
ENGAGING WITH MILLENNIALS: 

Part 2 — Millennials at the Dealership  
 

The Millennial generation is coming of age as a force to be reckoned with in the automotive industry. Growing up with 

the instant gratification possible through online transactions, the auto sales and service process can be different for 

them than it was for previous generations. This month, we’ve asked our Dealer Panel on how their sales and service 

process has changed to better serve this demographic. 

 
AutoSuccess: How has the sales process for Millennials different from selling to older demographics? 

 

Andrew DiFeo, GM of Hyundai of St. Augustine: I think the sales process has to be flexible. A lot of the process is now 

done online, and they — Millennials, but also older demographics — want to do more of the transaction online, 

whether it’s the trade appraisal, the finance application, negotiating the price of the vehicles, etc. There are a lot of new 

tools out there that can assist the dealer in doing that, and we’ve tried to incorporate a lot of those into our process. 

Most people still want to come to the dealership to test drive the vehicle and go over its features, but we’ve found that, 

by doing as much as possible online prior to them coming to the dealership, it really reduces the time spent at the 

dealership, which is important, especially for the Millennial generation. 

 

Chris Saraceno, VP and Partner of Kelly Automotive Group: For any question on any topic at any time, there is the 

Internet. This is where every purchase starts for Millennials. Online, they can accomplish everything one could do by 

visiting a store: compare prices, read reviews and check for quality and the respectability of the company. Once the 

preliminary online culling is complete, the next step is to go in person, if purchasing on the computer is not an option. 

 

Brian Benstock, VP and GM of Paragon Honda and Acura in New York City: The sales process is still important, but I 

think the steps aren’t as critical as they once were. When I bought my first car, my Dad came with me to show me how 

to negotiate a deal; we’re not seeing as much of that anymore. There’s a decent portion of this population who do a lot 

of research, so you have to play to their expectations. There are times when they might not want to test drive a car. 

They’ll say, “I’ve done my research and I want to buy it.” If the salesperson insists, they may think, “They’re wasting 

my time.” You’ve got to be efficient and you’ve got to be timely. If they can spend $1,500 on a MacBook at the Apple 

Store in 18 minutes or less, what’s their expectation for a $250 a month car payment? You’ve got to cater to that, and in 

a way that allows them to say, “I got what I wanted at a fair price” — and it’s not necessarily a low price, but a fair 

price — “and the process was easy.” 

 

Marsh Buice, Sales Manager of Mark Dodge Chrysler Jeep: Make it easy for them. I love Amazon’s “1-Click” buying 

program — I find what I want, “1-Click” it and it’s on the way. Millennials don’t want to have to jump through hoops 

to buy a vehicle, so it’s important that your online presence and your process make it easier for them to buy. I come 

from the days of six, seven or eight pencils at a time — if your “four square” had any white left on the paper, it meant 

that you weren’t fighting hard enough. That is a rarity today; Millennials want the process to be efficient (which 

doesn’t mean short-cutting), they want negotiations to be transparent (meaning you’re able to supply data to support 

your findings) and they expect to be taken care of after the sale. 

 

Danny Benites, GM of Greg Lair Buick-GMC: They seem to be much further down the track. Our goal is to find out 

where they are in the process, and then jump in. The biggest mistake we can make is to take them back to the 

beginning. They’ve shopped 18 dealers online to save time at the dealership, so the old “two-door or four-door?” 

conversation is a waste of time, and insulting to boot. We’ve done everything possible to speed up the process and 

deliver a different experience. 

 
AS: How is the service process different for this generation? 

 

AD: Convenience is extremely important to them. I think some of the older demographics, especially retired people, 

don’t mind waiting a little while, maybe talking to the salesperson who sold them the car. Millennials want to get in 

and out as quickly as possible. Another thing to look at is payment options. There are a lot of new options popping up, 

from the Square reader to Apple Pay to paying online prior coming to the dealership — anything that saves more time 

for the customer. 
 

CS: Millennials tend to shop alone, but are always armed with a digital army of critics who can sway their purchases far 

quicker than any salesman. Many times, a Millennial will take a picture of a product they are considering and post it 

online. Instant “yays” and “nays” are given, and the decision is often reached right then and there. This plays into what 

they expect most from any business: convenience. Similar to the instant communication of social media, Millennials 

desire constant updates and the ability to see the progress of the service they have requested. Free Wi-Fi is no longer a 



hidden treasure; it’s a sign of legitimacy. 
 

BB: Dealerships are going to have to evolve to be able to quickly and efficiently handle a Millennial’s service needs. 

Millennials don’t want to spend all day at the dealership. You’ll see a lot of importance placed again on efficiency and 

transparency. One of the great things is that they value fair, reputable service. Price is not the end-all be-all for 

Millennials. They place a lot of value on quality and fairness, which is good, because if you build rapport and have a 

reputable dealership, you can have a loyal, frequent customer who will pay you fair prices for your devices. 
 

MB: As I mentioned earlier, they want to be taken care of after the sale and, if they’re not, they have no problem 

jumping on Yelp, Google, Facebook or Twitter to let others know. Millennials are flexible, but they don’t want to be 

put off due to their seemingly “laid-back” nature. We make sure that they know they are going to be well taken care of 

and, if an issue does come up that we can’t follow through as promised, we’re prompt to give them the details with 

assurances that we will accommodate them in every way we can. 
 

DB: The easy answer here is texting, service apps, online scheduling, loyalty programs, etc. I think we have to be even 

more focused on fixing cars right the first time. We’re talking about a generation who won’t be loyal with a service 

department that wastes their time, regardless of their “frequent fixer” miles. There is nothing that will kill loyalty like 

having to drive back to the dealership when your vehicle hasn’t been repaired as promised. With Millennials, they are 

very likely to share this experience on social media. The good news is that they are just as likely to share a positive 

experience. I think we spend too much time trying to buy the tech world’s next golden goose and we forget to fix the 

damn car.  

 

Next month, we’ll look at Millennials in the workplace — how the hiring process has evolved for this group, and how 

different generations can work together to sell and service vehicles to satisfied customers 


