o industry is immune to the
pressures associated with constant
innovation, and automotive is no
exception. The BDC, once one of the most
cutting-edge additions to a dealership, has
remained stagnant in its progress over
the last few years. I spoke with industry
expert Toni Anne Fardette, founder and
CEO of The Billion Dollar Girl, Inc., about
her take on the BDC. Prior to starting her
own company, Fardette spent 10 years at
Atlantic Auto Group serving as the Director
of Business Development. Fardette’s
years of BDC experience, coupled with
her drive for improvement, keep her as an
innovative force bringing new insight to
old practices within the industry.
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REIMAGINED
HOW TONI ANNE FARDETTE, FOUNDER
OF THE BILLION DOLLAR GIRL, INC.,
HELPS DEALERS SHIFT THEIR MENTALITY
TOWARD THE CULTURE OF THE BDC

Fardette stands by the need for a BDC, but
insists it must be reimagined to remain
productive. New challenges require a new
approach, but this doesn’t always mean
completely destroying the foundation.
“The old way is a department with limited
product knowledge where all they have
the ability to do is make appointments,”
she elaborated. “That will work for
some customers, but with constant
advancements in technology and all the
different tools that are out there – all the
transparency that’s available – I think that
requires a different type of mentality.”
Fardette has gone one step further and
rebranded the BDC as a CCC, or Customer
Concierge Center, to represent this new
mentality. “When I think concierge, I think
‘one stop shop.’ You can go to this one
person and you can get everything, as
opposed to going to various departments,”
she said as she reflected on the purpose
of the BDC. Concierges have all the
information a guest could possibly need –
BDC agents must have this same level of
knowledge.
Customers today expect a higher level of

service and are armed with more knowledge
than ever before. Exceeding expectations
is the new expectation; BDCs must pivot to
fit that role. Agents need to be armed with
training to properly serve today’s Internet
savvy customers. “We know that 20% of the
time, someone is going to push for price
or lease payments,” Fardette stated. “The
old ‘Well, you have to come in’ isn’t going to
work.” With the internet at their disposal,
customers will get the information they seek,
if not from you, then from someone else.
Although change is needed, at its core, the
goal of the BDC remains simple: “Do we want
the BDC to sell the car over the phone if they
don’t have to? Absolutely not, the goal is still
what it was,” she clarifies. “Sell yourself,
sell the dealership, sell the appointment,
when you can. But when you can’t, you
need to be prepared with a backup plan
and have training in process.”
The CCC is not a stark departure from the
foundation the BDC has laid, rather it is an
adaptation to fit today’s customers.

Sell yourself, sell the dealership,
sell the appointment, when you
can. But when you can’t, you need
to be prepared with a backup plan
and have training in process.
– TONI ANNE FARDETTE

Despite the BDC’s success over the past
decade, it’s clear there is still a place for
a reimagined version, and Fardette’s
CCC is a step in the right direction. By
adjusting the mindset of what it needs
to accomplish, the CCC can better serve
customers by striving to be a “one-stopshop.” As innovations continue to rock the
industry, one thing remains clear: dealers
will always need a way to manage their
phones.

