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he New York metro area (New 
York, New Jersey and parts of 
Connecticut) is one of the most 

competitive automotive markets in 
the nation. Consisting of nearly 120 
Honda dealerships, including 10 of 
the top 25 in the nation, the density 
amplifies a dealership’s responsibility 
to differentiate itself over the phone. 
Dealers must offer more than just good 
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pricing; they must go the extra mile to 
build a connection with every caller to 
ensure the dealership down the street 
doesn’t snatch their business.  

This reality couldn’t ring truer for Paramus 
Honda’s BDC Director, Jason Cohen. It’s 
tough real estate near his store: there are 
a dozen other Honda dealerships within a 
25-mile radius, with the closest one less 
than five miles down the road, and more 
stores per square foot than anywhere 
else in the U.S. With the odds seemingly 
stacked against him, his team still sells 
and services more vehicles than any other 
New Jersey dealer, and more than 95% of 
dealerships in the nation. Oh, and they’re 
also the 55th-largest volume Honda 
dealership in America, as well as the most 
profitable store within the Lithia group – 
the third-largest auto group in the country 
with 183 dealerships. 

A big part of that success? Cohen’s 
detailed focus on training, accountability 
and converting more Internet leads than 
anyone else. No rookie to the car world (he’s 
been in the game for almost two decades), 
Cohen’s results at Paramus attracted the 
attention of Honda of Nanuet, Paramus’ 
sister store. Nanuet recently brought him 
on to incorporate his processes and to 
help improve the BDC department.

Overseeing the BDC for both Paramus 

START EARLY, START OFTEN
Cohen knows he can’t expect agents to know 
how to improve on the phone if he doesn’t 
start them off strong with training right from 
the get-go. Paramus’ program requires new 
agents to first complete manufacturer and 
product training for a week, then a week of 
role-playing using phone scripts. New hires 
must log into Car Wars and listen to at least 
10 inbound and 10 outbound phone calls 
from every other team member. Cohen 
says this exercise builds their confidence so 
they’re prepared to handle the different types 
of conversations that will arise on the job. 
After about two weeks – and once agents feel 
confident to properly handle sales calls – he 
sets them loose on the phone.

Training isn’t fully over once a new hire has 
jumped on that first call. Each week, the 
Paramus team gets together to listen to a 
handful of phone calls, where agents and 
managers alike learn from the good, the 
bad and the ugly. How to handle customer 
objections is a focal point during the weekly 
reviews. Cohen cites the four most common 
in the car biz: vehicle availability, vehicle price, 
trade worth and payment / interest rate. The 
secret to handling any objection? Empathizing 
with the customer through a “Feel, Felt, Found” 
technique, which Cohen instructs every agent 
to use. The key here is first empathizing with 
the customer’s objection, then showing that 

and Nanuet, a department which he dubs 
the “central nervous system,” as well as 
managing 25 people and having arguably 
the toughest market competing against 
him, Cohen’s daily tasks are no easy feat. 
However, he emphasizes staff training and 
proper phone skills as the key drivers to 
achieving tangible results. “Much like the 
brain controls the body, our BDC controls 
the flow of traffic into our showrooms and 
Service departments,” explains Cohen.

Much like the brain 
controls the body, our 

BDC controls the flow of traffic 
into our showrooms and Service 
departments. – JASON COHEN



others have felt the same way, and finally 
telling the customer how others with the 
same objection found that not only everything 
was okay, but it was actually far better: Do you 
know what that customer found out, that when 
they visited our showroom not only did they get 
a great price / trade offer / interest rate, but they 
also had a great experience in doing so, and I’m 
confident it will work out the same way for you! 
So, are you available to stop by this morning 
or is the afternoon better? Cohen wants each 
customer to innately feel that Paramus Honda 
is an easy place to do business.  

Activity breeds results. To monitor if the 
training is paying off and that agents are putting 
it to use, Cohen’s team’s goal is to accomplish 
the 60 x 60 x 60 x 60 methodology, an idea 
he got from Toyota’s manufacturer training 
program years ago. The idea is as follows: 
60% of Internet leads should result in live 
conversations; 60% of those conversations 
should result in booked appointments; 
60% of those booked appointments should 
convert to showed appointments and 60% 
of those shows should result in sold deals. 
Since Cohen requires phone handlers to 
make at least 10 calls per hour, that’s 80 calls 
in an 8-hour shift. According to Car Wars 
reporting, Paramus Honda agents have a 
live conversation 1 in every 6 calls, so that’s 
an average of 13 each day. If 7 appointments 
are booked out of those, and 60% show, 
that’s 4 shows. If 60% of those shows sell, 
that’s 2 sold cars. So if an agent makes 80 
calls every day, that should directly result in 
at least 2 closed deals. From working about 
22 days per month, that’s 44 sales right there. 
Without this proven technique, agents would 
leave a lot of money on the table.*

“It amazes me how little training most 
dealerships do,” Cohen says. “To have a 
successful team, it’s all about having the 
right people and training them properly. The 
greatest asset any  dealership has is its staff 
and employees.” 
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*These numbers are per BDC rep.

1/6 of 80 = 13 live conversations/
day

•

7 of the 13 lead to booked appts•
60% of 13 = 4 shown appts•
60% of 4 = 2 sold vehicles/day•



customer service is or if it’s trustworthy, 
so agents need to make that connection 
and prove that point to each caller right 
off the bat. To consistently build that value 
on every call, the BDC Director gives his 
staff a “10 Reasons Why You Should Do 
Business With Our Dealership” sheet they 
can reference on phone calls. He notes 
agents should be pointing out at least two 
or three of those reasons on every Sales 
call. If they’re not, they’re failing to build 
rapport with their customer base. 

“That makes a difference, even if or 
when they do pick another dealership, 
those reasons will stick out in the back of 
customers’ minds when comparing us to 
other dealerships with the same price,” 

VALUE SHOULD ALWAYS TRUMP 
PRICE
On top of the sheer volume of competition 
Cohen faces, he must also fight against 
strategies that have primed today’s 
customers to be extremely price-conscious. 
Dealership websites constantly advertise 
“low price” deals, and it’s Cohen’s challenge 
to convince the customer that price isn’t 
the only important factor.

Cohen compares dealership price shopping 
with airline ticket price shopping: when 
you book a flight, you sort by price for the 
cheapest one. That’s troublesome – if you 
had to pick a pilot who just got his wings 
vs. another with 10 years of experience 
without issues, but he’s $50 more, you’d 
probably pick the latter. Despite the price 
difference, experience should hold more 
weight than price when making a large 
purchase. “With cars, people don’t think 
that way; they think about what the lowest 
price is and they’re not thinking about 
things that are valuable and important to 
them,” he says. 

Cohen stresses that shopping callers need 
to find a dealership they trust: one that’s 
transparent, honest and convenient. 
Prospects won’t call and ask how a store’s 
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Above: Cohen spends quality time with his 
Internet team members, Tiffany Velez and John 
Rodriguez, coaching them on how to handle 

appointment-oriented calls.

Cohen says. “When people call back and 
say, ‘I talked to another dealership, but I 
liked you guys better. If you match their 
price, I’ll buy from you instead,’ then it 
proves our method works. The 10 Reasons 
sheet also gives my reps confidence if they 
run out of talking points during the call.” 

Setting one’s dealership apart from the 
rest doesn’t need to be complex or time-
consuming. To connect with callers and 
ensure they become return customers, 
Cohen reminds his staff to control 
what they can control on calls by being 
consistent and always building rapport. 
Agents can always be sure to have a strong 
greeting, positive tone, smile, use the 
caller’s name, capture contact information, 
provide dealership directions, and, most 

importantly, ask for the appointment 
100% of the time. 

To provide a customized, white-glove 
service for every caller, Cohen also equips 
agents with different scripts for each 
different lead source – for instance, one 
for Costco, one for Kelley Blue Book and 
so on.

“Once you use a script, it’s important you 
don’t sound like a robot,” Cohen says. 
“Obviously you want agents to personalize 
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the script with their own personal touch, 
but it’s important that everyone follows 
the same script and same process every 
single call. If you do that, you’ll make much 
more appointments than if you didn’t 
follow any script or any process at all.” 

“You only get one chance to make a 
good first impression,” Cohen continues. 
“Most customers’ first impressions of the 
dealership arise on a call. I see people 
visiting less and less dealerships, and 
doing more research online. Once they 
narrow it down to which car they want, 
they figure out which dealership they’ll 
buy from. Then they call – that’s when 
they’ll disqualify you if you rub them the 
wrong way or screw up the phone call. 
They’ll go to the next dealership on their 
list. It’s important to make that connection 
over the phone, otherwise, you’ll never get 
another chance to see them; they won’t 
show up in person.”

From consistently building affinity with 
customers and differentiating itself from 
the pack of dealers in the area, Paramus 
Honda sees a great deal of return 
customers. Especially with leasing being 
so common in the Northeast, bringing 
customers back every three years or so 
creates a ton of revenue. Phone skills are 
paramount to ensuring buyers stick with 
Cohen’s team. 

During the car buying journey, a customer 
visits several dealership websites. The 
dealership that performs the best over 
the phone will gain that customer’s 
business. The stats don’t lie. Cohen is an 
awesome portrayal of a manager who 
leads by example. By utilizing the Car 
Wars platform to help with phone training, 
as well as holding agents accountable to 
properly improve on every call, Paramus 
Honda has risen to the highest-grossing 
dealership within the Lithia group.


