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Selling Collision Service MAY 2022 by John Halstead 

MARKETING is everything you do to bring customers to your 

door. 

SELLING is what you do after they arrive to convince them to 

give you the keys. 

CUSTOMER SERVICE is how you generate completely satisfied 

customers so they both return and refer others. 

Last month, we discussed how collision centers can bring 

customers to their door. This month, we will discuss how collision 

centers can “sell” consumers to let them repair their vehicles and 

“sell” insurers on the proper and correct repair. 

Front office personnel and damage writers are not always accustomed to “selling”. Too often, they write and 

estimate, but let a customer leave without closing the deal. And they often accept what insurers or independent 

adjusters write on their estimates, save a supplement or two for hidden damage. 

Mastering selling skills will improve customer service, reduce cycle time, and improve collision center profitability. 
 

Selling the Consumer 

Whether a consumer comes to a collision center directly, or via referral from an insurer, OE, or other source they 

have a single need: To have their vehicle repaired correctly and on a timely basis. It is up to the sales personnel 

of the collision center to convince them that this is the best place for them to have the repair completed. 
 

Consumers must be met with empathy and understanding, clear and accurate information on the repair, and the 

assurance that their needs and desires will be fully satisfied. 
 

Key Elements of this process include: 

• Individual attention during all interactions 

• Genuine solicitation of special needs and concerns 

• To convey an understanding of the repair and claims process, based on their individual needs 

• A complete and accurate assessment of damage including the need for complete disassembly prior to 

offering a completion date 

• A mutual agreement on the communication process during the repair 

“I have good news and bad news: The good news is we are in the sales business…  

the bad news is most collision centers don’t know it!” 
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Negotiating with Insurers 

As with consumers, insurers must be sold as well. The righteousness of OE or I-CAR repair standards, shop 

certifications, and the needs of the collision center do not often matter to an insurance adjuster dealing with 

their own issues of policy, economics, and personal needs. 

• First, seek to understand the adjuster’s personality and personal 

needs as well as their company’s current appraisal strategies. 

• The starting point needs to be to establish the need of a proper 

repair that will satisfy your mutual customer. 

• The next step is a complete and accurate assessment of all 

damage (i.e. what’s broken). Document OE repair standards, 

procedure pages, and other objective sources as part of this 

routine process. 

• Then, you can move the discussion to repair / replace decisions 

and parts sourcing choices. 

• Keeping cycle time short is a mutual benefit for both insurers and collision centers so parts acquisition 

times may influence both repair / replace and parts sourcing decisions. 

• As with consumers, your mutual objective is to perform a repair that meets with customer’s needs as 

promptly as possible. 

 

A Tip to Consider 

Collision Center customer service and appraisal personnel are rarely trained in selling skills, but it is 

extremely important they understand that they are engaged in the selling process every day. From the initial 

interaction with a customer, to a dialog with an insurer, to in-process communication, to the active delivery 

process when the customer’s complete satisfaction is confirmed, they must actively engage in the process of 

selling and satisfying both customers and insurers. 

 

Using “selling skills” with insurers will enable you to better understand their individual needs as well as those 

of the customer (policyholder or claimant) to achieve a mutually beneficial result. 
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