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TAKING YOUR
SALES TEAM FROM

GOOD TO GOOD TO 
GREATGREAT

Jameson Ritenour of 

Rick Hendrick JCDR FIAT

shares his secret for taking his 

team from good to great.



& WHY IS THIS CALLED THE CRISP QUARTERLY?

WHAT IS

CRISP?
ood question, reader. CRISP is our methodology 
that’s been helping dealers like you for almost 
a decade. Connect more callers, Request and 

Invite more prospects into the dealership, Set more 
appointments, and Pursue more stranded leads. It’s 
the most simple, yet effective technique dealers use 
to quickly see a boost in overall Sales and Service 
performance. That’s why you’ll read a lot about 
CRISP throughout this magazine. It’s our meat and 
potatoes. The backbone of what we do. The reason 
we get up in the morning.

You’ll learn how our dealers are implementing the 
CRISP methodology at their dealerships to engage 
more with the customer — particularly by leveraging 
the phone — to see huge, tangible results.

Throughout this issue of the CRISP Quarterly 
Magazine, you’ll see how our four featured industry 
leaders — Jameson Ritenour, Justin Lara, Mark Croft, 
and Jeremy Nowling — are taking unique approaches 
to building staff accountability, leveraging data-driven 
benchmarks, and prioritizing customer service to 
drive successful outcomes for their stores.

Hope you enjoy!

Connect each caller quickly to 
a qualified agent

CONNECT

Request and Invite the caller 
into the dealership for a test 
drive or vehicle inspection

REQUEST & INVITE

Set a firm appointment with a 
specific date and time

SET

Pursue new leads & rescue 
missed opportunities

PURSUE
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SNOW CONES
SALES CALLS&

Justin’s Unique Car Wars Journey

Justin Lara, Sales Manager at Sewell Ca-
dillac Buick GMC Midland, has been in 
the automotive industry for 16 years. In 
2020, however, his previous company 
was bought by Sewell. Throughout the 
buy/sell process, the owner transitioned 
the culture to the very successful and 
well-known “Sewell Way” and asked em-
ployees to adapt to their proven process-
es. From Sewell, you don’t buy a car, you 
buy the brand. Justin was excited about 

the new transition but made it clear, “If 
I could bring anything from the other 
group, I’d want Car Wars.”

A few months into the management 
transition, Justin received a call from 
the General Manager of all the Sewell 
stores. They took his advice, and Sewell 
Cadillac Buick GMC Midland got on Car 
Wars. Justin was ecstatic because “It’s 
going to help me hold everyone more 

  WRITTEN BY

Alyssa Whitmore
Marketing Specialist
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Justin Lara, Sales Manager
Sewell Cadillac Buick GMC Midland

accountable, catch all those missed 
customers, and I’m going to find car deals 
that otherwise weren’t car deals because 
the salesperson forgot about them.” 
Leveraging Car Wars has allowed Justin to 
develop healthy competition among the 
Sewell stores, master pursuing missed 
opportunities, and train staff to be more 
accountable — all while starting a thrilling 
new journey: opening a snow cone stand 
with his wife. Before embarking on his 
snow cone endeavor, however, Justin 
mastered how to motivate staff through 
competition and how to create value in 
every call. 

A Little Friendly Competition is Healthy 

Salespeople are competitive. Who can 
make the most calls? Who can sell the 
most cars? Justin has used this trait to 
his advantage and has seen the effects 

of putting up friendly competitions not 
only among his agents, but also the 
four Sewell locations across West Texas. 
“We’re all competitive, so I pitch one 
store against the other and compare 
their CRISP scores. And if I see one 
store is doing better than mine, I make 
sure my guys are connecting calls and 
giving warm transfers,” Justin says.

While competitions have played a 
huge role in encouraging each location 
to master their phone skills, putting 
his agents up against each other has 
helped them Own the Phone. “I put 
out a challenge once a quarter on who 
can make the most connected calls 
because that’s where the most value 
is,” Justin explains. Justin also prioritizes 
making sure every phone up, connected 
or missed, is in the CRM as quickly as 
possible. “I send emails of snapshots 
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“

”
saying, ‘Hey, you didn’t log this one,’ or 
‘Hey, this is a missed opportunity,’” Justin 
adds. 

Turning a 15-Second Phone Call into a 
Sales Opportunity 
While connecting with every caller would 
be ideal, some calls inevitably slip through 
the cracks. It is important to reach out 
in a timely manner and get them back 
on the phone. Justin prioritizes not only 
pursuing those clients, but also making 
sure each conversation is valuable. 
“Getting talk time up is the goal. We can 
have a 15-second conversation and turn 
it into a minute and a half. Don’t be in 
such a hurry to get off the phone. What 
are you going to go do? Get back on 
YouTube?” Justin laughs. 

If you learn a customer isn’t interested in 
any cars on your lot, don’t just end the 
conversation. You can still build rapport 
and ask questions about what they are 
looking for or potentially turn it into a 
buying opportunity. “I can sit there 
and say I dialed 57 phone calls, but if 
I only connected with six, what have I 
really done?” Justin inquires. Pursue isn’t 

just about dialing in numbers, it’s about 
rekindling relationships, reaching out to 
customers who left a message or hung 
up on hold, and getting them into your 
dealership. This was a valuable lesson 
Justin learned which he was then able 
to replicate at his new snow cone stand. 

Why Snow Cones and Sales Calls Aren’t 
So Different 
While mastering follow-ups with 
missed opportunities at Sewell Cadillac 
Buick GMC Midland, Justin was able 
to quickly relate this lesson to his new 
endeavor — selling snow cones. After 
scrolling through Facebook Marketplace, 
not looking for anything specific, Justin 
came across an intriguing camper trailer. 
With no idea what use it would serve, he 
knew he had to buy it. One year later, 
after wiping and gutting it, he and his 
wife turned it into a snow cone stand. A 
few weeks after opening day, they had a 
misunderstanding with a customer 
who ended up leaving a negative 
online review. Shocked and upset 
by their first bad review, Justin 
knew just what to do.

Phone ups are the ones you don’t have a pulse on 
unless you have a system like [Car Wars], unless you 
rely 100% on the Sales team to log every customer. 
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If someone called Sewell Cadillac Buick 
GMC Midland and had a bad conversation, 
he would immediately follow up and 
make things right. So that’s just what 
he did. By simply asking, “I’m so sorry 
you experienced that. What can I do to 
help?” the customer’s perception of the 
dealership (or snow cone stand) is likely 
to change.

“You can’t make excuses,” Justin shares. 
“We reached out and asked more about 
their experience.” Building a culture of 
accountability and reaching back out 
to upset customers was something 
Justin quickly learned at the beginning 
of his time in the automotive industry, 
and was able to translate to his snow 
cone stand in Midland, Texas — Rock-
n-Roll Sno.

Justin’s Recommendations for Other 
Dealers When it Comes to Building a 
Culture of Accountability 
“Get Car Wars,” Justin laughs. “I know 
about lot ups — I see them walking 
on the lot. Internet customers come in 
through the CRM. Phone ups are the 
ones you don’t have a pulse on unless 
you have a system like this, unless 
you rely 100% on the Sales team to 
log every customer. That’s not gonna 
happen,” Justin admits. Justin learned 
that salespeople are going to up their 
phone game when they know a call is 
being recorded.

While holding his agents accountable, 
Justin has found his best advice for 
making outbound calls is to make an 
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Learn more about how Justin 
has helped his Sales team stay 
accountable and Own the Phone 
with Car Wars:
Check out our Sales solutions at 
www.carwars.com/home/sales!

Learn More

“easy call” first, then move on to the 
more difficult ones. “I’m gonna get 
kicked in the face because I don’t have 
the inventory the customer wants. 
Instead of going to the snack bar or 
chatting with another salesperson, I 
make an easy call. One where I know 
they will pick up and I just ask how 
they are,” Justin explains. By not trying 
to sell them something, you build 
value down the road that keeps them 
coming back. 

Just like when a Rock-n-Roll Sno 
customer has a negative experience, 
or when a caller gets sent to voicemail, 
or even when you just find yourself 
having a slow day — it’s time to make 
the outbound calls and “pursue, 
pursue, pursue,” Justin chants.
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NGRY TO START OWNING THE PHONE?HU

NGRY TO START OWNING THE PHONE?

 Discover how Billy got CRISP with Car Wars CRISPS!

TAKE YOUR PHONE HANDLING TO THE NEXT LEVEL

Learn more about Car Wars’ entire suite of CRISP solutions.
Visit www.carwars.com/home/a/car-wars-crisps.

https://www.carwars.com/home/a/car-wars-crisps/?utm_source=cq&utm_medium=digital&utm_campaign=issue12cq&tacticid=7313


elling cars is a skill. Some people are 
born with it, and some work years 
to master it. Jameson Ritenour, the 

Business Development Manager from 
Rick Hendrick Jeep Chrysler Dodge 
Ram FIAT, quickly learned what it takes 
for someone to be good... and what it 

takes from someone to be great. From 
pursuing a childhood hobby of selling 
anything he could get his hands on, to his 
time working with the Air Force, to being 
featured on a hit Netflix series, Jameson 
knew he had a talent for communication 
and sales. 

If you can’t make it past the high school talent show, 
how can you expect to become a rock star?

  WRITTEN BY

Alyssa Whitmore
Marketing Specialist
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“You have to have some effective 
communication skills. I’m very big on 
public speaking,” says Jameson as he 
describes what makes a great salesman. 
“People think I’m crazy for worrying 
about that when we hire somebody, but 
it should be everyone’s concern.”

Jameson is a strong believer in the 
power of communicating. He started 
his journey in the automotive industry 
back in 2017 after a friend who had been 
in the industry for a while told him he 
would be great in sales. “You love to talk 
and people actually like talking to you,” 
she convinced him. He was unsure if it 
was the right path, especially knowing he 
would be “the master of his destiny” and 
move away from a fixed salary. “I was 
nervous, but I’ve sold stuff all my life — 
Pokémon cards, magic cards, paintball 
guns, TVs — so I thought I’d try it,” Justin 
laughs. Now, five years later, Jameson 
has played a crucial role in building 
and maintaining a top-performing 
Sales team at Rick Hendrick JCDR 
FIAT. His passion for the process of 
improving customer experience, value 
in quality over quantity when it comes 

to calls made, and determination on the 
pros and cons of a BDC have helped set 
his team up for success. In fact, Rick 
Hendrick JCDR FIAT now consistently 
holds an above industry average Car 
Wars Connect score. Jameson largely 
credits effective communication to this 
achievement.

JAMESON’S SECRET SAUCE TO CALL 
CONNECTION 

Jameson emphasizes, a call is not 
connected if the customer never gets a 
hold of someone who can help — even 
if the call was answered. “The concept of 
Connect is important for Sales calls, but 
really we can connect with everybody 
who calls into the dealership. Whether 
it’s about a license plate or a finance 
question, I’m not going to transfer the call 
to someone who isn’t going to answer 
the phone,” says Jameson. “Managers 
have access to all that information to 
help the customer.” If you have the ability 
to help, even if it’s not your primary 
responsibility, it ’s critical to provide 
assistance. Customers remember you 
for not only selling them a car, but all of 

The concept of Connect is important for Sales calls, but 
really we can connect with everybody who calls into 
the dealership. Whether it’s about a license plate or a 
finance question, I’m not going to transfer the call to 

someone who isn’t going to answer the phone.
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the work you did after. When they are 
back in the market for a new car, they 
call you because you took care of them. 
It’s a win-win situation. “You’re making 
more money. And who doesn’t want to 
make more money?” Jameson points 
out.

So what is Jameson’s secret sauce? You 
have to truly want to help the person 
on the other end of the phone and 
provide great customer service that 
keeps them coming back. You have 
to have a passion for the process and 
strive for the appointment on every 
call. There may be times when calls 
get missed. “I have people who call in 
cursing at me,” Jameson adds. But, if 
you really want to help every customer, 
you’ll call back every missed opportunity 
or misunderstanding and make things 
right. Jameson encourages his team to 
make 30 outbound connected calls a 
day on top of connecting every inbound 
call. Whether his team has to dial 200 or 
30 phone numbers to reach that goal, 30 
customers need to be connected with. 
At the end of the day, the quality and 
outcome of a call is more important 
than the number of outbound calls 
made. 

PASSION FOR THE PROCESS 

“If you’re passionate about the process, 
you’ll succeed,” Jameson tells all of his 
staff. Jameson guarantees that every 

Jameson Ritenour,
Business Development Manager 

Rick Hendrick Jeep Chrysler Dodge Ram FIAT
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agent who picks up the phone is ready 
to help. If they aren’t, he tells them to 
let it ring until someone else picks up. 
Agents need to be prepared to get the 
customer’s name, number, vehicle of 
interest, a firm appointment time, and 
every question answered no matter what 
it might be. “When you get a salesperson 
who is invested in the process, wants 
to help, and wants to do better, they 
always handle the calls better than the 
ones who aren’t doing anything to give 
the caller a great experience,” Jameson 
shares. Jameson has even spent hours at 
the DMV to help accelerate a customer’s 
buying process; not because it’s his job, 
but because he is passionate about 
helping every customer who walks in 
his doors. 

“If we could get everyone on the same 
page to understand how to really 
use Car Wars and utilize all the tools 
available — Connect, Request and 
Invite, Set, Pursue — we could just 
sell so many more cars.” It can be hard 
to get your team to really understand 
how making small adjustments and 
asking specific questions over a phone 
conversation can help you sell more 
calls. “But once everyone understands 

— ding — a lightbulb goes off,” Jameson 
emphasizes.

PROS AND CONS OF A BDC

Everyone’s familiar with the opportunity 
having a business development center 
brings. “We would be able to handle more 
call volume — inbound and outbound,” 
Jameson explains. Rick Hendrick JCDR 
FIAT has made a conscious decision, 
however, to treat their managers as 
the BDC. While a BDC is an extension 
of your Sales team, Jameson states that 
“knowing your people and handling 
those calls by a manager really builds 
a lot of value when the customer calls 
in.” Instead of having multiple people 
— managers, salespeople, a BDC — 
playing hot potato with a given call, 
the manager is getting that call first. 
Depending on what inquiries and 
what car the customer calls in about, 
Jameson knows his guys and what their 
strengths are. He knows who the heavy-
duty vehicle expert is. He knows who is 
obsessed with Wranglers and all their 
potential modifications. He knows which 
salespeople have extensive knowledge 
of the Parts Department. Because he 
has built a strong relationship with his 

If we could get everyone on the same page to understand 
how to really use Car Wars and utilize all the tools 
available — Connect, Request and Invite, Set, Pursue 

— we could just sell so many more cars.
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LEARN MORE
To learn more about how Jameson has helped his Sales 

team leverage the phone with Car Wars, check out our Sales 
solutions at www.carwars.com/home/sales!

agents, he can send each customer 
to the appropriate agent line. “You 
wouldn’t send Tom Brady to kick a 
field goal,” Jameson laughs.

Jameson continues, “Because of the 
rapport we build and we connect 
with the customer, they will call 
back.” With calls constantly going back 
and forth throughout the dealership, 
however, it ’s not uncommon for a 
salesperson to be unsure of who asked 
what. By the end of the call, you realize 
no one took down the customer’s name, 
number, notes about what the potential 
sales opportunity was, or booked an 
appointment. Jameson sees benefit in 
not having a BDC because “when you 
take pieces out of the puzzle, it’s easy to 

see where the disconnect is.” You’re then 
able to go back and have a teachable 
moment with the agent involved. “In 
those moments, we could have been 
rock stars, but we didn’t even make 
it past the high school talent show.” 

Going from good to great all starts with 
having fundamental communication 
skills and a strong call connection. 
“Attention to the little things add up,” 
explains Jameson. Rick Hendrick CDJR 
FIAT has seen significant results since 
focusing on call connection. As Jameson 
urges, being personable with customers 
over the phone, reaching out to every 
missed opportunity, and not leaving any 
question unanswered is what will make 
you great.
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Adapting to changing phone trends is a vital component of 
being a high-performing dealership. Car Wars analyzed 
millions of calls from thousands of dealership partners to 
compile the top six phone trends of 2021 to help make 
2022 your best year yet in phone handling.

To learn more about how Car Wars 
is helping top dealers capitalize on 
these trends to Own the Phone, 
check out our full study:
www.carwars.com/
must-know-trends-study/! 

LEAR N M O R E

TH E 6  PH O N E TR EN DS YOU R
DEALERSH I P N EEDS TO KN OW 

  WRITTEN BY

Riley Tendler
Marketing Specialist
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Between 2020 and 2021, the average 
annual inbound call volume per 

rooftop rose from 70,028 to 80,694 
calls. 55% of the inbound calls in 2021 
occurred in Service, highlighting the 

effects of low vehicle inventory and a 
greater need for customers to keep 
their current vehicles maintained. 

Average Annual
Inbound Call Volume Growth 

1

A connected call indicates that, 
when calling in, the customer was 
able to get in touch with the right 
person to get his or her questions 

answered. 59% of callers connected 
with the correct agent in 2021 — a 

2% rise from 2020. 

Customers Connected
to the Right Agent

2

59% of Sales opportunities were 
invited into the dealership on calls in 

2021. This means 41% of potential 
buyers never received a request to 

come in for a test drive. 

Large Portion of Customers
Not Invited into the Dealership 

3

A firm appointment occurs when a 
customer agrees to a specific day and 

time to visit the dealership. 53% of 
appointments booked in 2021 were firm 

appointments, making it the first time 
since 2019 that the majority of 

appointments scheduled were firm. 

More Firm
Appointments Scheduled

4

Top Times and Days
Customers Called In 

The top three hours of the day that 
received the most inbound calls were 
10:00 AM, 11:00 AM, and 12:00 PM. 
The top three days of the week that 

received the most inbound calls were 
Monday, Tuesday, and Wednesday. 

5

Outbound call connection increased 
from a 17.5% connection rate in 2020 
to a 20.5% connection rate in 2021. 

Car Wars introduced a solution called 
Carrier Registration in 2021 to our 

clients that reduced the occurrence of 
“Spam Likely” denotations on 

outbound calls. 

Rise In Connected
Outbound Call Volume

6
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You Can Only Manage
What You Measure

Mark Croft and Jeremy Nowling of the Rohrman Automotive Group sat down with 
Car Wars’ Ryan Pitz on a recent webinar with Automotive News. From the importance 
of instilling solid phone processes and consistent phone training to finding the right 
combination of reinforcement and accountability, these two industry leaders share 
their take on driving ongoing growth throughout your dealer group.

You’ve been with Car Wars for a few years now. 
What initially spurred the decision to track your 
calls and work with Car Wars? What were some 
of the challenges you were looking to solve for?

A few years ago, we introduced it into the 
organization as just another metric to be able to 
measure salespeople and calls. But beyond that, 
it’s grown into an accountability tool and how many 
opportunities we’re missing. When I was brought 
into the business, that was always the race — the 
race to the phone call on a Saturday morning or 
to get that available Sales call. But there was no 
accountability. You’re writing information on the 
back of a used car sheet or whatever sticky pad 
was in front of you... it could even be your hand 
for that matter. 

From the top, it was that we needed to get a better 
grip on this. We needed to measure how many 
calls we were taking into the store, and, even more, 
how we followed up with that consumer. With our 
corporate team and Mr. Rohrman and his children 

RP

JN

  WRITTEN BY

Heather Servi
Senior Director, Marketing

An exclusive interview with Mark Croft and Jeremy Nowling 
of the Rohrman Automotive Group

Mark Croft
Director of 
Telecommunications 
and Training, Illinois

Ryan Pitz
Vice President of 
Training

Jeremy Nowling
Sales and 
Implementation 
Director, Indiana
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The percent of callers 
connected with a qualified 
agent who can answer the 

caller's inquiry.

The percent of calls that are 
picked up, whether by a human 

or machine.

Connect Rate

Answer Rate

CONNECT VS. ANSWER and grandchildren, they’ve done a phenomenal 
job of making sure we’re held accountable. Not 
for what we may consider as my customer, but for 
his customers or their customers, to make sure 
we’re providing that follow-up and that experience 
they’re looking for from their level.

What have been one or two of the biggest 
changes you’ve made or results you’ve seen 
since implementing Car Wars?

The biggest thing we noticed after we started with 
Car Wars for a while, and something we never 
really paid attention to, was the Connect rates. We 
were focused on whether we logged the customer 
or if we answered the phone call, but we didn’t 
realize we had a problem with the Connect rates. 
When we first started, some of our stores had 
about a 50% Connect rate; only one out of two 
customers was getting to talk to someone who 
could answer their questions. It really shed a big 
light on where we were dropping the ball. It didn’t 
matter if we knew how to handle the objection, 
because we’re not even having the opportunity 
to handle the objection. 

We took a hard dive into all of our phone systems 
and where all of our phone calls were going. One 
thing we did was eliminate the cashier. Now we 
have ring groups and a bridge. So if the customer 
hits one for Sales, it’s going to a group of people 
who are qualified to answer the questions. 
Another thing we did that really helped us is that 
we layered it; every ten seconds, another group 
of phone calls would come in. So you’d have the 
BDC answer them. If they don’t answer within 
ten seconds, the Sales managers’ phones would 
ring. It just layered on. Within about 30 seconds, 

RP

MC
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You can 
only 

manage 
what you 
measure.

And if 
you’re not 
measuring 
it, it doesn’t 

matter.

the whole dealership and the variable side 
is getting their phones ringing — even the 
General Managers and the cashiers. We 
went from some of our stores being in the 
50s for their Connect rate, to now we’re 
consistently getting the high 70s and 80s 
— some over 85. As a group, we’re at right 
about that 80% mark now. 

What tools and resources do you think are 
critical when supporting your staff with 
training and driving them upwards?

I would say every store has their own culture, 
right? Find something that you and your 
store believe in, and make sure it’s going to 
fit within your process. If you don’t believe 
in it, you’re not going to measure it and it’s 
not going to matter at the end of the day. 
I think every tool that’s out there, for the 
most part, that’s made it to an NADA show 
or a Digital Dealer floor has a lot of support 
behind it. It costs a lot of money to get into 
those shows. If you can implement that into 
your Sales process, it will help to adjust your 
numbers. But you can only manage what 
you measure. And if you’re not measuring 
it, it doesn’t matter.

RP

JN

Want to watch the full on-demand webinar with 
Mark Croft and Jeremy Nowling of the Rohrman 
Automotive Group?

Visit www.carwars.com/home/a/
rohrman-webinar to watch now!
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EVP, Marketing & Product Planning
Jackie Bowers
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WHAT'S NEW
IN CAR WARS
WHAT'S NEW
IN CAR WARS

Powerful integration enhancements with your 
CRM, data, and phone system
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Urban Science uses industry-wide sales data to turn every lost sale 
into an opportunity for improvement. With Car Wars and Urban 
Science, utilize insightful data to gain control over the chaotic 
automotive market with SalesAlert and TrafficView.

Powered by Urban Science data and Car Wars' seamless CRM 
integrations, SalesAlert marks and suppresses leads within CRM 
that have already purchased vehicles from another dealership. 
TrafficView shows where sales are lost by matching CRM data to 
near real-time market data from Urban Science. These data-driven 
findings by lead source, model, salesperson, and geography help 
pinpoint what is driving defections to competitors. Users can access 
TrafficView right from the Car Wars dashboard.

Here’s how the SalesAlert process works between Car Wars, Urban Science, and your CRM:

CAR WARS URBAN SCIENCE URBAN SCIENCE DEALER’S CRMCAR WARSDEALER’S CRM

Pulls leads 
from dealer 

CRM

Defected 
leads 

identified

Receives and 
processes files

Competitive 
sales matched 

to leads

Updates leads 
in dealer’s 

CRM

All active 
leads

STOP WASTING TIME CHASING 
LEADS THAT ALREADY PURCHASED
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New integration enhancements with DealerSocket CRM pull 
powerful customer details onto calls in Car Wars, showing active 
lead status, customer name, appointment time, salesperson 
assigned, service advisor assigned, and vehicle of interest or vehicle 
owned by the customer. These details will reflect on individual Car 
Wars calls as well as in the Call Box Communication Dashboard to 
allow agents to access these details in real time as they handle calls. 

When texts are received on Car Wars tracking lines, we’ll now send 
the inbound and outbound contents of the text conversation into 
the corresponding Opportunity in DealerSocket, allowing you to 
read the texts directly in CRM.

VIEW CUSTOMER DATA AND 
COMMUNICATION IN LESS CLICKS

Inbound and outbound text conversations 
can now be sent directly to Opportunity 
worknotes in DealerSocket
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Car Wars and DriveCentric offer a comprehensive integration 
to ensure no leads slip through the cracks. Inbound sales calls 
are automatically pushed into DriveCentric's Inbound Call 
Review for easy retrieval and follow-up. A new share option 
automatically creates opportunities from inbound calls.

Outbound click to call powered by Car Wars enables agents to 
dial leads straight from the customer record in DriveCentric 
and track and record their conversation. Hold your agents 
accountable by comparing completed phone tasks against 
tracked dials in the DriveCentric Outbound Call Review.

CREATE NEW OPPORTUNITIES 
FROM INBOUND CALLS

Through the Car Wars integration with GoTo Connect cloud 
phone system, inbound and outbound phone calls and text 
messages are captured, recorded, and sent to CRM, whether 
the call was handled on a tracking line, desk phone, or mobile 
phone. What’s more, calls are assigned based on the last 
extension that handled the call (versus Voice Recognition or 
required phone codes), meaning 99%+ of calls are assigned 
without effort from the agent or manager.

CAPTURE, TRACK, AND RECORD EVERY
INBOUND AND OUTBOUND CALL

LEARN MORELEARN MORE
To learn more about all of our Car Wars integrations, 

visit our Integrations page!
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