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BMW GROUP
Expires Jan. 31. In lieu of rebates, cut-rate financing
is available.

2012 models
BMW X5*, X5M 0.9-1.9%
5 series* 1.9-3.9%
3 series, 5 series Gran Turismo*,
6 series, 7 series*, M3,
X6*, X6 M*, Z4* 2.9-3.9%

X3 3.9-4.9%
Mini Cooper* 0%

2011 models
BMW 3 series* $1,500-$2,500 0.9-3.9%
M3* $1,500 0.9-4.9%
1 series M* 3.9-4.9%
CHRYSLER GROUP

Expires Feb. 29. In lieu of rebates, cut-rate financing
is available.

2012 models
Chrysler Town & Country $1,000 0-3.9%
Dodge Avenger $3,000 0%
Charger (excl. SRT8) $2,000 0-3.9%
Challenger (excl. SRT8) $1,500 0-3.9%
Journey $500-$1,500 0-4.9%
Durango, Grand Caravan

(excl. AVP) $1,000 0-3.9%
Caliber $750 0-5.9%
Jeep Liberty $3,000 0-1.9%
Grand Cherokee $1,000 0-3.9%
Compass, Patriot $1,000 0-4.9%
Wrangler, Wrangler Unlimited 0%
Ram 1500, 2500 $2,500 0-4.9%
3500 $1,500-$2,500 0-5.9%
4500, 5500 $1,500 0-5.9%

2011 models
Dodge Durango 0-1.9%
Jeep Compass 0-1.9%
Ram 3500, 4500, 5500 0-3.9%
FORD MOTOR CO.

Expires April 2. In lieu of rebates, cut-rate financing
is available.

2012 models
Ford Expedition $3,000 0-1.9%
Mustang $1,500-$3,000 0-3.9%
Super Duty F-250,
Super Duty F-350,
Super Duty F-450 $1,000-$3,000 0.9-4.9%
Escape, Flex, Taurus $2,000 0-1.9%

Fusion $1,500 0-1.9%
F-150 $1,000-$1,500 2.9-6.9%
Focus $1,000 0-4.9%
Explorer $1,000 1.9-5.9%
Econoline (incl. cargo),

Econoline wagon $1,000 2.9-6.9%
Fiesta $500 1.9-5.9%
Lincoln Navigator $3,000 0-1.9%
MKS $2,500 0-1.9%
MKZ $1,500 0-1.9%
MKT $1,000 0-1.9%
MKX $1,000 1.9-5.9%

2011 models
Ford Expedition $3,000 0-1.9%
Ranger $2,000-$3,000 0-1.9%
Taurus $2,500 0-1.9%
Econoline (incl. cargo),
Econoline wagon $2,500 0.9-4.9%

Escape* $2,000 0-1.9%
F-150* $1,500-$2,000 2.9-6.9%
Edge $1,500 1.9-5.9%
Transit Connect,
Transit Connect wagon $500 4.9-8.9%

Lincoln Town Car $4,000 0.9-4.9%
Navigator $3,000 0-1.9%
MKS, MKZ $2,500 0-1.9%
MKX $1,500 0.9-4.9%
GENERAL MOTORS

Expires Feb. 29. In lieu of rebates, cut-rate financing
is available.

2012 models
Buick Enclave, LaCrosse $1,500 0-4.9%
Regal $1,000 1.9-4.9%
Verano 3.9-5.9%
Cadillac CTS coupe*,

CTS sedan*, CTS wagon*,
Escalade, Escalade ESV,
Escalade EXT,
Escalade Hybrid, SRX 1.9-4.9%

Chevrolet Impala $3,000 0-3.9%
Avalanche, Malibu $2,500 0-4.9%
Colorado $2,000 1.9-4.9%
Silverado 1500,
Silverado 1500 Hybrid,
Silverado 2500HD,
Silverado 3500HD $2,000 3.9-4.9%

Traverse $1,500 0-3.9%
Express (incl. cargo),
Suburban, Tahoe $1,000 3.9-4.9%

Cruze, Sonic 2.9-4.9%
Equinox 2.9-5.9%
Camaro, Corvette 3.9-4.9%
GMC Sierra 1500 Hybrid,

Sierra 2500HD,
Sierra 3500HD, $2,000 3.9-4.9%

Canyon $1,000-$2,000 1.9-4.9%
Acadia $1,500 0-3.9%
Savana (incl. cargo),
Yukon (incl. Hybrid),
Yukon XL $1,000 3.9-4.9%

Terrain 2.9-5.9%
2011 models

Buick Lucerne $4,000 0-3.9%
LaCrosse, Regal $3,000 0-3.9%
Enclave $2,000 0%
Cadillac Escalade,

Escalade ESV,
Escalade EXT,
Escalade Hybrid $4,000 0%

CTS sedan, CTS wagon,
CTS-V coupe,
CTS-V sedan,
CTS-V wagon $3,000 0%

SRX $1,500 0%
CTS coupe (excl. V series) $1,000 0%
Chevrolet Silverado 1500

Hybrid $4,005 0%
Silverado 1500
(excl. Hybrid) $3,505-$4,005 0%

Avalanche, Impala $4,000 0%
Suburban
Tahoe (incl. Hybrid) $3,500 0%

HHR*, Malibu $3,000-$3,500 0-3.9%
Corvette $3,000 0-2.9%
Colorado $1,500-$3,000 0%
Silverado 2500HD $2,505 0%
Traverse $2,000 0%
Express (incl. cargo) $1,500 0-4.9%
Aveo $1,500 3.9-5.9%
Cruze $500 1.9-4.9%
Camaro convertible 0%
Equinox 2.9-5.9%
Camaro coupe 3.9-4.9%
GMC Sierra 1500 Hybrid $4,005 0%
Sierra 1500 $3,505-$4,005 0%
Yukon (incl. Hybrid),
Yukon XL $3,500 0%

Canyon $1,500-$3,000 0%
Sierra 2500HD $2,505 0%
Acadia $2,000 0%
Savana (incl. cargo) $1,500 0-4.9%
Terrain 2.9-5.9%
AMERICAN HONDA MOTOR CO.

Expires Feb. 29.
2012 models

Honda Accord coupe*,
Accord sedan*, Civic coupe*,
Civic sedan*, Crosstour,
Fit, Pilot 0.9-1.9%

2011 models
Honda Accord coupe*,

Accord sedan*,
Crosstour, Ridgeline 0.9%

Odyssey 0.9-1.9%
HYUNDAI-KIA AUTOMOTIVE

Expires Jan. 31. In lieu of rebates, cut-rate financing
is available.

2012 models
Hyundai Veracruz $500 0.9-3.9%
Santa Fe $500 1.9-4.9%
Equus, Genesis,
Genesis coupe,
Sonata 0.9-3.9%

Accent, Elantra,
Elantra Touring,
Tucson

Veloster 1.9-4.9%
Kia Sedona $2,500 1.9-3.9%
Sorento $1,000 1.9-3.9%
Forte $500 1.9-3.9%
Optima, Rio, Soul 0.9-2.9%
Sportage 1.9-3.9%

2011 models
Hyundai Veracruz $1,000 0-2.9%
Santa Fe $1,000 1.9-4.9%
Sonata 0-1.9%
Genesis, Genesis coupe 0-2.9%
Equus 0.9-3.9%
Elantra, Tucson 1.9-4.9%
JAGUAR LAND ROVER

Expires April 2.
2012 models

Jaguar XF*, XJ*, XK* 0.9%
Land Rover LR4*,

Range Rover*,
Range Rover Sport* 1.9%

MAZDA
Expires Jan. 31. In lieu of rebates, cut-rate financing
is available.

2012 models
CX-9, Mazda6 0%
Mazda2, Mazda5 0.9%
Mazda3 1.9%

2011 models
CX-9, Mazda6 $1,000 0%
CX-7, Mazda2, Mazda3 $500-$750 0%

MERCEDES-BENZ
Expires Jan. 31.

2012 models
Mercedes-Benz C class*,

E class*, GL*,
GLK*, M class*,
S class* 1.9%

Smart ForTwo 0%
2011 models

Smart ForTwo 2.9%
MITSUBISHI

Expires Jan. 31. In lieu of rebates, cut-rate financing
is available.

2012 models
Galant $3,500 0%
Eclipse*, Lancer,
Lancer Evolution,
Lancer Sportback,
Outlander 0%

2011 models
Endeavor $4,500 0%
Galant $3,500 0%
Eclipse, Outlander $1,500-$2,000 0%
Lancer $1,500 0%
Outlander Sport $1,000 0%
NISSAN NORTH AMERICA

Expires Jan. 31. In lieu of rebates, cut-rate financing
is available.

2012 models
Nissan Titan $2,000-$3,000 0-2.9%
Frontier $2,000-$2,500 0-1.9%
Armada $2,000 0.9-2.9%
Altima, Murano,
Pathfinder $1,500 0.9-2.9%

Quest $1,250 0-2.9%
Sentra $1,000 0-1.9%
Xterra $1,000 0.9-2.9%
Rogue $750 0-0.9%
Versa 0-1.9%

2011 models
Nissan Titan $5,250 0-0.9%
Titan $4,250 0-1.9%
Armada $4,000 0-1.9%
Murano convertible $3,000 0-1.9%
Maxima, Murano,
Pathfinder $2,500 0-1.9%

Quest, Xterra $2,000-$2,250 0-1.9%
Rogue, Versa $0-$1,500 0-1.9%
SUBARU

Expires Jan. 31.
2012 models

Forester, Impreza sedan,
Impreza sedan WRX,
Impreza wagon,
Impreza wagon WRX,
Legacy, Outback, Tribeca 1.9%

SUZUKI
Expires Jan. 31. In lieu of rebates, cut-rate financing
is available.

2012 models
SX4 $500-$1,000 0%
Grand Vitara $1,000 0%
Equator, Kizashi $500-$750 0%

2011 models
Equator $3,000 0-2.9%
Grand Vitara $1,250 0-2.9%
Kizashi, SX4 $1,000-$1,250 0-2.9%
TOYOTA MOTOR SALES

Expires Jan. 31. In lieu of rebates, cut-rate financing
is available.

2012 models
Toyota Tundra* $2,000-$2,250 0%
Highlander (excl. Hybrid) $500 1.9%
Avalon, Camry 2.9%

2011 models
Toyota Avalon $1,500 0-1.9%
Venza, RAV4 $500-$1,000 0-1.9%
Corolla, Prius $500-$750 0-2.9%
VW GROUP OF AMERICA

Volkswagen expires Jan. 31; Audi expires March 1.
2012 models

Audi A3*, A4*, A5*, A6*,
A7*, A8*, Q5*, Q7*, S4*,
S5*, TT*, TTS* 1.9-2.9%

Volkswagen Beetle 2.9%
Golf (excl. TDI), GTI,
Jetta SportWagen (excl. TDI) 1.9%

Tiguan 0.9%
CC (excl. VR6 4Motion),
Routan, Touareg 0%

2011 models
Volkswagen CC
Eos*, Golf, GTI, Jetta sedan,
Jetta SportWagen, Routan,
Tiguan, Touareg 0%

VOLVO
Expires Feb. 29.

2012 models
C30, XC60, XC70 2.9%
C70, S60, S80 0.9%

Incentives in this table are a summary of retail programs offered. Programs may vary by region and model.
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Cash Finance
rebate rate

ings to the dealers run into tens of
millions of dollars nationally. It will
also reduce BMW’s variable ex-
penses.”

He said the other savings come
from transportation, since dealers
won’t have to pay to do swaps, said
Miles.

“If dealer A has the car that dealer
B wants it requires transportation,”
he said. “If it is in a central location
the savings is significant.”

Central stocking also reduces
dealer discounting of cars dealers
have trouble moving, said Miles. 

He estimates BMW will have a few
thousand 5-series in the central
stock locations. It will monitor each
pool “so that the inventory doesn’t
go up.” 

“If you do it this way, dealers
won’t have to have 10 cars on the lot
and can choose from another 30 in
central stocking,” he said.

Dealers won’t have more cars
available to them than their normal
monthly allocation. But Miles said:
“It should speed up dealer through-
put.” 

Jeff Gerken, general manager of
BMW South County in El Cajon,
Calif., which participated in the San
Diego trial, estimates that the store
saved $4,000 to $5,000 a month on
floorplanning on the 30 cars that
were held for the store in the central
pool.

Also, Gerken says he didn’t have
to swap as many vehicles with other
dealers and avoided the trucking
expense of about $300 a car.

“The No. 1 benefit was getting the
cars we needed,” he said. “The prior-
ity was getting the right car to the
customer and not having to switch a
customer into something that would
have been second choice.”c

continued from Page 3

BMW
Plan should cut
cost of dealer swaps

The program also used mystery
shoppers to gauge customer inter-
action with sales, service and parts
employees. 

After a stellar year in which
Chrysler Group’s U.S. sales rose 26
percent, Marchionne says the au-
tomaker’s front line — its dealers
and their sales staffs — cannot rest
on accomplishments if Chrysler
Group is to reach its long-term
goals.

“We’re not top league. We moved
up,” Marchionne told Automotive
News during the Detroit auto show
this month. “But that’s not true of
the customer interface. We’re doing
well, [dealers] are doing well, but
they’re not doing well with the cus-
tomers.” 

Marchionne sees no room for
complacency if the automaker is to
achieve its goal this year of upping
its 2011 global sales of 2.0 million by
400,000 vehicles.

“We can do all the Eminems you
like, all the commercials, but at the
end of the day, this only gets you so
far,” he said. “The interface is with
the guy who sells you the car.”

Starts with culture
Employee motivation to treat cus-

tomers properly is the dealer’s re-
sponsibility. Dealers typically pro-
vide bonuses, trips, extra vacation
time and other perks when their
employees meet certain customer-
satisfaction targets. 

Chrysler helps dealers motivate
their salespeople with contests,
bonuses and extra recognitions to
reward sales performance outside
the Dealer Standards program. 

In the most recent Sales Satisfac-
tion Index Study from J.D. Power
and Associates, released in Decem-
ber, Chrysler Group’s Jeep, Ram
and Dodge brands finished in three
of the bottom four places among
mass-market brands. The Chrysler
brand placed ninth of 19 mass-
market brands, excluding luxury
brands.

The survey measures customers’
experiences at dealerships. The J.D.

Power study showed the Chrysler
Group brands lagged behind most
in its salesperson, delivery process
and negotiating categories.

David Kelleher, chairman of the
Chrysler National Dealer Council
and owner of David Dodge-
Chrysler-Jeep-Ram in Glen Mills,
Pa., says he, too, wants customer
interaction to improve in Chrysler
dealerships. He says the Dealer
Standards program should be re-
built with input from dealers.

Sales “growth has been rapid, and
thank God it has,” Kelleher said,
“But with that growth, there’s a ges-
tation period to build the type of
staff to catch up with an expanding
business.

“New people and new processes
take time. It takes six weeks, at a
minimum, for even an experienced
new sales representative to train
before I’ll let them even say ‘hello’
to a customer.”

John Yark, of Yark Automotive
Group in Toledo, Ohio, said his deal-
erships have a stringent sales process
“to make sure that even if a customer
contacts us and didn’t buy a car, they
at least leave the encounter with a
good taste in their mouth.”

His Chrysler-Dodge-Jeep-Ram
operation sold 2,656 new vehicles
in 2011, up 43 percent from 2010. 

Yark predicts that Chrysler Group
dealers won’t have trouble improv-
ing customer satisfaction or moti-
vating their sales forces this year
because Chrysler’s increased sales
and market share “is a hell of an op-
portunity, when you think of where
we were three years ago. It’s a sec-
ond chance.” 

He said the automaker’s re-
vamped product lineup and efforts
to improve quality and customer
satisfaction “is exactly what needs
to happen.” 

Must start with dealer
Reid Bigland, Chrysler’s head of

sales in the United States and Cana-
da, said Chrysler’s efforts to im-
prove its customer relations at the
dealer level must start with the
dealership.

“A lot of it becomes cultural at the
dealership level; they either have a
culture of customer service or they
don’t,” Bigland said. “And it’s the
dealer principal that mandates that
throughout their dealership.”c
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CHRYSLER
Dealer: Training new
sales reps takes time 


