
Partnership + Performance = Profit 

Menu Architecture (some Psychological Considerations) 

Robust may be defined as capable of performing, without failure, under a wide range of conditions… and, as all 
things mechanical & electronic do eventually fail, it is from the shelter of our products that our Guests enjoy 

protection. When we thoughtfully consider their individual needs, presenting our offer with a mindset of increasing 
their choices versus limiting them, we will enjoy far greater success… effectively communicating the benefits of that 

which we offer!

Let’s take a look at an example of a menu that may send the wrong message…
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That which ails us is often of our own creation!

What are we potentially saying to our Guests with this menu?

Right off the bat we have limited their finance options to one term. Not a lot of creativity on display here and we 
haven’t shown much of a penchant for problem solving, either. It’s almost as though we are responding to an 

unasked question by stating, “Nope, folks, that’s it… you get one choice for your term.”

Then there’s the fact that by greatly limiting our product options, be it initially (if you like the contrarian approach) or 
at the end, as is shown here… isn’t our credibility a little at risk? Business Managers are even overheard referring to 
the last column (as in this case) with, “At least, here, you get the two most important items,” or, “This is your meat 

and potatoes.” We may as well say, “Sorry…I know I asked you to consider buying these other things, over here, but I 
wasn’t really serious. This is all you need!”

Undeniably, situations do occur where a Lender may issue a limiting line 5 call, but that’s on them, and when it 
occurs it is prudent to create an appropriate menu reflecting this situation. However, when not the case (as is far 

more common... or we will seek a resolution with another Lender), it is in everyone’s interest that we avoid creating 
our own ‘line 5 calls’ by not offering shallow menu columns on our initial menu presentations.

Now, let’s look at some examples of menus where a little more positive perspective is available…
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Here, from the beginning, when reviewing our mandatory disclosures, at the top, we are now able to reinforce 
(where circumstances allow, of course) that the rates are the same for both terms! Everyone expects a higher rate 
for a longer term. Therefore, if it is with the longer term that our Guests were already interested, the rate seems 

lower.

If the original focus was with the shorter term… we have now removed much of the impediment to their 
consideration of the longer term. Also, regarding the longer term, let’s take note of the 72-month payment for the 
vehicle well and fully protected at the bottom of the first column. The Preferred option is what we’ll recommend, 

provided they need to take advantage of GAP (>70% LTV). It’s lower than the 60-month payment, in the disclosure.
Yes, of course it’s twelve more payments, but isn’t the term the least important of the big 3 considerations here? 

The order of importance to our Guests is payment, rate, then term.

Let’s think about this from the standpoint of a 30-year mortgage. Many folks sign up for those three hundred and 
sixty payments, for the first time, when they may not have even been on the planet for that long! Everyone feels the 

same, “Oh well, beats paying rent,” and they can afford the payment. Besides, who’s better off, the Guest who 
takes delivery of the new vehicle with, in many cases, years-worth of payments plus all kinds of exposure? Or is it 
the Guest who has much, if not all, of said exposure taken off their plate in exchange for a small term increase?

The Value and Basic options are so close in proximity (investment wise) to the Preferred option, we’ll probably even 
hear our Guests say something like, “Well, for that small of a difference I may as well go with this one,” while 

referring to the Preferred option.

The Economy option will work best for, and we’ll recommend to, our Guests who aren’t likely to benefit from GAP 
(<70% LTV). They will receive all other benefits.
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Here, all the same considerations as above are present except the last column, the Choice option, is the least 
economical of the four! The Ultimate Bundle includes the last column’s bottom four benefits (Tire & Wheel, Ding 

Shield, Appearance Package, Key). The Superior Bundle is exactly same, sans the Key benefit. Therefore, of course, 
we’ll recommend the Preferred option for those likely to benefit from GAP (>70% LTV) and the Basic option for 

those unlikely to benefit from GAP (<70% LTV). Additionally, we will extend the option to piggyback back into the 
list of benefits received in the Basic column that of the Key Replacement, for only a few dollars more per month, 

when this is the recommendation.
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Here, all the initially mentioned sentiment in our robust-columned two-term finance non-bundled menu is present. 
This menu is utilized when offering a proprietary maintenance program. Therefore, our recommendations will differ 
slightly. We’ll recommend the Preferred option for our Guests who live nearby (within 50 miles, perhaps), and who 

are likely to benefit from GAP (>70% LTV).

Provided the required investment to take advantage of our GAP is greater than that of the maintenance program (so 
that we maintain a consistent, gradual declination in payment…if not, we’ll reverse columns 2 and 3), the Value 

option is for our Guests who don’t live nearby (more than 50 miles away) but are likely to benefit from GAP (>70% 
LTV).

The Basic option is for our Guests who live nearby (within 50 miles), but aren’t likely to benefit from GAP (<70% LTV).

The Economy option is for our Guests who don’t live nearby (more than 50 miles away) and aren’t likely to benefit 
from GAP (<70% LTV).
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And here, with our cash menu, we will recommend the Preferred option. 
Of course, we can adjust as necessary following our initial menu presentation. However, by following this 

protocol, we will give our Guests the opportunity to take advantage of all that we offer while making it easy 
to say, “YES!”

The bottom line is that we can now support each of our option column recommendations, regardless of the 
menu being used, and without compromising our credibility.

Let’s avoid the self-sabotage created by the shallow-columned one-term finance menu! We will do our 
Guests a favor… give them the opportunity to think about this once, and… if we’re on message… to take all 

these potential concerns off their plate, going forward.

Think about it.

Good luck and good selling!
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