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CASE STUDY

ISSUE
In 2007, when Certified Benz and Beemer opened their doors, their main focus was creating a pleasant environment for their 
customers. Although doing well in sales, the dealership, however, had not paid attention to their online reputation or search 
engine optimization and had instead, focused strictly on advertising. In June 2010, an online search on the dealership name 
revealed two negative reviews and little else.  The dealership realized they needed to switch their focus to improving their 
online reputation. They had so many happy customers but only bad reviews.  With the overall increase in car buyers con-
ducting research on the Web, it became clear that the dealership should have their happy customers posting testimonials 
too. As a result, Certified Benz and Beemer joined the  DealerRater® Certified Dealer Program in 2010 to help build positive 
review counts and improve their online efforts.

APPROACH
Certified Benz and Beemer attended DealerRater’s Best 
Practices online training and were quickly prepared to inte-
grate the many Certified Dealer tools and best practices into 
their dealership culture. The Dealership started by receiving 
one positive review per week.  Initially, it was a challenge 
to get all dealer staff on board, as once their sales staff sold 
a car they were accustomed to looking for their next sale.  
With online reviews now engrained in the dealership sales 
process, staff were required to (1) take the time to give them 
a rating reminder card (2) ask them to write a review and (3) 
send a follow up email as a reminder. 
 
RECOGNIZE AND REWARD 
To help launch the DealerRater Certified Dealer program 
and make reputation management part of the culture of the 
entire dealership, Certified Benz and Beemer made Dealer-
Rater the focus of each weekly sales meeting. Contests were 
held and the staff was rewarded with parties for milestones 
such as gathering an additional 100 new reviews. 

EMPLOYEE SPECIFIC REVIEWS
Certified Benz and Beemer took advantage of the employ-
ee-specific MyReviews pages offered in the Certified Dealer 
toolkit.  

Links were built into every salesperson’s email signature 
using a DealerRater template. The email stressed what made 
the dealership different, asked the customer to visit Dealer-
Rater.com to rate both the dealership and the individual 
salesperson.  The salespeople each worked hard to build 
their own personal reviews on DealerRater.  

Certified Benz & Beemer

LEVERAGING REVIEWS IN THE DEALERSHIP 
Certified Benz and Beemer completely integrated DealerRat-
er online reviews into the sales process. A three-ring binder 
is displayed in the sales office containing customer testimo-
nials. The customer is invited to flip through this Evidence 
Manual while waiting, or the salesperson typically shares the 
reviews with the customer to help close the sale.  Salespeo-
ple also view the reviews with the customer online. Reviews 
are also framed and prominently displayed in customer 
waiting areas.

DealerRater Helps Drive Showroom Traffic and Increase Sales at  
Certified Benz and Beemer



FOR MORE INFORMATION
800-266-9455 | DealerRater.com

CASE STUDY
Certified Benz & Beemer

RESULTS 
INCREASED SALES

• With DealerRater’s program,  Certified Benz and Beemer 
now has customers sharing with other customers their 
experiences at the dealership. The Certified Dealer program 
has been a significant sales booster for the dealership, help-
ing to drive showroom traffic and boost sales by 20-25%.  

“We joined the DealerRater Certified Dealer Program in June of 2010 and now 
we have 489 reviews, around 98% of which are positive, with a 4.8 average 
score. We were even named the 2012 Used Car Dealer of the Year for Arizona! 
Through managing our online reputation with DealerRater, our sales, which 
were already strong, have increased by about 20-25%.”   
Jack Schneider, President, Certified Benz and Beemer 

STRONGER ONLINE 
PRESENCE VS. COMPETITORS

• Potential customers often arrive and ask for a salesperson 
by name, having researched online and read both the deal-
ership’s and that particular salesperson’s reviews.  Approx-
imately 25% of their customers review them online, which 
reflects in the 20-25% increase in sales. 

• Since joining the DealerRater Certified Dealer Program in 
June of 2010, the dealership has built more than 880 online 
reviews (98% of which are positive) with a 4.9 (out of possi-
ble 5.0) average score.  

• The dealership has now turned its attention to the service 
staff to increase the number of service customers that rate 
the dealership; currently 10% of the service customers write 
a review. 

UNIFIED DEALERSHIP OBJECTIVES AND 
CULTURE BUILT ON SATISFIED CUSTOMERS

• DealerRater enabled Certified Benz and Beemer to deviate 
from the dealership’s typical thought process and helped 
instill a customer service- based culture throughout the 
dealership. All dealer staff strive for as close to perfection as 
possible for customer satisfaction. In 2012, Certified Benz 
and Beemer was awarded the Used Car Dealer of the Year for 
Arizona. 

• The dealership prides itself on being a low pressure full 
disclosure dealership by handing out the CARFAX report, 
service history, KBB, sharing reviews, etc.  Additionally, every 
time a car is sold, the dealership is assured that the customer 
was equipped with all the information needed to make a 
well-informed decision to buy. 


