COL O@%‘i
m— =,

This is a true story: A lady
came into a local body shop
with a damaged car in tow
(not even close to the Ronn
Motor Scorpion shown here).
The car had obviously been in
a recent accident. She owned
the vehicle and authorized the
repairs, providing the neces-
sary insurance information. A
claim number was received
from the insurance company
and the body shop proceeded
to repair the vehicle. In the
process of repairing the car,
the technicians discovered
that the engine wouldn't
crank, so they pushed the car
wherever it needed to go in
the shop. When the repair
work was completed they
towed the car to the mechan-
ics, who determined that the
engine was blown! It was
discovered that the engine
was not working prior to the
accident, and the collision
occurred while the car was
parked and inoperable. The
customer assumed that every-
thing, including the engine,
would be taken care of be-
cause of the accident. How-
ever, the insurance company
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Communication First...

refused to pay for any repairs,
since the vehicle hadn’t been
operable. The body shop
ended up in the middle of a
situation that could probably
have been circumvented with
some basic communication.

In retrospect, this is sort of
amusing, but we can’t afford
future snickers at our expense.
So how can we improve our
communication skills to avoid
scenarios like this? As our ex-
ample illustrates—outside com-
munication failures occur in the
body shop industry between
the customer, the shop and the
insurance company. Within the
confines of the shop, break-
downs most often occur be-
tween the front office and the
technicians, and between the
estimator and the customer.

Effective  communication s
about  conveying  messages
clearly. It’s also about receiving
information with as little distor-
tion as possible. “Distortions”
can be prevented by taking extra

time getting the full story. Qual-
ity time spent communicating
“up-front” will save time in the
end. One of the most helpful
communication techniques
available to us is “active listen-
ing”. It allows us to obtain infor-
mation, to understand, and to
learn. Paying attention is com-
munication that really pays for
itself.

Building a business requires us
to communicate with and influ-
ence others, whether they are
prospects, clients, or employees.
Studies show that miscommuni-
cation in business can mean
lower productivity, higher turn-
over, and greater tension and
anxiety. Being good at commu-
nicating and influencing others
makes our job easier!

Remember that communica-
tion is only successful when it
results in the sender and the
receiver understanding the same
information.

See page 2 for the Top 10
Ways to Listen Effectively.

ADVANTAGE THROUGH EDUCATION

“Getting Your Slice of the Pie”
COLORMATCH
Business Development Seminar

It's a proven fact that EDUCATION
impacts your business and career, so
we are pleased to provide this class to
give you ammunition for the battles of

the body shop! In this session, find
out how marketing is necessary to win
the fight and get your slice of the suc-
cess pie! The cost of $25 per shop
includes dinner. Contact your sales
rep for location and reservations or
email: solutions@colormatch.com

The subject and dates for our 2™ quar-
ter Business Development Seminar
will be provided next month.

DATE 6-8pm | LOCATION
Mar 19 Mobile, MS
Mar 24 Nashville, TN

COLORMATCH Publications
Available Monthly by Email

COLORMATCH Gold Newsletter
Sales Flyer

Training Brochure

Benchmark Performance Trend
Account Statements

Please provide your contact name,
email address, and send requests to:
solutions@colormatch.com

VALUABLE EXPERIENCE TURNED INTO GOLDEN NUGGETS
OF INFORMATION FOR YOU TO TREASURE.



Top Ten — Ways to Listen Effectively COLORMATCH n

PrIORITIZE—Listening is about the speaker, so listen to understand, not respond.

Focus—Don't let your mind wander. Give the speaker a chance to finish before thinking of a reply.

MAKE EYE CONTACT—It lets the speaker see you are interested.

ASK QUESTIONS FOR CLARIFICATION—Don't stay confused about what is being said. Politely interrupt.
ACKNOWLEDGE FEELINGS—Be understanding of the speaker’s feelings (even if you don't agree).
SummMARIZE—Using different words, repeat what the speaker has said, to be certain you understand.

GIVE NON-VERBAL FEEDBACK—Use body language to convey what is appropriate; murmur, smile, nod, etc.
QUIET IS okaAY—Moments of silence allow you and the speaker to think about what was said.

PROCESS EVERYTHING—Concentrate on the meaning of what was said, not just the words.

10 RESPOND APPROPRIATELY—Give advice or direction, but only if you are asked, or if it's your job!
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Introducing the COLORMATCH District Managers

David has been with COLOR-

E-_ MATCH 9 vyears and has
achieved [-CAR Platinum
status for technical training. He

also has technical certification
with an array of DuPont prod-
uct lines. He describes his
business philosophy as ‘“fair,
competitive, and honest”. His | JERRY GRAHAM : n @ ;
DAVID WALKER  favorite sports are NASCAR & | District Manager phllosophy ¥ hor_les}y, mteg-
District Manager  hockey. In his spare time, he Evansville, IN r|ty.and apprguanon.. H'?
Jackson, TN likes to hunt, fish, and spend Henderson, KY major hobby is working with

Jerry has been with COLOR-

- MATCH over 4 years. He has
been in the auto repair industry
for 25 years and has valuable
experience both as a painter
and as a shop owner. As a
result, he can definitely relate
to his customers. His business

Kevin is the newest addition to
our team, joining us in 2008. He
has spent over 30 years in the

* . industry and has experience in

B accounting & profitability, man-
agement systems, processes &
procedures, and paint perform-
ance. His business philosophy
is “long-term partnership with

Sam has been in the collision
industry 37 years and has been
with COLORMATCH 8 years.
Prior to that, he has worked with
paint companies and has

Memphis, TN (4 stores) time with his family. Owensboro, KY computers.
owned his own jobber store. He
really enjoys the relationships

. he has with customers and his

SAMFELEMING  #1 personal philosophy is “to tell

KEVIN BENNETT
District Manager

District Manager ~ the truth”. In his spare time, Mobile, AL success for both sides”. He
TN—Nashville, Madi- ~ Sam loves to golf and has a low Pensacola, FL enjoys cross country Enduro
son, Bristol, Clarksville - handicap! Pascagoula, MS motorcycle riding and camping.

TOOL OF THE MONTH: Ridicu-
lously Large Craftsman Screw-
driver: Let's admit it. There's
nothing better for prying, chisel-
ing, lifting, breaking, splitting or
mutilating than a huge flat bladed
screwdriver, particularly when
wielded with gusto and a big

hammer. This is also the tool of
1| choice for all oil filters so insanely
located that they can only be re-
moved by driving a stake in one
|| side and out the other. If you
|| break the screwdriver -- and you

will just like Dad and your shop
teacher said -- who cares, it has
i a lifetime guarantee.

It keeps going “Oh please oh please
help me I've been stuck under here

My car is making a funny noise.
{

Wise Queates

“A good listener is not only
popular everywhere, but af-
ter a while he gets to know
something.”

Wilson Mizner
U.S. screenwriter
1876-1933

“It is the province of knowl-
edge to speak and it is the
privilege of wisdom to lis-

ten.”

Oliver Wendell Holmes We have a new COLORMATCH Training Brochure with information on upcoming events,
U.S. author & physician including I-CAR classes. To receive a brochure, please contact your local store, sales rep,
1809-1894 or email: solutions@colormatch.com




