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DEALERS FAIRLY WELL SATISFIED

WITH SUPPORT OF FORD

REGIONAL
SERVICE

Our last newsletter presented the
survey results summarizing your
opinion of the Dealer-to-Company
Relationship, in which Ford failed
almost every standard. This issue
summarizes your responses to
Section III, Ford Motor Company’s

= Regional Customer Service
Divisions, as well as Section 1V,
Ford’s Sales Support.

We would like to remind you that
the intent of this survey is to com-
municate to the Ford Motor
Company the dealers” position on
programs and issues. It is a means
to get our message across -- loud
and clear. As we did in our last
newsletter, we will limit our com-
ments and present the facts as they
evolved numerically. We have
scored this survey by assigning an
equal point value to each possible
answer with an achievable maxi-
mum score of 100 points.
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CUSTOMER
DIVISION

SURVEY RESULTS, PART 2

Of the dealers who responded, 86
percent are Ford dealers, 11 per-
cent are Lincoln-Mercury dealers,
and 3 percent are Canadian deal-
ers. Over 34 percent of Ford deal-
ers responded, 28 percent of
Lincoln-Mercury dealers respond-
ed, and approximately 20 percent
of Canadian dealers responded.

Ford has often indicated that the
NADA Dealer Satisfaction Survey
results are negatively impacted by
small or select dealers; however,
our survey score results were sel-
dom affected by a disproportionate
share of negative responses gener-
ated by small or select dealers. In
fact, no score in Sections I and II
had such a correlation. In Sections
IIT and IV, presented in this
newsletter, we have indicated
when select dealer responses had
an adverse affect on the score. As
you will see, there were very few
instances where this occurred.
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Overall Company Support [Any score below 60 indicates a failing score.]

3. How satisfied are you with the support provided by Regional Customer Service Division’s
sales and service representation?

Completely Very Fairly Somewhat Very

Satisfied Satisfied Satisfied  Dissatisfied Dissatisfied Score
Sales Representative:
* Knowledge/competence 21% 27.5%  29% 15% 7.5%  69.3
e Fulfillment of commitments 22% 31% 25% 15% 7% 69.3
Sales Training
® Product knowledge 16.5% 27%  37% 12.5% 7% 66.9
o Cost effectiveness 14% 19% 38% 19% 10% 61.5
e Convenience 15% 23% 36% 16% 10% 63.8
e Overall Quality 14% 26% 39% 14% 7% 64.9
Service Representative:
* Knowledge/competence 18% 26%  28% 16% 12% 64.5
e Fulfillment of commitments 19% 27% 28% 16% 10% 654
Service Training
® Product knowledge 15.5% 31% 31.5% 14% 8% 66.7
o Cost effectiveness 11% 21% 31% 21% 16% 48.2
e Convenience 11% 22% 28% 22% 17% 57.8
e Overall Quality 13% 29% 32% 16% 10% 63.9

Section Score: 63.5

As you can see by the results of this section, dealers are fairly well satisfied with Ford Motor Company’s
regional customer service divisions. Although the scores dropped on questions pertaining to the cost effec-
tiveness and convenience of sales training, the only failing scores Ford received in this section was on the cost
effectiveness and convenience of its service training. Here is an example where Ford select dealer responses
had a negative impact on the scores. Increasing costs in doing business with Ford Motor Company is a major
concern for most select dealers.

Many dealers expressed satisfaction with the regional office personnel. The most common response can be
summed up with this dealer’s statement:

“The regional team works very hard for us. The national picture could improve.”

Sales Support [Any score below 60 indicates a failing score.]

4. Please evaluate the following issues as they relate to Ford Motor Company’s support of
your dealership’s sales efforts during the past six months.
Completely Very Fairly Somewhat Very

Satisfied Satisfied ~ Satisfied Dissatisfied Dissatisfied Score
Distribution System:
e Allocation system 11% 21% 32.5% 22.5% 13% 59.2
® Product availability 10.5% 26%  35% 18.5% 10% 61.5
* Vehicles built as ordered 24% 35.5% 28%  7.5% 5% 73.0
e Commitment to original OTD Program promises 10% 19% 31% 20% 20% 55.5
e Timeliness of delivery 12% 30.5% 36% 14%  7.5%  65.1

Newly ordered vehicles have a price lower that
comparably equipped vehicles currently in stock 11% 19%  39% 18% 13% 59.1
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Sales Support [Any score below 60 indicates a failing score.]

4. Please evaluate the following issues as they relate to Ford Motor Company’s support of
your dealership’s sales efforts during the past six months.

Completely Very Fairly Somewhat Very

Satisfied Satisfied Satisfied  Dissatisfied Dissatisfied Score
Distribution System:
* Allocation system 4% 15% 38.5% 27% 155% 53.1
* Product availability 4% 19%  31% 27% 19% 52.3
e Vehicles built as ordered 38% 35% 19% 4% 4% 80.0
e Commitment to original OTD Program promises 12% 4% 50% 17% 17% 55.8
e Timeliness of delivery 12% 20%  32% 28% 8% 60.0
Newly ordered vehicles have a price lower than
comparably equipped vehicles currently in stock 8% 17%  58% 13% 4% 62.5
Condition of vehicles when you receive them:
e All features and options ordered 38% 35% 19% 4% 4% 80.0
e Everything working properly 19% 46% 19% 8% 8% 72.3
* No inferior defects 23% 42%  27% 0% 8% 74.6
* No exterior defects 16% 32% 40% 4% 8% 68.8
* No shipping damage 16% 28%  40% 8% 8% 67.2
Ability to resolve your customer’s sales concern 10% 20%  25% 45%  00% 59.0
X-Plan Program 27 % 18% 32% 9% 14% 67.3
Sales Marketing Programs (Incentive, etc.)
e Competitive 11.5% 31% 38% 11.5% 8% 65.4
e Easily understood 4% 23% 345% 27% 11.5% 56.2
* Announced in advance 4% 15%  27% 38.5% 15.5% 50.8
Parts Marketing Program
* Competitive 8% 28% 36% 24% 4% 62.4
e Easily understood 8% 40%  36% 16%  00% 68.0
* Announced in advance 8% 44%  40% 8% 00% 70.4
Ford Credit Marketing Programs
e Competitive 27% 38% 15% 12% 8% 73.1
e Easily understood 31% 34% 19% 8% 8% 74.6
* Announced in advance 23% 38% 15% 12% 12% 70.0

Section Score: 65.7

Canadian dealers were particularly satisfied with the condition of vehicles when delivered. The questions
pertaining to vehicles built as ordered, including features and options, received the highest scores of the sur-
vey thus far. The allocation system and product availability received failing scores.

Unlike U.S. dealers, Canadian dealers scored both Parts Marketing Program and Ford Credit Marketing
Program fairly well. As with U.S. dealers, the ease of understanding Sales Marketing Programs, as well as
their announcement in advance both received failing scores. Ford’s commitment to the original OTD
Program promises also received a failing score.

One dealer states: “OTD is one of the more detrimental issues to dealer inventory, sales and planning | have experi-
ence since | started as a dealer almost thirty years ago.”
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