
endrick Automotive Group spans 96 dealerships, 
131 franchises, 14 states, 30 collision centers, 
and more than 10,000 employees. As the group 

continues to expand its reach, the more challenging 
it becomes to ensure best practices are consistently 
followed, customers are adequately connected with, and 
employees are properly trained. 

The apparent and growing need for all three components 
stems from the automotive industry’s shift to mobile 
devices. Decades ago, customers would begin their 
buying journey by simply walking into a dealership. 
Within the years following, by calling. Next, by Internet 
searching. Finally, our present landscape brings us 
to mobile devices. Google predicts mobile phone call 
volume to businesses will rise 35% this year, and BIA/
Kelsey reports 162 billion click to calls will be made in 
2019. With that being said, customers are interacting 

Achieving an economy of scale through mass staff training 
resources is first and foremost for the nation’s largest 
privately held group’s Director of Business Development 
Chip Fesperman and Variable Operations Director Brian 
McMaster. 
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with dealerships quicker and more than ever before. 

Hendrick Automotive Group’s Director of Business 
Development Chip Fesperman and Variable Operations 
Director Brian McMaster are fully aware of technology’s 
rising presence and how it’s affecting their customer base. 
With this in mind, they press on – full speed ahead – to 
remain a “best practices group” and a cut above the rest. 

Fesperman and McMaster adapt to this persistent 
operational change by utilizing a strong telephony 
integration between CRM and call tracking. Having the 
two platforms in sync and staff who know how to use 
both to their full advantage is pivotal when overseeing 
the powerhouse that is Hendrick Automotive Group. 
“Everyone gets a CRM, and everyone gets telephony, but 
how do we actually put all those pieces together? How 
do we do a better job at connecting with our customers?” 
posed Fesperman. “If our mission at the end of the day 
is to manage a business, what we need is a reporting 
architecture that can be accommodated within this 
enterprise structure.” 

To make the most out of both eLead and Car Wars in 
order to consistently put the customer first and manage 
a gargantuan enterprise, Fesperman and McMaster rely 
on ongoing training and group-wide exchange of best 
practices.



ONLINE RESOURCE 
CENTER
Learning the processes for 
both CRM and Car Wars 
can be overwhelming 
for new dealership 
employees. To ensure 
Hendrick Automotive 
Group achieves an 
economy of scale and 
preserves as much of the 
managers’ time, the group 
has an online Learning 
Management System, 
called HALO (Hendrick 
Automotive Learning 
Online). 

Within HALO is a storage 
system of training classes 
for staff members to 
become proficient (and 
expert) on the technology 
Hendrick Automotive 
Group uses – whether 
resources on how to use 
eLead, Car Wars, or other 
vendors’ systems, there 

are several thousand 
pieces of “inventory,” so to 
speak, within the content 
library. For instance, 
there are 21 icons for Car 
Wars, consisting of videos, 
access to automated 
reports, competition 
metrics, phone handling 
best practices, and 
instructions on utilizing 
specific features and 
navigating the platform. 

“If I’m a new employee 
and Chip is my boss, he 
could say ‘Watch these 
videos’ so that I become 
more familiar with one 
of our applications,” said 
McMaster. “Let’s call 
that economy of scale – 
because we’ve got this 
as a resource and it 
can be used across the 
enterprise, it represents 
consistency and the 
way our company does 
things.” 

HENDRICK UNIVERSITY
McMaster and Fesperman’s 
drive to remain a “best 
practices” group translates 
to another region of 
training, what they refer 
to as Hendrick University. 
This initiative consists of a 
full-time training team and 
personal training across 
the 96 dealerships to work 
with staff and ensure they 
understand how to utilize 
the telephony reporting. 

Hendrick University 
has been around since 
1999 and more than 15 
employees – instructors 
with automotive expertise 
– teach various types of 

classes. The program has 
at least 15 different classes 
per year; anyone from new 
hires to General Managers 
attends. 

“Members of our Operations 
team are familiar with 
the system and go out as 
needed to support in means 
of training,” said Fesperman. 
“Brian and I are eager to 
keep our telephony in front 
of our teammates and help 
them stay focused on how 
to get better and how they 
can continue to grow. As far 
as customers go, that’s what 
it’s all about; making sure 
they can correctly handle 
any tools that help.”

CHIP FESPERMAN
Director of Business Development
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INTERACTING WITH 
CRM
In an era where customers 
expect their needs to be 
met almost immediately, 
poor phone performance 
on Sales calls results in 
either one or several of 
the following: (a) callers 
becoming angry, (b) 
leaving negative online 
reviews, (c) telling their 
network about their 
negative experience, and 
(d) calling the dealership 
down the street to start 
their purchasing process.
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In order to quickly listen to 
calls and determine proper 
follow-up action, Hendrick 
Automotive Group 
managers are accustomed 
to going into eLead’s call 
track bucket daily. Phone 
calls are an essential avenue 
to keep up with customer 
communication and provide 
a white-glove experience, 
particularly within quite a 
large business. 

“Traffic is very important 

to us; we watch it very 
closely, and we use our 
CRM tool to help compare 
it,” said Fesperman. “The 
cooperation between Car 
Wars and eLead has made 
it easier to do so.” 

Operating as an enormous 
enterprise, managing the 
phone traffic remains a 
constant priority. 

Across the group stores, the 
front desk phone handlers, 

whom are commonly 
referred to as receptionists, 
are instead denoted as 
“Guest Services.” These 
employees are responsible 
for tracking fresh phone 
calls throughout the day 
and ensuring customers get 
connected with a showroom 
client. They make sure every 
opportunity that flows into 
a Hendrick Automotive 
Group rooftop gets logged 
and assisted. 
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Oh no...what happened?

I just got off the phone with the 
dealership. Definitely crossing 
them off my list!

I was on hold for about 10 
minutes and then when I was 
finally able to talk to someone, 
they weren’t even able to 
answer my question about the 
car I saw on the website.

Yikes! That’s frustrating

Tanner Gable
Your review will be posted publicly on the web.  Learn more

Terrible service! They kept me on hold for about 10 minutes and then 
weren’t even able to answer my questions about a car I saw on the 
website.
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While each Hendrick Automotive Group store varies in 
the way it operates (McMaster notes automotive groups 
can’t take a cookie cutter approach to run their business), 
compiling these training and best practice components is 
what’s expected of the company’s employees when offering 
top-notch customer communication. The elements are 
also crucial in helping Fesperman and McMaster track each 
dealership’s strengths and areas for growth. 

“As technology continues to evolve, we need to 
continue to evolve with it, by doing so you must look at 
the marketplace situation,” McMaster said. “You have to 
look at the brand; the franchise; the concentration of 
the business. What we have to do here is take a look at 
how we do connect with our customers with the various 
products and locations that we serve – everything from 
call trees to BDCs, details that calls should be appended 
to, callbacks, click to call, and everything else.” 

“What we really try to do is understand the local 
marketplace environment, coach our team, figure out 
our plan, build out our strengths, leverage our best 
practices, and plot a direction in which we think is in 
everyone’s best interests,” he added.

 Fesperman stated that using CRM consistently is the 
goal, as all of Hendrick Automotive Group’s business 
goes through the system. The integration of eLead 
with Car Wars is the primary tool within the operations 
side of the dealership; it’s the go-to for assisting the 
customer. 

As Fesperman and McMaster run a massive operation 
so fluidly – Hendrick Automotive Group remains the 
nation’s largest privately held automotive dealership 
group and the sixth-largest overall, and in  2018, 
generated $9.5 billion in revenue after selling over 
206,000 vehicles and servicing more than 2.5 million 
cars and trucks – the question arises regarding what’s 
on the horizon for its team in regards to staying on top. 

Both the men’s responses humbly reassure that they 
don’t focus on the competition; they focus on improving 
themselves. They set realistic goals and expectations 
and set up support for employees to be successful. “We 
focus on customers and CSI, as well as that relentless 
pursuit of perfection – that literally takes all our time,” 
McMaster said. 

Hendrick Automotive Group remains the nation’s largest 
privately-held automotive dealership group and the sixth-
largest overall, and in 2018, generated $9.5 billion in 
revenue after selling over 206,000 vehicles and servicing 
more than 2.5 million cars and trucks.


