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Another Growth Year Ahead

GIADA PRESIDENT
Billy Graham
Graham Auto Sales, Inc.
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Billy
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I hope everyone is as excited about 2016 as I am! With all the 
positives in the marketplace, I’m looking for this to continue 
to be a growth come back year.

There are a lot of things on our plate legislatively coming 
into the session, including, but not limited to, the reduction 
for Buy Here Pay Here Dealers, book versus retail value -the 
higher of the 2 (which would make every customer we sell pay 
the highest of the book versus bill of sale when a casual sale 
would be most likely taxed on the lesser), leasing, as well as 
the welcome to Georgia program. There continues to be a lot 
of things transpiring behind the scenes that your association 
is involved in to protect our dealers! As most of you know 
I and all the other executive board members volunteer our 
time and don’t get paid. With that being said, we are all pas-
sionate enough about our industry and our businesses that 

we want what is best for all of our dealers! We would love your input and participation. 
Please make plans to attend our winter board meeting at the lovely Stone Mountain Ever-
green  Marriott, January 8-10. As always, anyone in good standing with GIADA is invited 
to attend. You’re welcome to come and see how your association works for you! It is a great 
opportunity to get involved. Just give Paul John a call at the GIADA office if you would like 
to attend the board meeting.

I would like to remind you about ETR. I started using TitleTec with GIADA and it has 
certainly made my life much easier and less stressful. As you all should know, it is your 
responsibility as a dealer to transfer title and pay the TAVT within 30 days. Using GIADA 
ETR partnered with TitleTec simply makes this a breeze! If you have any questions about 
ETR you can contact the GIADA office for details and to get started!

Over the last several years I have developed a partnership with Dale Cardwell, an inves-
tigative reporter with over 30 years experience. He has his own television show, website, 
and radio show. His website is TrustDale.com.  I have been on both his radio and television 
show several times to give our point of view. Instead of painting our dealers with a broad 
brush, Dale engages me and presents both sides when a consumer has a problem with a 
used vehicle. Watch for an email from GIADA the next time I¹m on the radio show so you 
can listen and call in and participate. 

Last, but certainly not least, I would like to discuss an issue that I am very passionate 
about: the odometer exempt law. Exempt does not cover TMU or odometer replacement. 
Anyone that is using the exempt law to change mileage on a vehicle is BREAKING the law 
and committing federal odometer fraud!  I am working at both the state and national level 
with our associations and legislators to get this archaic law changed. It costs honest dealers 
and consumers billions of dollars every year. I would welcome any help that anyone could 
give me.

Sincerely,
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GIADA is a not-for-profit industry trade 
association that has been the voice of 
Georgia’s independent auto dealers 
since 1955. GIADA is committed to 
representing, educating, and informing 
Georgia’s most successful independent 
motor vehicle dealers. Dealers turn to 
GIADA to provide them solutions and 
answers to business related questions 
and consumer related questions.

At present, there are approximately  
2,423 GIADA members, 2,228 licensed 
auto dealers and 195 companies who 
offer products and services to Georgia 
Auto Dealers.  Our primary purpose 
is to identify and address the legal and 
legislative issues that confront the used 
car industry in Georgia. But we do 
much more.

Through GIADA’s impressive network 
of a wide variety of companies who sup-
port our industry, our members enjoy 
pre-negotiated discounts on products 
and services they need to be successful 
in the car business. We encourage you 
to check out the GIADA Dealer Service 
Provider Directory. These services 
include, but are not limited to auto 
auctions, insurance companies, legal 
advice, and advertising. All members 
receive two coupon books containing 
about $38,000 in real discounts. GIADA 
also maintains a large inventory of legal 
forms dealers need to conduct business. 
Members receive a 30% discount on all 
forms. Members also enjoy discounted 
rates on all GIADA training programs, 
or sometimes can attend for free.

THE PULSE OF GIADA

GIADA is partnering with CarDoozy to offer all Georgia 
dealers over 700 really great products dealers use regular-
ly in their day to day business. Products such as banners, 
flags, floor mats, key tags, stickers, forms, folders, and 
much more! 

In addition to all the great variety of products that GIADA 
and CarDoozy are making available to dealers, dealers will 
still be able to purchase all the GIADA forms on a contin-
ued basis. All products are priced competitively and every 
product is available online, on the GIADA website home 
page. 

Have you completed your required CE class yet? Classes 
end after March 2016. There are two options for dealers. 
In person, or online. GIADA has scheduled three more 

in-person CE classes. January in Augusta, February in Albany and then the last one in 
March in Marietta. GIADA responded to the professional licensing division’s request to 
offer the CE class online and so beginning this past September, the online CE training 
site went live. 

When looking at the attendance records so far for CE, it appears that we are way behind 
with dealer attendance and class completion. I know that there are many dealers who 
wanted to have the online option for CE, but what we are seeing, is that there are also 
many dealers that would prefer to go in person still. In any event, dealers have until the 
end of March to complete their CE class. This is not an option, but a requirement. Please 
don’t put this off any longer. 

The online curriculum is comprehensive and robust. The software is interactive and 
designed to keep the viewer involved. There are 23 courses and over 10 hours of training, 
but only 6 hours are required. When online and inside of the system, you will notice 
which courses are marked “required.” Those that are marked “required” are the courses 
to complete in order to obtain your CE completion certificate. 

The GIADA Scholarship program that we did last year for the first time was a great 
success and we are happy to award three separate scholarships to three deserving young 
participants. We plan on offering family members of our loyal GIADA members the op-
portunity to participate in this program again, so keep an eye on your email because 
detail will be forthcoming. 

January is our biggest month for membership renewals. Members, please make sure 
that you renew your membership with GIADA so you may continue to stay informed 
of what’s going on in your industry, in Georgia. This is particularly important once our 
legislative session begins. Our legislative Committee works closely with our lobbyists 
and Government Affairs Team to watch all of our backs at the Capital. In addition to 
that, NIADA, our national affiliate keeps a close eye on anything going on in DC that 
impacts our industry on a national level. Membership with GIADA insures continued 
membership with the NIADA. Strength in numbers is vital for our continued success in 
the legislative arena both local and in DC. 

Great Horizons
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LEGISLATIVE ACTION

GIADA Visits Washington

Check out the Georgia Independent Auto Dealers Association board’s activities in DC. They were working hard promoting 
the independent dealer and protecting the interests of our industry.

GIADA was happy to participate once 
again in the third annual NIADA Lead-
ership Conference this past October in 
Washington DC. It was a great time to 
network with the other state association’s 
executive leadership, the state and nation-
al association dealer officers as well as the 
great team and our hosts from NIADA, led 
by Steve Jordan, Executive V.P. 

We had over 150 dealers and association 
executives representing the state associa-
tions and NIADA. GIADA representatives, 

about 10 of us, headed to DC and while 
we were there we visited with seven U.S. 
House Representatives: Westmoreland, 
Woodall, Loudermilk, Scott, Carter, Allen, 
Graves, and our two U.S. Senators Johnny 
Isakson and David Perdue. 

Other than showing our unified support 
for our Georgia Leaders in DC, the two 
main topics discussed while on the hill 
visiting our Georgia Legislators was H.R. 
1737, a bill to reform the Consumer Finan-
cial Protection Bureau (CFPB) and also to 

fight legislation that would force used car 
dealers to ground vehicles under recall. 
Representatives from the CFPB and the 
FTC came and each spoke to our group 
while in DC as well. 

GIADA will continue to be proactive and 
get involved in any and all legislative issues 
whether state related or federal. NIADA, 
its legislative council, and the NIADA 
Lobbyist team continue to do an excellent 
job and represent all dealers well. n
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Vehicle owners are not using many of the 
new technologies put into cars and light 
trucks, according J.D. Power’s 2015 Driv-
er Interactive Vehicle Experience Report 
(DrIVE).

The 2015 DrIVE Report measured driver 
experiences with in-vehicle technology 
features during the first 90 days of owner-
ship. The report finds that at least 20% of 
new-vehicle owners have never used 16 of 
the 33 technology features measured.

The five features most owners said they 
never use include: in-vehicle concierge 
(43%), mobile routers (38%), automatic 
parking systems (35%), heads-up display 
(33%) and built-in apps (32%).

“In many cases, owners simply prefer to 
use their smartphone or tablet because it 
meets their needs; they’re familiar with 
the device and it’s accurate,” said Kristin 
Kolodge, executive director of driver in-
teraction & HMI research at J.D. Power. 
“In-vehicle connectivity technology that’s 

not used results in millions of dollars of 
lost value for both consumers and the 
manufacturers.”

There are 14 technologies that at least 
20% of car owners said they did not want 
in their next vehicle, including Apple 
CarPlay, Android Auto, in-vehicle con-
cierge services and in-vehicle voice tex-
ting. Among Gen Y owners, the number 
of unwanted features ballooned to 23, 
specifically technologies related to enter-
tainment and connectivity systems.
The most frequently cited reason for not 
wanting a specific technology was that 
owners “did not find it useful” in their 
current vehicle and the technology “came 
as part of a package on my current vehicle 
and I did not want it.”

The report also found that owners said 
technologies that were not explained by 
their dealer had a higher likelihood of 
never being used. Additionally, features 
that were not activated when the vehicle 
was delivered often resulted in the owner 

not even knowing the technology existed 
in the vehicle.

“While dealers are expected to play a key 
role in explaining the technology to con-
sumers, the onus should be on automak-
ers to design the technology to be intuitive 
for consumers,” said Kolodge. “Automak-
ers also need to explain the technology to 
dealership staff and train them on how to 
demonstrate it to owners.”

The technologies which owners most of-
ten wanted were those that enhance the 
driving experience and safety. Those 
technologies included vehicle health di-
agnostics, blind-spot warning and detec-
tion, and adaptive cruise control.

“The first 30 days are critical. That first-
time experience with the technology is the 
make-it-or-break-it stage,” said Kolodge. 
“Automakers need to get it right the first 
time, or owners will simply use their own 
mobile device instead of the in-vehicle 
technology.” n

Car Owners Rejecting Entertainment,  
Connectivity Features, Report Finds

INDUSTRY INSIGHT
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SALES AND MARKETING

In 2013 Google said the average consum-
er had 24 different touch points in their 
research process. Today the average lead 
submitter is visiting 24 different websites 
in their research process. It is about time 
we give them credit for that and I think we 
should start lead management with the first 
10 days of our Internet process.

Not only has the way consumers and lead 
submitters behave online changed, the num-
ber of brands and dealerships they consider 
has also changed. If we do not focus on what 
the data is telling us we will continue to fail 
taking care of the customer in a way that will 
benefit them and us. We want to ensure that 
our lead management process is driven by 
data analysis.

Why are we only looking at the first 10 
days? 24% of lead submitters who buy a 
car will buy that car within 10 days of sub-
mitting a lead. This is the highest percent 
during the tracking of this data other than 
the 32% who bought 90 days or longer after 
submitting a lead.

Knowing that a lead submitter is no longer 
shopping as many dealerships per brand 
are you really taking the time to stand out 
against your true competition, the other 
brands? Google says the average shopper is 
shopping four brands while the average lead 
submitter is submitting a lead to almost five 
brands. With shoppers and lead submitters 
both barely shopping over one dealer per 
brand.

We also need to  
consider where consumers 
are submitting these leads and if the place 
where they submit a lead is making contact 
with the consumer for any reason. This might 
get your very valuable email lost in the mix. Do 
you really want your emails lost in the mix?

Finally, if it has been a while since you looked 
at the first 10 days of your process have you 
taken the time to consider that 65.7% of emails 
are opened on a mobile device? n

It’s Time to Rethink the First 10 
Days of Your Internet Process
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Generally speaking, in my experience 
working with the OIADA (and based on 
statistics from the Department of Labor) 
the automobile dealership industry is rath-
er low risk when it comes to on-the-job 
accidents. Through my work with inde-
pendent dealers, we’ve seen great success 
in the reduction of workers’ compensation 
premiums based on numbers and clean 
track records. If you’ve been reading this 
column over the past few years, you know 
about group rating, my role as inform-
er of new BWC programs, etc.; however, 
in this issue, I am diverging only slightly 
from workers’ compensation to health-
care. While you may be more accustomed 
to lower workers’ compensation premiums 
as a “low-risk” employer, you, as indepen-
dent automobile dealer, are not immune to 
absenteeism, risk for injury due to chronic 
illness, and skyrocketing healthcare costs.

• According to the Centers for Disease 
Control & Prevention, productivity 
losses related to personal and family 
health problems cost U.S. employ-
ers $1,685 per employee per year, or 
$225.8 billion annually.  

• In fact, indirect costs of poor health 
including absenteeism, disability, or 
reduced work output may be sever-
al times higher than direct medical 
costs.  

It turns out, perpetual absenteeism, on-
the-job illness, and chronic disease can 
have a tremendous impact on your bottom 
line. And, much like workers’ compensa-
tion, any absence is a costly event that can 
quickly spiral.

A Prompt Response for Damage 
Control
One of the major trends sprouting up in 
healthcare is the virtual health clinic, or 
telehealth programs. The model, based 
on telephonic and video communication 
(much like Skype) provides a prompt, law-
ful, medical resource for non-emergent 
conditions, and to help to curb prolonged, 
or even catastrophic costs down the road. 
An employee feels ill, logs on, gets anti-
biotics or medical guidance, and can get 
back to work—with minimal interruption. 
Like workers’ comp, a fast, yet thought-
ful diagnosis leads to a speedier recovery, 
and ultimately a full return-to-work out-
come—good practice for both employee 
and employer.

As Americans, we are faced with time 
crunches, deadlines, work and family ob-
ligations, and in many cases, we lack a 
designated healthcare budget. Telehealth 
options range in terms of pricing, but gen-
erally, there is a low monthly rate and em-
ployees pay the equivalent of a co-pay for 
the service.

To Carry or Not to Carry
Whether you carry health care coverage 
or not, the health of your employees will 
still play a role in your overall operating 
costs. Employers are either supplementing 
healthcare plans with telehealth programs 
or offering them as an option purely for the 
sake of managing absenteeism. In other 
cases, employers are forgoing healthcare, 
paying the penalty, and enlisting telehealth 
programs to help triage sick employees di-
rectly to a healthcare provider. 

How would your employees benefit from 
this service? What about installing a des-
ignated smart device in a private room 
for those who cannot afford the lost time? 
How much could this save your employee 
who cannot afford to get sick? You?

To learn more about the telehealth health-
care model, curbing absenteeism, or work-
ers’ comp, contact me at michael.brown@
promedica.org. n
_______________________________
Michael Brown has been in the Workers’ 
Compensation and Risk Management 
business for 35+ years. Michael, for over 
25 years, has proactively consulted with 
employers to develop and maintain best 
in class strategies, including evaluating 
the wide array of risk financing options 
available to employers. Michael’s certi-
fication as an Associate in Risk Manage-
ment (ARM) affords him in-depth insight 
into creative and wide reaching solutions 
to the most complex Workers’ Compen-
sation challenges. In addition, he is also 
a licensed Health Insurance broker in the 
state of Ohio.

WORKERS’ COMPENSATION CORNER

Curbing Illness & Injury 
for Better Productivity 
and Profit
BY MICHAEL BROWN, ARM

It turns out, perpetual 
absenteeism, on-the-job 

illness, and chronic disease 
can have a tremendous 

impact on your bottom line. 
And, much like workers’ 

compensation, any absence 
is a costly event that can 

quickly spiral.
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THE CAR-DIOLOGIST

Whether prepared for it or not, we’ve start-
ed another New Year. Being granted a new 
year means we have a chance to reflect on 
our successes, make any necessary changes 
or start over if warranted. During my re-

flection time over the last couple of weeks, 
I remembered with fondness a campaign 
that is one of the most successful programs 
with which I’ve worked. Here’s why.

One year, I was pushing the Eye-Can 
Campaign. The Eye-Can Campaign had a 
two-fold purpose. It improved my business 
classes, and at the same time, fed homeless 
people. The idea was simple. I bought cans 
of chicken noodle soup. Took the cans to 
the local homeless shelter and offered the 
cans to the kitchen with instructions that 
I needed the cans back when done. With 
clean, empty cans in my car, I drove to the 
local dollar store where I purchased googly 
eyes to attach to sides of those cans. I cre-
ated a bunch of “Eye Cans”. During class 
time, I used words of affirmation, such as: 
“I CAN” find you the right car, “I CAN” 

get you financed, “I CAN” be a better mom 
or dad, “I CAN” be a better salesperson or 
“I CAN” be a better manager. The “I CAN” 
idea was developed to create, in others, a 
verbal self-affirmation that something can 
be accomplished if a person has the right 
attitude. Everyone can improve. 

My reflection about those eye cans contin-
ued last week while I spoke at Digital Deal-
er in Las Vegas. Digital Dealer is a large 
group of new car automobile stores. To 
my surprise and delight while being intro-
duced to the group, a masculine voice from 
the back of room yelled, “CANI”. I in-turn 
yelled back, “CANI”. 

In 2004 – 2005 I focused on “CANI” class-
es. Every letter of the phrase CANI stands 
Continued on next page

CANI
It’s Reflection Time!
From the Eyes of the Doctor, D.J. Harrington
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THE CAR-DIOLOGIST

      

Continued on previous page
for something: Constant And Never-end-
ing Improvement. A person’s improvement 
can’t stop and it has to continue improv-
ing. The Japanese call it - KAIZAN. Toyota 
uses it today.

Years back, I also remember an inci-
dent at a Mohawk Carpet convention in 
Myrtle Beach, South Carolina. When a 
speaker leading a group of people asks 
an audience to do something out of the 
ordinary, they usually do it. I told the 
audience, when I say, “CANI”, just yell 
back, “CANI”. With guarded looks, side-
to-side, I could see maybe they weren’t 
quite sure about my request. I pressed, 
“Are you with me?” When I said, “CANI” 
again, they repeated, “CANI” back to 
me. All of us need to be constant learners 
and always be improving. Saying CANI 
does that for people. This particular con-
vention lasted three days. We hadn’t yet 
seen the President of Mohawk take the 
platform. He was a tall, thin man with a 

full head of hair. (I hate that type – the 
full-head-of-hair). The President shows 
up the last day of the convention to be 
the keynote speaker. 

As the President exits the elevator, people 
around him are saying “CANI”. “What 
the hell, are they saying?” he asked his as-
sistant. With much trepidation, she said, 
“Oh, sir, we had a speaker, D.J. Harrington, 
open the convention and he has everyone 
saying, ‘CANI.’ It stands for constant and 
never-ending improvement.”  

The day I spoke, three speakers followed 
my opening talk. All three speakers started 
their speech addressing the audience with 
“CANI,” and all 872 carpet dealers yelled 
back, “CANI”.

When the President of Mohawk stood be-
fore the dealers to speak, he said, “I guess 
I need to start by saying, “CANI”. The en-
tire group of carpet dealers from across 
the USA and Canada yelled back, “CANI”. 
What just happened? Here’s my point: 
A positive affirmation had been created 
within the group, and it was going to con-
tinue.

That particular meeting happened years 
ago, but I was reminded again of the atmo-
sphere such a phrase creates when I visited 
Marsh Motors in Jacksonville, Florida. Jim 
Marsh and I walked through his beautiful 
place, assessing his success. Every employ-
ee greeted Jim with “CANI”. Hearing that 
phrase told me that Jim brought home the 
Continued on next page

I have a favor to ask of you. 
When you see me at the next 

continuing education class, 
or at the Annual Convention, 

July 20–24, 2016 in Lake  
Lanier Islands, Legacy Lodge 
Conference Center, greet me 
with “CANI”.  I will return the 

greeting with “CANI”.
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IAA Auction Coordinator
678.920.4800 | pwangel@iaai.com

IAAI.com

Buy What You Need,
Sell What You Don’t
For any inventory issue, IAA is the answer. 
Not enough vehicles? Pick from the thousands 
we auction every day, including clear-title 
inventory from rental fi rms, fi nance companies 
and more. Too many? Our buyers in 110+ countries 
want yours. We’re experts with more than 30 years 
in the industry, and we’re here to help at any of 
our seven Georgia locations.

Contact us today to get started!

Continued on previous page
CANI attitude story to his team. Delight-
ed to hear “CANI” from the employee, Jim 
answered him with “CANI”. Hearing both 
men repeat that phrase made my day, too. 
The underlying message is that Jim and his 
people work as a team. They believe in con-
stant and never-ending business improve-
ment. Marsh Motors isn’t the only company 
doing this.

Interactive Financial Marketing Group 
in Richmond, Virginia is doing this,  
too. Their Christmas party had a toast 
for the New Year. With glasses held 
high, the team at IFMG yelled, “CANI”.

Folks, we have a new opportunity this year 
to make some adjustments. With all the 
changes in business and things happen-
ing in this world, all of us could use more 
“CANI” Spirit. I have a favor to ask of you. 
When you see me at the next continuing ed-
ucation class, or at the 61st Annual Conven-

tion, July 20th – 24th, 2016 in Lake Lanier 
Islands, Legacy Lodge Conference Center, 
greet me with “CANI”. I will return the 
greeting with “CANI”. Together, we’ll be 
reaffirming Constant and Never-Ending 
Improvement.

Speaking of continuing education, I hope 
all of you remember that you need to re-
new your used car dealer licenses every two 
years prior to March 31st of each EVEN 
Year. Also, you have to attest that you have 
completed the required Division-approved 
continuing education. 

You can go online to GIADA on-demand. It 
is easy. Just go to GIADA.org to learn more. 
Or if you prefer, there are (3) more “in-per-
son” classes being held before the deadline 
of March 31st. Augusta, Friday January 
22nd, 2016, held at the Double Tree Hotel 
in Augusta, GA; Albany, Friday, February 
19th, 2016 held at Hilton Garden Inn in Al-
bany, GA; Atlanta; Friday, March 18th, 2016 

is the last “in-person” class being held at 
Cobb Galleria Center. 

Remember cost is $100 for members and 
$150 for non-members. Yes, you can go to 
www.GIADA.org and register now. If you 
have any questions, please call the GIADA 
office or dial me at 770-301-4122. I would 
be proud to help you. If you call me instead, 
I’ll have a chance to say, “CANI”. 

If you like this article, pass it out to your 
team and create a cohesive CANI Spirit at 
your place. So for now, “CANI” and thanks 
for reading my column. n
_______________________________
D.J. Harrington is the President and Chief 
Executive Officer of Phone Logic, Inc. an 
international training company based in 
Atlanta, Georgia. D.J. serves as a consultant 
and trainer to over 1,000 privately owned 
businesses throughout the country, train-
ing personnel at all levels of the company 
over an 800 number, 52 weeks a year.

THE CAR-DIOLOGIST
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Used Cars to Market to Young 
Drivers and Parents
BY AUTO REMARKETING STAFF

The Insurance Institute for Highway Safe-
ty has updated its recommendations for 
used vehicles for teens — and this insight 
may come in handy for dealers serving 
newly licensed young people and their of-
ten concerned parents.

Interestingly, IIHS said the list of recom-
mended vehicles has grown by more than 
50 percent, perhaps a result of the ever-im-
proving quality of vehicles on the road.

The list includes models ranging from the 
Dodge Grand Caravan (2012 and newer) to 
the Honda Accord sedan (2012 and new-
er), covering large cars, midsize cars, small 
SUVs, midsize SUVs, large SUVs, minvans 
and pickups.

“Time is on the consumer’s side,” says 
Anne McCartt, the institute’s senior vice 
president for research. “It’s easier than 
ever to find a used vehicle with must-have 
safety features and decent crash test per-
formance without spending a fortune.”

IIHS compiled the list of recommended 
used vehicles in light of finding that the 

majority of parents who bought a vehicle 
for their teen driver brought a used car.

The survey also found that the mean pur-
chase price for a teen’s vehicle was $9,800, 
while the median was just $5,300, but the 
Institute noted it recommends parents pay 
a little more for their teen’s first car.

“The prices for most of the vehicles we rec-
ommend for young, novice drivers are still 
higher than what a lot of people are used to 
spending,” McCartt says. “We would en-
courage parents to consider paying a little 
more for safety if they can.”

For dealers working to put parents’ mind 
at ease while marketing safe vehicles for 
teens might want to keep these three rec-
ommendations from the IIHS in mind:

• High horsepower should be avoided.
• Bigger, heavier vehicles are safer.
• Electronic stability control is a must.

And if rated by the National Highway 
Traffic Safety Administration, vehicles on 
either list must earn four or five stars over-
all, or five or five stars in the front and side 
tests under the old rating scheme, IIHS re-
ported.

Something to keep in mind for dealers is 
a few pickups made the recommendation 
list this year, after being excluded last year 
for exceeding the IIHS $20,000 price limit.

“We found in our survey last year that 14 
percent of teenagers are driving pickups, 
so we’re happy to be able to recommend a 
few models,” McCartt says. The country’s 
most popular pickup, the Ford F-150 crew 
cab, will set families back $16,800 for a 
2011 model. A 2007 Toyota Tundra crew 
cab, a best choice like the F-150, costs 
$12,200, while the 2006 Honda Ridgeline, 
a good choice, can be had for $7,700. n

“The survey also found that 
the mean purchase price 

for a teen’s vehicle was 
$9,800, while the median 

was just $5,300...” 

MARKET TRENDS
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GIADA service providers are best in class. We invite you to explore their services and please mention 
that you saw their listing in the magazine.

A SERVICE PROVIDER DIRECTORY

ACCOUNTING & TAX
PREPARATION

Galanti & Company, P.C.
770-393-0399
Accounting Services, Tax 
Preparation, Litigation Support
galanticpa.com

Robert L. Burt, CPA
205-752-3001
Accounting

RRB Business Services LLC 
404-974-3066  
Tax, Consulting, & Financial 
Planning

Tax Refund Services Tax Max
Tax preparation and electronic 
filing for the car dealer
(866) 642-4107
taxrefundservices.com

TJS & Company, LLC
Cristi Jones
478-272-2030
Accounting Services
cjones@tjscpa.com

US Trust
404-264-2817
Tax Advisory
ustrust.com

ADVERTISING

American Hole ‘N One
800-822-2257
Advertising, Promotional & 
Marketing
ahno.net

AutoTrader.com
SEE OUR AD ON PAGE 7
800-353-9350
Automotive Classifieds
autotrader.com

Best Response Media LLC
770-318-3401
Automotive Classifieds 
Publication
autofocusatlanta.com

Cars.com
800-298-1460
Automotive Classifieds
cars.com

DealerRater
781-697-3661
Car Dealer Review Website
dealerrater.com

AFTERMARKET
eCONTRACTING

F & I Express
404-759-5479
lisab@fandiexpress.com
fandiexpress.com

AUCTIONS

411 Auto Auction
770-336-5581
Wednesday 12:00 pm
411autoauction.com

Adesa Atlanta
SEE OUR AD ON PAGE 30
770-357-2277
Wednesday 10:00 am
adesa.com

Albany Auto Auction
229-435-7708
Thursday 6:30 pm
albanyautoauction.net

America’s Auto Auction - 
Atlanta
770-382-1010
Tues. 6:00 pm Dealer/ Public Sale
Friday 11:00 am Dealers Only
auctionbroadcasting.com

America’s Auto Auction – 
Greenville
864-801-1199 / 800-859-3393
Friday 10:00 am Car Sale
3rd Tuesday 2:00 pm Marine Sale
3rd Wednesday 9:00 am RV Sale
americasautoauction.com

America’s Auto Auction – 
Jacksonville
904-764-7653
Tuesday 6:00 pm INOP Sale & 
6:30 pm Dealer Only Sale
americasautoauction.com

Athens Auto Auction
770-725-7676
Tues. 6:30 pm Dealer/ Public Sale
athensautoauctionga.com

Auction123.com
954-558-5337

Augusta Auto Auction
800-536-3234
Wed. 10:00 am Dealer Sale
Last Wednesday of Month
9:30 am INOP Sale
augustaautoauction.com

CarMax Auctions
888-804-6604
Dealers Only Auctions; Visit
carmaxauctions.com for
Locations, Dates and Times

Carolina Auto Auction
SEE OUR AD ON PAGE 3
864-231-7000
Wednesday 10:00 am
Salvage Sale every other 
Wednesday 9:00 am
carolinaautoauction.com

Charleston Auto Auction
SEE OUR AD ON PAGE 10
843-719-1900
Friday 10:00 am Dealer Sale
charlestonautoauction.com

Chattanooga Auto Auction
423-499-0015
Tuesday 9:00 am
chattaa.com

Columbus Auto Auction
706-320-2200
Tuesday 5:45 pm Dealer Sale
columbusgeorgiaautoauction.com

Copart Auto Auction – Austell
770-941-9775
Fri. 12:00 pm Dealer/ Public Sale
copart.com

Copart Auto Auction – 
Loganville
770-554-6366
Mon. 12:00 pm Dealer/ Public Sale
copart.com
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Georgia-Carolina Auto Auction
706-335-5300
Wed. 6:30 pm Dealer/ Public Sale
Fri. 6:30 pm Dealer/ Public Sale
gcautoauction.com

Go Auto Exchange Atlanta
404-464-4567
Wednesday 12:30 P.M.
goautoexchange.com

Houston Auto Auction
478-788-6947
Wednesday 11:00 am & 7:30 pm
Sat. 7:30 pm Dealer & Public Sale

Hudson & Marshall, Inc.
478-743-1511
Auction/Liquidator
hudsonandmarshall@bellsouth.net

Hwy 515 Auto Auction
706-635-1500
Tues 6:00 pm Dealer & Public Sale
hwy515autoauction.com

IAA ATLANTA SOUTH
SEE OUR AD ON PAGE 14
678-920-4800
Wednesdays 9:00 am
iaai.com

IAA ATLANTA
770-784-5767
Fridays 9:00 am
iaai.com

IAA ATLANTA EAST
770-868-5663
Thursdays 9:00 am
iaai.com

IAA ATLANTA NORTH
770-975-1107
Tuesdays 9:00 am
iaai.com

IAA MACON
478-314-0031
Mondays 9:00 am
iaai.com

IAA TIFTON
229-386-2640
Mondays 9:00 am
iaai.com

IAA SAVANNAH
912-826-1219
Fridays 9:30 am
iaai.com

JJ Kane Auctioneers, Inc.
678-840-4914
Call for Sale Times
jjkane.com

L W Benton Company
478-744-0027
Bidderone.com

Manheim Atlanta
SEE OUR AD ON THE INSIDE 
BACK COVER
404-762-9211
Every Thursday 9:30 am
Highline Sale 4th Wed. 9:30 am
Every Tuesday 12:30 pm
manheim.com

Manheim Georgia
404-349-5555
1st, 3rd, & 5th Monday 10:00 am 
Tuesday 9:00 am – Dealer
Every Other Tuesday 8:30 am
Disable Sale
manheim.com

Manheim Statesville
800-868-1220
Tuesday 9:30 am
Tuesday TRA Sale 8:30 am
manheim.com

New Calhoun Auto Auction
706-624-1944
Wednesday 7:00 pm
newcalhounautoauction.com

Oakwood’s Arrow Auto  
Auction
SEE OUR AD ON PAGE 26
770-532-4624
Thursday 6:00 pm
oakwoodsarrowautoauction.com

Online Public Auction.com
800-963-1672
6728 Hwy 85 STE C-2
Riverdale, GA 30274
onlinepublicauction.com

Peach State Auto Auction
770-466-9000
Monday & Wednesday 6:00 pm
peachstateautoauction.com

Rawls Auto Auction
SEE OUR AD ON PAGE 13
803-657-511113Tuesday 10:00 am
rawlsautoauction.com

Rebel Auction Company
912-375-3491 / 800-533-0673
Second Thursday of Month 9am
rebelauction.net

Ritchie Brothers Auctioneers
770-304-3355
Industrial Equipment Auction
rbauction.com

SmartAuction
770-686-4735
Online Auto Auction / Mobile App
smartauction.biz

South Georgia Auto Auction
229-439-0005
Thursday 11:00 am
southgeorgiaautoauction.com

Southeastern Auto Auction of 
Savannah
SEE OUR AD THE BACK COVER
912-965-9901
Wednesday – In Ops 10:00 am
Repos 10:30 am & 11:00 am
southeasternaa.com

Tallahassee Auto Auction
850-878-6200
Friday 10:00 am Dealer Sale
bscamerica.com

Truckcenter.com
404-627-5346
See Website For Dates & Times
truckcenter.com

V.I.P. Auctions
678-889-7776
myvipauctions.com
Metro Atlanta New Car Trades

BANKING

Hamilton State Bank
678-719-4572
Lines of Credit
hamiltonstatebank.com

Independent Bank
423-883-1503
i-bankonline.com

Peach State Federal Credit 
Union - Lawrenceville
678-889-4328
peachstatefcu.org

US Trust
404-264-2817
Private Banking
ustrust.com

CHARITABLE 
ORGANIZATIONS

Tommy Nobis Center Fund
770-427-9000
Vehicle Donation Program 
Supporting Job Training
tommynobiscenter.com

COMPLIANCE 
SOLUTIONS

RouteOne, LLC
248-229-5170
Compliance and Red Flag Tools
routeone.com

COMPUTERS / 
NETWORKING

Dealers Connect Now
866-217-1709 
Enables auto dealers to buy, sell or 
trade cars from other dealers.
dealersconnectnow.com/

Document Strategies, Inc. 
770-921-6764  
Seeks to understand your business 
problems and deliver technology 
solutions that boost your 
productivity.

CREDIT CARD 
PROCESSING SERVICE

Flat Rate Processing
1-888-592-1110
5825 Glenridge Drive Ste-226
Atlanta, GA 30328
flatrateprocessing.com

Protec Merchant Solutions
1-800-508-3496
protecmerchantsolutions.com
 
Suntrust/ First Data
404-281-8641
Merchant Services
firstdata.com
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CREDIT REPORTS

Equifax
770-522-5650
Credit Reports
equifax.xom

Microbilt Corp.
866-834-2975
Credit Reports
microbilt.com

RouteOne, LLC
248-229-5170
Web-Based Credit Applications
routeone.com

DEALER INVENTORY
MANAGEMENT

Auction123.com
954-558-5337
Online Inventory Management & 
Data Distribution
auction123.com

DEALER LEADS 
PROVIDER

TrueCar
truecar.com

DEALER MGMT 
SYSTEMS

ABCoA/ Deal Pack
800-526-5832
Sales, Finance, Acct, S&P and 
Leasing Software dealpack.com

Autostar Solutions, Inc.
800-682-2215
Dealer Management Systems, 
Software, Svc., & Repair
autostarsolutions.com

Car Dealer Software by Wayne 
Reaves
SEE OUR AD ON THE INSIDE 
FRONT COVER
800-701-8082
Computer Software
waynereaves.com

Comsoft
800-849-3838
“Monymaker” Software 
Emphasizes Compliance, 
Reporting, Profitability, etc.
comsoft.com

Dealer Lead Track
800-385-3584
Lead Management Systems
dealerleadtrack.com

Dealer Platform.COM
866-433-2643
Dealer Websites: 3 Steps, 5 Minutes
dealerplatform.com

DealerSocket
866-813-1429
dealersocket.com

DealerTrack-RTS
860-448-3177
us.dealertrack.com

Frazer Computing
SEE OUR AD ON PAGE 12
888-963-5369
Computer Software
frazer.biz

Nowcom Corp/ DealerCenter
888-669-2999
Dealer Mgmt Software Solutions
dealercenter.net

Rent to Own Software by 
Wayne Reaves
SEE OUR AD ON THE INSIDE 
FRONT COVER
800-701-8082
Dealer Management Systems and 
Dealer Website Provider
waynereaves.com

RouteOne, LLC
248-229-5170
Dealer Management Systems
routeone.com

TitleTec
SEE OUR AD ON PAGE 39
866-689-0578
Business, Title & Registration 
Software
titletec.com

Wayne Reaves Computer 
Systems
SEE OUR AD ON THE INSIDE 
FRONT COVER
800-701-8082
Dealer Management Systems and 
Dealer Website Provider
waynereaves.com

DEALER TRAINING

NABD BHPH Academy
713-290-8171
Collection Academy
bhphinfo.com

DEALER WEBSITE 
PROVIDER

Nowcom Corp/ DealerCenter
888-669-2999
Dealer Mgmt Software Solutions
dealercenter.net

Professional Mojo
866-611-2715
professionalmojo.com

Wayne Reaves Computer 
Systems
SEE OUR AD ON THE INSIDE 
FRONT COVER  
800-701-8082
Dealer Management Systems and 
Dealer Website Provider
waynereaves.com

DOCUMENT IMAGING
SERVICES

ESS Imaging, LLC
351 Thornton Road, Suite 121
Lithia Springs, Georgia 30122

EMISSIONS

Georgia’s Clean Air Force
800-449-2471
cleanairforce.com

FINANCE COMPANIES

Ace Motor Acceptance Corp.
SEE OUR AD ON PAGE 5
704-882-7100 Ext 7509
BHPH Lending / Funding for 
Contracts
acemotoracceptance.com

ADS of Georgia
404-316-3299 – Tom Sanvido
Financing
mnania@msn.com

All-American Capital Group, LLC
404-949-0002
Financing Buy-Here Dealers
allamericancap.com

Allcredit Acceptance
866-803-5128
Financing needs for Independent 
Used Auto Dealers & Customers
allcreditacceptance.com

Alliance Finance Inc.
770-435-6669
Personal & Automobile Loans 
From $50 to $10,000

American Credit Acceptance
866-544-3430
americancreditacceptance.com

Auto Funding Group
770-587-2347
Point of Sale and Sub-prime 
Financing
autofundinggroup.com

Auto Use
678-480-5012
Subprime Retail Financing
autouseautoloan.com

Automobile Acceptance  
Corporation
678-284-5326
Financing needs for your 
customers
autoacceptance.com

Automotive Dealers Finance, Inc.
678-739-2059
dealersfinance.com

Automotive Finance  
Corporation
888-610-2323
afcdealer.com

Barnett Finance Company
912-692-0008
Providing Sub-prime Financing 
with Quick Callbacks, Fast 
Funding, and Flexible Terms
barnettfinance.com

Brand Auto Finance
770-277-8101
Indirect Auto Financing
thebrandbank.com

Car Financial Services
877-570-8857
Account Purchasing
carfinancial.com
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Dealer Funding, LLC
877-538-5492
Secondary Financing
dealerfundingllc.com

Dealership Capital Partners Inc.
478-254-2477
Financing for Buy-Here-Pay-Here 
Dealers
dcp3535.com

Federal Financial Services
678-519-3615
Financing
ffsnc.com

First Peachtree Finance Co.
404-255-0496
Acct. Purchase Program

FlexPath Capital, Inc. 
727-897-5244  
FlexPath is dedicated to providing 
auto loan approvals in 30 seconds 
or less

Independent Dealers 
Advantage
SEE OUR AD ON PAGE 15
678-720-0555
Providing Sub-Prime Financing 
when others cannot

International Credit, Inc.
678-325-5154
Working with Car Dealers for 
their Customer’s Financing Needs
internationalcreditInc.com

JBS Finance Inc.
678-889-7782
Indirect Auto Loan Specialists
jbsfinance.com

National Auto Lenders
305-822-2886
Non-Prime Auto Financing to 
Help Dealer Partners
nalenders.com

Nationwide Acceptance Corp
770-935-5626
Secondary Finance
nac-loans.com

Peach State Federal Credit 
Union – Lawrenceville
678-889-4328
Auto Loans
peachstatefcu.org

Peoples Financial Corp.
SEE OUR AD ON PAGE 40
770-422-2735
Auto Loans, Direct or Indirect, 
Secondary
peoplesfinancial.net

Peoples Financial Corp – 
Mableton
770-948-6110
Auto Loans, Direct or Indirect, 
Secondary
peoplesfinancial.net

Peoples Financial Corp – 
Valdosta
229-242-6620
Auto Loans, Direct or Indirect, 
Secondary
peoplesfinancial.net

Peritus Portfolio Services
866-831-5954
Financial Services
peritusservices.net

ProCredit Express
procreditexpress.com
edwilliams@procreditexpress.com

Road Auto Finance
(888) 237-3189
Info@RoadAutoFinance.com
roadautofinance.com

RouteOne LLC
248-229-5170
Access to Finance Sources & 
Web-Based Credit Application
routeone.com

Select Automotive 
Management LLC
(941) 907-8381
samfundsnow.com

Small Dealers Assistance
404-352-9936
Acct Purchase Program
sdainc.net

Spartan Financial Partners
855-233-3605
BHPH Line of Credit
Spartan-Partners.com

Sterling Credit Corp.
706-830-3045
Buy Bulk Receivables
sterlingcreditcorporation.com

Style Financial Acceptance
770-949-8598
Acct. Purchase Program, Point of 
Sale, Bulk

Tag Financial Services Inc.
678-324-1454
Acct. Purchase; Sub-prime Auto 
Financing
tagautoloan.com

U.S. Auto Credit Corporation
877-280-9267
usautocreditcorp.com
info@usautocreditcorp.com

United Acceptance, Inc.
SEE OUR AD ON PAGE 22
877-281-2360
Acct. Purchase, Bulk Receivables
unitedacceptance.com

United Consumer Finance, Inc.
508-923-0289
Non-recourse sub-prime
scott@ucfinanceinc..com

Vehicle Acceptance Corp.
770-537-3434
Financing for Buy Here Pay Here 
dealers
vacorp.com

Wells Fargo Dealer Services
770-250-2405
Auto, Commercial & Real Estate 
Financing – Floor Planning –
F & I – Banking Services
wellsfargodealerservices.com

Westlake Financial Services
888-389-3532
westlakefinancial.com

FINANCIAL PLANNING

UBS Century Wealth 
Consulting Group
404-848-2601
Investments
Richard.Grodzicki@ubs.com

US Trust
404-264-2817
Investments
ustrust.com

FLOOR PLAN 
COMPANIES

Ace Motor Acceptance Corp.
SEE OUR AD ON PAGE 5
704-882-7100 Ext 7509
Funding for Contracts/ Floor 
Planning for Inventory
acemotoracceptance.com

Auction Credit 
770-336-7880
richard.gailey@auctioncredit.com
auctioncredit.com

Auto Use
678-480-5012
Floor Planning
autouseautoloan.com

Automotive Capital Services
770-876-7547
1661 Worthington Rd. Ste 100
West Palm Beach, FL 33409
Autocapservices.com

Automotive Dealers  
Finance Inc.
678-739-2059
BHPH Note Purchasing, Floor 
Planning
dealersfinance.com

Automotive Finance 
Corporation
770-805-4155
Floor Planning
afcdealer.com

Carbucks
864-527-7147
Floor Planning
cbfloorplan.com

Floor Plan Xpress
404-548-5041
Independent Floor Planning
Fpxus.com

NextGear Capital, Inc.
888-969-3721
customerservice@nextgearcapital.com
nextgearcapital.com

Vehicle Acceptance Corp.
770-537-3434
Financing for Buy Here Pay Here 
dealers
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Wells Fargo Dealer Services
770-250-2405
Auto, Commercial & Real Estate – 
Floor Planning – F & I – Banking 
wellsfargodealerservices.com

GPS TRACKING - 
PAYMENT 
PROTECTION DEVICES

ARA GPS Systems
SEE OUR AD ON PAGE 32
770-871-0051
aragps.com

INILEX Inc.
480-889-5676
GPS Systems
inilex.com

ITURAN USA Inc.
954-484-3806
GPS Tracking
ituranusa.com

Passtime
877-PASSTIME
Vehicle Tracking
passtimeusa.com

SkyPatrol GPS LLC
312-316-727
skypatrol.com

Spireon
866-655-8825
Vehicle Tracking
goldstargps.com

INSURANCE

Absolute Surety, LLC
407-674-7940
Surety Bonds
absolutesurety.com

ADS of Georgia
404-316-3299 – Tom Sanvido
Insurance Services
mnania@msn.com

American Risk Services
678-366-7279
Customized Collateral Insurance 
for BHPH Dealers & Finance 
Companies
americanriskservices.com

Christopher Eells
770-971-8452
Bonds, Gar Liabilities, Dlrs Open 
Lot, Wkrs Comp, Property
Chris@primcoinsurance.com
myinsurancedealer.com

Cornerstone Insurance Group
800-257-9999
Bonds, Gar. Liability, Dlrs Open 
Lot, Prop, Tow Trks, Business Auto
dealergarageinsurance.com

D. Ward Insurance
Debbie Ward 770-974-0670
Since 1988 All Types
Business & Personal
dwardinsurance.com

Georgia Insurance Associates
Martha Fullwood 
678-985-0944
Bonds, Gar. Liability, Dlrs. Open 
Lot, Wkrs Comp, Prop, Life, 
Health, Retire, Home, Auto
georgiains.com

Hardegree Insurance Agency
770-390-0888
Garage Liability, Auto Inventory, 
and Bonds
hardegreeinsurance.com

Lee & Mason Financial  
Services Inc. 
770-409-8801  
Blanket & tracking insurance 
options for all collateral based 
lending

Mall of Georgia Service 
Solutions
678-804-2111
Mogsolutions.com

Peach State Federal Credit 
Union – Lawrenceville
678-889-4328
Auto, Home, Long-term Care, 
Accidental Death
peachstatefcu.org

Pearl Insurance
1-866-679-0891
Dealership Insurance
PearlInsurance.com

Reeves Insurance Associates
SEE OUR AD ON PAGE 9
770-949-0025
Bonds, Gar. Liability, Dlrs Open 
Lot, Wkrs Comp, Property, Life, 
Health, Retirement, Tow Trks
reeves-ins.com

Ron E. Widener & Associates
770-941-0293
Bonds, Gar. Liability, DOL, WC, 
Prop & Rental Car Insurance
ronwidener.com

Surety Bond Girls, LLC
678-694-1967
Surety Bonds, Title Bond Delivery
In Atlanta Area
traci@suretybondgirls.com
suretybondgirls.com

The Surety Group
1-844-4eBonds
suretygroup.com
info@suretygroup.com

Williams and Stazzone 
Insurance Agency Inc.
800-868-1235 x114
Liability, Dealers Ins, Rental, 
Workers Comp, Health, etc…
wsins.com

Zurich Insurance
678-516-6864
Bonds, Rental, RV, Gar. Liability, 
Open Lot, Property
zurichna.com

INSURANCE 
MONITORING 

Verifacto Inc.
678-640-1004
Hezi.moore@verifacto.com 
Online Insurance Management, 
Tracking, Communication, and 
Verification System
verifacto.com

LEGAL

Franzen & Salzano, PC
770-248-2882
General Counsel
franzen-salzano.com

Lefkoff, Rubin & Gleason, PC
404-869-6900
Creditors’ Rights, Bankruptcy, 
Foreclosures and Collections
lrglaw.com

Macey, Wilensky & Hennings 
404-584-1200
230 Peachtree Street NW
Suite 2700
Atlanta, GA 30303
Maceywilensky.com 

ONLINE MARKETING

AutoTrader.com
SEE OUR AD ON PAGE 7
800-353-9350
Automotive Classifieds
autotrader.com

Cars.com
800-298-1460
Automotive Classifieds
cars.com

Carsforsale.com
1-866-388-9778
Online Advertising
carsforsale.com

Nowcom Corp/ DealerCenter
888-669-2999
Dealer Mgmt Software Solutions
dealercenter.net

PAINT & BODY

Amerifleet Transportation
404-432-4611
Auto Detailing & Body Work 
on Vehicles In Route or in 
Temporary Storage
amerifleet.com

AP Auto Repair Shop
Douglasville, GA
404-519-3560

Courson’s Paint & Body Shop
912-367-4226
Body Shop

Davis Auto Body & Paint
Stone Mountain, GA
770-695-0015

Hwy 78 Body Shop, Inc.
770-948-8605
Body Shop

Peachstate Paint & Collision
770-949-9244
Paint & Collision Specialist

PARTS  & SERVICE

Amerifleet Transportation
404-432-4611
Repair & Maintenance on 
Vehicles In Route or Temp Storage
amerifleet.com
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AutoZone 
1-866-727-5317
AutoZone Sales Center
sc53@autozone.com

Utility Trailer Sales  
Company of GA
Phone: (888) 489-4966
www.Utilityofgeorgia.com 

PRINTING

CarDoozy
SEE OUR AD ON PAGE 9
kwilliams@cardoozy.com
cardoozy.com
855-745-3669

DSI
770-434-8221
Full Service Printing Company, 
Stationary, Brochures, Postcards, 
Direct Mail and Forms
datasuppliesInc..com

PROMOTIONAL &
MARKETING

10 Foot Wave 
770-845-5577  
Digital Signage
10footwave.com

Accessory Distributing
770-745-8446
Key Tags, Chemicals, Pin 
stripping, Magnets
yeagersadc.com

Allied Corporate Image & 
Textile
alliedcorporateimage.com
jross@ahrcares.com
404-931-6419

CarDoozy
SEE OUR AD ON PAGE 9
kwilliams@cardoozy.com
cardoozy.com
855-745-3669

CoVideo by EasyCare 
678-591-5272 
A video email services company 
that specializes in recording, 
hosting and transmitting videos 
via email

Meeting Street Graphics 
SEE OUR AD ON PAGE 36
205-497-0520
Personalized Drive-Out Tags
cartags4less.com

RECONDITIONING & 
ACCESSORIES

Accessory Distributing
770-745-8446
Key Tags, Chemicals, Pin 
stripping, Magnets
yeagersadc.com

Advance Chemical Products
404-361-5333
Detail Supplies

Usedcarsupplies.com
770-448-6982

RENTAL CAR 
COMPANIES

Enterprise Leasing Co Southeast
803-749-6153
Vehicle Rentals
enterprise.com

Rent-A-Wreck/ 
Priceless Rent A Car
770-321-4409
Used Car Rental Company
rentawreck.com

RENTAL CAR 
BUSINESS

Assoc Car Rental Sys (ACR)
770-948-1731
Rent-A-Car Training & Insurance
ronwidener.com

Independent Car Rental (ICR)
800-348-3624
Rental Software & Insurance
independentcar.com

Penske Truck Leasing
610-775-6099

REPOSSESSION & 
SKIP TRACING

Collateral Investigative 
Services
Professional Skiptracing & 
Repossession Specialist
Christine Stone
770-516-2755

Hill & Associates
770-499-1801
Automobile Repossessions

The American Recovery 
Association, Inc.
972-755-4755
Repossessions, Collateral 
Transportation & Liquidation, 
Skip Tracing, Collections & More
repo.org

Victory Recovery Services-
Nationwide Skip Tracing & 
Repossession
Mark Hall
1-88-889-6261
vrs-corp.com

SATELLITE RADIO

SiriusXM Radio
siriusxm.com

SECURITY

Proficient Solutions, Inc.
770-942-8867
High Resolution Security Cameras
proficient-solutions.com

SERVICE CONTRACT 
PROVIDERS, WARRANTY

ADS of Georgia
404-316-3299 – Tom Sanvido
Extended Warranty
mnania@msn.com

ASC Warranty, Inc.
800-442-7116
Service Contracts
ascwarranty.com

AUL Corp
404-995-6881
Service Contracts
aulcorp.com

Dealer Funding 
770-883-3883

Diamond Warranty Corp. 
800-384-5023 
diamondwarranty.net

GWC Warranty
800-482-7357
Service Contracts
gwcwarranty.com

Paradigm Disruptor
Wheel and tire insurance, 
Pre-paid maintenance and Gap 
Insurance. 
paradigmdisruptor@gmail.com

Patriot Automotive Consulting
Service Contracts, Portfolio 
Acquisitions, Reinsurance & 
Profit Sharing.
patriotautomotiveconsulting.com
704-953-6549

Penn Warranty Corp
570-899-5251
Service Contract Provider
pennwarrantycorp.com

Preferred Warranties
SEE OUR AD ON PAGE 35
800-548-1121
Warranties
warrantys.com

ProGuard Warranties
570-414-0431
proguardwarranty.com

Strategic Dealer Services
214-838-1212
Warranty & Marketing for the 
BHPH dealers

Wells Fargo Dealer Services
770-250-2405
Services, Warranty Solutions
wellsfargodealerservices.com

SOCIAL MEDIA  &/or
ONLINE REPUTATION 
MONITORING

DealerRater
781-697-3661
Car Dealer Review Website
dealerrater.com

Professional Mojo
866-611-2715
Online marketing portfolio 
creation and management
professionalmojo.com

serviceproviderdirectory
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serviceproviderdirectory
TELECOMMUNICATIONS 
& PHONE SYSTEMS

Proficient Solutions, Inc.
770-942-8867
Make sure your calls get answered
proficient-solutions.com

TITLE SERVICES

Avanco Tag & Title Service
404-768-7162
Title and Registration Services
avancotagtitle.com

Ron E. Widener & Associates
770-941-0293
Title Processing, Dealer Tags, 
Title Bonds, & Training
ronwidener.com

Southern ELT
888-675-7477
Electronic Lien & Title
southernelt.com

Tags & Titles, Inc.
770-552-8227
Tag & Title Service
Louise@tagstitles.com

TitleTec
SEE OUR AD ON PAGE 39
866-689-0578
Business, Title & Registration Software
titletec.com

Tri Vin Inc./ DealerTrack
860-448-3177
Paper & Electronic Vehicle Title 
Admin – Liens and Title Mgmt
trivininc.com

TOWING & VEHICLE 
TRANSPORTATION

Amerifleet Transportation
404-432-4611
Vehicle Transportation and 
Temporary Storage of Vehicles
amerifleet.com

USED CAR VALUATION

Black Book
800-554-1026
Wholesale Vehicle Guide
blackbookusa.com

RouteOne, LLC
248-229-5170
Automated Vehicle Values Tool
routeone.com

VEHICLE HISTORY 
REPORTS

Auto Data Direct Inc.
850-877-8804
Vehicle Database Searches
add123.com

CARFAX
404-323-8584
Vehicle History
carfax.com

VEHICLE INSPECTION 
SERVICES

TrueFrame of Georgia 
678-796-8783
trueframeofga.com

VEHICLE 
MODIFICATIONS

AMS Vans, Inc.
770-729-9400
Van Conversions
amsvans.com

Custom Mobility Van & Lift 
Sales & Service
877-800-0194
Conversions, Hand Controls, and 
Wheelchair Lifts
custommobility.net
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I typically find it’s time well spent to keep 
an eye on how CarMax is doing. That’s 
why I reviewed this week’s release of Car-
Max’s second quarter results and related 
earnings call transcript.

Three items caught my attention and seemed 
relevant for all used vehicle retailers:

1 A disciplined, efficient, technolo-
gy-driven vehicle purchase process. 
Dealers and their buyers sometimes 
marvel at how much CarMax buyers 

seem willing to pay in the lanes for vehicles. 
During the earnings call, CarMax CEO 
Tom Folliard offered a quick overview of 
the company’s auction purchase process—
an impressive approach that suggests their 
buyers know exactly what they’re doing:

“We are much more organized today than 
we were 10 years ago. We’re much more 
analytical about the way we approach car 
buying at the auction, and I think we’re in 
a better position today to optimize the in-
ventory that we acquire at the auction be-
cause of all the analytics that we’ve put into 
it and all the digital capabilities that we’ve 
given our buyers. Our buyers are now all 
using tablets at the auctions. We’re track-
ing every single car that a buyer at CarMax 
looks at the auction and deciding whether 
or not that car is worthy, and then the next 
time a buyer goes to the auction, they don’t 
have to look at that same car and we’re sav-
ing an enormous amount of time in eval-
uating cars at the auction. We have all the 
auctions on a program where the CarMax 
buyers are buying under one kind of ge-
neric card, and we can analytically decide 
where those cars go later.”

2 A robust “we’ll buy your used car” 
program. I initially viewed Car-
Max’s reported 8 percent increase 
in wholesale unit sales and an 18 

percent increase in wholesale 
profit ($951/car in the second 

quarter) as troubling signs. 
After all, CarMax is in the 
retail car business. Then I 
remembered: They’ve long 
touted the “we’ll buy your 
car even if you don’t buy 
ours” promise for years. 
The wholesale volume and 
profit increases reflect the 
success of this committed 
initiative more than any 
retail shortcomings. Car-
Max’s effort also signals its belief that en-
gaging a customer in the dealership, even 
if they only want to sell a clunker, is an 
opportunity to seed a future retail sale—a 
useful insight for dealers struggling to 
make their own off-the-street purchase 
programs more successful.

3 A recognition that today’s buy-
ers are different. CarMax has em-
braced the idea that today’s buyers 
would welcome the opportunity to 

complete at least some parts of a vehicle 
purchase online—and they will reward 
dealers who do so. Here’s a quick over-
view that Folliard offered in response to an 
earnings call question:

“What we are trying to do is make sure our 
customers can do as much of the transac-
tion as they want to do from home. We’ve 
definitely seen the sentiment shift where 
customers are looking to do more and 
more research, more and more pieces of 
the transaction from home, and in some 
cases the entire transaction from home. 
Our current capabilities are our custom-
er can obviously do all kinds of invento-
ry searches….We also give the customer 
the ability to put a car on hold. We give 
the customer the ability to transfer a car. 
If it’s a paid transfer, they can do it with 
a credit card without speaking to anybody 
and have that car transferred to the store of 
their choice. They can fill out a big chunk 
of the paperwork from home. We have 

tested online credit applications, and we 
are continuing to enhance our capabili-
ties there. We’ve seen some start-ups and 
some smaller competitors that are doing 
kind of beginning-to-end transactions 
online. I don’t think anybody is in a better 
position than we are to be able to do those 
things, and those are some of the things 
that we’ll continue to work on and contin-
ue to evaluate as our business grows.”

The key point here is that CarMax is going 
further than other dealers when it comes 
to facilitating deals online. My colleague, 
Mike Burgiss of Cox Automotive’s Make-
MyDeal, says it’s not uncommon for deal-
ers to offer online tools, but they use the 
tools to generate leads, not actually work 
deals. “This remains a disconnect for many 
dealers, and an opportunity for those who 
make the shift to what I call a ‘connected 
commerce’ model for selling cars,” he says.

As I finished my review, I couldn’t help but 
think that while some dealers might not 
like CarMax, it would be foolish to ignore 
the rationale and reason behind their on-
going success. n
_______________________________
Dale Pollak is the chairman and founder of 
vAuto, Inc., a company .that provides retail 
automotive dealerships with a better way to 
appraise, manage and price their pre-owned 
vehicle inventory. In addition to serving as 
vAuto’s spokesperson, Dale is responsible 
for strategic planning and development.

3 Keys to CarMax’s Ongoing Used
Vehicle Success
BY DALE POLLAK, CHAIRMAN OF VAUTO, INC.

FINANCE
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NEW PARTNERSHIPS

Exciting New Partnership Announcement for 
GIADA and CarDoozy

GIADA is thrilled to announce we have teamed up with CarDoozy to offer all Georgia automobile 
dealers over 700 really great products dealers use regularly in their day to day business. Get the best 
price on products like banners, flags, floor mats, key tags, stickers, forms, folders, and much more!

Save money on
dealer forms & supplies.

Supplies your dealership needs:
Balloons  |  Banners & Flags

Books  |  Floormats
Folders  |  Forms  | Keys & Tags

Labels  |  Laser Forms
Promotional  |  Protective Covers

Stickers & Decals  |  Supplies
AND MORE!

Visit giada.org to learn more.
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GIADA & CARDOOZY PARTNERSHIP

PRODUCT TITLE Qty  DESCRIPTION EXT. PRICE
A‐1 ACCOUNT RECORD CARDS 100 SINGLES $29.00
F‐3 ADVERSE ACTION NOTICE 100 SINGLES $15.00
T‐16 AFFIDAVIT OF REPOSSESION 100 SINGLES $25.00
T‐11 AFFIDAVIT OF CORRECTION 50 SINGLES $10.00
F‐21 AGREEMENT OF GOODWILL SERVICE 100 SINGLES $15.00
F‐11 AGREEMENT TO PROVIDE INSURANCE  100 SINGLES $13.00
T‐226 APPLICATION TO EXTEND TOP 100 SINGLES $15.00
F‐6 AS‐IS WARRANTY  100 3‐PART $24.00
F‐34 AUTOMOBILE REPOSSESSION AGREEMENT 100 2‐PART $35.00
F‐1 BILL OF SALE (Multi‐part) 100 3‐PART $32.00
F‐1A BILL OF SALE (Single sheet) 100 SINGLES $23.00
F‐16 BUYER'S GUIDE (ENGLISH) 100 2‐PART $23.00
F‐16S BUYERS GUIDE (SPANISH)  50 2‐PART $12.00
F‐19 BUYERS ORDER  100 SINGLES $15.00
ST‐5 CERTIFICATE OF EXEMPTION (GA DEALER)  100 SINGLES $15.00
ST‐8 CERTIFICATE OF EXEMPTION (NON‐RES IN STATE DELIVERY)  100 SINGLES $15.00
ST‐4 CERTIFICATE OF EXEMPTION (OUT OF STATE DEALER)  100 SINGLES $15.00
ST‐6 CERTIFICATE OF EXEMPTION (OUT OF STATE DELIVERY)  100 SINGLES $15.00
F‐10 CONSIGNMENT AGREEMENT 100 SINGLES $15.00
GLB‐1 CONSUMER PRIVACY ANNUAL NOTICE 50 SINGLES $13.00
GLB‐2 CUSTOMER PRIVACY CHOICE 50 DOUBLE SIDED $25.00
F‐42 CUST. DELIVERY CONFIRMATION 100 2‐PART $45.00
F‐2 CREDIT APPLICATION 100 SINGLES $25.00
B‐4 CREDIT SCORE DISCLOSURE EXCEPTION NOTICE 50 2‐PART $24.00
B‐5 CREDIT SCORE NOT AVAILABLE NOTICE 50 SINGLES $15.00
DL DEAL FOLDER 100 FOLDER $40.00
DP DEALER PACK MULTI‐PART $59.00
F‐20 DISCLAIMER OF PRIOR DAMAGE 100 SINGLES $15.00
F‐41 DISCLAIM SALVAGE HISTORY 100 SINGLES $15.00
F‐40 DISCLOSURE OF DISCOUNT & BUYER REPRESENTATION 100 SINGLES $15.00
DT DRIVE OUT PAPER TAG 10 SINGLES $9.00
F‐39 EQUAL CREDIT OPPORTUNITY ACT DISCLOSURE 100 SINGLES $12.00
F‐35 EXPLANATION OF CALC. OF SURPLUS OR DEFICIENCY 100 SINGLES $15.00
B‐1 FEDERAL RISK BASED PRICING NOTICE 50 2‐PART $24.00
T‐8 LIMITED POWER OF ATTORNEY 100 SINGLES $15.00
F‐7 LIMITED WARRANTY 100 3‐PART $58.00
F‐13 NOTICE OF DISPOSAL 50 SINGLES $10.00
F‐26 NOTICE TO SELL PROPERTY 100 2‐PART $39.00
F‐36 NOTICE OF RIGHT RETRIEVE PERSONAL PROPERTY 100 SINGLES $15.00
T‐53D NOTICE OF SECURITY INTEREST 100 SINGLES $19.00
F‐15 NOTICE TO CO‐SIGNER 100 SINGLES $15.00
F‐5 ODOMETER DISCLOSURE STATEMENT 100 3‐PART $21.00
F‐32 OFAC COMPLIANCE STATEMENT 100 SINGLES $15.00
F‐37 POWER OF ATTORNEY ASSIGNMENT AGREEMENT 100 SINGLES $15.00
F‐43 PRE‐SALE MECHANICAL INSPECTION AFFIDAVIT 100 SINGLES $15.00
F‐33 PRE‐SALE CREDIT DISCLOSURE  100 2‐PART $38.00
F‐12 REPO NOTIFICATION 100 SINGLES $15.00
F‐22 REPO PERSONAL ITEMS INVENTORY FORM 100 SINGLES $16.00
F‐38 RESCHEDULING AGREEMENT 100 SINGLES $15.00
F‐4 RETAIL INSTALLMENT CONTRACT (PRECOMPUTED) 100 3‐PART $43.00
F‐4S RETAIL INSTALLMENT CONTRACT (SIMPLE INTEREST) 100 3‐PART $43.00
F‐24 SALES BAILMENT AGREEMENT 100 DOUBLE SIDED $28.00
S‐1 SECURE POWER OF ATTORNEY 100 MULTI‐PART $31.00
S‐2 SECURE TITLE REASSIGNMENT  100 SINGLES $14.00
F‐14 SURRENDER OF VEHICLE ‐ FULL SATISFACTION OF DEBT 100 SINGLES $15.00
MV18H TEMPORARY VERIFACATION OF INSURANCE 50 SINGLES $10.00
MV‐1 TITLE APPLICATION  100 SINGLES $15.00
VP VALUABLE PAPERS ENVELOPE 25 ENVELOPE $18.00
F‐31 WE OWE FORM 100 SINGLES $28.00

Go online to giada.org to buy these forms, or call or come by the office today!
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1GIADA CONTINUING EDUCATION ONLINE
$29 members & $49 non-members
It’s continuing education at your fingertips and on your own time! No other company offering online 

CE classes brings together the resources, knowledge and experience of the car business that GIADA does. 
Simply put: our online seminar is a world-class training program!

2GIADA CONTINUING EDUCATION IN-PERSON
$100 members & $150 non-members
Dealer check-in begins at 8am. Classes begin at 9am and end at 4pm. 

Friday, Jan. 22, 2016 | Doubletree Hotel Augusta
Friday, Feb. 19, 2016 | Hilton Garden Inn
Friday Mar. 18, 2016 | Cobb Galleria Center

CONTINUING EDUCATION

AUTOMOBILE DEALER
CONTINUING EDUCATION

CE Done Your Way!
ENROLL NOW

DEADLINE APPROACHING

CE CLASSES END
MARCH 31, 2016

Visit giada.org/continued-education-seminar and select the option that  
works best for you! Online and In-Person options available.
Choose between an online class OR the in-person classroom
Attend and receive your certification!

ALL DEALER LICENSES IN GEORGIA MUST
BE RENEWED BY MARCH 31, 2016!
The license holder must attend the state mandated continuing ed class before renewing the license.

GIADA-Postcard-121415.indd   1 12/16/2015   12:51:11 PM

TWO OPTIONS FOR YOU!
Visit giada.org/continued-education-seminar and select the option that works best for you!

ENROLL NOW
GIADA.ORG/CONTINUED-EDUCATION-SEMINAR 
GEORGIA INDEPENDENT AUTOMOBILE DEALERS ASSOCIATION
(770) 745-9650 OR TOLL FREE: 800-472-8101

ALL DEALER LICENSES IN GEORGIA 
MUST BE RENEWED BY MARCH 31, 2016!

The license holder must attend the 
state mandated continuing ed class

before renewing the license.
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As a millennial (albeit an older one), I’ve 
always assumed most of my peers were 
averse toward driving minivans. Turns 
out, that stigma might not be as strong as I 
thought, at least not on the pre-owned side.

Edmunds.com recently dissected Polk’s 
used-vehicle registration data from the 
first half of the year, and guess what its 
analysis uncovered?  

The used-vehicle segment where millenni-
als take their largest slice of the pie is, in 
fact, the passenger van category. This, of 
course, would include the minivan.

The report, which looked at used vehicles 
up to 10 years in age, found that roughly 20 
percent of used passenger van purchases 
were from millennials.

No other segment has millennials taking a 
greater share. For instance, 17.3 percent of 
used sedan purchases were made by mil-
lennials, and Gen Y’s share of pre-owned 
coupe purchases is only 15.8 percent.

I asked Edmunds analyst Jeremy Aceve-
do about these findings, and like me, he 
was a bit surprised. The van isn’t neces-
sarily the segment toward which you may 
assume young people would flock. But, 
yes, many of the millennials are at an age 
where they’re starting families, and when 
it comes to buying cars, this is a “pragmat-
ic, need-driven” group, Acevedo said.

As other findings from Edmunds’ analysis 
of used-car registrations would suggest, 
this is a group that is not afraid to make 
bold choices and buck traditional style, he 
said. It matters less what the vehicle says 
about them, Acevedo explained, and more 
about the practicality of the vehicle itself.  

And not only does the passenger van have 
utilitarian value, it also makes economic 
sense for many young buyers. As Acevedo 
points out, their prices tend to depreciate 
heavily. So, buying a used one often is a 
good deal for a millennial.

Granted, when looking at all of Genera-
tion Y’s used registrations, the proportion 
made up by passenger vans (6 percent) is 
much lower than the share commanded by 
sedans, SUVs  or pickups, Acevedo said.

However, he points out that passenger 
vans still beat hatchbacks (4.8 percent) and 
coupes (3.9 percent), two segments that one 
may think as being more millennial-esque. 
But this generation is already going against 
the grain, oftentimes.

By the way, if you’re a dealer and looking to 
see which minivans may generate some trac-
tion, Edmunds found that the most millen-
nial-heavy minivans in the first half of the 
year were the Volkswagen Routan (where 
24.6 percent of pre-owned buyers were from 
Gen Y), the Nissan Quest (23.9 percent) and 
the Honda Odyssey (23.6 percent). n

Millennial Van: Surprise Choice for Gen Y
BY JOE OVERBY, EDITOR, AUTO REMARKETING

Cars Are Like Light 
Bulbs, Says F&I 
Trainer
BY STEVE FINLAY, WARDSAUTO

To get a light bulb to go off over a deal-
ership customer’s head, F&I managers 
should use a real light bulb as a visual 
aid, says trainer Ron Reahard. He calls 
it a good way to show car buyers the 
benefits of purchasing an aftermarket 
vehicle-service contract that covers po-
tential repairs after a manufacturer’s 
warranty expires. He draws an analogy 
between a car that breaks down and a 
light bulb that zaps out.

“There are five things about a light 
bulb,” he says. “It burns out. The more 
you use it, the faster it will burn out. It 
doesn’t give any warning. It burns out 
when you’re using it. It can’t be fixed.”

The same goes for a vehicle. “Every car 
ultimately breaks down. The more we 
use it, the faster that occurs. We don’t 
know when that will happen. It happens 
when you are using it. With today’s parts, 
there’s no fixing them; they’re replaced.”

Making that connection helps customers 
understand how a vehicle-service agree-
ment can help them, he says. That, in turn, 
increases the chances of them buying one. 
“Make them see it,” Reahard, head of Rea-
hard and Associates, says at this year’s F&I 
Industry Summit in Las Vegas.

Besides a light bulb, other “props” also are 
effective in selling protection plans, says 
Gerry Gould, director-training at UDS, an 
F&I service and product provider. Those 
include a dinged-up stainless steel bever-
age container and a damaged cell phone. 
“They remind (car buyers) of the risk 
ahead,” he says. “You’re more convincing 
when they discover it on their own.”   

Consult more and sell less, Reahard rec-
ommends. Here’s what he says custom-
ers ask themselves when facing an F&I 
manager: “Can I trust you?”, “Do you 
know what you are talking about?”, “Do 
you care about me as a person, or are 
you just trying to sell me something?” 
You can’t make customers care until 
they know you care about them, Rea-
hard says. n
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In recent years, the Consumer Financial 
Protection Bureau (CFPB) has made it 
widely known it does not support lenders 
compensating dealers for loan originations 
through the practice of rate markups. And, 
most recently, the CFPB has taken steps to 
increase its influence over the industry by 
regulating “larger participants” in the auto 
finance industry.

Whether you agree or disagree with their 
position, you are probably affected in some 
way by the decisions of the CFPB and will 
likely need to adapt your business models to 
remain profitable.

Many dealers have steered away from rate 
markups for a few different reasons. Some 
dealers were concerned about the risk of 
chargebacks created when a customer refi-
nances their vehicle shortly after purchase 
or if the loan results in a first payment de-
fault or repossession. Other dealers felt that 
selling the customer a vehicle service con-
tract, gap insurance, or other protective 
policies would be more beneficial to the 
customer. In most cases, selling the custom-
er a back-end product provides them with 
a true value add for the increased payment, 
which rate markup does not offer.

Lenders Introduce New 
Compensation Programs
Many lenders are becoming creative with 
their compensation programs. In the past, 
many lenders offered rate markups or a flat 
fee, often using a published flat fee grid. 
Several lenders are moving to a flat fee cal-
culation based on the amount financed. 

For example, the lender will pay 1% of the 
amount financed for loans up to $10,000, 
which results in a $100 flat fee paid to the 
dealer. Other lenders have gone a step fur-
ther and have created tiers that increase 
the percentage payout as the amount fi-
nanced increases. For example, the lender 
may pay 1% of the amount financed up to 
$15,000, 2% of the amount financed up to 
$20,000, and 3% of the amount financed up 
to $35,000.

There are other methods being used as well. 
Some lenders offer a small flat fee for each 
loan, but then offer an enhanced flat fee 
when the dealer marks up the rate in preset 
increments. For example, if the rate offered 
to the dealer is 5% and the dealer contracts 
the customer at 5%, the dealer will be paid a 
$100 flat fee. If the dealer marks up the rate 
to 5.5%, the dealer will be paid a $250 flat 
fee, but the dealer has only two choices 5% 
or 5.5%. There is no room for variation or 
discretion.

Still other lenders have chosen to continue 
to offer rate markup while constantly mon-
itoring their portfolio for evidence of dis-
parate impact and reducing the number of 
pricing policy exceptions.

Rate Markups: Good or Bad 
for Business
These are only a few of the programs being 
offered by lenders today and many accom-
plish exactly what the CFPB set out to do—
eliminate discretionary rate markup at the 
dealer level in an effort to remove disparity 
among protected classes. The good news is 

that lenders recognize the valuable role that 
dealers play in originating loans and seem 
to be in favor of continuing to compensate 
dealers. They are also becoming inventive 
with new ways to compete against other 
lenders for your business.

Now is a great time to take a closer look at 
the changes in lender compensation pro-
grams and determine the impact they are 
having on your business. You should be 
asking yourself; do my lender’s current 
compensation programs support my rev-
enue and margin goals? Is my finance de-
partment taking advantage of the changes 
in my lender compensation programs?

If the loss of rate markup reserve is nega-
tively impacting your revenue or margin, 
what value-added products could be offered 
to customers that would mitigate the loss?

Although not many dealers are excited 
about the thought of rate markup going 
away. If it does, there is a positive. With the 
elimination of rate markup at the dealer lev-
el critics will have one less reason to point 
their finger at dealers if disparate impact 
were to still remain present in loan port-
folios. In the meantime, you must be pre-
pared to carefully monitor, review, and if 
necessary, defend the manner in which you 
markup rates across the board. n
_______________________________
Chet Heughan is director of AppOne® Risk 
Mitigation Services and Indirect Lending 
for Wolters Kluwer Financial Services. For 
more information, please visit wolterskluw-
erfs.com.

Dealer Compensation 
Doesn’t Always 

Equal Rate Markup
BY CHET HEUGHAN, DIRECTOR, INDIRECT LENDING, 

WOLTERS KLUWER FINANCIAL SERVICES
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BUY FROM 
SERIOUS 
SELLERS
Get more when you buy dealer-consigned 
vehicles through ADESA Dealer Connect 
on DealerBlock.

Vehicles from ADESA Trusted Sellers:

  •  Include a third-party inspection

  •  Are eligible for ADESA Assurance  
30-day return guarantee

  •  Are guaranteed to sell: open=reserve 
on all Dealer Connect vehicles

  •  Are eligible for extended  
arbitration period when you  
use CarsArrive Transport

  •  Have lower buy fees, compared  
to physical auction

IT’S EASY TO BUY!  
Select “Trusted Seller vehicles” 
in the Promotions menu on 
the homepage of ADESA.com. 
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Cindy Liebes, director of the Federal Trade 
Commission’s Southeast Region, recently 
shared seven deadly advertising sins auto 
dealers commit that place them in the cen-
ter of her regulatory radar.

“No doubt, one of the FTC’s top priorities 
is protecting consumers in the auto mar-
ketplace. However, I’ve also heard from 
many honest dealers saying they can’t 
compete with the dealer down the street 
who doesn’t follow the rules,” Liebes said. 
“Regulatory actions against unscrupulous 
dealers promote fair competition, which 
is good for any industry and protects the 
players trying to do the right thing.”

Liebes will discuss more about compliant 
advertising and auto financing on day two 
of Innovate 2015, a dealership conference 
hosted by DealerSocket on September 20-
23 in Fort Worth, Texas. Liebes will outline 
lessons for dealers learned from Operation 
Ruse Control, an initiative she led—part-
nered with 32 other governmental agen-
cies—which resulted in 252 enforcement 
actions against auto dealers nationwide.

Ahead of her keynote, Liebes shared a list of 
seven deadly advertising sins, all of which 
draw suspicion from regulators. “While I 
can’t speak about current non-public in-
vestigations, it’s important for dealers to 
know that the FTC is committed to bring-
ing law enforcement actions in the auto in-
dustry. We don’t pay attention to the size of 
a dealer either. Big and small stores need to 
get their house in order.”

According to Liebes, dealers’ violations in-
clude:
1. Twisting the facts about add-ons. For 

example, a California-based company 
deceptively claimed in online ads and 
through a network of authorized deal-
ers that car buyers who purchased its 
biweekly payment program would save 
money. Consumers weren’t told that 
the cost of the add-on often outstripped 
any savings. This case resulted in a 
$2.475 million settlement of refunds 
and fee waivers.

2. Lowballing your pitch. Several dealers 
recently crossed the line by using head-
lines to tout bargain prices while failing 
to adequately disclose the true cost of 
the deal. For example, one Florida deal-
ership pitched “used cars as low as $99.” 
But $99 was just the minimum bid for 
cars offered at a liquidation sale, and 
that didn’t include substantial manda-
tory fees. The ads also included photos 
of loaded cars without clearly explain-
ing that some pictures featured—like 
spoilers and sunroofs—weren’t includ-
ed in the price.

3. Luring customers with misleading 
“zero” promises. One California deal-
er’s deceptive use of zero promised “$0 
initial payment, $0 down payment, $0 
drive-off lease.” Another ad promised 
“$0 down, 0% APR financing, 0 pay-
ments, and 0 problems.” But consumers 
had to pay much more up-front to lease 
or purchase the cars. And “0% APR?” 
The annual percentage rate for financ-
ing those cars for the advertised pay-
ment was way more than 0%.

4. Hiding the strings attached to a deal. 
An Alabama dealership highlighted 
eye-catching prices without clearly ex-
plaining what the vehicle would really 
cost consumers. In some cases, ads fea-
tured prices that factored in special dis-

counts or rebates that weren’t available 
to everyone. For example, some prices 
applied only to recent college graduates, 
a restriction not prominently disclosed.

5. Burying key disclaimers in fine print. 
Fine-print footnotes, unclear “dis-
claimers” that consumers must scroll 
down to see, or other buried informa-
tion won’t live up to the FTC’s “clear 
and conspicuous” standard. Advertis-
ers often ask how big a disclosure must 
be, but it’s more than a matter of font 
size. A clear and conspicuous disclo-
sure is one sufficient for consumers to 
actually notice, read, and understand.

6. Ignoring applicable credit laws. One 
common pothole is using certain “trig-
gering terms” under the Consumer 
Leasing Act, Truth in Lending Act, Reg 
Z, or Reg M without making required 
disclosures. For example, if you adver-
tise monthly lease payments, that kicks 
in a requirement under the Consum-
er Leasing Act that you disclose other 
facts about the transaction—like the to-
tal amount due at lease signing; wheth-
er a security deposit is required; and the 
number, amount, and timing of sched-
uled payments.

7. Violating prior orders. The FTC may 
seek monetary civil penalties for vi-
olations of prior FTC administrative 
orders. For example, the FTC recently 
brought two actions alleging violations 
of administrative orders, which prohib-
ited dealers from deceptively advertis-
ing the cost of buying or leasing a car. 
One action resulted in the dealer group 
paying a hefty civil penalty, and the 
other action is pending. These actions 
show that there can be a financial cost 
for violating FTC orders. n

FTC Reveals 7 Deadly
Advertising Sins that

Draw Regulatory Suspicion



ARA GPS 

Tax season is coming. Lower your GPS costs and make more money during the busiest part of the year. 
Our airtime plan starts when the GPS is installed, not when it’s purchased! So you don’t lose a second 
of the airtime you’ve paid for. With automatic nationwide impound lot notification, you’ll never get a  
big bill for storage of a impounded car. With a 3 year warranty, 4 hour heartbeat, top stops history and 
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Edmunds: Used-car 
shoppers a mobile-
savvy bunch
By Joe Overby, Auto Remarketing

If you’re in the business of selling cars 
and trying to make the most out of your 
mobile strategy, the used-car market 
may be a good place to start. Edmunds.
com conducted an analysis of its own 
site traffic to determine differences be-
tween smartphone and desktop shop-
pers, and found that used-car shoppers 
show a particularly strong connection 
to mobile.

In fact, Edmunds said 53 percent of 
shoppers visiting the site through their 
smartphones searched for used cars. 
For those going to Edmunds.com on a 
wired device, it was just 38 percent. And 
there was something even more telling 
noted by Edmunds chief economist 
Lacey Plache in the full report.

“On both sites,” Plache wrote, referring 
to the wired and mobile sites, “nearly 
all visitors who shop for used cars shop 
only for used cars.”

She added: “As on wired, the most ac-
tive visitors on mobile make up a fair-
ly small group that shops for both new 
and used vehicles. These visitors gener-
ate 22 percent of Edmunds mobile traf-
fic, but view four times as many pages 
as their counterparts who shop new or 
used alone.”

Another particularly interesting find-
ing in Edmunds’ report dealt with how 
shoppers actually viewed inventory on 
the site.  Overall, Plache said that the 
number of inventory pages viewed by 
the average mobile visitor is roughly 9 
percent higher than those on a wired 
device.

But when it comes to the shoppers 
who only view used inventory, things 
are much different: “Although these 
visitors constitute a smaller share of 
used-only shoppers on the wired site, 
they are more active than their mobile 
counterparts,” Plache said. n

Dealers can run afoul of the Truth in 
Lending Act’s Regulation Z, leading to a 
potential violation (and financial penalty) 
that need never happen.

Often such missteps are simply due to an 
oversight in processes or a misunderstand-
ing of how this regulation applies to deal-
erships.

The Truth in Lending Act is intended to 
ensure credit terms are disclosed clearly 
and conspicuously, so consumers can un-
derstand credit terms and costs. Click here 
for details from the federal government.

Regulation Z details the disclosures and 
mechanisms for structuring and commu-
nicating loan details to consumers.

The marketing and sale of F&I add-on 
products is overseen by the Federal Trade 
Commission’s Unfair or Deceptive Acts or 
Practices Act and similar state laws.

To avoid trouble with regulators, dealers 
should follow best practices designed to 
avoid deception, the appearance of decep-
tion and misrepresentation in the F&I office.

Those best practices include making avail-
able sales and marketing material for each 
product offered, having accurate product 
descriptions with the proper disclosures 

and describing clearly what is and isn’t 
covered by various protection plans.

Here are some self-regulating questions 
to ask:
1. Does the product provide a benefit to 

the consumer commensurate with the 
price being charged? In other words, 
is the product benefit reasonable with 
respect to the product cost?

2. Does the dealership have established 
prices for each of the F&I products it 
offers?

3. Are all customers treated equally on 
the sale of ancillary products and the 
costs charged? Is every customer given 
equal opportunity to review and ac-
cept or decline the various aftermar-
ket products sold?

4. Are employees paid a commission 
based on the price they obtain for an 
ancillary product and, if so, does the 
dealership monitor the sale of these 
products to ensure employees are not 
taking advantage of certain individuals?

5. Is a menu used to sell ancillary prod-
ucts? Does the menu clearly describe 
the product, its cash cost and the fi-
nanced cost?

6. Following best practices will go a long 
way to avoiding legal issues with con-
sumers, FTC fines and state penalties. 
Remember the key word to regulators: 
transparency. n

Key F&I Word for 
Regulators: Transparency
BY DAVID MISSIMER, GENERAL COUNSEL FOR AUTOMOTIVE 
COMPLIANCE CONSULTANTS
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You could spend all the money in the 
world on radio and TV spots screaming 
“Big Sale,” send out 100,000 direct mail 
pieces to every warm body in the coun-
ty, and shout from the roof tops ’til you’re 
blue in the face trying to infect people 
with a little dose of car fever, make them 
emotional enough to ignore their logical 
excuses and make them excited enough to 
take action….now!

But the reality of your dealership has to 
match the perception all the Sunday Sun-
day Sunday monster truck announcers 
created in customers’ minds. If they drive 
onto your sales lot and it looks like it’s just 
another Thursday afternoon, their logical 
brain will start whispering doubts in their 
emotional mind’s ear.

Marketing is equal parts science and art, 
logic, and emotion. And the mathemat-
ics of marketing differ from the math you 
learned back in school, because of one im-
portant element: synergy. Synergy is the 
combination of multiple ingredients pro-
ducing a result greater than the simple sum 
of the individual components. In short, 
when two plus two is greater than four.

When your traditional advertising and 
your digital advertising, the word tracks 
that your salespeople use, the way your 
receptionists answer the phone, and the 
posters and banners hanging on your 
showroom wall are all on the same page, 
pulling in the same direction, you create 
synergy, maximum impact and the biggest 
bang for your marketing buck.

However, when the atmosphere of your 
showroom doesn’t match the energy and 
excitement of your advertising, you lose a 
little something extra too.
If you want them to believe that your lat-
est greatest sales event is a big deal, then 
your store has to look like something big 
is going on. Yes, it’s easy to poke fun at the 
dealerships with giant blue gorillas parked 
out front, crazy, blow up wavy arm guys 
twerking by the front gate and balloons 
tied to every vehicle as far as the eye can 
see, but there’s no doubt that those stores 
look like something big is going on.

There’s a reason you can’t walk into a 
Wal-Mart, Target, or Kroger without 
seeing hundreds of posters and shelf 
hangers reinforcing their weekly circu-

lars. Display space and end caps are so 
valuable in these retailers that they actu-
ally sell it to the highest bidder just like 
they were selling TV spots or full page 
newspaper ads

From popcorn machines and hot dogs 
on the grill, to ringing the bell when you 
make a sale, to posters, banners, and 
mirror hang tags on the cars, the atmo-
sphere inside your showroom is your last 
chance to advertise to car buyers. And 
the atmosphere your create is the last 
message you send while you’re trying to 
make the sale.

The atmosphere of the room creates the 
energy of the room. Energy builds ex-
citement. Excitement creates urgency. 
And urgency closes deals! n
_______________________________
Terry Lancaster is the VP of Making Sh!t 
Happen at Instant Events Automotive Ad-
vertising, father of 3 teenage daughters and 
a Beer League Hockey All Star, as if there 
could ever be such a thing. You can con-
nect with Terry on FaceBook, LinkedIn, 
Twitter and Google+.

If Your Store Doesn’t Look Like You’re Having 
a Big Sale—You’re Not Having A Big Sale

BY TERRY LANCASTER, VP OF MAKING SH!T HAPPEN AT INSTANT EVENTS AUTOMOTIVE ADVERTISING
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Phone calls are on the rise to both sales 
and service departments. The average 
dealer, however, only converts a little over 
30 percent of its inbound service leads to 
appointments.

It’s difficult to calculate how much reve-
nue your fixed ops department is actually 
missing out on, but it’s a good bet that one 
of your nearest competitors is reaping the 
benefits of your loss.

Effective call handling can increase con-
version rates from an average of 30 percent 
up to 90 percent, meaning your dealer-
ship’s fixed ops department could be gen-
erating three times as much business with-
out increasing its marketing spend.

We recently fielded an extensive study on 
how dealers nationwide handle inbound 
service calls and were able to pinpoint the 
most important phone skills that help ser-
vice departments set appointments. We 
analyzed data across 2,464 phone calls 
and reviewed 21 common call handler 
behaviors to determine which ones are 
crucial to converting inbound leads into 
appointments. There are six key behav-

iors that, when successfully used, improve 
call-to-appointment conversion ratios 
from as low as 11 percent to as high as 90 
percent.

One of the most startling pieces of data in 
the study is that nearly a third of the ser-
vice department calls analyzed did not 
take advantage of these critical, simple tac-
tics for converting calls to leads.

With this in mind, here are six crucial and 
basic steps for service appointment setting 
success:
 
1. Ask the caller “How may I help you?” 
This obvious question was only asked 64 
percent of the time on the analyzed calls.
 
2. Establish if the caller is a repeat custom-
er. Recognizing valuable repeat customers 
is good for business and saves time on the 
call. This, however, only occurred 62 per-
cent of the time.
 
3. Identify the vehicle needing service. 
Quickly identifying the customer’s vehi-
cle helps the service department maintain 
control of the call and guide it toward an 

appointment. Call handlers did this only 
69 percent of the time.
 
4. Obtain the caller’s full name. Getting the 
customer’s first name helps build rapport 
while the last name is important for accu-
rate record keeping. This only occurred in 
two-thirds of calls studied.
 
5. Ask about the caller’s additional ques-
tions/concerns. This shows callers that 
their concerns are taken seriously, and it’s 
an effective way to identify upsell oppor-
tunities. Only 6 percent of the calls studied 
included this crucial step.
 
6. Determine the caller’s timeframe for 
service needs. This is the best way to get 
callers to commit to an appointment, but 
only 65 percent of call handlers did this on 
calls analyzed.
 
As you can see, these steps aren’t difficult 
and add only a negligible amount of phone 
time, offset in the form of customer loyalty 
and upsell opportunities. Take the time to 
make these six basic steps part of the rou-
tine of every service appointment call and 
start seeing immediate results. n

6 Basic Steps Toward 
Service Appointment

Setting Success
BY ADAM KOTTLER, DIRECTOR OF ADVISORY 

SERVICES AT CALLSOURCE, A DEALER.COM 
CERTIFIED TECHNOLOGY PROVIDER
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While (recently) attending the Automotive 
News Best Dealerships To Work For event, I 
wondered how many dealers could honestly 
answer this question: Have you mapped out 
career paths at your dealership?

The topic came up during panel presenta-
tions on hiring and retention. The upshot: 

Dealers who’ve taken the time to map how 
employees might progress in every depart-
ment appear to suffer less from hiring the 
wrong people and losing good ones too soon.

This pearl was one of several take-aways 
at this year’s annual contest in Chicago, 
where I had the honor of serving as kick-
off speaker. After congratulating the deal-
ers on their achievements, I shared my 
belief that they are all doing good things 
for our industry. They are lighting the way 
forward to make automotive retail careers 
rise above the perception that they’re last-
ditch options for people who can’t do bet-
ter. They have realized that tomorrow’s 
prosperity comes from hiring and nurtur-
ing good, if not great, people today.

I found a couple take-aways from the after-
noon sessions worthy to share:

1Pay plans and sales process efficiency. 
The topic of pay plans came up a few 

times at the event. I have to be honest. I 
was a little surprised to learn that a couple 
dealer speakers still used commission-on-
ly pay plans in their sales departments. I 
would have thought that their progres-
sive approach to their people would have 
necessitated moving to non-commission 
alternatives, particularly given declining 
margins in new/used vehicles. But these 
dealers also noted they’ve worked to re-
duce transaction times—a move to satisfy 
customers, and maximize each associate’s 
productivity.

2Selling technology, not the car. I found 
the old car guy in me questioning the 

wisdom of touting the latest technology as 
a chief selling point for a vehicle. What 
about fuel efficiency, quality and reli-
ability? Times have definitely changed, 
as we’ve reached a point where product 
quality and reliability is largely a given, 
and buyers care more about being con-
nected.

I would encourage readers to check out 
Automotive News’ coverage of the event 
(autonews.com/section/best_dealerships), 
particularly the profiles of the Best Deal-
erships. I’m confident you’ll find an idea or 
two that makes your dealership and your 
team even better. n

Dealers Shine Light on the 
Power of Good People

BY DALE POLLAK, CHAIRMAN AND FOUNDER OF VAUTO, INC.

SEPTEMBER 2015 KONTOS 
KOMMENTARY

Current Used  
Vehicle Market 
Conditions 
and Outlook
Summary
Average wholesale used vehicle prices were 
relatively flat in September, as car prices fell 
while truck prices rose in light of low fuel 
prices. Drilling down by seller type reveals 
continued softness in prices on both a se-
quential and year-on-year basis, especially 
for institutional sellers. Still, healthy retail 
demand continues to minimize the nega-
tive impact to price of growing volume.

Details
According to ADESA Analytical Ser-
vices monthly analysis of Wholesale Used 
Vehicle Prices by Vehicle Model Class1, 
wholesale used vehicle prices in Septem-
ber averaged $9,619 – relatively flat at 0.5% 
compared to August and 0.7% relative to 
September 2014. Prices for trucks were up 
sequentially and annually, while the oppo-
site was true for cars.

Average wholesale prices for used vehicles 
remarketed by manufacturers were down 
1.2% month-over-month and down 6.2% 
year-over-year. Prices for fleet/lease con-
signors were down 0.4% sequentially and 
down 0.3% annually. Off-rental program 
and risk units both showed year-over-year 
declines in average prices despite man-
ageable volumes and reasonable mileages. 
Dealer consignors saw a 0.9% price de-
crease versus August but a 3.2% increase 
relative to September 2014.

Data from NADA showed a 4.8% year-over-
year increase in used vehicle sales by fran-
chised dealers and a 5.4% increase for in-
dependent dealers in September. CPO sales 
were down 4.2% month-over-month but up 
12.1% year-over-year, according to figures 
from Autodata. n

See adesa.com/kontos-kommentary

Dealers who’ve taken the time 
to map how employees might 
progress in every department 

appear to suffer less from hiring 
the wrong people and losing 

good ones too soon.
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Andy Turner, Mgr.



Andy Turner, Mgr.

An auto dealer says closings 
can go quicker under the 

right circumstances and with 
the right digital equipment.  

Many auto dealers say trying to pare the 
car-buying process down to an hour is 
impossible, or at least inadvisable. Then 
there’s Robert Carmendy, general man-
ager and a partner at Rancho Santa Mar-
garita Honda, known more briefly as 
RSM Honda, in Orange County, CA. 

He’s shooting for the 30-minute deal. “I’m 
not saying the industry should go that way, 
but we are,” he says at an Automotive Re-
source Network conference. “It’s drastic 
but achievable.”

The half-hour countdown would start 
after a customer takes a test drive and 
settles on a vehicle to buy. The ensuing 
business – largely revolving around pa-
perwork – shouldn’t take hours beyond 
that, Carmendy says. Right now, it often 
does. “We’re No.1 in customer satisfaction 
and even our customers ask, ‘How come it 
takes so long?’”

His beat-the-clock goal is predicated on 
certain things. One of them is that custom-
ers have done a certain amount of home-
work and decision-making online before 
visiting the dealership.

Another predication is that a deal doesn’t 
get bogged down by financing issues or 
other such variables.

There’s more. “To do 30 minutes, you have 
to be a 1-price store, which we are,” Car-
mendy says. In reality, he adds, “California 
pretty much is a 1-price market because of 
the competition.”

Another requirement for a quick close is 
that salespeople handle the necessary doc-
umentation. That’s typically done by an 
F&I manager.  

For salespeople to assume those duties 
would require them to do it digitally using 
e-contracting software that eliminates hu-
man error, Carmendy says. “Right now, I 
wouldn’t let a salesperson handle the doc-
ument signing. We’re waiting for software 
with no variations.”

Once that’s up and running, he expects 
things to really pick up. “Sometimes cus-
tomers wait two hours because the finance 
office is busy, but if you have 20 salespeople 
using the right digital equipment, they can 
be handling 20 different closings.”

It’s hard to predict whether many oth-
er dealers will feel such a need for speed, 
Carmendy says. “But I’m in a competitive 
market, and I’m going to use it as a selling 
point.” n

Forget the 1-Hour Car Deal, 
He’s Shooting for 30 Minutes

BY STEVE FINLAY, WARDSAUTO

EVENTS
CALENDAR
Automobile Dealer

Pre-License Seminar
Lithia Springs, GA

January 4

Automobile Dealer
Pre-License Seminar

Lithia Springs, GA
January15

Continuing Education Seminar
Doubletree Hotel, Augusta, GA

January 22, 2016

Automobile Dealer
Pre-License Seminar

Marietta, GA
January 23

Continuing Education Seminar
Hilton Garden Inn

February 19

Conference of Auto 
Remarketing 

Las Vegas, NV
3/16/2016 - 3/17/2016

AFSA Vehicle Finance 
Conference and Expo

Las Vegas, NV
3/29/2016 - 3/31/2016

NADA Convention and Expo 
Las Vegas, NV

3/31/2016 - 4/3/2016 

Certified Master Dealer™ 
Training 

Albuquerque, NM 
5/10/2016 - 5/12/2016
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COMPLIANCE TIPS

CFPB Developments
Hello again!  This month, we feature de-
velopments from the Consumer Finan-
cial Protection Bureau and the Federal 
Trade Commission we thought might 
interest those in the auto sales, finance 
or leasing business. We also recap some 
of the auto sale and financing lawsuits 
we follow each month.  Remember – we 
aren’t reporting every recent legal devel-
opment, only those we think might be 
particularly important or interesting to 
industry. 

Why do we include items from other 
states?  We want to show you new legal 
developments and trends.  Also, another 
state’s laws might be a lot like your state’s 
laws. If attorneys general or plaintiffs’ 
lawyers are pursuing particular types 
of claims in other states, those claims 
might soon appear in your state.   

Note that this column does not offer 
legal advice.  Always check with your 
own lawyer to learn how what we report 
might apply to you, or if you have ques-
tions.

Thomas B. Hudson
Partner, Hudson 
Cook, LLC
thudson@hudco.com

Nicole Frush 
Munro
Partner, Hudson 
Cook, LLC
nmunro@hudco.com

The CARLAWYER©

by Thomas B. Hudson and Nicole Frush Munro

Did you know that the federal disclosure 
rules are very specific about how dealers 
handle “deferred down payments” (also 
called “pickup payments”)? Many dealers 
who accept deferred down payments do 
so by using so-called “side notes” or post-
dated checks. These arrangements usu-
ally don’t comply with the federal rules, 
raise other unpleasant legal issues and 
leave dealers on the hook for class action 
liability risks. If your lawyer hasn’t bless-
ed your pickup payment disclosures and 
practices, tack that chore onto the end of 
your to-do list.

Federal Developments

Reforming the CFPB? On November 18, 
the U.S. House of Representatives ap-
proved H.R. 1737, titled the “Reforming 
CFPB Indirect Auto Finance Act,” by a 
vote of 332-96. The bill, supported by 
all 244 Republicans and 88 of the 184 
Democrats voting, nullifies CFPB Bulle-
tin 2013-02, dealing with dealer partici-
pation, and requires the CFPB to satisfy 
certain procedural steps before issuing 
future guidance related to indirect auto 
financing. 

House Committee Fires a Shot Over the 
CFPB’s Bow. On November 24, the U.S. 
House Financial Services Committee 
chaired by Rep. Jeb Hensarling of Texas, 
released a report titled, “Unsafe at Any 
Bureaucracy: CFPB Junk Science and In-
direct Auto Lending.” The 54-page report 
is a broadside attack on the Bureau’s at-
tempt to regulate auto financing practices 
of dealers exempt from its jurisdiction.

No Change in TILA and CLA Coverage 
Amounts. Many dealers are unaware that 
the federal disclosure laws don’t apply to 
some of their transactions. On November 
25, the CFPB and the FRB announced 
that they are not adjusting the dollar 
thresholds under the Truth in Lending 
Act and the Consumer Leasing Act for 

exempt consumer credit and lease trans-
actions. The Dodd-Frank Act provides 
that the dollar amount thresholds for 
TILA and the CLA must be adjusted an-
nually by any annual percentage increase 
in the consumer price index. Because the 
consumer price index showed a decrease 
as of June 1, 2015, there will be no 2016 
adjustment. Therefore, the protections of 
TILA and the CLA generally will apply to 
consumer credit transactions (other than 
private education loans and loans secured 
by real property, such as mortgages) and 
consumer leases of $54,600 or less in 2016 
- the same thresholds for 2015. 

The FTC Asks for “Holder Rule” Com-
ments. On November 25, the FTC an-
nounced that it is seeking public com-
ment on the efficiency, costs, benefits, 
and impact of the Holder Rule, which pro-
tects the rights of consumers who make a 
purchase using credit obtained through 
a merchant. The Rule, formally called 
the “Trade Regulation Rule Concern-
ing Preservation of Consumers’ Claims 
and Defenses,” protects consumers when 
merchants, such as car dealers, sell con-
sumers’ credit contracts to banks, finance 
companies or others. Specifically, it pre-
serves a consumer’s right to assert the 
same legal claims and defenses he or she 
would have against the seller who origi-
nally provided the credit against anyone 
who buys the credit contract. Under the 
Rule, a consumer can cite a seller’s mis-
conduct to defend against a creditor’s law-
suit for money owed under the contract, 
or to seek a refund of money paid under 
the contract.

Litigation

Arbitration Agreement Included in En-
glish Version, but not Spanish Version, of 
Sales Contract is Unenforceable: When a 
buyer bought a car, the negotiations oc-
curred primarily in Spanish. The buyer 
signed a conditional sales contract and 
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security agreement. The dealership gave 
him copies of the contract in English and 
Spanish. The English version included an 
arbitration provision, but the Spanish ver-
sion did not. The dealership also gave him 
a copy of a GAP contract in English, but 
not in Spanish. The buyer sued the assign-
ee of the contract based on the failure to 
provide a Spanish translation of the GAP 
contract. The assignee moved to compel 
arbitration. The buyer argued that there 
was no agreement to arbitrate because the 
Spanish version of the contract did not 
include an arbitration provision and the 
words “arbitration” or “alternative dis-
pute resolution” never came up during 
negotiations. The trial court denied the 
assignee’s motion to compel arbitration. 
The California Court of Appeal affirmed. 
The appellate court reasoned that by pro-
viding the buyer a translation that did not 
even reference arbitration, the dealership 
deprived him of a reasonable opportunity 
to learn the character and essential terms 
of the arbitration agreement he signed. 
See Ramos v. Westlake Services LLC, 2015 
Cal. App. Unpub. LEXIS 7839 (Cal. App. 
October 30, 2015).

Defendant Required to Pay Damages for 
Failing to Return Car after Dealer Re-
scinded Sale to Protected Individual: A 
protected individual who was not legally 
able to contract bought a car from a deal-
ership. The individual’s wife and conser-
vator instructed him to return the car, 
which he did a few days after the purchase, 
although he later reclaimed the car. After 
receiving a bill for the monthly car pay-
ment, the wife informed the dealership of 
her status as conservator and of her hus-
band’s inability to contract. The dealer-
ship rescinded the contract and demand-
ed return of the car by May 15. The car 
was finally returned in December, with 
12,000 miles on it. The dealership sued 
the wife for unjust enrichment for the 
car’s depreciation and her unjust reten-
tion and use of the car, and the trial court 
awarded damages to the dealership. The 
Court of Appeals of Michigan affirmed. 
The wife argued that her retention of 
the vehicle was not unjust under the cir-
cumstances and that the dealership acted 

with unclean hands by selling the car to a 
protected individual. The appellate court 
found that even though the dealership 
was at fault for selling the vehicle, it reme-
diated that problem. As a result, the wife 
was not justified in refusing to return the 
car or make payment after the dealership 
rescinded the sale. Furthermore, the ap-
pellate court found that to the extent the 
dealership acted with unclean hands, it 
did so only until it rescinded the contract. 
Because the trial court only awarded 
damages for the period after the dealer-
ship rescinded the contract, the appellate 
court found that the wife did not have a 
claim that the dealership acted with un-
clean hands during that period. See In re 
Nickel (Suburban Toyota, LLC v. Nickel), 
2015 Mich. App. LEXIS 2045 (Mich. App. 
November 3, 2015).

Closing Fee Charged by SC Dealers Must 
be Directly Related to Expenses Incurred 
in Closing Vehicle Sale: A car buyer filed 
a class action against a dealership for vi-
olating the South Carolina Dealers Act 
by charging its customers closing fees 
that were not calculated to reimburse 
the dealership for actual closing costs. A 
jury found for the buyer in the amount of 
$1,445,786, representing the closing fees 
the dealership collected from customers 
during the 4-year period preceding the 
filing of the suit. In post-trial rulings, the 
trial court denied the dealership’s mo-
tions to overturn or reduce the jury’s ver-
dict, granted the buyer’s motion to double 
the actual damages award, as required by 
the Dealers Act, and to award attorneys’ 
fees and costs, and denied the buyer’s 
motion for prejudgment interest. The Su-
preme Court of South Carolina affirmed. 

The dealership argued that its compli-
ance with the state’s Closing Fee Statute 
by paying an annual registration fee to 
the Department of Consumer Affairs, in-
cluding the closing fee in the advertised 
price of the vehicle, disclosing the fee on 
the sales contract, and displaying the fee 
in a conspicuous place in the dealership 
absolved it of liability. The high court dis-
agreed, noting that the dealership’s proce-
dural compliance with the statute merely 
enabled it to charge a closing fee but did 
not absolve it from its responsibility to 
accurately assess the amount of the fee it 
charged. Moreover, the high court found 
that a dealership that decides to charge 
a closing fee “must account for the costs 
that comprise this fee” – costs that are 
“directly related to the expenses incurred 
in closing the sale of a motor vehicle.” In 
addition, the high court determined that 
the buyer’s voluntary payment of a $299 
closing fee did not bar her from asserting 
her claim where the court determined 
that she lacked full knowledge of the costs 
that went into the determination of the 
amount of the fee. See Freeman v. J.L.H. 
Investments, LP, 2015 S.C. LEXIS 367 
(S.D. November 4, 2015).

So there’s this month’s roundup! Stay le-
gal, and we’ll see you next month. n 
_______________________________

Tom (thudson@hudco.com) and Nikki 
(nmunro@hudco.com) are partners in the 
law firm of Hudson Cook, LLP. Tom has 
written several books and is the publisher 
of Spot Delivery®, a monthly legal newslet-
ter for auto dealers. He is Editor in Chief 
of CARLAW®, a monthly report of legal 
developments for the auto finance and 
leasing industry. Nikki is a contributing 
author to the F&I Legal Desk Book and fre-
quently writes for Spot Delivery. For infor-
mation, visit www.counselorlibrary.com. 
Copyright CounselorLibrary.com 2015, all 
rights reserved. Single publication rights 
only, to the Association. (11/15). HC# 4813-
2078-0842.

COMPLIANCE TIPS

Many dealers who accept
deferred down payments do so 

by using so-called “side notes” or 
postdated checks. These

arrangements usually don’t 
comply with the federal rules, 

raise other unpleasant legal issues 
and leave dealers on the hook for 

class action liability risks. 
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MARKETING TIPS

Moments happen when we 
least expect them. Moments 
happen for your customer 
when her current car breaks 

down, when she figures out that she’ll get 
a big tax return, when there is a new baby 
on board, when grandma moves in or 
simply when that red convertible is still 
calling to her on the lot. You can’t know 
when your customer will have a moment, 
or micro moment as Google calls them, 
but you can be ready so when she needs 
you during the car buying process you are 
there to help make the best choice.

Be in the moment.
Google recently published a study that 
reveals car shoppers make just two deal-
ership visits in their search for the right 
vehicle. Your customer wants to know 
something at that moment while they 
are in that moment. And, you know what 
happens when a moment passes – it’s 
usually never regained. Your customer is 

evaluating the car and even the purchase 
while in the moment. Most of those mo-
ments come via mobile device.

• Choosing the right car: This is the 
moment when the customer asks, 
“Is this car right for me?” “Do I need 
a sedan or a convertible or a cross-
over?” We all turn to friends for ad-
vice, but we increasingly search on-
line resources to help us determine 
what’s right or best. TNS Media Con-
sumption Report says that upwards 

of 69% of people who used YouTube 
during the car buying process were 
influenced by videos. 

• Understanding the features and 
comparisons: How can you best be 
with your customer during crucial 
comparison or feature shopping mo-
ments? Videos of features or of test 
drives are great options, as are slide-
shows or f lipagrams on Instagram. 
Mobile devices now solidly eclipse 
the use of a desktop, so ensuring you 
have robust media that meets your 
customer in the moment is critical.

• Location, location, location: Anoth-
er crucial moment, according to the 
Google study, is the where should I 
buy it moment. According to Auto-
motive Shopper Path to Purchase, 
Millward Brown and Polk, 1 in 3 
shoppers used a mobile device as part 
of the purchase process to locate or 
call a dealer.  Search moments could 
include “dealers open late” or “cor-

When the moment is right for your 
customer, will you know?
BY LEE BROGDEN CULBERSON, PARTNER, PROFESSIONAL MOJO

You can’t know when your 
customer will have a moment, 

or micro moment as Google 
calls them, but you can be 

ready so when she needs you 
during the car buying process 

you are there to help make 
the best choice.
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vette dealer near me.” Perhaps it’s a 
search for a specific car in a close-by 
location. These moments can only be 
harnessed when your mobile strategy 
is on point.

• In the moment: Google used their 
internal data to confirm that mo-
bile searches from the dealership lots 
themselves increased 46% in the last 
year. What is the customer doing? 
Trying to validate that they are re-
ceiving the best price or the best deal. 
That research is happening right un-
der your nose.

Your moment is now.
I almost titled this section your moment 
has passed, but that’s not true – yet. There 
is still time to put your mobile marketing 
and digital strategy house in order and to 
reach the customer in the when, why, how 
and should I moments. Have you traced 
the buying process for your dealership? 
Have you actually gone through the buy-
ing process with these moments in mind? 
If I were to drive to your lot as a consul-
tant and start searching, asking, compar-
ing, would I “see” you at every milestone 
moment? Would you be there and have 
the best, fairest and most up to date in-
formation? 

You best seize the moment. n
______________________________

Lee Brogden 
Culberson is a 
partner at Pro-
fessional Mojo 
LLC. Their team 
believes your au-
tomobile business 
deserves to get 
the most out of its 
inbound market-
ing, which could 

include nurture email marketing, search 
engine marketing, search optimization, 
website enhancements, content marketing, 
social media marketing, print marketing, 
video marketing, pod casting and more. 
Professional Mojo specializes in a Mojo 
Methodology that minimizes your risk, 
maximizes your results and creates a pos-
itive, sustainable online presence. Contact 
Lee at Professional Mojo for more details 
to enhance your company’s online and of-
fline image. Lee@professionalmojo.com or 
ring her at (866) 611-2715.

There can be risk to a dealer 
in selling a car when the 
dealer has some level of 

knowledge that the buyer 
may cause damage to others 

after leaving the lot. 

When someone is injured, lawyers sud-
denly appear. When the lawyers show up, 
they start nosing around for deep pockets 
to pilfer to cover their clients’ damages 
and, of course, the lawyers’ fees.

Car dealers usually have pockets that are 
deeper than the people who buy cars from 
them, so when a car buyer has a car acci-
dent injuring some third person, it is no 
surprise that the injured person’s lawyers 
will try to come up with a liability theory 
to make the dealer pay. A recent case il-
lustrates the point.

Peter Reynoso and Erica Yancey bought 
a car together from Best Car Buys Ltd. 
Reynoso did not have a driver’s license, 
but he produced a state ID as a form of 
identification.

Eight days after the sale, Reynoso hit Ca-
mell Beasley with the car. Beasley sued 
Best Car for negligence and negligent en-
trustment in Colorado District Court.

Best Car moved for summary judgment. 
Best Car argued that it owed Beasley no 
duty to investigate Reynoso’s driving re-
cord and did not know or have reason to 
know that Reynoso was likely to use the 
car in a risky manner. The trial court 
granted summary judgment for Best Car. 
Beasley appealed.

The Court of Appeals of Colorado af-
firmed the trial court’s decision. Accord-
ing to the appellate court, Best Car did 
not owe a duty to Beasley to investigate 
Reynoso’s license or driving history. As a 
result, Beasley had no negligence claim.

Next, the court decided that Best Car 
did not know or have reason to know 
that Reynoso was likely to use the car in 
a way that would cause Beasley or others 
an unreasonable risk of physical harm, 
either because of youth, inexperience, or 
otherwise. Best Car did not know or have 
reason to know that Reynoso was likely 
to cause harm simply because Reynoso 
did not produce a driver’s license when he 
bought the car. The fact that Reynoso did 
not have a driver’s license did not neces-
sarily mean that he would be a reckless 
driver, or that he had been a reckless driv-
er in the past.

The appellate court also explained that it 
was not practical for the courts to require 
every car dealer to investigate the driving 
history of every car buyer. As a result, 
Best Car did not have a duty to stop the 
sale.

So the dealer dodged this one. What 
would have happened, though, if the facts 
had been a bit different? What if, for ex-
ample, the dealer knew the buyer, and 
knew that he had had been convicted 
several times for drunk driving, and as a 
result had lost his license?

The takeaway here? There can be risk to 
a dealer in selling a car when the deal-
er has some level of knowledge that the 
buyer may cause damage to others after 
leaving the lot. What level of knowledge 
is required to create such risk? If you’re 
a dealer, maybe a discussion with your 
lawyer and your insurance company is in 
order. n

Vicarious Liability
When is a dealership liable for its 

customer’s negligence?
BY THOMAS B. HUDSON, ESQ., AUTO DEALER TODAY
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MONDAY
Copart Auto Auction
6089 Hwy 20
Loganville, GA 30052
770-554-6366
12:00 pm Dealer & Public Sale
copart.com

IAA MACON
2200 Trade Dr.
Macon, GA 31217
478-314-0031
9:00 am Mondays
iaai.com

IAA TIFTON
368 Oak Ridge Church Road
Tifton, GA 31794
229-386-2640
10:30 am Mondays
iaai.com

Manheim Georgia
7205 Campbellton Rd
Atlanta, GA 30331
404-349-5555 / 888-766-7144
Ford Factory Sale Every Other 
Monday
10:00 am
Call for Toyota & Nissan sale
manheim.com

Peach State Auto Auction
Monday & Wednesday 6:00pm
770-466-9000
peachstateautoauction.com 

TUESDAY
America’s Auto Auction -Atlanta
444 Joe Frank Harris Pkwy
Cartersville, GA 30120
770-382-1010
6:00 pm Dealer & Public Sale
auctionbroadcasting.com

America’s Auto Auction –
Greenville
2415 Hwy 101 S
Greer, SC 29651
864-801-1199
800-859-3393
3rd Tuesday of Every Month
2:00 pm Marine Sale
americasautoauction.com

America’s Auto Auction –
Jacksonville
11982 New Kings Rd
Jacksonville, FL 32219
904-764-7653
6:00 pm INOP Sale
6:30 pm Dealer Only Sale
americasautoauction.com

Athens Auto Auction
5050 Atlanta Hwy
Bogart, GA 30622
770-725-7676
6:30 pm Dealer & Public Sale
athensautoauctionga.com

Chattanooga Auto Auction
2120 Stein Dr.
Chattanooga, TN 37421
423-499-0015
9:00 am Dealer Sale
chattaa.com

Columbus Auto Auction
2473 Blanchard Blvd
Columbus, GA 31901
706-320-2200
5:45 pm Dealer Sale
Columbusgeorgiaautoauction.com

Hwy 515 Auto Auction
107 Whitepath Rd
Ellijay, GA 30540
706-635-1500
6:00 pm Dealer & Public Sale
hwy515autoauction.com

IAA ATLANTA NORTH
6242 Blackacre Trail NW
Acworth, GA 30101
770-975-1107
9:00 am Tuesdays
iaai.com

LW Benton Company Inc.
107 Oak Valley Drive
Macon, GA 31217
478-744-0027
11:00 am
www.bidderone.com

Manheim Georgia
7205 Campbellton Rd
Atlanta, GA 30331
404-349-5555 / 888-766-7144
9:00 am Dealer Sale
1st, 3rd, & 5th Tuesday 
8:30 am Disable Sale
manheim.com

Manheim Statesville
145 Auction Lane
Statesville, NC 28625
800-868-1220
8:30 am TRA Sale
9:30 am
manheim.com

Rawls Auto Auction
2818 Pond Branch Rd
Leesville, SC 29070
803-657-5111
10:00 am Dealer Sale
GSA Sale Public & Dealers
Call for Details
8:30 am Salvage Sale
rawlsautoauction.com

WEDNESDAY
411 Auto Auction
3824 Hwy 411
Kingston, GA 30145
770-336-5581
12:00 pm
411autoauction.com

Adesa Atlanta
5055 Oakley Industrial Blvd
Fairburn, GA 30213
770-357-2277
10:00 am Dealer Sale
adesa.com

America’s Auto Auction -
Greenville
2415 Hwy 101
Greer, SC 29651
864-801-1199
3rd Wed RV Sale 9:00am
americasautoauction.com

Augusta Auto Auction
1200 E. Buena Vista Ave
N. Augusta, SC 29841
800-536-3234
10:00 am Dealer Sale
9:30 am Last Wed of Month INOP
augustaautoauction.com

Carolina Auto Auction
140 Webb Rd
Williamston, SC 29697
864-231-7000
10:00 am Dealer Sale
1st & 3rd Wednesday
9:00 am Salvage Sale
carolinaautoauction.com

Georgia-Carolina
Auto Auction
884 East Ridgeway Rd
Commerce, GA 30529
706-335-5300
5:00 pm Dealer & Public Sale
gcautoauction.com

Go Auto Exchange ATL
2244 Metropolitan Parkway SW
Atlanta, GA 30315
404-464-4567
12:30 pm
goautoexchange.com

Houston Auto Auction
4599 Pio Nono Ave
Macon, GA 31206
478-788-6947
11:00 am & 7:30 pm
Dealer & Public Sale

IAA ATLANTA SOUTH
1930 Rex Rd
Lake City, GA 30260
404-366-2298
9:00 am Wednesdays
iaai.com

Manheim Atlanta
4900 Buffington Rd
College Park, GA 30349
404-762-9211 / 800-856-6107
Exotic Highline Event
4th Wednesday at 9:30 am
manheim.com

New Calhoun Auto Auction
417 Lovers Lane Rd.
Calhoun, GA 30701
706-624-1944
7:00 pm Dealer & Public Sale
newcalhounautoauction.com

Peach State Auto Auction
Monday & Wednesday 6:00pm
770-466-9000
peachstateautoauction.com 

Southeastern Auto Auction of 
Savannah
1712 Dean Forest Rd
Savannah, GA 31408
912-965-9901
In-Op 10:00 am, Repos 10:30 am
11:00 am Regular Sale
southeasternaa.com

Truckcenter.com
1952 Moreland Ave
Atlanta, GA 30316
404-627-5346
Visit Website for Dates/Times
truckcenter.com

AUCTION
DIRECTORY
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THURSDAY
Albany Auto Auction
1421 Liberty Expressway SE
Albany, GA 31705
229-435-7708
6:30 pm Dealer Sale
albanyautoauction.net

IAA ATLANTA EAST
1045 Atlanta Hwy SE
Winder, GA 30680
770-868-5663
9:00 am Thursdays
iaai.com

Manheim Atlanta
4900 Buffington Rd
College Park, GA 30349
404-762-9211 / 800-856-6107
9:30 am Dealer Sale
Every Other Thursday
9:30 am Salvage Sale
manheim.com

Oakwood’s Arrow Auto Auction
4712 Flat Creek Rd
Oakwood, GA 30566
770-532-4624
6:00 pm Dealer & Public Sale
oakwoodsarrowautoauction.com

Rebel Auction Company
1175 Bell Telephone Rd
Hazelhurst, GA 31539
912-375-3491 / 800-533-0673
2nd Thursday of Each Month 9:00 
am Dealer & Public Sale
rebelauction.net

South Georgia Auto Auction
1407 Silica Rd
Albany, GA 31705
229-439-0005
11:00 am Dealer Sale
southgeorgiaautoauction.com

Southeastern Auto Auction of 
Savannah
1712 Dean Forest Rd
Savannah, GA 31408
912-965-9901
7:00 pm Public Sale
southeasternaa.com

FRIDAY
America’s Auto Auction - Atlanta
444 Joe Frank Harris Pkwy
Cartersville, GA 30120
770-382-1010
11:00 am Dealer Sale
INOP 2nd & Last Fridays  
at 9:30 am
auctionbroadcasting.com

America’s Auto Auction -
Greenville
2415 Hwy 101 South
Greer, SC 29651
864-801-1199 / 800-859-3393
10:00 am Car Sale
americasautoauction.com

Charleston Auto Auction
651 Precast Lane
Moncks Corner, SC 29461
843-719-1900
10:00 am Dealer Sale
charlestonautoauction.com

Copart Auto Auction
2568 Old Alabama Rd
Austell, GA 30168
770-941-9775
12:00 pm Dealer & Public Sale
copart.com

Georgia-Carolina Auto Auction
884 East Ridgeway Rd
Commerce, GA 30529
706-335-5300
6:30 pm Dealer & Public Sale
gcautoauction.com

IAA ATLANTA
125 Old Hwy 138
Loganville, GA 30052
770-784-5767
9:00 am Fridays
iaai.com

IAA SAVANNAH
348 Commerce Drive
Savannah, GA 31326
912-826-1219
9:30 am Fridays
iaai.com

Tallahassee Auto Auction
5249 Capital Circle SW
Tallahassee, FL 32305
850-878-6200
10:00 am Dealer Sale
bscamerica.com

SATURDAY
Houston Auto Auction
4599 Pionono Ave
Macon, GA 31206
478-788-6947
7:30 pm Dealer & Public 

Copart Auto Auction
2568 Old Alabama Rd
Austell, GA 30168
770-941-9775
12:00 pm Dealer & Public Sale
copart.com

Georgia-Carolina Auto  
Auction
884 East Ridgeway Rd
Commerce, GA 30529
706-335-5300
6:30 pm Dealer & Public Sale
gcautoauction.com

Tallahassee Auto Auction
5249 Capital Circle SW
Tallahassee, FL 32305
850-878-6200
10:00 am Dealer Sale
bscamerica.com

OTHER AUCTIONS
ACACIA Augusta Auto Auction
1200 East Buena Vista Ave
North Augusta, SC 29841
800-536-3234
Last Day of the Month
9:30 am INOP Salvage Sale
augustaautoauction.com

CarMax Auctions
888-804-6604
Dealers Only Auctions –
For Locations, Dates & Times
carmaxauctions.com

Hudson & Marshall, Inc.
478-743-1511
Auction/Liquidators
hudsonandmarshall@bellsouth.net

JJ Kane Auctioneers, Inc.
678-840-4914
See web for sale dates
jjkane.com 

Online Public Auction.com
800-963-1672
6728 Hwy 85 STE C-2
Riverdale, GA 30274
onlinepublicauction.com

Ritchie Bros Auctioneers
4170 Hwy 54
Newnan, GA 30265
770-304-3355
Industrial Equipment Auction
rbauction.com

V.I.P. Auctions
Metro Atlanta New Car Trades
6:00 pm Dealer & Public Sale
678-889-7776
Check Website for Dates, Times & 
Mobile Locations
myvipauctions.com

A POWERFUL ARRAY OF NEW

ADVERTISING OPPORTUNITIES
Visit www.giada.org
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It’s not uncommon for me to be asked to 
weigh in on the occasional compliance 
conundrum posed on some social media 
forum. Many such inquiries involve dis-
agreements about long-held beliefs in F&I 
and whether or not they’re legally valid. 

So I’ve decided to take a crack at clarify-
ing some of the issues surrounding these 
pervasive compliance myths. Now, there’s 
no legal advice here — just my thoughts 
based on a bit of common sense and my 
years of being a compliance car guy. Ulti-
mately, it’s up to you to decide what works 
best for you, your customers and your 
dealership.

Myth No. 1: The 300% rule is a 
compliance tool.

Many F&I processes that started out as 
solid sales techniques have somehow 
morphed into compliance requirements. 
The 300% rule is a great example of this 
phenomenon. I wholeheartedly agree 
with this rule from a sales perspective. As 
they say, you’ll miss 100% of the shots you 
don’t take. But as a compliance require-
ment, I’m not so sure.

First, let’s look at why failing to adhere 
to the 300% rule is considered a compli-
ance blunder. A common rationale is that 
if you don’t offer protection products to 
your customers that they end up needing, 
you can be sued. I have, in fact, heard of 
lawsuits where a customer wasn’t offered 
credit life insurance, subsequently died 
and the spouse sued the dealership.

However, this scenario seems far less 
likely when it comes to other products. 
For instance, credit life insurance is only 
available from the dealer at the time of 
sale, so there may indeed be an obligation 
to inform eligible customers of its avail-
ability. On the other hand, many other 
products sold in the F&I office are avail-

able elsewhere. I recently purchased a new 
car, and within days my inbox was full of 
offers from independent service-contract 
providers. I’m not sure even the most des-
perate attorney would want to file a law-
suit against a dealer for not offering prod-
ucts that are readily available on the open 
market.

But some F&I pros insist on practicing the 
300% rule without exception and having 
a signed declination sheet in every deal 
jacket to avoid claims of discriminatory 
treatment. Discrimination is defined as 
treatment of an individual or group based 
on their actual or perceived membership 
in a certain group or social category, “in a 
way that is worse than the way people are 
usually treated.”

In my view, if you fail to offer all of your 
customers all of your products all of the 
time, it would be a big hill to climb to 
prove that you’re being discriminatory. 
On the other hand, if you adhere to the 
300% rule but offer your products at dif-
ferent prices,  that discrimination claim 
may very well be low-hanging legal fruit. 
But there are other potential issues that 
subscribing to the 300% rule could raise.

Let’s say, for example, you present your 
customer with 100% of your products and 
she says, “I’ll take it all.” So far, so good, 
right? But you then discover your lender 
won’t allow you to finance it all. Besides 
the obvious customer satisfaction issues, 
you’ve made an offer on which you can’t 
deliver. Is it conceivable that a lawyer may 
try to make a contractual legal issue out 
of that? It certainly wouldn’t surprise me. 
The same applies with max loan-to-value 
(LTV) or amount-financed callbacks. If 
you present 100% of your products in these 
scenarios, I suggest you let the customer 
know up front how much more money he 
or she will need to come up with. 

There are also situations where the cus-
tomer shouldn’t be offered all of your 
products. For instance, you wouldn’t sell 
GAP protection on a cash or low LTV 
deal (especially when the LTV falls below 
state or lender limitations), or a service 
contract on a car that’s exceeded your 
program’s mileage limit. Offering such 
products in these situations could result 
in deceptive practices or fraud claims.

The same principle applies to decli-
nation sheets. They certainly come in 
handy when a customer complains that 
he wasn’t offered a product that turned 
out to be needed. But the significance of 
declination sheets as a compliance tool 
has been somewhat overstated, in my 
opinion. From a sales standpoint, decli-
nation sheets can provide you with one 
additional chance to sell products, but 
they should be used accurately. Products 
that aren’t available to particular custom-
ers shouldn’t show up on their declination 
sheets. If they do, they should be marked 
“N/A” or “Unavailable.”

Myth No. 2: It’s illegal to give a 
customer a copy of their credit report.
This myth has no basis in law, as far as I 
am aware. In fact, the Fair Credit Report-
ing Act specifically states that a credit bu-
reau provider cannot prohibit a user (the 
dealer) from disclosing the contents of the 
credit report to the consumer. However, 
contracts with some credit bureau provid-
ers may prohibit the dealer from giving 
the consumer a copy of his or her credit 
report.

Telling customers it’s illegal to give them 
a copy of their credit report when that in-
formation is inaccurate is not a good idea, 
at least in my opinion. On the other hand, 
telling the customer you can’t hand over 
a copy of his or her credit report because 
your company’s contract with the credit 

7 C ompliance Myths Debunked
BY JIM RADOGNA, PRESIDENT, DEALER COMPLIANCE CONSULTANTS INC.
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reporting agency prohibits it is accurate 
and true. There’s never a downside to tell-
ing the truth.

Myth No. 3: It’s illegal to highlight
a contract.

Many automotive professionals believe 
that this is a no-no because you can be 
accused of “leading” the customer to sign 
the highlighted areas without reading 
the rest of the contract. In reality, you 
can lead a customer by pointing your 
finger to the signature sections and say-
ing, “Sign here.” It appears this folklore 
originated with a case where a creditor 
utilizing a motor vehicle pawn contract 
was sued for failure to disclose the APR 
as conspicuously as other disclosures on 
the contract.

The court ruled that the creditor violated 
the Truth in Lending Act (TILA) because 
it put dashes and arrows pointing to the 
due date, thereby making the due date 
disclosure more conspicuous than the 
APR and finance charge. So there was far 
more going on than highlighting. In fact, 
according to the court’s decision, there 
was handwriting and other markings on 
the contract, and the annual percentage 
rate on the contract was 304.24%. No 
surprise there.

So while highlighting customer signature 
areas probably isn’t a big issue, make sure 
certain TILA disclosures aren’t more 
prominent than others. Of course, if you 
work with a lender that won’t accept a 
contract with highlighted signatures, 
you’ll probably want to avoid the practice 
altogether.

Myth No. 4: A contract is valid once 
signed by both parties, even if the 
customer hasn’t taken physical de-

livery.
The validity of this statement depends 
on where you conduct business. Some 
states specifically define when a contract 
is considered valid. For instance, Cal-
ifornia law states that “a sale is deemed 
completed and consummated when the 
purchaser of the vehicle has paid the pur-
chase price, or, in lieu thereof, has signed 
a purchase contract or security agree-

ment and has taken physical possession 
or delivery of the vehicle.”

So before you attempt to hold a custom-
er’s feet to the fire prior to the delivery 
of the vehicle, you may want to check the 
laws in your state.

Myth No. 5: Menus are required to 
disclose the base payment.

This has been the subject of much spirited 
debate in F&I circles. First, menus are not 
required by law at all. In fact, contrary to 
popular opinion, even California doesn’t 
require the use of a menu. All that is re-
quired is a “pre-contract disclosure” that 
shows the monthly installment payment 
with and without the optional products 
or services.

So, really, there is no such thing as a le-
gally compliant menu as some vendors 
claim. But it’s not a bad idea to include 
the base payment in your menu presenta-
tion (and in your write-up as well).

Myth No. 6: Everyone must be
charged the same doc fee.

This notion again stems from wor-
ries about discrimination claims. The 
thought is that if a dealership charges one 
customer a fee, it has to charge everyone 
the same fee to avoid potential litigation.

So, could charging varying doc fees at-
tract the attention of regulators? Well, 
we’ve certainly heard enough about al-
leged discrimination in rate markups 
over the last few years. And as recent 
actions by the Consumer Financial Pro-
tection Bureau (CFPB) and Department 
of Justice (DOJ) show, even if there’s no 
intent to discriminate, you can still face 
fines if protected classes pay more than 
non-protected classes.

So the easy answer is to just charge every-
one the same doc fee, right? Perhaps. But 
here’s the rub: Doc fees are dealer-im-
posed charges and therefore not manda-
tory;  only government fees are compul-
sory. So it is improper to tell a customer 
that you must charge them the fee, as 
you could be setting yourself up for a de-
ceptive practices claim. Some states, like 

Washington, require you to inform the 
customer that the doc fee is negotiable.
So to avoid potential discrimination 
claims, be sure you can show proof that 
any downward deviations in fees are for 
valid business reasons, such as needing to 
match the doc fee offered by a competi-
tive dealer in order to close the deal. Re-
member, documentation is key.

Myth No. 7: Payment ranges up
to $XX are allowed.

To many regulators and plaintiffs’ attor-
neys, using a payment range in certain 
circumstances could be a sign of payment 
packing. While it’s generally acceptable 
to quote a range of payments using an 
average APR before the customer’s credit 
report is pulled, once a credit profile is 
accessed, a best practice is to quote an ex-
act payment.

Let’s say you’ve pulled the customer’s 
credit but aren’t sure what her rate is be-
cause you’re waiting for a callback from 
the bank. If you pencil the deal back with 
a payment range, it’s a good idea to in-
clude an APR range as well. Once you 
determine the actual terms of the deal, a 
final base payment should be disclosed. 
Also, if you’re using a payment range to 
account for variations in days to first 
payment, you should disclose the exact 
payment at each level. In other words, 
never give any impression that would al-
low a regulator or court to infer that the 
payments quoted are in any way mislead-
ing.

So there you have it: my take on some of 
F&I’s most common compliance myths. 
Again, how you handle these issues may 
depend on the laws in your state and your 
individual processes and philosophies. 
You may agree or disagree with my anal-
ysis and that’s OK. My goal here is not to 
steer you in any particular direction, but 
to simply give you something to think 
about beyond the status quo. n
______________________________
Jim Radogna is the president of Dealer 
Compliance Consultants Inc. and a se-
nior sales and finance compliance spe-
cialist for KPA LLC. Email him at jim.
radogna@bobit.com.

COMPLIANCE MYTHS
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NEW & RENEWED
MEMBERSSEPTEMBER/OCTOBER 2015

10 Foot Wave
3436 Auto Brokers
360 Automotive Group Inc
7E Sales LLC
A1 Auto Source LLC
A2Z Auto Center Inc
A2Z Auto LLC
Abib Auto Sales
Absolute Surety, LLC
Accel Auto Connection
Action Auto Sales Inc
Advanced Automotive Group
Advanced Title Pawn
Affordable Detailing and Automotive LLC
Affordable Dream Cars
Airport Auto Sales LLC
Alessandro Silva
All Prestige Autos, LLC
Alpha & Omega
Amazing Cars Inc. 
Americas Premier Auto Sales
Amyn Motors Inc
Anchor Auto Group LLC
Another Ride
Antep Auto Sales
Anthony Auto Sales
Apex Auto Team
Asian One Inc
Assurance Auto Broker
Atkinson Used Cars Inc.
Atlanta Auto Mart
Atlanta Truck Center
Atlas Auto Sales
A-Towne Auto Inc
Auto National Cars Inc
Auto Pro Sales LLC
Auto Trade Alliance LLC
Auto Trends of Augusta
Auto World Car Sales Inc
AutoCentrics LLC
Automall
Automotion of Atlanta
Aztec Auto Sales
B & M Automotive Sales LLC
B. J. Auto Brokers Inc.
Barnett’s Used Cars
Barry’s Auto Sales

Benchmark Auto Pros
Bendel Auto Sales
Bennett Motors of Valdosta Inc
Big O’s Golf Carts
Big Red Car Co. LLC
Bills Auto Sales LLC
Billy Ballew Motorsports
Billy Merritt Automotive
Black Forest Motorcars
Blaze Automotive
BNB Auto Sales
Bob Medlin Auto Sales
Brandon Lee
Brock Auto Inc.
Brown Daniels Premium Auto Sales
Budget Car Sales
Cagle’s Used Cars Inc
Cairo Auto Mart
Car Networker
Cars and Trucks
Castillo Auto Brokers
Central Automotive LLC
Century Auto
Certified Motors, LLC
Champ Motors
Chill Motors LLC
City Auto Sales
Classic Auto Sales
Classic City Motor Works
Clement Equipment Co Inc
Cleveland Brown’s Used Cars
Cobo Auto Sales
Cobra Sales
Copart Auto Auction
Cross Cedar Autoville
Cycle Exchange
D & D Auto Sales of Valdosta Inc
Da Hook Up Auto Connection
Dale Recycling & Used Auto Parts Inc
Dallas Auto Mart
Dallas Luxury Motorsports LLC
Danson Auto Sales
David Sanchez
DBG Auto Brokers
Dealers Connect Now Inc
Denise Thomas
Dick Barbour Performance

Dogwood Truck Sales
Doyle’s Quality Used Cars
Drive Rite Auto Sales
Dudley’s Outdoors
Duluth Fine Cars
E. H. Auto Sales LLC
Eastern Motorcars
Eastside Collision and Care Center Inc
EM Brokers Inc
Equity Auto LLC
Eric Haas
Evans Auto Brokerz, Inc
F. M. Auto Sales
First & Fleet Auto Brokers
Flat Rate Processing
FlexPath Capital, Inc
Forest Park Tractor & Trailer Svc Co Inc
Franklin Jimenez
Front Porch Motors Inc
Galanti & Company P.C.
Georgia Auto Home
Georgia Elite Auto Sales
Global Auto Sports LLC
Global Automotive Exchange LTD
Global Car Connection LLC
Global Pre-Owned, Inc
Go Auto Exchange Atlanta
Gonzalez & Caceres Auto Sales
Grayson Motor Company
Greeson Auto LLC
GT Auto
Guru Auto Brokers
Headrick Used Car Sales
Hidaver Krivanjeva
Highland Auto Sales, LLC
Holden Car, Truck, and Equipment
Hot House Revival
Howard Motors
Huge Deal Auto Sales Inc
Hwy 78 Body Shop Inc
Inga Auto Center Inc
Integrity Auto Sales
Intercoastal Auto LLC
Interstate Auto Brokers
Its Time to Ride
J P Auto Sales
Jarrard Pre-Owned Vehicles
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NEW & RENEWED
MEMBERS SEPTEMBER/OCTOBER 2015

Jose Luis Marquina
JRS Autobuyers
Kali Kar Sales
Kaligna’s Auto Broker LLC
Karsmart Inc
Kash Automotive Group, LLC
Keen Motors LLC
Kegs Limited
Kenneth Westbrook Motors
Kimberly Kemp
King of the Road
Kingdom Motors Inc
KPM Auto Brokers
L & N Motors
Landmark Auto Inc
Lano USA Inc
Latin American Auto Salvage
Legax LLC
Linares Auto Sales
Lovett’s Auto Sales & Svc
Low Country Customs
Luce Auto Brokers
Luxury Auto Line LLC
Lynda Rockamore
M.A.T. Auto Sales
Maria Auto Sales
Marietta Auto Mall Center
Marks Auto Sales
Marty Carroll
Mathews Used Cars Inc
McGhee Auto Sales
McQueen Auto Sales LLC
Meadowbrook Truck Sales
Memphis Motors
Meta Auto Repair & Sales LLC
Metropolitan Classic Cars Inc
Middle Ground Used Auto LLC
Morgan Auto Brokers
Moto Auto Sales LLC
Ngwu Auto Sales
Nicos Auto Broker LLC
Niko Motors
Noel Motors Corp
North Atlanta Auto Gallery
North Point Upholstery
Old Hodges Auto Sales LLC
Olympia Auto Sales

Online Public Auction
Oratis Auto & Plant Inc
Parkway Auto Group
Parkwood Motors
Pars Cars College Park
Pleebo Auto Broker LLC
Potros Auto Sales LLC
Premier Luxury Motorsports
Premium Used Cars of Americus
Prestige Auto Group
Quality Connection Used Autos LLC
Quick Motors Inc
R Quality Auto Sale
Regal Ventures Auto Sales
Rick Davis Automotive
Rig Autobrokers
RJ’s Auto Sales
RM Motors
Road Trip Auto Sales LLC
Rosemary Staelin
Roswell Auto Imports
RV World of Georgia LLC
Safe Auto Sales
Sam & Sam Auto LLC
Sam Sothy Auto Brokers LLC
Sammy’s Auto Sales Inc.
Sapp Auto Sales
Sarman Auto Broker LLC
Seaboard Auto Sales
Seaport Auto LLC
Select Automotive Dealer Services
Select Vehicle Sales llc
Sharick Inc
Sheba Independent Auto Sales
Shine Auto Salon
Sinclair Auto Brokers
Singer Truck Sales
Smith Auto Sales LLC
Southeast Rentals & Sales LLC
Southern Auto Brokers of Augusta
Southern Cross Motor Co.
Southern Son Auto Sales, LLC
Specialty Auto Solutions
Spence Field Auto Sales LLC
Sports & Imports Autos of Gwinnett
Stacey Conyers
Standard Motorsports, LLC

Suggs Automotive Group
Suncoast Classic Cars
Surety Bond Girls
SWA Cars
TAK Auto Sales
Team One Motorscars
Technics Auto Sales
The Auto Shop
Tibbey Auto Sales LLC
TL Smith Auto Brokers
Tobesofkee Auto Sales
Top’s Cars Auto Sales
Town & Country Auto Brokers
TrueFrame of Georgia
Truth Automotive
Turbo Truck & Auto Sales
U an E International Group LLC
UBS Century Wealth Consulting
Universal Auto Body Inc
Univeter Motors
Unlimited Used Auto 
UNT Motors
Usedcarsupplies.com
Variety Auto Sales LLC
Venture Auto Sales Inc
Verifacto Inc.
Victor’s Auto Sales
W MotorSports LLC
Waterford Pros LLC
WAV Auto Brokers LLC
Westlake Financial Services
Wheel Deal Motor Group LLC
Wheels Autoworks
Willy Herold Automotive
Wolfgang’s Auto Sales Inc
Woodstock Auto Credit LLC
World Wide Auto Sales
Yes! Automotive
Z. Hosanna Auto Broker LLC
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This might sound crazy coming from a 
couple of marketing guys, but we’re seri-
ous. Many well-intentioned marketing and 
advertising agencies are operating under 
the influence of some major myths. As 
well-meaning as their efforts may be, this 
could cost your business beaucoup bucks.

That’s why we’re stepping out from be-
hind the curtain to explain what market-
ing should be—so you can make sure your 
marketing is working for you, instead of 
it costing you unnecessary cash. If you’ve 
heard any of these arguments, it might be 
time to reexamine your approach to pro-
moting your business.

Myth 1
You can’t expect overnight results from 
advertising and marketing. If you’ve heard 
this one, it’s most likely from someone who 
is trying to keep you paying for marketing 
that isn’t working. If you can’t expect re-
sults overnight, how can you expect to stay 
in business?

The reality is there are two kinds of adver-
tising: branding and direct response. To 
get an ROI from every dollar you spend on 
marketing, you must choose to spend your 
money only on hardcore, retail-oriented, 
lead-generating, direct-response advertising.

Myth 2
It’s all about getting your name out there. 
Many people will try to convince you that 
although their marketing didn’t result in 
anything, at least you “got your name out 
there” and you’re building brand awareness.

Horse pucky! Building a strong, lasting, 
competitive brand takes a long time. It’s 
built over years, with lots of clever creative 
and tons of advertising dollars. If you don’t 
have cola company money to spend, you 
can’t have a cola company brand.
But, to be frank, as a local car dealer, you 
don’t need a cola company brand to be 

known and get gloriously rich. You can en-
gage solely in direct-response marketing, 
generate significant and instantaneous re-
sults, and still build brand as a side effect. 
No brand-building budget required. No 
waste and no waiting.

Myth 3
Advertising is expensive. If you’ve done 
any advertising, or if you’ve gotten rates 
from media reps, you know that even a 
modest ad can run several hundred dol-
lars or more. Other types of large adver-
tising like radio and television can run 
many thousands of dollars for just a 30- or 
60-second commercial.

Because of this, many dealers—even ex-
perienced ones—think advertising is too 
expensive, and are reluctant to spend or 
increase their budget. But the truth is, ad-
vertising is only expensive when it doesn’t 
work.

The concept of reducing marketing bud-
gets comes from a cycle of spending money
on advertising and getting no results. 
When you can associate every dollar spent 

on marketing and advertising with an 
equal or greater return, it’s easy to begin  
to see advertising as an investment rather 
than an expense.

The truth of the matter is that when you 
do advertising right, it can be vital to your 
growth and success in the car business. 
The trick is to find a way to make it work 
for you rather than allowing the dish to 
run away with the spoon; that is, allowing 
advertising agencies and media reps to run 
wild with your money without producing 
any results. n
_______________________________
Jimmy Vee and Travis Miller are the found-
ers of Rich Dealers®, the nation’s leading 
experts on attracting customers, and the 
authors of Gravitational Marketing. Visit 
TrafficScale.com for a complimentary Traf-
fic Scale Report, which compares the qual-
ity of your traffic to other dealerships in 
your area and helps determine whether or 
not there’s business you’re missing out on. 

3 Myths that Advertising 
Agencies are Selling You
BY JIMMY VEE AND TRAVIS MILLER

SALES & MARKETING

Who gets the good review? Better bet on the 
salesperson
By Automotive News

It’s a people business. Dealers who repeat that mantra shouldn’t be surprised to learn 
that when customers happy with their vehicle purchase pass along a good word, 
they’re more likely to recommend the salesperson than the store. In fact, 70 percent 
of consumers surveyed said they would recommend the salesperson, while 30 percent 
would recommend the dealership.

That was the finding of an online survey of consumers who were actively writing 
dealership reviews on DealerRater. Specifically, the survey question, supplied by Au-
tomotive News in a partnership with the rating site, asked: “If you were to recommend 
this dealership to a friend, are you more likely to recommend them specifically to 
your salesperson or to the dealership in general?” The question drew 20,359 responses 
Sept. 4-18.
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GOT GEORGIA
ON YOUR MIND?

 locations in “The Peach State”Visit these Manheim

2500+ Units Weekly

TUESDAYS 9:30 AM
THURSDAYS 12:30 AM

3500+ Units Weekly

10 LANES - TUESDAYS 12:30 PM
14 LANES - THURSDAYS 9:30 AM

Boats, Motorcycles, RVs
1st Tuesday Monthly  |  8:30AM

Commercial Truck & Equipment
3rd Tuesday Monthly  |  12PM

FACTORY
SALES

OPEN
SALES

All lanes live on Simulcast via Manheim.com All lanes live on Simulcast via Manheim.com

Every 4th Wednesday
1600+ Units featuring...

Online Event Sales at Manheim.com

Closed Sales (Call for Dates)
Porsche  Once a Month 2PM
BMW North America Bi-Weekly Tuesday 2pm ET

Avis Budget Group
GM Financial

Hertz
Hyundai Fastlane

US Bank

Buy-Now Sales: Wednesdays 2PM - Mondays 3PM
Mondays 2:30PM - 3:30PM
Anytime Sales: Wed, Thurs, Fri 1PM - 3PM
Weekend Sales: Friday 5PM - Monday 3PM
3rd Weekend Monthly
Saturdays 12PM - Mondays 3PM
Fridays 3PM - Mondays 3PM

Online Event Sales at Manheim.com

Ford Closed Sale
Every other Monday  |  10AM
Hyundai Motor America
Call for Dates
GM Factory Sale 
Bi-Weekly starting August 5th

Nissan and Infiniti 
Remarketing Services
Every Tuesday  |  9:30AM
GM | GM Financial Open Sale 
Bi-Weekly at 9:30 AM.

Five Star Mobile Sale
Monthly on Friday  |  11AM
1090 Riverside Dr., Macon, GA 31204

Every Thursday
12:30PM

Avis Budget Group
BMW Financial Services

BMW North America

Chase
Honda Remarketing & Acura Remarketing

Enterprise Holdings
Lexus Financial Services

Remarketing by GE
Southeast Toyota Finance / CenterOne

Toyota Financial Services

Wells Fargo
Volkswagen Credit & Audi Financial Services

Mercedes-Benz Financial Services

Daily 3AM - 3PM
Friday  5PM - Mon 1PM
(Closed Sale) 
Thursday 3PM ET - Friday ET
Mondays 1PM - 2PM
Friday 5PM - Mon 3PM
Daily
Friday 8PM - Monday 2PM
Mondays 1PM - 3PM
Mondays 12PM - 2PM
Fridays 8PM - Mondays 2PM
Closed online event sale
Wed 8PM -5PM
Fridays 4PM - Mondays 4PM
Mondays 2PM - 4PM
Every Tuesday 2PM - 4PM   

• Audi Financial Services
• BMW Financial Services
• Chase
• Florida Luxury Automotive Group
• Jaguar
• Jim Ellis
• Land Rover

• Lexus Financial Services
• Mercedes-Benz Financial Services
• MINI Financial Services
• Southeast Toyota Finance/CenterOne
• Volkswagen Credit
• Volvo
• Porsche
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