SALESQ &A 4

BY PHIL SASSO
CONTRIBUTING EDITOR

Phil Sassa is president of Sasso
Marketing Inc. (sassomarket-
ing.com), a technical market-
ing agency specializing in tools
and equipment. Subscribe
to his free marketing tips at

philsassa.com/blog

Go online
to read the
full article

Contributing editor

SERVICE

N

|s the connected cara
new profit center for you?

Shop telematics solutions come to the mobile dealer channel.

ometimes selling is very
tangible. Sometimes
it's not.

To sell something tangible, for
example a wrench, you hand your
customer a new shiny chrome
tool, point out the features and
benefits and close the sale. Selling
something intangible is different.
There is nothing to hold or touch.

Such is the case when selling
telematics technology for inde-
pendent repair shops. It's more
about the result than the prod-
uct. This is a bit harder to sell.

At AAPEX in Las Vegas last
month, I met with Harlan Siegel,
vice president of Launch Tech
USA. He demonstrated the new
Golo remote OBD-II diagnostic
system and explained the advan-
tages of a mobile dealer selling it
to a shop owner.

The Golo is currently one of
the few remote diagnostics avail-
able to mobile dealers. And it's
the only one that doesn't require
paving for an ongoing data plan,
says Siegel.

How does
Q_ the remote
diagnostic
technology work?

Basically, the shop
owner plugs a Golo

Al

“dongle” into his cus-
tomer's OBD-II port and installs
a free Android or iOS app on the
customer’s smartphone. The
dongle fits any OBD-II equipped
vehicle (generally any vehicle built
since 1996).
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Everything runs as usual
until the customer sees a MIL
(malfunction indicator lamp) on
the dashboard. The customer
then pulls his or her car over to
the shoulder of the road, opens
the Golo app on a smartphone
and uses it to call his local shop.

When the shop gets this
call, they’ll see the customer’s
connection on their Android-
based Launch Pro-Line scan
tool. They push the touchscreen
to request access. In turn, a large
“accept” button shows up on the
customer’s smartphone app. The
consumer clicks “accept” to allow
the shop access to the diagnostic
data on the vehicle via a Blue-
tooth bridge between the phone
and the Golo dongle.

The device can read live
data and clear codes including
enhanced SRS, ABS, engine, trans-
mission and body control DTCs.

“It works on all makes, all
models and all system,” says Sie-
gel. But Golo is exclusively tied
to a Launch Golo-equipped scan
tool. It doesn’t work with other
diagnostic tools.

Why would
| want to
sell this?

One reason is this is

: =
not a technician pur-

A.
chase but a shop pur-
chase. This means the dollars
for this come out of a different,

often deeper pocket.
Also the shop needs one of
these devices for every vehicle

they want to sell the service to.
Once the dongle is married to
the vehicle it cannot be trans-
ferred to another vehicle. And,
for a different shop to access
it, they would need a Golo-
equipped scan tool and the orig-
inal shop would need to release
the customer.

At a dealer street price of
about $75 each, a shop that buys
into this will become a steady
revenue stream for you. Every
new car in the program is a sale
for you.

Who should
| approach?

You'll want to approach

Q.
the shop owner or

A.
manager.

The ideal shop to buy into
Golo is run by a business-mind-
ed person who sees the device
as a marketing tool more than a
remote diagnostic tool. You can
spot them right away, they usu-
ally have nice waiting rooms and
slick advertising, says Siegel.

Golo has some unique
marketing features like a web
connection that lets them send
information to customers one-
on-one or as a group. The shop
can send service reminders or
special offers through push
notifications. Unlike an email
that a customer can skip over or
a text that may cost them money,
a smartphone app notification
commands attention and costs
them nothing.



Why would a shop
)- buy this? How will
they use it?

Different shops would have
different approaches
But the key Is “it's not about

a broken car, it’s about customer reten-
tion," savs Stegel.

Some shops sell the Golo as part of
a warranty program. Others package it
with a group of maintenance services like
oil charges and tire rotations. Still others
sell it with a credit toward future services.
Some may be able to sell it for the S149.95
list price.

Siegel says one shop owner told him
ke'd give 2 Galo device to each customer
free. Considering his customer aoquisi-
tion costs, the cost seemed a fair price to
retain them.

1 understand the shop owner's rea-
soning, especially since the Golo links the
customer exclusively to his shop. But my
guess s this is a higher-end shop serv-
ing customers with higher-end vehicles.
Most shops would want to get the §75
back upfroat.

Q What about privacy
= | orsecurity concerns?

B The Golo isn't sharing your
s | blood type or bank informa-
tion, jokes Siegel. [t's sharing
vehicle diagnostic data. So there aren't
a lot of privacy lssues lnvolved.

Most importantly, the customer is
the gatekeeper of the information. He or
she decides whether to press the "accept”
button to allow access the vehicle’s data

Finally, the device does not allow bi-
directional communicaticn. That means
the technictan cannot turn on the wipers
or apply the brakes This is by design to
keep the customer’s vehicle secure and
avoid the fear of being hacked.

Q How do | sell this?
[ ]

It’s a bit complicated
to explain.

You probably doa't want to take
Al time to demo the product for
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the shop owner. [t can be very time-
consuming to sell the concept. Instead,
hand out product brochures and/or point
the customer to the Golo business web-
site (http//business golocarcare.com/)
Training representatives at Launch
are also available to run Golo product
demos or training seminars for vour
shop owners. You might want to ask vour
District Manager to arrange training for
a group of dealers in your territory—or,
better vet, add it to the beginning of an
upcoming diagnostic seminar.

Q Isn’t this a bit
® | ahead of its time?

A For some shops and some
8 | consumers, yes.
But it will happen. It's all

part of the growing “Internet of Things®
- devices that are connected and com-
municate via the cloud, from refrigera-
tors to garage door openers.

The opportunity is wide open. [f you
get in now, you will be the go-to-guy (or
go-to-gal) as telematics takes root in the
independent shop.

This isn't bleeding edge technology,
either. Automakers have had this stuff
in their vehicles for years. As more
and more cars equipped with factory-
installed telematics come off warranty,
more savwy shop owners will seize the
opportunity to serve an already initi-
ated market.

And remember it works on every
OEM car bullt since 1996, So the poten-
tial market for a shop owner is "HUGE™
as Donald Trump would say. @
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NOW OFFERING A
VARIETY OF LINE
REPAIR KITS!

i \
Fuel Line Repair Kit
(FLRK-15)

Dulchly and cost efecthsely produce replacoment
bt hres e awhusly ol vvacse spobeshiooms
with thes complete kot

Power Steering Line
Repair Kit (PSRK-1)

Unpwarsal pamser sheenimg line repar pylem
alloms many of the aver 1.300 S5KU's ta
b g guichly ard eaiily and waaig
epensive. ime-cansuming reglacemsn

Transm1ssmn Line Repair
Kit (TRK-555)

Everything pou roed = one place Jo repair
of replace aracked af keaking Iansmisson'al
ook lings gackly and aandy




