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Joe Gibson Suzuki/Mitsubishi striving to protect local jobs through reorganization 

 

 

Spartanburg, SC -- Joe Gibson Suzuki/Mitsubishi, with dealerships in Spartanburg and 

Gaffney, is taking steps to reorganize in an effort to protect employees’ jobs and keep the 

business running smoothly.  The dealership, which has contributed to the Upstate 

economy since 1977, currently employs more than 50 people. 

 

Last March, a series of lawsuits were filed against Gibson’s business.   

 

"We're doing everything possible to turn around this situation to protect our employees' 

jobs and to keep the business running smoothly,” said Gibson.  “We have been, and 

continue to be, committed to our employees and to serving our customers and this 

community with integrity,” he said.  

 

Gibson emphasized, “We want all of our customers to be satisfied and we regret that 

some were not.  We work with our customers to resolve concerns and will continue to do 

so.  Excellent customer service is our number one goal.”  

 

Christopher Advertising of Miami, Gibson’s advertising agency, said that the claims 

being made were "absolutely untrue," according to Agency Chief Paul Christopher.  

Christopher added that the basic disclaimer used in Gibson's ads was presented to the 

Better Business Bureau (BBB) for review.  

 

“The fact is, the advertising referred to in past stories met or exceeded federal guidelines 

in terms of disclosure of information initiated by 'trigger terms' in the ads such as price, 

payment, down payment, etc.,” said Christopher. “We also met or exceeded requirements 

regarding the size of type used in the disclaimer and in the amount of time this 

information was made available to the consumer.  These federal standards are the only 

ones available to us,” he said.    

   

 

 

-more- 

  

 

 

 

http://webmail.att.net/wmc/en-US/n/wm/8899960390601715?cmd=Show&sid=c0&folder=INBOX&advnum=4&advtot=12&uid=141593&popup=yes&js=yes##
http://webmail.att.net/wmc/en-US/n/wm/8899960390601715?cmd=Show&sid=c0&folder=INBOX&advnum=4&advtot=12&uid=141593&popup=yes&js=yes##
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South Carolina is one of six states in the country that have no regulations or guidelines 

for the advertising of automobiles.  Other states include Kansas, Alabama, Nebraska, 

West Virginia and Montana.  The rest of the 50 states have laws for the advertising of 

automobiles including Alaska and Hawaii. 

 

Gibson said that he and his employees have approached this situation as an opportunity to 

thoroughly examine customer service processes in an effort to raise the bar in this area. 

As a result, Gibson said a new 72-hour return policy has been implemented which allows 

customers to return a vehicle for any reason within that time period.   

 

“This is one of many changes we’ve made to show we’re dedicated to doing everything 

possible to create a positive buying experience for our customers,” said Gibson.   

 

The dealership has received numerous national awards for its sales and customer service 

programs including a 2006 award from the Better Business Bureau and the prestigious 

2007 President’s Club award presented by the national Suzuki Corporation.  

Additionally, Wells Fargo named the business the 2007 Dealer of the Year, one of only 

49 dealers out of 18,000 nationally.  

 

“I purchased a car from Joe Gibson and would recommend to anyone to buy their next 

car here,” said Betty Singletary of Gray Court, S.C. “Everyone is so nice.” 

 

According to General Manager Billy Mills, many steps and extra measures are taken to 

help ensure customers understand the terms and conditions of an agreement.  Mills said 

customers receive guidance from numerous team members to include a salesperson, sales 

team leader, and a delivery coordinator.  “Each of these team members reviews and 

explains information multiple times so the customer understands the information and is 

completely satisfied with the selection of their vehicle.” 

 

According to Mills, another extra measure, the “Delivery Checklist”, was implemented 

this year as a way to further enhance customer communication.  “The checklist allows us 

to keep track of all commitments – both on the dealer side and the customer side.  

Everyone who buys a car from us signs paperwork that indicates they understand the deal 

they’re getting,” said Mills. 

   

Mills said customers also receive surveys from the dealership and the national Suzuki 

Corporation as well as follow up phone calls.  “There is even a dedicated customer 

information line that is answered by our customer relations manager.  We try to do as 

much as we possibly can to address any questions or concerns,” he said. 

 

 

-more- 
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Mills said he thought the situation simply got out of hand. “None of the claims that were 

published had been validated by a court of law.  As well, contact information for the 

plaintiff attorneys was published as part of the stories and as a result, we were hit with a 

series of lawsuits.”  

 

Mills added, “The plaintiff attorneys took advantage of this situation.  They called our 

lenders and ran newspaper ads trying to drum up business.”    

 

The cost of America's lawsuit-happy culture totals $261 billion a year, or $880 per 

person, according to seminal research by Tillinghast-Towers Perrin (2006). 

 

Additionally, a 2007 study commissioned by the Institute for Legal Reform, an affiliate 

of the U.S. Chamber of Commerce, reports that small businesses alone pay $98 billion a 

year to cover the cost of America's tort system – money that could be used to hire 

additional workers, expand productivity, and improve employee benefits.      

 

According to the Institute’s web site, “America's runaway legal system imposes 

burdensome costs on workers, consumers, small businesses, and healthcare.  The impact 

of lawsuit abuse is often discussed in terms of the economy, healthcare costs, and the 

price of consumer goods. But in the end, it is everyday Americans and their families who 

must pay the high price of lawsuit abuse.” 
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KEY POINTS 

 

Dealer Reputation 

¶ Years in business 

¶ Awards  

¶ BBB Award  

¶ Number of years as a BBB member 

 

Advertising 

¶ There is no governing body for advertising in South Carolina. 

¶ SC is one of six states in the nation that do not have regulations or guidelines for 

the advertising of automobiles. 

¶ Standards set forth by the Federal Trade Commission (FTC) are the only ones 

available. 

¶ The ads met or exceeded FTC guidelines in terms of disclosure of information 

initiated by “trigger terms” in the ads such as price, payment, down payment, etc.  

Ads also met or exceeded in terms of the size of type used in the disclaimer and in 

the amount of time this information was made available to the consumer.  

¶ The ads were pulled from the air as soon as possible after concerns arose. 

 

Media Reporting 

¶ Some of the information that was published was incorrect.  For example, one TV 

station reported we had not responded to a letter by the S.C. Department of 

Consumer Affairs, when in fact, a letter was hand delivered to that office on 

Friday, April 11, 2008. 

¶ None of the claims that were published had been validated by a court of law.  

¶ The fact that lawsuits were filed against a local business is not news.  This 

happens every day in our society. 

 

Legal 

¶ The plaintiff attorneys took advantage of this situation.  They called our lenders 

and ran newspaper ads trying to drum up business. 

 

Better Business Bureau (BBB)  

¶ The BBB’s role is to serve as a mediator and remain unbiased when there are 

issues with member businesses. 

 

Customer Satisfaction 

¶ Every person who buys a car signs paperwork at the time of the deal stating 

he/she understands the terms and conditions of the agreement. 

¶ Many steps are in place to help ensure that a customer’s concerns and questions 

are addressed before, during and after purchasing a vehicle.    

¶ Satisfied customers are our number one goal and it is regrettable that some 

customers were not. 



¶ Customer satisfaction is our number one priority as evidenced by multiple awards 

in this area. 

¶ We’ve thoroughly assessed our customer satisfaction process in an effort to raise 

the bar, yet again, in this area.  As a result, we now offer a 72-hour return policy. 

 

 

  
 

  

  

 


