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322 Cars for Sale

Technology has a profound im-
pact on vehicles. Not only does it
impact the features vehicles have
and the way they operate, it is also
changing how dealerships deliver
service to customers.

Because of the wealth of in-
formation online, when people are
looking to buy a vehicle, they are
coming into the dealerships more
knowledgeable than ever about
the ones they are interested in.

Patrick O’Regan, president of
O’Regan’s Automotive Group,
says research is finding that on
average people spend 13.75 hours
researching a new vehicle pur-
chase. As part of this process, they
are looking at the websites of
vehicle manufacturers, consumer
research sites and blogs “to round
out or narrow their search,” he
says.

With all of the information out
there, one of the challenges it
presents is that not all of it is
correct.

The research shows people will
usually consult 24 different in-
formation sources. As a result,
this has significantly decreased
visits to the showroom. Years ago,
customers typically visited five to
six dealerships prior to purchase.
Now, the average is less than two.

With the abundance of inform-
ation online, many of the things
consumers traditionally visited
the dealership for can now be
done online, so the services a
dealer offers in their virtual show-
room are as important as they are
in their bricks and mortar show-
room. Some of the things custom-
ers can do online include getting a
trade-in appraisal, calculate pay-
ment estimates, apply for credit
and book a test drive.

With social media today, there
are more and more platforms for
dealers to communicate with
customers. This means dealer-
ships must have processes and
systems in place to deal with the
seemingly never ending supply of
communication modes. At
O’Regan’s, some of the platforms
it uses to communicate with cus-
tomers are phone, e-mail, online
live-chat options, Facebook and
Twitter.

This is a far cry from the days
when the only way for a customer
to communicate with a dealer was
face to face at the dealership.

While all these systems and
tools are designed to enhance the
customer experience online and
are imperative in today’s tech-
savvy environment, the one thing
missing from the virtual show-
room experience is the test drive.

Most people are going to own a
vehicle for at least several years,
so it’s crucial they like the way the
seat feels, ensure it has the fea-
tures they need or want, and
should bring anyone involved with
the decision on the test drive as
well.

“Technology has undoubtedly
enhanced the customer experi-
ence, but the most exciting part of
the vehicle shopping experience is
still found in the driver’s seat,”
says O’Regan.

The prevalence of advanced-
technology features in vehicles
such as phone connectivity and
navigation systems means dealer-
ships are spending more time
helping customers understand
how to work those features, says
Mike Velemirovich, the owner and
general manager of Hillcrest
Volkswagen. At Hillcrest, there
are a few staff members specific-
ally trained to help customers
sync their phones with their
vehicles and show the customers
how to operate the features of the
vehicle, both at the time of pur-
chase and even after the fact.

“The cars are so much more
complicated today than they were
even 10 years ago,” says
Velemirovich.

One thing Velemirovich sees
changing in the future is how
vehicles get software updates. He

envisions more and more vehicles
will receive software updates
using satellite technology, so there
will no longer be a need to bring a

vehicle into a dealership to have a
software update.

Sidebar: The benefits of a certi-
fied pre-owned (CPO) vehicle

purchase. People shopping for a
used vehicle at a dealership will
likely come across vehicles la-
belled as certified pre-owned

(CPO) or pre-owned (PO). So,
what’s the difference?
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impacting way
dealerships
service
customers and
their vehicles 
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Patrick O’Regan is president of O’Regan’s Automotive Group. HERALD FILE/JOSEPH ROBICHAUD
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201 Flea Markets
& Garage Sales

HALIFAX
ESTATE/YARD SALE

6 Bryden Avenue
8am-3pm

GIANT YARD SALE!
Saturday, Sept. 13, 9 am-1pm

11 Central Ave., Fairview.

HFX. FORUM MARKET
Sun Sellers: 7a.m. Buyers:
9-2. Adm. $1.50/ea. Bingo
Hall, Almon St. www.flea-
marketsandauctions.com

902-463-1406

YARD SALE - Northridge Rd.
at the end of Novalea, Sat.,
Sept. 13, 9 - 12. Rain date:
Sun., Sept. 14, 9 - 12.
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Contact us today to place your ad! 
902-426-2841 or 1-800-563-2893   classifi ed@herald.ca

CLASSIFIED
Deadlines
Classifi ed Ad Deadline: 10:00am Monday 
to Friday for next publishing day; 4:00pm 
Friday for Monday; space permitting.
Classifi ed Display Ad Deadline:
(includes: logos, illustrations, etc.) 
48 hours before publication. 
Thursday 3 p.m. for Monday. 
Friday 3 p.m. for Tuesday.

Ads Placed via Email
Customers who submit ads via email will be 
notifi ed of the exact cost of your ad within 
8 hours of receipt during regular business 
hours (excluding weekends). No ad will be 
placed in The Chronicle Herald until the ad 
copy and cost of the advertisement has been 
verifi ed and confi rmed by a Chronicle Herald 
Classifi ed Representative.

Cancellation
10:00am Monday to Friday for next publish-
ing day; 4:00pm Friday for Monday;
specials excluded.

Errors &
Adjustments
We strive for accuracy. However, should an 
error occur in your advertisement, we will 
correct it as soon as possible. Regrettably, 
we cannot be responsible for errors that 
appear in advertisements after the fi rst day 
of publication.

Classifi ed 
Advertising Terms
The advertiser warrants its advertisement 
does not violate any copyright, trademark, 
privacy or other legal rights and does not 
defame any person.
The advertiser agrees to indemnify The 
Chronicle Herald for any losses, damages or 
costs, including legal costs, incurred by 
The Chronicle Herald arising out of the pub-
lication of any advertisement claimed to be 
defamatory, misleading, illegal or otherwise 
exposes The Chronicle Herald to liability.

The Chronicle Herald may modify the size or 
location of any advertisement. The Chronicle 
Herald reserves the right to revise, reject, 
and cancel any advertising without notice 
and without penalty. Rates are subject to 
change without notice. The new rates will be 
applied to your ad on the increase date.

The liability of The Chronicle Herald for dam-
ages arising out of errors in advertisements 
or for non-publication is limited solely to the 
amount paid for the space.

Ad Information
Ads can also be placed at our service area: 
2717 Joseph Howe Drive in Halifax.

Business Hours
Offi ce Hours: . Mon. - Fri  8 a.m. - 6 p.m.
Phone Line: ... Mon. - Fri. 7 a.m. - 6 p.m. 
........................ Sat.            8 a.m. - 1 p.m.

Mailing Address
P.O. Box 610, Halifax, N.S. B3J 2T2 
Fax: 1-800-563-1170 (24 hours a day)  
Local Fax: (902) 426-1170 (24 hours a day)
BoxReplies: When replying to a 
Chronicle Herald box number ad, send to: 
The Halifax Herald, Classifi ed Advertising, 
P.O. Box 610, 
Halifax, N.S. B3J 2T2. 
Attention Box:__________________________ ,

Payment Options
(Available 24 Hours)
Pay your advertising account and save 
postage any time of the day or night. 
Call 902-426-0255 or toll free 
1-800-294-0442 in Nova Scotia. 
Please have your VISA or 
MasterCard number and 
expiry date ready
when you call.

BUYER BEWARE! The Chronicle Herald does 
not verify, endorse or warrant the quality, 
safety or legality of the items or services 
advertised or their truth or accuracy.

CONTACTS & DIRECTORY
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208 Personals
Man, trimmed, semi retired,
winter south, seeks sincere
unattached healthy woman,
companionship. Send replies
to P.O. Box 1162, Hfx. B3J 2X1

New Glasgow - 2 days only!
Chloe & Ricki 
902-404-1052

209 Business
Personals

# Julie # 
Nice Country Girl902407-5952

36 yr old M, Open minded, fit ,
DDF, Out only, 902-459-0600

209 Business
Personals

* Kimberly *
902-880-1253

A friendly, open-minded 43 yr.
old brunette. 902-209-7078 

A Swedish Massage, Ther-
apeutic. 10 - 8. 902 -790-2079.

A tasty treat that would love
to be tasted. 902-222-9811

Beautiful blond 23, I/O, 24/7
Call 902-292-4864

Cheap Rates! I/O
902-880-7868

Gentleman’s massage
902-414-7868 or 902-446-0028

Kayla - Busty Red Newfie
Girl. I/O. (902)293-1428.

Massage helps feel more
relaxed. 902-448-1777

Massage/Escort Noon-3am
Serving Metro, 902-404-5482

Mature Former Fitness Model
902-456-8694

Meet new friends. Great ex-
ercise. Join a Bowling
League. Call Beazley Bowl-
ing Lanes at 902-462-1666

Red Hot Cougar Massage & Way
More I/O! Lana. 902-209-6852

209 Business
Personals

SHEMALE Beauty Julie
All Real. 902-219-7811. 

Talented Trina tickles your spot.
Busty Beauty, 23, 412-3302

Tonya’s mature escorts.1/2hr,
hourly rates. 902-405-8466 

XXX - Neat, Treat, Sexy and
Discreet, I/O Phone: 719-2702

212 Special
Notices
Veterans Photoproject

The matter of the closure of
the veterans’ affairs office in
Sydney and across Canada
has been a concern to me
and I would like to contribute
to the fight to reopen the lo-
cal office if not all of them.
The best way for me to make
a contribution to this fight is
through my photography. I
am in the midst of an ongoing
project designed to capture
the story of how the veterans
of our great island are affect-
ed on a day-to-day basis by
the office closures. What I
am looking for are people
who will be willing to share
how they feel about the clo-
sures and allow me to photo-
graph them in a way that re-
flects the way they feel. If
you would like to remain
anonymous during this proc-
ess then the photos can re-
flect your privacy. If this pro-
ject holds any interest to you
please email your contact
information to chasmorr
photography at: vaophoto
project@outlook.com

212 Special
Notices

Everything you need to know
about surviving a power out-
age comfortably. 
For details phone Heather,

1-780-924-3690

214 Coins/Books
Stamps/Jewellery

Buying gold/silver coins jewelry
New Penny Ltd 902-435-1654 

241 Machinery
& Tools Sales

Lobster Bait Freezer Containers.
Peter 902-476-0569

274 Boats & Marine
BOAT & MOTOR

12.5 ft Aluminum boat (Espa-
don) with 7.5 HP evinrude
motor which has been only
slightly used, both are in ex-
cellent shape. 902-455-1894

276 Sporting Goods
Winchester Rifle 308 semi-
automatic equipped with
bullet belt full of ammunition,
carrying case and scope.
Purchaser must have acquisition
permit. 902-453-0254

Specialists
CARPENTRY

Trim, decks, windows &
doors, interior renos 435-4373

ELECTRICAL
CONTRACTORS

MacKay El. Low Rates. Heat
pumps. Res/comm.902.434.5282.

Specialists

HANDY PERSON

AA Clean Up & Junk Removal
Bsmts.yrds etc. 902.452.8662

Handyman. Landscaping, build
deck/fences/etc 902.452.8662

Specialists

MOVERS

##1-Abbey’s Smart Move. In-
sured, prof., reliable 902-488-7771

Express Moving, $70/hr 17’ truck
& 2 movers 902-219-7150

Specialists
PROPERTY

MANAGEMENT
Exp. Property Manager avail.

Metro Area. 902-402-2787

TREE SERVICES
Best price tree cutting. Free
est,full ins. A+BBB 902.471.2427

The Chronicle Herald’s iOS 7 App was named Best of 2013 
by the Apple Canada App Store   DOWNLOAD TODAY!

DID YOU
KNOW?

A CPO is a vehicle which has
been inspected, refurbished and
certified by a dealership. 

The inspection itself might
involve as little as 50 to as many
as 150 checkpoints, says Mike
Velemirovich, owner and general
manager of Hillcrest Volkswagen.

As well, the vehicle will come
with a warranty, even though the
original warranty may have
already expired. 

“In that regard, it resembles
buying a new car,” says
Velemirovich.

He says most CPOs tend to be
about four or five years old.

Another benefit of purchasing a
CPO is that many manufacturers
today are offering financial in-
centives for purchasing them.
These incentives might include
low interest rate financing or a
payment credit.

A third benefit is that CPOs
often include a background check
on the vehicle. These checks come
from a third-party provider such
as CarProof or Carfax and include
information on a vehicle’s history,
such as whether it has been in any
accidents.

Given the vehicles are a few
years old, yet still come with
warranty coverage, they are af-
fordable, yet offer some peace of
mind.

With a PO vehicle, it may come
with warranty coverage, depend-
ing on the age and mileage of the
vehicle. However, it will not be
inspected and reconditioned to
the same extent as a CPO.

Not surprisingly, CPOs are
more expensive than POs.
However, the value proposition is
much stronger for a CPO.
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In late 2010, the Nova Scotia
government passed legislation
which once it is proclaimed (made
law by cabinet) will require deal-
ers to disclose what they know
about used vehicles they are
selling to their customers. 

The Nova Scotia Automobile
Dealers Association (NSADA)
supported this legislation in 2010. 

We not only believe that it is
important for the dealers to dis-
close to the customers what they
know about used vehicles for sale,
but the association also believes it
is important that when customers
are trading in vehicles to dealers,
they disclose those significant
repairs known to the owner. 

This means that when that a
vehicle is reconditioned and sold
to a new customer, the new cus-
tomer can be made aware of any
significant repairs which have
been done to the vehicle. 

Although the legislation has
been passed, it is not law until the
cabinet proclaims it. The delay in
implementing it has to do with the
development of regulations under
the Motor Vehicle Act. Our under-
standing is that the process is
underway and in the hands of
Service Nova Scotia.

In the meantime, NSADA is
developing a standardized sales
agreement form that provides the
disclosure contemplated in the
legislation passed in 2010. The

sales agreement will also require
customers to disclose material
facts with respect to the vehicle
condition when they are trading
their vehicles into dealerships.

This is important if we are to
raise the bar on the standard of
used vehicle sales in this province.
Dealers can only disclose what
they know. 

They have two sources of in-
formation – one is the customer
trading in the vehicle and the

other is a vehicle history report.
Last month’s NSADA articles in

this publication discussed vehicle
branding and vehicle history
reports. The articles revealed
there is still work to be done to
ensure data from Service Nova
Scotia concerning police-reported
accident information is provided
in a timely fashion to all compan-
ies that provide vehicle history
reports to their clients. 

At present, two of the three

companies providing these re-
ports have access to the data. 

The third does not, even though
it has offered to pay for the in-
formation. (Service Nova Scotia
has committed to providing the
third company with the informa-
tion within the next year.) 

It is the view of NSADA that
until these different issues are
overcome, the integrity of vehicle
history reports is less than de-
sired.

A new industry standard in Nova Scotia
JOHN SUTHERLAND

jsutherland@pathfindergroup.com

John K. Sutherland is Executive
Vice President of the Nova Scotia
Automobile Dealers Association.

“It is the view of NSADA that until these different issues are overcome, the integrity of vehicle
history reports is less than desired.” 123RF


