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Speak Their Language: 

Learn How to Speak ‘consumer-ese

Patricia Roberts is the Director-Business Development of AskPatty.Com®
and has 39 years of extensive experience in the Automotive Industry in the 
area of Marketing, Communications, Sales, Strategic Planning, and Retail 
Business Consulting in both the general and diverse culture markets.  She is 
an accomplished journalist and public speaker and currently works with 
automotive businesses to assist them in attracting and retaining the female 
consumer.



Mystery Shopping Results

Based on customer experience with two 
collision centers five miles apart, how 

likely would women
return for future body work needs?



Collision Center Mystery Shops



Mystery Shop Low Score

� Too expensive for service work or more than expected
� Inconvenient business hours
� Difficult to get a convenient appointment
� Inconvenient location for me
� Poor reputation
� Facility not clean
� Service staff not knowledgeable
� Better deal elsewhere
� Too pushy / Too much pressure
� Concerned will recommend unnecessary work
� Concerned service will not be performed correctly
� Not sensitive to women's needs



Mystery Shopping Criteria

Initial Phone Contact 
� Greeting answers promptly 0-3 rings 
� Offers warm greeting
� Transfer efficiently, Gets to right person promptly, short 

hold time
� Displays upbeat attitude
� Focuses on customer - Listens without interrupting
� Addresses customer by name
� Answers questions 
� Sets appointment
� Offers warm closing



Mystery Shopping Criteria

At Shop
� Ready to serve
� Warm and welcoming greeting
� Professional appearance
� Focuses on customer - Listens without interrupting
� Answers questions 
� Demonstrates sensitivity
� Checks for satisfaction
� Expresses appreciation



Mystery Shopping Criteria

Curb Appeal Inside and Out
� Parking lot / exterior
� Directional signage visible and easy to understand
� Entryway and counter
� Waiting room ambiance
� Coffee and snack area
� Reading materials
� Children's Play Area
� Wi-Fi / Internet
� Television
� Coat Rack
� Restrooms



JD Power Customer Satisfaction Index 2009



JD Power CSI Auto Insurance       
Company Criteria-2009
�� InteractionInteraction

�� Policy OfferingsPolicy Offerings

�� Billing and Payment Billing and Payment 

�� Price and ClaimsPrice and Claims



Top Customer Satisfaction Factors

� Claims/Estimation Process (62%)
� Experience at collision center (36%) 
� Rental car (2%)
� The difference in satisfaction is primarily 

driven by how well claims process is 
managed

� Consumer education is key 



Top Customer Satisfaction Factors

Misconceptions about what is covered by 
the auto policy, or misconceptions about 
what to expect during the claim and repair 
processescan lead to significantly lower 
customer satisfaction, which in turn 
increases the likelihood that the customer 
may consider switching carriers in the 
future.



Questions?

Thank you!Thank you!

Aaron@scrs.comAaron@scrs.com


