qualitative Study - Focus Group 

Conduct focus groups studies/discussions to brainstorm incentives that will motivate 
Gen Y to understand the value of car maintenance and to validate possible methods to 
retain young customers, which include reward programs, waiting room diversions, 
and the internet. 
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• 12 management trainees (July 11 and July 23) 
• 18 Toyota interns and call center representatives (July 25) 

 
Phase VII: Recommendations and Report Preparation 

Synthesize data, compile key findings, discuss key findings, and finalize 
recommendations to draft a final presentation. (July 26 – August 1) 
 

Phase VIII: Final Report editing 
Practice presentation and fine-tune recommendations (August 2 – 8) 
 

Phase IX: Final Report Presentation 
Present findings (August 8, 9) 

 
Project Deliverables 
 
The project deliverables include:  

• A set of recommendations for Toyota to consider that would improve the dealer 
service experience for Generation Y as well as improve retention 

• High-level analysis of Gen Y’s service expectations and identification of key 
trends 

• Comparative analysis of strengths of dealership versus aftermarket to gain 
understanding how Gen Y chooses a service facility 

• A3 Summary of key findings and recommendations 
• Complementary presentation material, including posters and handouts on Gen Y 

Personas (five different profiles of Gen Y customers) and Fountain of Youth 
Vitamin Water Series, to help illustrate Gen Y’s diversity in personalities, 
influences, knowledge, desires, and need 
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Research Key Findings 
 
Quantitative Research and Key Findings 
 
Quantitative Surveys:  All respondents from the surveys are between ages 18 – 23.  They 
are college educated and geographically located all over United States.  Males and 
females are represented and there are no requirements prior to filling out the surveys.  
 
National Leadership Conference in Nashville, Tennessee 
On July 6, 2007, INROADS interns distributed surveys to understand strengths and 
preconceptions of aftermarket services and dealerships.  123 surveys were completed and 
the results reveled that 55% of respondents serviced their vehicle at an aftermarket 
facility because they considered them cheaper and more convenient.   Only 35% of 
respondents serviced their vehicle at a dealership because they believed they are more 
trustworthy and experienced.   
 
Gen Y Preconceptions of Dealerships 
When asked to describe a dealership in one word, 57% of responses were negative.  
Respondents felt that dealerships are to “pushy” when trying to sell more services.  A 
majority of the respondents said dealerships are too expensive and one even called them a 
“stealership.” Only 12% described dealerships as good and reliable.  Even before entering 
a dealership for a maintenance service, the majority of Gen Y customers have a negative 
preconception.   
 
Online SurveyMonkey (July 16, 2007)  
On July 16, 2007, INROADS interns distributed an online survey to Toyota interns and 
call center representatives in Torrance, CA.  The survey’s objective was to learn more 
about aftermarket strengths, dealership website features, youth service knowledge, 
preferred contact preferences, service expectations, and memorable service experiences.  
46 surveys were completed and the results revealed 47.8% of the respondents do not 
service their car at a dealership.   
 
Important Factors in Choosing a Service Facility  
Respondents said location (71.7%), experience (52.2%), trustworthy employees (34.8%) 
and convenience (28.3%) are the main reasons for choosing a service facility.  Contrary 
to the other survey, price was not considered most important in choosing a service facility.  
11% of respondents service their car when “dad tells me to,” revealing parents still 
influence young customers’ decisions.  Lastly, 41% of respondents believe that online 
menu prices of services are most important to have on a dealership website.   
 
Contact Preferences 
52% of respondents prefer to be contacted through email and 30% through cell phone.  
Direct mail, which dealerships rely heavily on, is not an effective way to reach Gen Y 
customers.   
 
Overall Facility Expectations 
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Respondents expect a clean, friendly environment with experienced employees they can 
trust.  Good communication and reasonable prices are their primary expectations for all 
service facilities.  In terms of customer service, Gen Y customers expect to be greeted 
with smiles along with a through explanation of the services.   
 
 
Qualitative Research and Key Findings 
 
Qualitative Focus Groups:  All respondents from the two focus groups are between ages 
18 – 25.  They are college educated and geographically located all over United States.  
Males and females are represented and there are no requirements prior to participating in 
the study.  
 
Management Trainee Focus Group (July 11 & 23) 
On July 11 and 23, 2007, INROADS interns conducted a focus group study with twelve 
Toyota Management Trainees.  Terry Banks facilitated and led a discussion about 
methods to retain young customers.  INROADS interns also participated in the open 
discussion.  
 
General Attitudes 
Based on call center experiences, respondents said there is a communication gap between 
Gen Y customers and dealerships because they lack maintenance experience/knowledge.  
One respondent specifically said and other agreed, “there are high expectations for 
Toyota products, customers expect their cars to last forever.”  Some also believed 
dealerships are not up-to-date with internet trends (i.e. online videos, blogs, etc).  Lastly, 
they reconfirmed the idea that they want Lexus’ V.I.P service treatment, but only receive 
mediocre treatment from dealerships because they are not the predominant car buying 
market.   

 
Suggestions/Recommendations 
Within the discussion, participants were interested in price menus, a real-time 
appointment system, divided service drive lines for appointments and non-appointments, 
and online learning modules.  The participants also brainstormed ideas about effective 
incentives that will attract Gen Y customers to the service drive line.  
 
Toyota Interns/Call Center Representative Focus Group (July 25) 
On July 25, 2007, INROADS interns conducted a focus group study with 18 Toyota 
intern/call center representatives.  The overall discussion was led by Terry Banks and 
smaller group discussions were led by INROADS interns.  The discussion focused on the 
following topics: the internet/dealership websites, communication, rewards programs, 
youth values, waiting room diversions, and methods to drive traffic.  
 
General Attitudes 
According to the participants, aftermarket strengths outweigh dealership strengths (2:1 
ratio).  Only 4 respondents service their vehicle at a dealership and believe dealership 
experiences differ every time.  The participants are looking for a convenient service 
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facility they can trust by building a relationship.  In addition, they would go to 
aftermarket facilities for repairs and scheduled maintenances, but not for technical 
problems.   
 
 
Internet/Dealership Websites 
Participants discussed the design of websites and concluded that worthy ones are easy to 
navigate.  Based on their knowledge of dealership websites, they wanted to implement 
new features onto dealership websites and improve current features.  For example, 
participants wanted to see a real-time online appointment system with access to view the 
technician’s and ASM’s availability for more convenience and to build stronger 
relationships.  Other features that came up were standardized online menu prices to allow 
for easy comparison shipping, a self-diagnosis system like WebMD to test or check for 
problems, a virtual tour to see a facility before going, and coupons that add value to their 
pocket.  Overall, participants wanted to see more online personalization about their car, 
not just about new cars.  
 
Referral / Rewards Program 
The focus group study participants wanted a very simple, straight forward rewards 
program that was member-exclusive and have appealing incentives.  They said rewards 
should not pertain to dealerships because they enjoy coupons and gift cards for other 
stores, events, and movies.  Participants were also open to refer friends to earn point and 
wanted priority treatment.  With more events that are member-exclusive, more customers 
would want to join and participate in the rewards program.   
 
Youth Values - Education 
Participants want to be educated about the maintenance requirements of their vehicle at 
the point of sale.  They want to be communicated in a ‘language’ they can understand 
with an ASM they are comfortable with.  For every dealership visit, it is a different 
experience but they want it standardized like Wal-Mart, Best Buy, and Jiffy Lube.  They 
want to learn tips to avoid typical vehicle problems without having to sit through a 
tutorial.  Learning more about their vehicles will instill the idea that their car is extremely 
valuable.  Social networks and online trends should be utilized to get the attention of Gen 
Y customers (i.e. YouTube and Facebook).  
 
Driving Traffic  
When asked to brainstorm methods to drive traffic to the dealer, social events were 
popular and seemed to be the most effective method in getting Gen Y customers to 
dealerships.  Regarding contact methods, emails were most popular and personalizing 
them would be even more effective.  Some were also interested in personalized phone 
calls for reminders, upcoming events, and specials.  Direct mail is no longer an effective 
approach to contact Gen Y customers.  Lastly, partaking in social networks like school 
campuses, MySpace, and Facebook are effective approaches to attract and get the 
attention of Gen Y customers.  
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Recommendations 
 
Dealership Website: Online Appointment System 
 
Current Situation  
Dealerships currently experience low online appointment traffic.  For example, Miller 
Toyota and South Bay Toyota rely heavily on drop-in services and phone appointments.  
Phone appointments congest service drive lines because ASM’s are busy on the phone, 
instead of focusing their time on greeting and writing up RO’s for customers.  The 
current online appointment system has slow turn-around time and is not always integrated 
into DMS (Dealer Management System).  In essence, Gen Y customers want instant 
gratification and the current online appointment system fails to meet that expectation.1  
 
While all consumers are more likely to schedule an appointment, those under 55 prefer to 
“drop-in” for service more often.2  To further look into this research, we discussed online 
appointment systems within our focus group studies.  We discovered our participants 
prefer making appointments if it was simple, efficient, and more convenient; contrasting 
the current system dealerships are operating on now.3  With appointments, they expect 
their service turnaround time to be faster.   
 
Recommendation 
We recommend dealerships use a real-time online appointment system.  The real-
time online appointment system allows customers to select a specific time to drop off 
their vehicle without speaking to an assistant on the phone.  More advanced real-time 
online appointment systems allow customers to choose their maintenance services with 
prices listed for each individual service or packages.  After submitting an appointment 
request, customers receive an instant confirmation number with full details of their 
acquisition, satisfying the desire of instant gratification.   
 
Research or Look into the Following: 

• XTime 
• E Scheduling  
• TimeHighway 
• Saturn’s Current real-time online appointment system  

  
Benefits 
The real-time online appointment system is convenient for both customer and dealership.  
Customer satisfaction will improve because customers have access to a variety of 
different dates and times to suit their busy schedules.  They can also shop for services 
24/7 without having to speak with an ASM during business hours.  Furthermore, 
dealerships can better schedule their day with customers gradually coming in, instead of 
morning bottlenecks seen in our dealership visits. Phone appointments will be reduced, 
which allows ASMs to allocate their time and efforts in greeting and writing customer 
                                                
1 Trend Scape. Focus Group Studies (July 11, 23, 25) 
2 MSI International Scion Service Expectations Report– Wave II (2006) 
3 Focus Group Studies (July 11, 23, 25) 
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ROs.  Bottom-line, there will be an increase in appointments made and an electronic 
relationship will be built.   
 
 
 Current Online Appointment System: 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Recommended Real-Time online Appointment System: 
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Dealership Website: Menu Pricing  
 
Current Situation 
Most Toyota dealerships do not offer or post online menu prices for services on their 
website.  Thus, customers enter the service drive unaware of service prices and accept the 
ASM’s price quote.  Customers often resort to negotiations with aggressive ASM’s. For 
customers facing ASM’s who are organized into commission-based lateral teams, ASM’s 
are aggressive and less willing to negotiate prices.  Without set prices, customers never 
know that they’re being ripped off – this ultimately builds their distrust in dealerships.  
This sense of distrust and inability to comparison shop are major inconveniences to 
potential customers and make them less willing to consider dealerships.4  Bottom-line, 
prices need to be transparent.  
 
Recommendation 
We recommend dealerships create Standardized Pricing per vehicle model and/or 
post an Online Menu Pure Pricing guide on their website.  Guides can be specific to 4 
cylinder vehicle, v6 engines, trucks, or any other groups for standardization. Standardized 
pricing per vehicle will give customers a sense of personalization and equal treatment.  
At the end of the day, Gen Y customers simply want fair prices without the feeling of 
being deceived.5   
 
Features to Look Into: 

• Drop down boxes for selecting vehicle, oil, and filter 
• Methods to display transparent prices with the ability to choose different oils and 

filters WITHOUT saying “prices may vary”  
 
Benefits 
Customers are satisfied when service prices are transparent because they do not want to 
be concerned about being cheated.6  The online menus will also allow for comparison 
shopping with aftermarket facilities via internet.  Ultimately, this no-haggling and 
negotiation-free shopping experience will save customers’ time.  ASM’s can focus on 
customer service and writing RO’s instead of worrying about prices or negotiating.  
 
 
 
 
 
 
 
 
 
 
 

                                                
4 Focus Group Studies (July 11, 23, 25) 
5 Focus Group Studies (July 11, 23, 25) 
6 Focus Group Studies (July 11, 23, 25) 



 14 

 
Personalized Service Price Menu for Specific Vehicles:7 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Pricing Guide: 
*Below is a transparent coupon advertisement  
 
 
 
 
 
 
 
 
 
 
 

                                                
7 http://eurocarssa.dealer.peugeot.com.au/services.php 
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Dealership Website: Online Service Coupons 
 
Current Situation  
Only a few Toyota dealerships post service coupons onto their website.  For the ones that 
do, they do not appeal to Gen Y customers and are seen as a gimmick.8  
 
Customers prefer a standard low price over coupons.9  To further look into this, we asked 
our focus group participants why they dislike coupons.  They responded with outrage 
saying they love using coupons.  In particular, they only like coupons that actually add 
value to their pocket, not the ones that look like gimmicks.   
 
Recommendation 
We recommend dealership constantly post online service coupons that have “value” 
on their website.  Coupons that have ‘value’ include a definite DOLLAR VALUE of the 
given discount, a known DOLLAR VALUE for the final price of the service, and a clear 
offer that exactly states what services the customer is going to receive.   
 
Strategies: 

• Post service coupons where customers search for deals 
o http://spoofee.com  
o http://bensbargains.net/ 
o http://www.slickdeals.net/ 

• Post coupons on popular networking websites 
o www.Facebook.com 
o www.Myspace.com 
o www.Yelp.com 

 
Benefits 
Customers are willing to travel farther with a valuable coupon.10  Valuable coupons also 
gain the attention of new customers and help regain business from former customers.11  
Appealing coupons will ultimately drive in more traffic for service maintenances because 
of the incentive to save more money.  
 
Note:  The recommendations for menu pure pricings and service coupons share 
underlying value of transparent prices.  
 
 
 
 
                                                
8 Focus Group Studies (July 11, 23, 25) 
9 MSI International Scion Service Expectations Report– Wave II (2006) 
10 “Benefits of Coupons.”  www.bellinghambizeview.com. 
7/26/07.http://www.bellinghambizeview.com/article/view/103. 
Focus Group Studies (July 11, 23, 25) 
11 “Benefits of Coupons.”  www.bellinghambizeview.com.  
7/26/07.http://www.bellinghambizeview.com/article/view/103. 
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Coupons that DO NOT Have Value:12 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Coupons that HAVE Value:13 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                
12 http://www.claremonttoyota.com/images/coupon_010506ft.jpg.    http://www.wctoyota.com/Specials-
Service.aspx 
13 http://pensketoyota.com/Specials-Service.aspx 
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Dealership Website: Virtual Tour of Dealership  
 
Current Situation  
Few dealership websites display photos of their facilities.14 Photos that are displayed are 
simple and do not reveal interior or waiting areas to viewers. Gen Y customers already 
have negative preconceptions of waiting rooms, employees, and experiences.15  Negative 
preconceptions restrain customers from servicing their vehicle at dealerships. In addition, 
dealership websites are not up-to-date with new technological features.  Gen Y and Gen 
Z are technologically savvy and are constantly looking for products, services, and 
experiences that entertain them.16 Respondents of the focus groups were interested and 
attracted to Scion’s online interactive games features.  
 
Recommendation 
We recommend dealerships create an interactive virtual tour of their dealership 
facility.  Similar to Longo Toyota’s 360° video feature, the virtual tour allows the 
customer to view the entire dealership facility.  Like a game, the customer has the 
capability to control the movement of the camera.  To be more interactive, there is an 
option to click on certain items such as computer screens, magazine stands, and 
televisions to see what application, magazines, or television shows are offered.   
 
Gen Y is the Entertainment Society17 

o Look into what amuses Gen Y 
o Follow new online trends 

 
Benefits 
The interactive virtual tour will help dealerships emphasize key features (i.e. show room, 
waiting room, etc).  When customers know what to expect or what is offered at a 
dealership, he or she can plan accordingly to minimize their waiting time.  This feature 
will also help alleviate the stigma towards dealerships because instead of just listening to 
rumors, customers can actually observe it themselves.  The interactive virtual tour will 
ultimately keep Gen Y customers entertained and interested in browsing the entire 
website.  Overall, the virtual tour can instill a positive impression of the dealership 
atmosphere and encourage Gen Y customers to go in for a entertaining and comfortable 
service experience. 
 
 
 
 
 
 

                                                
14 After randomly selecting thirty dealership websites, only nine of them had photos of their facility.   
15 National Leadership Development Institute Survey.  Focus Group Studies Focus Group Studies (July 11, 
23, 25) 
16 Trend Scape 
17 Trend Scape 



 18 

 
 
 
Simple Dealership Pictures: 

 
 
 
 
 
Virtual Tour: 
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Dealership Website: Online Video Tips  
 
Current Situation and Key Finding 
Particular Gen Y segments (e.g. daddy’s girl) lack knowledge and experience in vehicle 
maintenances and certain used/older car owners have no motivation to service their 
vehicle because they do not see a value in it.18  Scheduled maintenance guides online and 
vehicle manuals have suggested many procedures. 
 
Gen Y customers want to learn tips to avoid typical vehicle problems without having to 
sit through a tutorial.19  Learning more about their vehicles will help instill the idea that 
their car is extremely valuable and regular vehicle maintenances are important.20  In 
addition, customers never see their vehicle after handing off their keys to ASM’s and do 
not know what was done under their hood.  ASM’s often do not fully explain the service 
maintenance to customers.21 
 
Recommendation 
We recommend that dealerships include weekly video tips on their website.  
Currently, 100 million videos are viewed daily YouTube’s viral videos.  Many other sites 
such as Google (who now owns YouTube), MSN, MySpace, and Facebook are now using 
videos to increase their internet activity.  With a video system dealership websites, 
technicians can teach customers tips in preserving their car.  Technicians can also show 
before and after video clips to show customers the importance of regular vehicle 
maintenances (i.e. oil sludge, worn-out belts, etc.).  Best practices include having at least 
three categories: general car tips, specific car tips, and customer videos.   
 
Additional Video Advantages 

• Linking videos with online service explanations 
• Linking videos to email follow-ups for better illustration of the work completed 

 
Existing Company Using Video Tips  

• News2 currently has a “Monday morning mechanic,” where a mechanic teaches 
the viewer easy things you can do to keep your car running smoothly and safety 

• Longo Toyota’s 360° tour 
 
Benefits 
With online videos, dealership website traffic will increase dramatically.  Dealerships 
will be utilizing the least trend for online videos and Gen Y customers are always 
watching them.  With specific car tips, customers will feel a sense of personalization and 
will fully understand the importance of vehicle maintenances.  Dealerships also have the 
opportunity to illustrate the benefits and importance of using genuine Toyota parts, 
instead of aftermarket parts.  
 

                                                
18 Focus Group Studies (July 11, 23, 25) 
19 Focus Group Studies (July 11, 23, 25) 
20 Focus Group Studies (July 11, 23, 25) 
21 Dealership Visit: Service Manager, Miller Toyota 
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Examples of Video Tips: 
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Communication Methods and Marketing: E-Mail Personalization 
 
Current Situation 
E-mail is the most convenient and preferred contact method for Gen Y. According to the 
online survey, 52% of respondents prefer to be contacted through email.  Within the 
focus group studies, respondents also said they wanted personalized messages.  
Customers often have multiple emails and one in particular is for spam or junk mail.  To 
avoid the spam or junk mail, dealerships need to find the best way to reach customers. To 
accommodate Gen Y’s diverse needs, personalization and e-mail are key. 
 
Recommendations 
Customized E-mails: Dealerships have an e-mail system where customers can 
choose which type of information they wish to receive and personalize these 
messages.  Customers have the option to select which of the following they wish to 
receive: dealership news, coupons/promotions/specials, car tips, upcoming events.  
 
E-Newsletter: Dealerships can follow Scion’s E-Newsletter as a model for e-mails. 
Customers can choose to receive the information they want to read in one e-mail. When 
customers receive what they want to read, it is unlike they will use their junk/spam email 
address.  
 
Follow-up: Service explanations and follow-ups can be administered via e-mail so 
customers have electronic copies and a better understanding of the work done to 
their vehicle.  
 
Benefits 
E-mails will be relevant to each customer so they will not be deleted and it will help 
establish a one-to-one contact between customer and dealer, which provides a 
personalized customer experience.  All information the customer wishes to receive can be 
sent in one e-mail and can be referred to at a later time.  With updates in specials and 
events, Gen Y customers are more likely to visit the dealership and becoming loyal.  
 
Best Practices 
Customized E-mails 

• Offer a variety of options 
• Dealerships must honor the customer’s choice and preferences 
• Review current personalized e-mail practices 

o Yahoo (Example below)  
 
Dealer E-Newsletter 

• E-Newsletter must be interesting and appealing to Gen Y customers 
• Monthly/ bi-monthly  
• Only sent to customers who wish to receive the E-Newsletter 
• All information in one E-mail 

o Upcoming service promotions & discounts 
o Upcoming dealer events/recap of past events  
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o Coupons 
o Service article: short article on the importance of performing a particular service 

at the dealer 
• Review Scion’s and Longo Toyota’s current E-newsletter 
 

Service Explanation & Follow-Up 
• ASM or appointed individual E-mails description and explanation on all services 

performed  
o Can link videos for better illustration 

• Customers will be well-informed about the services and will have a better 
customer service experience, increasing their chances of returning to the 
dealership for service 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

E-Newsletter Example 
 

 

Customized Example 
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Communication Methods and Marketing: Service Forum & Facebook 
 
Current Situation 
Word of mouth is valued 1.5 times more today than it was in the 1970s and is growing as 
a chief means by which Americans learn about products and services.22  Word of mouth 
is also growing via internet.  For example, successful websites like www.yelp.com allows 
users to rate, recommendation, and provide feedback for restaurants, events, local 
services, shopping, and the list never ends.   
 
Social networks are a growing trend, especially online networks (e.g. Facebook.com and 
Mypsace.com).  Currently, Toyota dealerships have not tapped into popular social 
networking websites.  To effectively reach Gen Y, businesses should employ grassroots 
marketing and go where Gen Y is heading.23 
 
Recommendation 
We recommend dealerships develop service forums & Facebook groups/pages to 
generate word of mouth about services.  With Facebook, dealerships can create a page 
where users who join its network can access special downloads, news, videos, pictures, 
discussion boards, and other features.  
 
Note: A Facebook page will have highest impact for Toyota and Scion 
 
Companies currently using Facebook 

• Victoria’s Secret uses Facebook as a grassroots event marketing tool.  Special 
features include free downloads of icons and wall paper. 

• Ernest and Young utilizes Facebook as a recruiting tool.  Special features include 
forums, career tips, polls, video clips, press center.  

 
Consider adding an application that fits Scion’s objective 

• For information on creating an application:  http://developers.facebook.com/ 
• Suggested ideas: 

o Build My Own Scion- a feature that allows users to accessorize a Scion 
car and showcase it on their profile 

 
Benefits 
A Facebook page will help create a community of service enthusiasts and develop a 
closer customer to dealer relationship.  Dealerships, Toyota, or Scion can view blogs and 
forms to see what Gen Y customers want.  If customers have the opportunity to rate or 
provide feedback about a mediocre service experience, dealerships can read and improve 
the service experience.  With a Facebook page, the newest marketing and communication 
technique will be utilized and giving dealerships, Toyota, Scion, and Lexus a better 
opportunity for more exposure.  
 
 
                                                
22 Trend Scape 
23 Focus Group Studies (July 11, 23, 25) 
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Facebook Page Example: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Victoria’s Secret Page: 
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Communication Methods and Marketing: Service Booths 
 
Current Situation 
Frequently, companies and businesses go to college campuses to sell or promote sales of 
their merchandise.  There is no current marketing on college campuses for services.  Also, 
dealerships are not marketing or targeting the Gen Y demographic directly at schools. 
 
Recommendation 
We recommend dealerships have a service booth placed on college campuses to help 
spread the word about servicing their vehicles at dealers.  Like the Geek Squad from 
BestBuys, the Service Squad can teach Gen Y the importance of vehicle maintenances.  
The Service Squad can offer lots of giveaways, discounts, coupons, and make serving a 
vehicle fun.  Service Squad members can better communicate with younger car owners 
and act as service enthusiasts. 
 
Suggestions 

• A service booth itself on a college campus might not hold up by itself  
o Leveraging current events with the service booth 

 Dealership events 
 School events 
 Large scale Toyota/Scion events 

o Relating the service booth with accessories sales 
 Scion accessories 

o Putting a spin to make the booth approachable and exciting 
 Party 

Best Practices 
• Timing should be close to an upcoming event or service promotion/special 
• Location: highly-trafficked location  
• Young and casually dressed service squad so students can relate to and accept 

their recommendations 
 

Benefits 
The Service Squad will effectively promote dealer services and events by communicating 
with target demographic directly. Existing customers will be reminded to go to the 
dealership for service and potential service customers will have incentives to go.  Dealers 
can compete with aftermarket locations who often expose the negatives of servicing at 
dealer. It wills ultimately increase dealer visibility and better reach the target 
demographic.   
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Loyalty Rewards Program 
 
Current Situation 
Current rewards programs are not widely used and therefore do not build value for Gen Y.  
Besides a few dealerships using ineffective rewards programs, dealerships are not 
offering incentives to return to their service facilities.  The current dealership rewards 
programs are locally managed, inconsistent and non-standardized, and customers fail to 
take interest and remain loyal to a particular dealership.  More specifically, Gen Y 
customers are not offered rewards that appeal to them such as music, movies, or concert 
tickets to favorite bands. Dealerships need to provide more incentives and the value 
added to overcome strengths of aftermarket facilities.   
 
Recommendations  
We recommend Toyota adopt a Gen Y specific loyalty program centered on their 
values.  The program would incorporate a point based system designed on rewarding 
loyal customers who services their vehicles at Toyota dealerships. With no fine print, fees, 
or hidden obligations, enrollment into the loyalty program would be a seamless 
membership process. Once a member is enrolled they could simply begin earning and 
spending points immediately at any Toyota dealership.  
 
In order to accumulate points the system structure would be designed to reward 
customers who maintain their vehicles according to scheduled maintenance standards 
while engaging in activities of an ideal Toyota/Scion Owner.  Methods to earn points 
include: scheduling online appointments, completing surveys, buying parts, regularly 
servicing a vehicle, referring friends and family, etc.  Rewarding customers for only 
service maintenances would prevent customers from using the rewards program.  It 
should be easy for customers to accumulate points   
 
Rewards should include: service & maintenance specials, gas & gift cards, merchandise 
rewards, movies, sports & concert tickets, free music downloads, and exclusive member 
events.   
 
Note: Gen Y customers do not want rewards that can be only used at dealerships.24 
 
Benefits 
The rewards program will help create a stronger relationship with customers.  Programs 
can be tailored to each dealership’s market needs and personalized towards customer 
needs.  Dealers can track customer behaviors build a stronger community through events.  
The rewards programs will a good incentive for customers to return to the dealerships to 
service their vehicle, fill out surveys, make appointments, purchase new vehicles, refer 
friends, and just overall become a loyal customer. 
 
Initial Steps 

• Research current rewards programs 
o Lexus’s Credit Card 

                                                
24 Focus Group Studies (July 11, 23, 25) 
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o Toyota’s Credit Card 
o Current dealerships using rewards programs 

 
 
 
Examples of effective rewards that will appeal to Gen Y: 
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Communication Methods and Marketing: Events 
 
Current Situation 
Current dealership events are not appealing to Gen Y customers.  The current new 
owner’s event, for example, does not attract Gen Y car owners because it exudes 
formality, from the formal dinner to the event agenda.     
 
Recommendation: Yearly Dealer Events 
We recommend dealerships host an annual event with a different service theme.  To 
build hype, there should be incentives to attend and perhaps collaboration between 
dealers.  For a successful event targets Gen Y customers, music, free food, and lots of 
giveaways should be present.  A celebrity who is related to the industry or is appealing to 
Gen Y should also attend to bring in more customers (i.e. Tony Hawk & Cameron Diaz, 
who drives a Prius).   
 
Benefits 
The large-scale events will increase exposure in community about dealerships.  It will 
help create loyal customers and build a personal relationship with dealerships.   Events 
will ultimately make dealerships more approachable and any negative preconceptions 
will be alleviated.   
 
Recommendation: Smaller Dealer Events 
We recommend dealerships hold smaller dealer events to showcase different service 
areas. Events should be held often and should include: food, music, service department 
tours, service demonstrations, service do’s and don’ts, etc.  Example of smaller events 
include video game days, spa days, and Monday night football days where customers can 
bring in their car to service and socialize with fellow customers.   
 
Benefits 
Smaller dealer events are easier to organize and easier to accommodate service 
department tours.  Gen Y customers will have more opportunities to attend where they 
can build a one-on-one interaction with dealership staff and dealership in general.  
Personalization is important for Gen Y customers and smaller events will help develop 
closer relationships and customer loyalty.  
 
Initial Steps 

• Look into Scion’s current/past events 
• Explore successful events help by dealerships 
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Examples of current events: 
 
 
 
 
 
 
 
 
 
 
 
 
 
Examples of events that appeal to Gen Y: 
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 Summary of Recommendations 
 
Personalization 

• Real-time Appointment system 
• Personalized E-mail 
• Menu Pure Pricing 

 
Communication Gap 

• Service Forum & Facebook 
• College Campus Booth 
• Events 
• Menu Pure Pricing 
• Service Coupons 

 
Up-to-Date Technology 

• Virtual Tour of Dealership 
• Weekly Car Tips 
• Service Forum & Facebook 

 
Social Network 

• Loyalty Rewards Program 
• College Campus Booth 
• Events 
• Service Forum & Facebook 
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Next Steps 
 
Top Recommendations 
 
Personalized E-Mails 

• Confirm that Gen Y prefers and will actually read personalized e-mails 
• Find models of existing personalized e-mail (i.e. Scion’s E-Newsletter) 
• Research effectiveness of existing services 
• Develop techniques to help dealerships obtain legitimate customer e-mail 

addresses 
 
Menu Pure Pricing 

• Review Scion’s current research in menu pricing 
 
Service Coupons 

• Analyze current success and usage of service coupons 
• Research and conduct surveys to see what else customers want on their coupons 

• What else adds value? 
 
Recommendations to Further Research 
 
Real-Time Online Appointment System 

• Conduct studies to ensure customers will use it 
• Research Saturn’s current real-time online appointment system 
• Look into a few vendors and check for success  

• Xtime 
• Eschdueling 
• Timehighway 
 

Loyalty Program 
• Review current dealership loyalty programs 
• Conduct surveys to effective choose incentives directly targeted for Gen Y 

 
Events 

• Consider Scion events and analyze successful marketing events 
• Test small scale Gen Y targeted events and examine for success 

 
College Booths 

• Leverage current events and utilize booths to ensure success 
• Pilot within a few colleges/universities  
• Determine successful techniques and practices to get the attention of college 

students  
• Accessories booth with show cars 
• Demonstrations with appealing incentives? 
• Contest with appealing prizes? 

• Young members running booth 
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Recommendations for Future Consideration 
 
Online Weekly Tips 

• Find existing companies using online viral videos to promote or sell services 
o News2 – Monday Morning Mechanic  

• Pilot and evaluate success 
 

Virtual Tour 
• Review Longo Toyota’s 360° tour and evaluate for effectiveness and number of 

views per day 
 
Top Recommendations for Scion 
 
Service Forum & Facebook  

• Determine Scion’s objective and target audience 
• View existing companies with sponsor pages on Facebook and observe how they 

utilize various functionalities on Facebook 
o Victoria’s Secret uses Facebook as a grassroots event marketing tool. 

Special features include free downloads of icons and wall paper.  
o Ernest and Young utilizes Facebook as a recruiting tool.  Special features 

include forums, career tips, polls, video clips, press center.  
• Consider adding an application that fits Scion’s objective 

o For information on creating an application, 
http://developers.facebook.com/ 

o Suggested ideas: 
 Build My Own Scion- a feature that allows users to accessorize a 

Scion car and showcase it on their profile 
• Toyota can monitor the development of Facebook marketing by Scion for future 

consideration 
 
Conclusion 
 
Generation Y represents future Toyota owners. To successfully attract this market, 
Toyota must understand the characteristics and needs of Gen Y as well as the changes 
that are constantly shaping their lifestyles. Dealerships can effectively reach this 
demographic by improving dealer website features and utilizing technological 
communication methods. Service booths at college campuses and dealer events are also 
creative ways to appeal to Gen Y. Lastly, to retain young customers, a loyalty rewards 
program would instill incentives for them to maintain a relationship with their dealership. 
The recommendations included in this document are intended to enhance the service 
experience for Gen Y while capturing and retaining this customer base for Toyota. As 
new trends continue to change the way Gen Y behaves, Toyota should stay open-minded 
about the needs of their Gen Y customers and continue to exceed customers’ expectations 
through innovative means.  
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Appendix I: Letter of Engagement to INROADS 
 

July 3, 2007 
Toyota Motor Sales, USA, Inc. 
19001 South Western Ave 
Torrance, C.A. 90501 

 
Dear Diane, 
 

Every year, the summer INROADS interns at Toyota work on a Kaizen 
(Continuous Improvement) project to improve an element of Toyota. This year, Jane 
Beseda, Group Vice President of Toyota Customer Service, challenged us with an 
exciting project for the interns to discover how Toyota dealerships can improve the 
service experience for youths.  The INROADS team is currently researching the youths’ 
perceptions of dealerships and their service expectations.  

 
 National LDI presents us with a unique opportunity to enhance our current 

research.  Because INROADS interns represent a diverse cross section of the US youth 
market, their perspectives will be valuable to our current research.  Attached is a short 
survey that we would like to conduct at LDI.  This survey will help us identify areas to 
investigate and provide valuable feedback on our topic.  This research will serve as a 
starting point for the next phase of our project and our findings will be incorporated into 
our final report.  

 
Toyota has offered us a challenging and rewarding project.  As INROADS interns, 

we would like to utilize all our resources and opportunities to produce the best work that 
we can.  We would appreciate the opportunity to conduct the attached survey at National 
LDI. Thank you! 

 
 

Best regards, 
 
Toyota INROADS interns: 
Randy Baltodano 
Calvin Chau 
Dave Chen 
Chrystal Gaither 
Kimberly Kan 
Jimmy Lau 
Nallely Nunez 
Jesus Pereda 
Candice Wang 
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Appendix II: Nashville LDI Survey 
 
Exhibit A: Questionnaire 

Automobile Service Survey 
 
Name (optional):  
 

1) Where are you from (school & hometown)? 
 
2) What type of vehicle do you drive? 
 
3) Where do you take your car for a service?  

 
o Dealer 
o Other (specify) ________________________ 

 
WHY? 

 
4) If you had to describe a dealership service experience in one word, what would it 

be?_____________________.  
 
WHY? 
 

5) How long should it take to have your vehicle serviced?_____________ 

6) What is important to you while waiting for your car to be serviced? Check all that 

apply. 

o Reading Materials 
o Television 
o Snacks 
o Refreshments 
o Comfortable waiting area 
o Internet Access 
o Work Station/desk 
o Quiet area w/ no TV 
o Shuttle 

 

It would be cool to also have: ___________________________________________ 
 

7) What is your best or/and worst story about taking your car in for a service? (use 
back of page if necessary)
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Exhibit B: Results 

Vehicle Make 
 
            

Acura 1            
BMW 2            
Buick 1            
Cadillac 2            
Chevy 11            
Chrysler 1            
Datsun 1            
Dodge 5            
Ford 6            
Honda 17            
Hyundai 5            
Infiniti 1            
Kia 2            
Lexus 1            
Mazda 8            
Mercury 1            
Mitsubishi 2            
Nissan 17            
No Car 16            
Other 1            
Pontiac 1            
Porsche 1            
Saturn 1            
Subaru 1            
Suzuki 1            
Toyota 13            
Volkswagen 2            
Volvo 2            
             
             

At the Dealership  
 
       

Warranty 10        
Trustworthy/Higher 
Quality 9        
Experienced 12        
Price 3        
Convenience 6        
Service 2        
Other 8        
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Aftermarket  
Cheaper 42  
Less Wait Time 2  
Convenience/Location 8  
Trusted 11  
Good Service 4  
Other 12  
   
None 13  
   
   
   
   
   
   
   
   

 

  
DEALERSHIP SERVICE IN ONE WORD      

      
EXPENSIVE 13     
PUSHY + PERSUASIVE 14     
HASSLE + BAD 21     
RELIABLE + GOOD 19     
NONE PROVIDED 34     
OTHER- STRANGE/DISTURBING/BORING 22     
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Amenities 

Television 77 
 
         

Snacks 74         
Refreshments 76         
Internet Access 41         
Comfortable Waiting 89         
Work Station Desk 13         
Reading Material 60         
Shuttle 33         
Quiet 7         
Games 1         
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Appendix III: Survey Monkey 
 
Exhibit A: Questionnaire and Results 
 

 



 x 

 



 xi 

 



 xii 



 xiii 

  
 
Exhibit B: Comments for Open-Ended Questions 
 
Question 1 
Thinking about your MOST RECENT service visit for your VEHICLE, was this service done 
at a dealership, other type of repair facility (such as Quick Lube, Midas, Gas Station…), or 
did you do the service yourself? 
  
Other type of repair facility (please specify)   
jiffy lube 
Vehicle Services 
independent repair shop 
independent 
Sullivan Tire 
Jiffy Lube 
Headquarters service garage 
hometown mechanic 
Myself 
jiffy lube 
Firestone 
 
Question 2 
Why did you choose the facility you used for your most recent service visit?   Please 
select your top 3. 
  
Other (please specify)   
Parents go there 
I do it my self. 
see #1 
Expertise 
Car is owned by Toyota so brought to their facility 
I can do it 
Don't trust mechanics w/ my car. 
Specialized knowledge of problem 
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Question 3 
In your opinion, please rate on a scale which is MOST important to have on a dealership 
website to which is LEAST important to have on a dealership website? 

Anything else you would like to see? (please specify)   
Estimated Duration of Service 
services available 
Pictures or videos of the dealership waiting and service areas 
not ripping off girls bc they think we don't know anything!!! 
Estimated service time 
testimonials 
NO 
Great, friendly service 
any extra charges that may be applied that are not directly listed under price of 
service 

 
Question 4 
How do you know when it is time to service your vehicle? 
Other (please specify)   
Dad tells me 
dad says so 
My dad tell's me 
noises or on oil chg sticker 
My Ucle tells me 
When my father tells me. 

 
Question 7 
Based on the what you paid for your MOST RECENT vehicle service, do you feel you paid 
a fair price for the value you received?   
 
Please Explain...   
i use synthetic oil and it is more expensive but i know it is better for my 
vehicle and i dont need changes as often. 
Did it myself 
I feel they did a good job when servicing my vehicle, my money was well 
spent. 
For a 10 min oil change it's to much.  Inspections and everything is to much.  
A car is an expensive endeavor. 
I haven't paid for anything thats been done to my vehicle because I did it all 
myself.  People pay technicians and dealers to know what they need 
because they don't.  Despite the pricey complaints made by customers at 
times, they will value the service when their vehicle remains reliable and 
dependable even after their warranty is done. 
N/A the service was for a complimentary oil change 
My glove compartment was no longer functioning. I took it to the nearest 
dealership because I did not want forcefully pry it open. The dealership 
charged me $50 just to unscrew the screws! An additional $24 was required 
if I wanted to order a new glove compartment latch handle...and to have it 
replaced I would probably be charged additional labor costs. In addition, I 
would have to come back a few days later because the part has not arrived. 
It was under warranty. 
$25 for an oil change and tire rotation 
NICE 
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I have a card for oil changes for life from the dealerships 
It was a little pricey but it was a Lexus. 
However, I think that there should be more explanation of what was 
performed. 
Expensive, but premium work done. 
It was free. 
I had a coupon for a free oil change and inspection. 
Regular service visits are far too expensive, and the dealership can (and 
does) easily take advantage of customers for regular check up service. 
Yes, because I serviced myself 
I had to go to a Jiffy Lube in LA since I'm not from around here and couldn't 
go to my dealership at home.  They weren't as nice and didn't really explain 
what they were doing or why it cost what it did 
Used coupon. Otherwise, service would have been extremely expensive 
My mom pays so I dont know the pricing 
n/a 

 
Question 8 
What would you like to see at a service facility?   
 

1 Snacks 
2 Smiles 
3 FRIENDLY, CLEAN ENVIROMENT 
4 cleanliness 
5 Fast Service 
6 Honest and trustworthy people.  There are a lot of people out there in the service industry that scam and cheat 

there way during business. 
7 Faster response to incoming customers, less time getting vehicle service started when technicians are visibly 

not working. 
8 Shuttles back home, so you don't have to wait for your car to be repaired or catch a ride.  Loner cars if your car 

is still under warranty. 
9 Clear explanations of work AND why the customer needs it. 
10 

Better lounge areas for customers who have to wait inside while car is being serviced. 

11 N/A 
12 

Some sort of service speacial. more of a combonation of services in the same vist. also some where that 
would send reminders via text messages would be nice. 

13 Tell me the price upfront, or an estimate of the price. Price range. 
14 Free loaner car 
15 cleanliness, magazines, water to drink, music, seats to sit. 
16 Speedier service 
17 Some Dealerships have popcorn dispensers while you wait. Shuttle services should be mandatory at 

Dealerships. 
18 

What kind of question is that? I would like to see polar bears if I could. I've never seen polar bears before. 

19 N/A 
20 Discounts for multiple jobs, quick service 
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21 Prompt service 
22 Candy 
23 Fair prices, friendly workers 
24 I would like to see more set up like a lexus  service facility. 
25 

Clean places to sit 

26 
Seriously they need to stop ripping off my family by doing all these extra repairs without first asking permission 
or clearly explaining what the need is. I'm not a car expert but I know that when obscure charges appear after I 
take my car in for a tire rotation and oil change, something is up, and I would have rather been consulted 
before having them do the work expecting me to be okay with paying for all of it! 

27 More Comfortable seating, better food 
28 N/A 
29 Plenty of courtesy vehicles. 
30 

Anything to pass the time such as gaming systems, computer stations, etc.  I prefer to have a window into the 
garage so that I can see what they are doing to my car. 

31 a survey 
32 

Its good the way it is. 

33 
I wish it was a bit faster. 

34 Better waiting rooms for short (1-2 hours) services. 
35 Quality in work and customer service. 
36 Better pricing and quicker service.  Also, better tasting coffee. 
37 Honesty. 
38 Quality people, trustworthry 
39 Friendly people who understand that most customers have no idea what's in their car and why it needs to be 

serviced. 
40 Friendly helpful people. 
41 Prices and services clearly visible 
42 Free food and drinks 
43 

Low cost car rental service for people dropping off their vehicles. This will even serve as a selling point for 
dealers where people get to test drive newer versions of cars at lower cost. This will ensure brand loyalty 

44 Experienced technicians. 
45 Fun things to do while you wait. 
46 

Professionalism, friendly customer care, efficiency in service, and reasonable pricing. 
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Question 9 
Based on your MOST memorable vehicle maintenance service, what did they do to exceed 
your expectations, or how did they not exceed them? 
 

1 I do my own maintenance. 
2 They followed up with me on the phone to tell me the progress of my ordered part/service. 
3 

WAS ABLE TO MAKE ARRANGEMENTS TO MEET AFTER HOURS, VVERY CONVIENENT. 

4 explain, offer fair price, seem concerned 
5 

After I told them I had a short time to take my car in (rotate tires) they took 1 hr and took a break in between 
their work. &quot;They had to take a break&quot; and no one else work on my car. So it took over 1.5 to get my 
car back. SO I decided to start servicing my car myself, faster and at my convenience. 

6 Sent a follow up letter asking if I was satisfied with my service and if I needed anything else they were willing to 
help. 

7 
They did not exceed my expectations because I made an appointment, arrived on time, waited to be helped, 
and the service took at least twice as long as it should have, given the time frame I worked with as a technician. 

8 I had to wait hours to get my tires rotated and nothing was offered in return. 
9 They didn't fix it the first time. 
10 Wrote a follow-up letter after service was performed. 
11 

They did not exceed my expectations because I was informed that that dealer provided lube express and when 
I arrived at the dealer I was told it is not a convenient service to have because it can cause mistakes, therefore 
they did not change the oil in my vehicle in less than 30 minutes but in an 1hr 15min 

12 They did more then just changed oil. they vacumed and washed windows. also the service was quick with little 
wait even thought i had not made an appointment&gt; 

13 
Fast service. Let me watch them work. Showed me all the old things taken out of the car like the oil and air 
filters. Showed me all the new things he put into the car before installing. There was no uncertainty on my end; 
the technician made it very transparent what he was doing to my car. 

14 Parts were attached incorrectly 
15 friendliness helps to exceed. 
16 Having to come back a second time to care of a problem 
17 They were flexible in getting my vehicle in, I changed my appointment time about 3 times. 
18 Very friendly and fast. Great experience. 
19 They exceed my expectations whenever this finish maintenance before they promise. 
20 I needed an inspection and had a blub out. They replaced it for free. 
21 

Good communication 

22 Took too long 
23 fast services 
24 When I went to the lexus dealership, they gave me free food and it was 100% about me. It was more money to 

get my car serviced but well worth the experience. 
25 Called me when the car was ready 
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26 
See above -- did not exceed, but at least they didn't mess anything up like crossing electrical wires. 

27 Had my transmission replaced out of warranty. It was a one time good will offer becuase I had a good service 
history at dealer 

28 N/A 
29 They took coupons out of their drawer that I did not bring in and applied them to my bill. 
30 

One time I went to an Acura dealer to have them assess what was wrong with my 87 integra and they told me I 
needed a new transmission which was $1800 dollars when all I needed was to tighten my lug nuts. 

31 fix the car 
32 N/A 
33 n/a 
34 Got my car in faster than they thought and it was done quickly. 
35 They covered an unseen extra cost. 
36 They've done the bare minimum, nothing has met or exceeded my expecations.  There was no feeling of 

importance. 
37 Not fix stuff that was broken but unimportant; honestly fixed the things that were important 
38 Dont know 
39 My first time servicing my new car the service guy at the dealership talked me through what he was doing and 

the pricing of it since he knew I had never done it before. 
40 I did not have an appointment and they still took care of me right then and there. 
41 Finished my car service way before the scheduled time 
42 n/a 
43 

The Dealership was able to give me a free courtesy car for the entire time the car was in the delaership 

44 n/a 
45 I serviced my Toyota at a local dealership, recommended by HQ, and was given special treatment as to my 

appointment time, wait time, etc. 
46 Good communication, discounted price, and on-time service. 
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Question 10 
What, if anything, would you change to make your service experience better?  

1 
Quick and honest service. 

2 Faster turn-around on vehicle. 
3 Get my car back to me in a timely manner and always have someone on site for all types of problems.  If you wait 

over a ertain amount of time vouchers should be provided for food etc.  Then maybe the service department 
would be more motivated to finish the job because it is costing the company money. 

4 I wish they had taken their time and been honest with me instead of rushing the work and not fixing it the first 
time.  If I had known it was going to take a while, I would have left my car for a week instead of running it back 
and forth every time the problem occured again. 

5 Price. 
6 the rate at wich the service is completed. if the dealerships were as fast and closer in cost i belive they would get 

more younger drivers. the rates you pay at the dealer is usualy not close to the jiffy lube price. plus at least at my 
college there is not much push on the service jobs and speacials for students from the dealership there is a 
presence from the &quot;quick lube&quot; type places. A tech there specificly for LOF's and some sort of way to 
prove there not just some guy off the street, certifactions to insure quality. 

7 Clear understanding of what is wrong, being worked on, and what I will have to pay. Better visual of what is going 
on with my car. I'd like to know all the details of what he worked on in case a new problem comes up; I may be 
able to diagnose the problem better. More explanation of what they are servicing. Perhaps someone can explain 
to me when I am waiting; a brief overview or presentation by a knowledgeable person who's job is to inform 
customers. 

8 less time variability.  friendler staff 
9 More exciting waiting room. Video games or something. It would only take a few hundred dollars to make the 

waiting room 1,000 times better. Especially for young kids who probably don't service their cars as often as they 
should. If they could be playing video games while they waited, the lines would be out the door. 

10 Well time is always critical. Finding was to be more efficent at all times I would say. 
11 See above 
12 Having my car washed inside and out. 
13 

Gauranteed courtesy vehicle.  It is a hassle to walk across the street to Enterprise Rent a Car, fill out lots of paper 
work, walk around the vehicle, and then turn it in again and repeat the procedure. 

14 Employees that are genuinely concerned for the well being of the customer and not just out to make money by 
scamming customers. 

15 a nice survey that took 2 months to create 
16 nothing 
17 Done in a quick time and at a more reasonable price. 
18 Dont know 
19 A detailed list on the bill of exactly what was done. 
20 I would not have changed a thing. 
21 Less expensive, no add on fees, better customer service, faster turn around time 
22 cheaper 
23 n/a 
24 

Comfortable waiting area with suitable entertainment (TV, interesting magazines with Toyota/Lexus ads, maybe?) 

25 Lower prices. 
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Appendix IV: Focus Group Materials 
 
Exhibit A: Discussion Guide 
 
INROADS Focus Group Discussion Guide 
9:00- 11:00 am, July 25, 2007 
Video Conference Room 3H1476, TCS West 
Extra Rooms: 3H3507 (TCS North, 12 seats), 2H3136 (TCS West, 6 seats), 
2H3146 (TCS-West, 6 Seats) 
 
 
Introduction (20 min) 

• Background 
o Project: improve service experience for Gen Y 
o How your input helps:  

 Variety of experiences, energy, and enthusiasm 
o Kaizen 

• Focus Group Objectives 
o Understand service experience from Gen Y perspective and come up 

with fresh ideas to improve the service experience 
o Today’s focus areas: 

 Community: Rewards/Referral Programs 
 Technology/Communication: Internet: Website features 
 Entertainment: Diversions in waiting room 

• Focus Group Procedures 
o 2 hours 
o Cell phones off, speak one at a time 
o We will be working in groups 

• Participant introductions- name, department, interesting fact 
 
 
Discussion Activity: Dealership vs. Aftermarket (15 min) 

Objectives:  
• To compare strengths of dealers with aftermarket to identify areas for 

dealerships to improve 
• To understand the thought process of customers when deciding to choose a 

service facility 
Discussion Questions: 

• What are the strengths of dealerships? What are the strengths of 
aftermarket? 

• What steps lead you to decide on the facility you chose? 
• (If price is a popular issue) What will compensate for dealer price? 

 
 
Interactive Activity: Waiting Room for a Rock Star (15 min) 
Objective:  

• To brainstorm creative but actionable amenities/diversions that are 
customized to iconic image setters in popular culture for Gen Y 

Assignment: 
• Build the ideal dealership waiting room for your assigned icon. 

o If you have never been to a dealership, what do you expect to find? 
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o What types of amenities would meet and exceed each icon’s 
expectations? 

• Icon list:  
o Kobe 
o Paris Hilton 
o Tony Hawk  
o Beyonce 

• Explain what you included in your waiting room and why. 
 
Brainstorming Rotations (two sessions, 15 min each, covering 2 of 4 topics) 
1. Driving Traffic: What will drive traffic to the dealerships?  

• In your groups, brainstorm an event to attract Gen Y to the dealerships 
o What kind of marketing or events would bring the Gen Y community to 

the dealers? 
For Facilitators:  

 Club-like events with music? 
 A big social with a bbq? 

o What type of marketing would get your attention in regards to this 
event? 

For facilitators: 
 Facebook flyers, email, spam 
 Word of mouth 
 Celebrity promoters 

o Think about the events that you personally enjoy with your friends, 
what attracted you to them?  

• Present best idea to general group 
 
2. Internet  

• What do you look for in a dealership website? 
For facilitators: 

o Standards (hours/Location, menu pricing, special coupons) OR high-
tech features (3-D facility virtual tour, real time tech support…) 

• What keeps you interested on a website? 
• Think of a product website you REALLY enjoy, what makes it so great? 

o Describe the features you like 
o What makes you want to return? 

• What do you dislike about certain websites? 
o Too plain? Not enough words? Not enough visuals? 

 
3. Youth Values- Education 

• How do you know when it is time to bring your car in for service? 
• What would motivate young people to understand the value of maintaining 

their cars? 
o Do you view regular maintenance as a valuable long term investment? 
o What incentives will help young people see the value of taking care of 

their cars? 
o What would make you want to go to the dealership for service? 

• Thinking about your own service experiences, how knowledgeable were you 
about the services your car needed? 

• What can be done to effectively raise awareness about car maintenance to 
first time car owners/drivers? 

o Who do you want to learn from? 
o How do you want to learn about your car’s needs? 
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4. Referral/ Rewards Programs 

• What would make you want to join a rewards program besides free car 
washes, discounts, cash back coupons? 

• What do you think of a rewards program that allows you to have access to 
special events and promotions (ie Concerts, product releases, ride & drive) 
before anyone else? 

• A reward program that would allow you the first opportunity to experience the 
latest and greatest products and lifestyle trends before its released to the 
public? 

• What do you think of current reward programs? 
• What’s your favorite loyalty program & why? 
• How many of you have told at least one acquaintance about the benefits of 

their favorite loyalty program? 
 
DEBRIEF IN GENERAL GROUP (15 min) 
 
 
Exhibit B: Summaries 
FOCUS GROUP BRAINSTORM SESSION SUMMARIES 
 

Driving Traffic 
What will drive traffic to the dealerships? 

 
What kind of marketing or events would bring the Gen Y community to the 
dealers? 

• Not all customers wish to be contacted in the same method 
• Based on personal preferences 

 
Recommendations:  

1. Email: effective if user consents to be contacted; otherwise marked as 
spam and immediately deleted 

2. Find ways to spread word of mouth because it is the most effective 
method of communication. Use Scion forums: communicate upcoming 
events/specials and let customers give TRUE testimonials 

3. Text messages: can be effective for upcoming events/promotions 
4. NO direct mail: target market will not notice specials/services if sent 

through snail mail 
5. Advertise on 1-800-FREE411: effective because user must listen to the 

advertisement in order to get the free 411 service. Advantages: user can 
not tune out, change the channel/station. Only advertisements up to now 
are lawyers and something different/cool would stand out 

6. Personalized phone calls: Users feel special because they are personally 
contacted, not just another mass message recipient. Appreciation from the 
dealer can turn into customer loyalty.  

7. College Campus Booths: Have a service booth passing out flyers with 
complimentary items. Items must be appealing, and somehow related to 
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Toyota. Examples were: iTunes cards (1 free download), Starbucks cards, 
food coupons (free Carl’s Jr., etc.), and service discounts 

8. Post dealer events on Scion.com website. Include event details, flyers, etc. 
Also include in other Scion online communities.  

9. Bring service campaign to existing Scion events. Include booth at existing 
events, communicate the importance of servicing at the dealers, etc. 
through announcements, flyers, and giveaways 

10. Myspace, Facebook messages. **Encourage dealers to have 
Myspace/Facebook accounts and start befriending people so they can send 
messages often. This way the users decide whether to accept the friend 
request and will not block the dealer/user. ** 

 
Brainstorm an event to attract Gen Y to the dealerships 
Recommendation: Have one big event every year around the same time so that customers 
get excited and look forward to it. Example used: OC Fair.  

1. Music- possibly radio station. This way the radio station can also help advertise 
the event on air 

2. Free Food & drinks 
3. Celebrity: someone who is related to the industry. Examples: Jeff Gordon, Danica 

Patrick, Cameron Diaz (owns a Prius) 
4. Owners who attend the event will accumulate points (as part of Rewards program). 

 
Additional Recommendations 
How do we get customers to return to the dealer after their first visit? (increase 
retention) How do we make their experience valuable? 
Recommendation: Give valuable incentives to customers so that they are willing to come 
back in the future. Each person who has service done at dealership receives a free entry 
into a drawing for a cool & valuable prize (iPod, concert, movie tickets, high-value gas 
cards, etc.) 
 
What are some good giveaways that customers wouldn’t simply throw away when 
they get home? 
Recommendations: T-shirts giveaways are the most effective because people actually use 
them. (Nallely’s note: we found this to be true in the xD pre-launch campaign. We had 
street teams in 6 markets passing out stickers, visors, sandals, ice cream) 
 
 

Youth Value- Education 
What will motivate Gen Y to understand the value of car maintenance? 

 
How to address Gen Y’s apathy or lack of education on car maintenance: 
• Education on scheduled car maintenance should happen at the point of sale 

o They don’t want to listen to industry jargon 
• They want to know how to avoid having the problems that brought them into dealership 

o Online tutorials won’t be effective 
o Strategy must follow generation, “go where were are” 
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What would attract young customers to the dealers for service? 
• The primary motivation to get young customers to the dealership is money 
• If they know every dealership would take care of them in the same way 

o Walmart and Best Buy same service every store 
 
How can Gen Y see the value of going to the dealer over aftermarket where they think is 
cheaper? 
• Must instill idea that servicing your car at a dealership now has more value in the long 

run (analogy to students seeing the long-term value of a college education) 
o Young customers learn about car needs by experience 

 When something bad happens, they learn to take care of car 
 
Recommendations: 

1. Utilize social networks to reach out to Gen Y. Service reminders/coupons/events 
sent through facebook and myspace messages, but not too invasive. 

2. E-mail reminders or coupon reminders for scheduled maintenance. 
3. College students get special discounts on certain days 
4. Standardize service centers 
5. YouTube comedy sketch to teach new drivers to take care of their cars by 

showing extreme “what not’s” 
 
 
 

The INTERNET 
 

How to close the communication gap for Gen Y and dealerships via 
INTERNET? 

 
Recommendations:  

1. Design: 
a. Personalized: Colors should be appealing and personalized for 

different customers. 
b. Least clicks as possible to get their question answered 
c. Drop-down boxes to keep simple looking 

2. Appointment System: 
a. Would like to see technician’s availability.  Builds trust.  Would wait 

to fix car to make sure their technician is there. 
i. Same ASM, same tech 

ii. Same people follow-up 
b. Would like confirmation e-mail, and reminder call the day before 

appointment 
c. Like to do online apt system along with drop in 

i. WANT FLEXABILITY 
3. Inventory 
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a. Would like to see parts availability, know availability of parts ahead of 
time 

4. Email 
a. Don’t like being spammed with dealership information.  Would rather 

just have only e-mails about promotions and coupons.   
b. PERSONAZLIED hard mail is a sure shot way to catch their attention 
c. like e-mails if it is about your specific car 

5. Downloads 
a. Free downloads – wallpaper, music 

6. Online Menu prices 
a. Easy comparison shopping 
b. Shows they are standardized and no surprises   

7. Education 
a. Self-diagnosis:  Would like something similar to WebMD where you 

can type in the “symptoms” of your car, and self-diagnose. 
i. Lots of visuals and recommendations to keep healthy 

b. Common problems for their specific car (make model and year).  
Don’t always want to see  new cars   makes them feel bad about 
their own car. 

i. Lots of visuals and recommendations to keep healthy 
c. Real-time chatting 

i. Lots of phone calls, can be pushed to chatting 
ii. BoA 

8. Interactive 
a. Design your OWN car with accessories 

9. Facebook/Myspace 
a. Good for promotions/coupons.  A little annoying, but definitely 

catches their attention.   
10. Cool stuff 

a. Virtual Tour:  Would like to see waiting room ahead of time if have to 
wait there a few hours. 

11. Coupons 
a. Have to be worth their value 

12. A comment section for customers 
a. Read and give feedback about experiences 

13. Good directions 
a. Link to mapqest or googlemap 

 
Overall Trends: 
 Dealer sites are like used car salesmen 
 People don’t even know about dealership websites 
 “I want to be treated like a V.I.P online” 
  

Loyalty/Rewards/Referrals 
 
What are the most important aspects of a loyalty/rewards program? 
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Recommendation: Easy to Use; ID should be linked to the vehicle. 
Rewards programs must be simple and easy to use. Customers should not have to 
think about how many points they need to use by a certain date. 

 
What other incentives would make you participate in a rewards program? 

Recommendation: Offer rewards that do not necessarily pertain to dealerships.  
Offer more perks for customers such as coupons and gift cards for stores, events, 
and movies. Everybody loves gas cards! 

 
Straight Forward 

Recommendation: Transparency through entire program. The program should be 
straight forward with no hidden details, requirements, and costs. 

 
Member Exclusive 

Recommendation: Make them feel special. 
Provide invitations to special and exclusive events that offer the chance to be the 
first to experience or see something. Offer special drawings and raffles when they 
have their cars serviced 

 
Recommendation: Priority options and treatment. 
Being greeted by name makes the members feel comfortable. Offer first priority 
for members to choose the times they’d like to have their car serviced. Stay open 
later for members to come in. 

 
Community 

Recommendation: Word of mouth is very important. 
Share experiences with other members and friends through word of mouth. 
Additionally, this can be formalized by offering a web space for members to rate 
dealership services. 
 
Recommendation: Reward for referrals. 

 
Appendix V: Dealer Visits Write-Ups 
 
Exhibit A:  South Bay Toyota Dealer Visit- July 10, 2007 
 
Background: South Bay Toyota is ranked 7th best performing dealer in LA region. Its 
store manager believes that their best practices set it apart from other dealers. His 
philosophy for customer service is that personal attention is most important to people; 
customers want quality service and value in the money they spend.  
 
Scion Experience 
South Bay performs strongly in Scion sales. This is evident in their impressive Scion 
show room, which goes above and beyond a model Scion show room to showcase 
pictures from events and posters of athletes and young celebrities. South Bay recognizes 
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that some dealers are all about sales gross and order already preload customizations on 
Scion cars, but South Bay displays standard vehicles and allows customers to personalize.  
 
Experience with Young Customers 
They’ve noticed that younger customers don’t like to wait or negotiate and lack time and 
education. 
 
Observations on Amenities and Facility 

• Welcoming atmosphere, greeter in waiting 
• Amenities: shuttle services, TV’s wi-fi, computers, coffee water 
• New lobby, recently remodeled 
• Hard to get customers to leave 
• Service department hours not same as sales 

 
Marketing Strategy 

• Gets name out to community 
o YMCA, churches, local events 

• Direct mail 
• Media specific to demographics 
• Billboards 
• Email coupons, challenges come with spam 

 
Appointment System 

• Online appointment rarely used 
• Reminders for appointments a few days before appointment 
• South Bay handles large volume of drop-ins, don’t encourage appointments; only 

20% appointments 
 
Follow-Up Process 

• Leaves name and number on voice message 
• Letter 3 days later 
• Letter from writer 
• Writers all have email addresses 

 
Menus and Pricing Guides 

• Direct mailing of letters that detail what services are due when 
o Not specific to car model because it is not cost-effective 

• Pure price on scion’s service section of website 
 
Customer Feedback 

• No on-site surveys 
• Signaling Success is a great tool for identifying areas that need improvement, 

especially customer comments 
 
Customer Satisfaction 



 xxviii 

• If customer is 1% right, it counts as 100% right, do whatever it takes to keep them 
happy 

• Focus on taking care of employees, who in turn take care of customers 
• Customers enjoy options 

 
 
Exhibit B:  Miller Toyota Dealer Visit- July 17, 2007 
 
Background: Miller Toyota is ranked 8/75 for sales and 56/77 for service. We spoke to 
Ed Meyers, Service Director and Jeremy Lux, General Manager. 
 
Dealership Challenges 

• Can’t get small services done fast 
o Need to get oil changes done quickly to improve retention rate 

• Mass merchandisers (Jiffy Lube..) took oil change and tire business 
o Time to bring those businesses back to dealers 

• No car wash facility 
o Serviced cars look no different from when they came in 
o Check sheets and reminder stickers are only indicators that services have 

been done to the cars under the hood 
 
Strengths 

• Tire sales: Special buy 3 get 1 free program 
 
Active Delivery 

• Hard to ensure 
• Currently changing process 
• Current process: print invoices at ASM booths 

o Bottleneck occurs when customers wait for available service advisers, 
which slows down process 

• New process: 
o Print invoice and paper work at cashier and page service advisers to met 

customers at cashier 
• Advisers usually do pre-delivery explanation on phone with customers to make 

sure customers have all questions answered 
 
Follow-up Process 

• Uses automated call system for any customer pay or warranty customers 
• Email follow up with anyone who provided address 
• Don’t want to over survey customers 

 
Appointments 

• High phone volume 
• 3-4 online appointments a week  Ed responds with his Blackberry – inefficient 

if have high volume. 
• 50-71% non-appointments 
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Advertising 

• Direct mail every 45 days 
• Mail 14,000-17,000 
• 3 mailers 

o Active 
o Semi Active 
o Conquest (not active over 18 months) 

• Segmenting Market 
o Free service accident kits for conquest mailers 
o Tire, cabin air filter, free movie tickets 

 
Service Pricing 

• There is a standard service guide divided into 3 categories 
o Different for each type of car: 4 cylinder, V6, Truck, Hybrid, etc. 

 
Customer First Mentality 

• Process should be seamless 
• Treat everyone special 
• Treat customers with appointments better than those without 

 
What’s special about the way they do service at Miller? 

• 5 point walk around 
• Introduce customers to service managers   Personal touch   Customer comes 

back for service 
• Thank you follow up 
• Tries to bring customers back to same person 

 
To improve retention, GM implemented: 

• Increase number of service advisors, shuttles, technicians, lube teams 
• Switch from team to lateral  more productive (turnover-wise) and more 

availabilities 
• Surveys 
• Process should be transparent and seamless 
• Employee satisfaction first before customer satisfaction 
• Department lunch meetings 
• Under promise and over deliver 
• Don’t micromanage 
• “no point” policy, go help the customers yourself 

 
Challenges: 

• Struggle with luxury of time to adequately train and handle trainees to 
accommodate with different segmented buyers 

• Strong correlation between service experience and brand loyalty 
 
Observations: 
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• Waiting room 
o Dimly lit 
o Not too many amenities 
o Only chairs and a TV, which nobody watched 
o Everybody was reading 
o People not socializing at ALL 
o Playroom not too playful – only a bench in a smaller room 
o Free donuts and coffee.  Vending machines for other snacks and beverages. 

• Customers 
o Not many young customers 
o Young customers probably prefer to shuttle home or go shopping around 

dealership location 
• Overall atmosphere 

o Huge code of ethics posters posted everywhere 
• Scion showroom 

o Spacious but no customers around 
o Very similar to demo room 
o Location separated from waiting area 
o No clear sign to direct customers to showroom 
o Simple 
o Cars have no accessories 

• Service Drive 
o People confused where to go 
o Customers do not seem excited 
o No smiles or laughs 
o Customers seem to just follow and watch ASM go around, not being 

taught 
o ASM seem to be doing everything fast without explanation  

 
 
Appendix VI: Complementary Presentation Materials 
 
Exhibit A: Gen Y Segmentation Handouts 

See following pages 
 
 



 

Website Features: 
• Menu Pure Pricing 
• Service Coupons 
• Video Car Tips 
• Virtual Tour of 

Dealership 
• Real-time Online 

Appointment 

Experience 

Using Technology to Drive Gen Y into the Dealership 
Gen Y wants instant gratification and demands fast service. Technology enables Gen Y to maintain a 
fast-paced and information-driven lifestyle. 
 
Real-Time Online Appointment System 

• Simple to use with full explanations and have transparent prices (if any) 
• Follow existing real-time online appointment systems 

o Saturn 
o XTime 

 
Making Gen Y’s Experience Enjoyable at the Dealership 
Gen Y feels entitled to quality service that includes an entertainment experience.  
 
Waiting Room Amenities 

• Entertainment- wifi, video games, computer workstations 
• Personalized space/ private work areas 
 

Retaining Gen Y’s Business at the Dealership 
To retain Gen Y, there needs to be material incentives that align with their interests. 
 
Loyalty Rewards 

• Rewards not related to the dealership 
• Points are easy to accumulate- leverage filling out surveys and making online appointments 
 

Events (Small) 
• Small Events: Showcase different service areas 

o Creating a Gen Y new owner events 
o Entertaining service themes 
 

Personalized E-mails 
• Customized e-mails 
• E-Newsletters  

o Appealing to Gen Y 
• Service Explanation & Follow-up 

o Video explanations  

Awareness 

Informing and Reaching Gen Y 
To effectively reach Gen Y, dealerships need to go where Gen Y is present: college campuses, events, 
online communities.  
  
College Campus Booths 

• Service booth must be approachable and exciting 
o Leverage existing campus events, scion events, and dealer events 
o Relate service booth to scion accessories 

Events (Large) 
• Examine Scion events 
 

Service Forums & Facebook 
• Creating a Facebook application – Build your own car 
• Current sponsor pages on Facebook- Victoria’s Secret, Ernest and Young 

 
Using Technology to Attract Gen Y 
Gen Y uses technology to simplify their lives, from researching online shopping to watching videos for 
education and entertainment. 
 
Menu Pure Pricing 

• Drop-down boxes to select exact car model 
 

Online Service Coupons 
• Post service coupons where customers search for deals 

o Spoofee.com 
• Post coupons on popular networking websites 

o Facebook 
 

Online Video Tips 
• Link videos to email follow-ups for better illustration of the work completed 
• Car Tip Video contests (let users generate videos) 
 

Virtual Tour of Dealership 
• Entertaining to Gen Y 
• Following new online trends  

EXPERIENCE 

College Campuses 

Events 
Internet 

Video Car Tips 

Virtual Tour of Dealership 

AWARENESS 

Driving into Dealership 

Rewards 

Gen Y Service Vision 


