


The Customer Relations Manager 

G ale Medrano, Customer Relations 

Manager at Kendall Toyota in Eugene, 

Oregon, says she looks at situations from the 

customer's perspective, and in every case, 

works toward a positive resolution. "Customer 

satisfaction is the driving force. My philosophy 

is to try to give the customer something, even 

when I can't provide exactly what they're 

asking for. I can at least offer some type of 

good will service," explains Medrano. 

Good faith offers go a long way to show 

customers that the dealership appreciates their 

business. At Appleway Toyota in Spokane, 

Washington, ASMs are empowered to resolve 

customer concerns up to $200 without a manager's 

approval. They use what the dealership calls 

"Appleway Bucks," wh ich are attached to the 

repair order with an explanation. As an example, 

one ASM approved a complimentary tire mount, 

balance and oil change for a customer who was 

angry that a tire wasn't covered under warranty. 

"That was three years, thousands of dollars in 

service and a new car ago," explains Janine 

Eldredge-Underdahl, Appleway Toyota 's 

Customer Relations Manager. 

While in some cases a free oil change or gift 

certificate can turn a customer around, CRMs 

really have an opportunity to impact customer 

satisfaction by investigating the root cause of 

an issue and preventing the situation from 

happening again. More than someone who 

fields customer complaints, a CRM is a customer 

advocate who identifies key dealership issues 

and implements solutions so problems don't 

recur. The ideal CRM is fully empowered to 

make decisions and take action on behalf of 

the customer. Proactive CRMs analyze trends, 

improve processes and collaborate with other 

managers to enhance the customer experience. 

While resolving customer complaints helps 

build customer retention and loyalty, successful 

CRMs don't wait for a concern to begin a 

relationship with their customers. At Elk Grove 

Toyota, the relationship begins before the ink 

is dry on the sales contract. Once the sale is 

closed and the paperwork goes to the finance 

department, a customer relations representa ­

tive reviews the owner's manual and new 

vehicle warranties with the new owner, 

followed by a complete tour of the dealership, 

with special attention paid to the service 

department. 

"This is a great time to introduce customers 

to our service personnel. Our representatives 

make a point of saying 'when you bring your 

vehicle back for its first oil change,' not 'if you 

bring it back,'" explains Brown. "When we're 

done with the tour, the finance department 

has prepared the paperwork. When the F &1 

process is complete, a customer relations 

representative goes over the vehicle with the 

owner, and when customers leave, they know 

who to call if they have a question, and they 

know we'll go over it with them." 

New owner events are another effective way 

for CRMs to partner with the service depart­

ment, develop a rapport with customers and 

introduce them to service personnel before they 

ever need service. At Kendall Toyota, Gale 

Medrano organizes a new owner event every 

other month and invites all the recent new 

buyers. On average, 65 people attend the 

catered dinner event. They watch a short video 

about Toyota history and quality and are then 

introduced to the service manager and ASMs. 

Customers can even schedule their first service 

appointment that night. "It's a great way for new 

owners to meet the service department before 

they even need it. The response has been over­

whelming," says Medrano, adding that all atten­

dees are given a coupon for a free oil change. 

At Appleway Toyota, new owners are invited 

to a monthly service department "Right from 

the Start" clinic. Managers, technicians and 

ASMs answer questions and review warranty 

policies and maintenance requirements. 

Customers love "show and tell " where a new 

vehicle is put up on racks and owners can ask 

questions. The dealership recently started 

placing static window stickers as service 

reminders in new cars at the time of vehicle 

delivery. An ASM calls within 72 hours to intro­

duce the service department and offers tips on 

scheduling appointments by phone or online. 

"It's a no-pressure introduction and informa­

tion-gathering contact to let the customer 

know that we're here for all of their service 

needs," says Eldredge-Underdahl .• 

"My philosophy is to try 
to give the customer 
something, even when 
I can't provide exactly 
what they're asking for." 

Gale M edrano, 
Customer Relations Manager at 
Kendall Toyota in Eugene, 
Oregon 

" .. .let the customer 
know that we're 
here for all of their 
service needs." 

Janine Eldredge-Underdahl. 
Customer Retention M anager 
at Appleway Toyota in 
Spokane. Washlngton 
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