
ENGAGING WITH MILLENNIALS: 

Part 3 — Millennials at the Workplace 
 
As the Millennial generation becomes a power in the automotive sales industry, the way dealerships interact with this 

younger demographic has to evolve, from both sides of the sales desk. In this issue, we’ll finish our series on 

Millennials at the dealership by looking at the hiring process and how Millennials can best fit into the dealership 

culture. 
 

AutoSuccess: How has the hiring process evolved for dealing with potential Millennial employees? 

 

Andrew DiFeo, GM of Hyundai of St. Augustine: The old 60-hour workweeks in the retail business are not attractive to 

the Millennial generation. They like flexible schedules, and the idea of the comfort of a salary versus a commission-

based pay plan. As far as what the employer should look for, they definitely need that positive, optimistic attitude and a 

willingness to learn. There’s also the acceptance and use of technology, and since that’s already part of their daily lives, 

we don’t have to focus on that as much as with some of the older demographics. 
 

Chris Saraceno, VP and Partner of Kelly Automotive Group: While the tried and true method of handing in a hard copy 

resume is still active in today’s workplaces, uploading your applications to career sites like Monster and LinkedIn are 

now becoming the norm. Many large companies actually use third-party sites for job postings and resume submissions. 

Kelly Auto has done something similar, partnering with Hire The Winners. This company pushed all job postings on 

social sites as well as career sites. Kelly sees the future as more of a hands-on approach for all team leaders to use 

social media. 

 

Social media, as the name suggest, is about being social or fun. That is what Millennials look for in a workplace: a 

professional fun atmosphere. Recent studies have shown that most Millennials will leave a boring high-paying job for 

an exciting lower-paying job. Now, not all jobs are as exciting as fire swallowing, but something as simple as monthly 

company outings or social building activities goes a long way. Distractions aside, how a leader treats their team 

members is a major factor for Millennials. They see the ideal boss as one who empowers their employees, allowing 

them to branch off from direct orders, make mistakes and be given the opportunity to grow. 
 

Brian Benstock, VP and GM of Paragon Honda and Acura in New York City: The days of someone working 80 hours a 

week in the car industry are coming to an end. You have to look for people who are passionate about the business and 

have the ability to communicate with both younger and older demographics. You want them to be up to date on the 

latest technology and media to communicate with customers. When you’re recruiting and hiring, it’s a balance. You 

want professionalism, but you have to understand that they’re not prepared to work an 80-hour week to push paper. 

They’re very efficient. You have to have your business environment set up to sustain that. Process is important and 

training is extremely important for this generation. They’ve come to expect it. They need to be taught what the 

expectations are and what’s their path is to grow in your organization. 
 

Marsh Buice, Sales Manager of Mark Dodge Chrysler Jeep: It’s important that dealerships don’t look through their “old 

school” lenses and only hire those that they find closely resemble themselves. I love Millennials because they’re not 

scared of technology and can adapt to changes quickly. Technology, coupled with their enthusiasm, helps them 

immerse themselves in learning everything they can about the product. They live and breathe the product they are 

selling and that the enthusiasm is infectious. Also, their social reach is vast — if they love what they’re doing, they’ll 

tweet, post, snap and tag their passion. 
 

Danny Benites, GM of Greg Lair Buick-GMC: First, Millennials want to be connected and know they are included. We 

have to convey that we’re a dealership that values the input of our people, and then deliver on that promise. Secondly, 

we have to expand our thought process beyond the 70-hour work week. This generation values a worklife balance. 

Thirdly, they expect to be trained. The easiest way to make sure they don’t stick around is to hire them and forget to 

train them. The average millennial expects to be at their job less than three years. Drop the ball on training, and it will 

be three months, if you’re lucky. 
 

AS: How have you seen Millennials integrate with older team members? How can leaders make the process go smoothly? 

 

AD: We’ve tried to get all of our team members — not just Millennials — constantly thinking about how the business 

and the world is changing around us, and that we need to adapt and grow with it. This applies to technology, to the 

changing sales and service processes, and to coworkers who are joining our team. We’ve positioned the opportunity for 

some of our more seasoned employees to become mentors to these millennial candidates and bring them up. It’s an 

opportunity for them to show management that “I can be a leader,” so when future opportunities for promotion come 



up, they show they can handle that job description. 
 

CS: It’s the age-old stereotype that the older generation doesn’t believe the younger has what it takes to face the real 

world. The fact is this world has already changed over to the Millennials’ way of thinking and, in a few years, they will 

be the ones taking the wheels. Millennials have knowledge that Baby Boomers and Gen Xers alike can learn. The key 

is to acknowledge, recognize and adapt. 
 

BB: Each of us can learn from all of us. There are certainly things senior members of the sales team and management 

can teach Millennials about the business, and Millennials have a lot to offer in teaching efficiency, transparency and 

new technologies to senior members. It’s good to have a team who can cater to any generation of customer. The Baby 

Boomer may love dealing with someone younger and more passionate about the business. Or, since this is a big 

transaction, some customers say they don’t want to deal with “a kid.” There’s value in all, but each generation has to be 

willing to evolve and adapt to the customers they’re serving. 
 

MB: Millennials have no problem working with older team members — most of the time it’s the old timers who are 

more resistant to change. The amount of information that a salesperson must learn today can be overwhelming, so 

many OT’s shut down. We’ve found that Millennials slyly “snuggle” up to some of the old-timers and, slowly, a bond 

is formed. Millennials teach the old timers how to use technology and the OT’s are able to use their experience to help 

the younger generation. 
 

DB: There is no substitute for a great culture. If you play your cards right, young and old will strive together to create a 

different workplace. It’s time we stop comparing ourselves to the dealerships of yesteryear. There’s a reason companies 

like Google and SAS are killing it. If we sit back and complain about how entitled and self-absorbed Millennials are, 

we’ll miss out on the very future of our business. 


