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Happy New Year! ADVERTISER INDEX

 3 Ace Motor Acceptance Corp.

 9 Manheim Mississippi

 5 NextGear Capital

 IFC Wayne Reaves Software 

 2 West Insurance Center, Inc.

_______________________
TO ADVERTISE WITH MIADA

To receive a copy of the Media Kit 
for MISSISSIPPI DEALER magazine, 

please send a request via email to 
info@professionalmojo.com or  

call (866) 611-2715 ext. 1.

MIADA is a not-for-profit industry 
trade association that has been the voice 
of Mississippi’s independent auto deal-
ers since 1968. MIADA is committed to 
representing, educating, and informing 
Mississippi’s most successful indepen-
dent motor vehicle dealers. Dealers turn 
to MIADA to provide them solutions 
and answers to business related ques-
tions and consumer related questions.

Our primary purpose is to identify and 
address the legal and legislative issues 
that confront the used car industry in 
Mississippi, but we do much more.

Through MIADA’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 Dealer Service Provid-
er Directory. These services include, but 
are not limited to auto auctions, insur-
ance companies, legal advice, and ad-
vertising. All members receive a coupon 
book containing about $5,000 in real 
discounts. 

If you would like information about 
membership and the benefits associated 
with becoming a part of MIADA, please 
don’t hesitate to give us a call. 

The new year is here, and I don’t know about you, but this 
past year flew by and I believe that’s a good thing. I hope 
your holidays were safe, relaxing and memorable. As we look 
at the year ahead, I hope that you are feeling a sense of opti-
mism and excitement. We’re grateful for your support in 2017 
and look forward to more adventures in 2018 and beyond.

We all have goals: sell more cars, increase average gross per 
unit, upgrade your dealership, add profits through service 
agreements and gap insurance or joining a Twenty Group? 

The MIADA is here as a resource to help you meet those 
goals. So, let’ have a successful new year!

AUTO DEALERS INSURANCE
SERVING MIADA SINCE 1989  •  DEPENDABLE SERVICE  •  COMPETITIVE RATES

Truth & Lending E&O Coverage & Title E&O Coverage
False Pretense • Worker’s Compensation • Garage Liability
Odometer Coverage • Commercial Property • Repair Shops
Dealers Open Lot • Dealer & Title Bonds • Life & Health

CALL OUR OFFICE TO SAVE MONEY!
LEE DIXON, CIC & CHARLES GORDON

L I C E N S E D  A G E N T S

WEST INSURANCE CENTER, INC.
800-898-1030  • WestInsuranceCenter.comRELIABILITY

PRE-LICENSING CALENDAR
MIADA’S pre-license seminar is the best class available for individuals 
serious about getting into the car business.  Whether your goal is to 
become a retail broker,  operate a car lot, start a buy here-pay here 

business or want to become a wholesaler, MIADA specializes in new 
dealer start-ups, and helps guide you through the entire process of 

successfully obtaining your dealer license.

Upcoming Seminars:
Jan. 20 • Feb 24 • Mar 17 • Apr 21

8:00am to 5:00pm
To register, visit msiada.org

Seminar Location
MIADA Home Office, 1705-A Old Whitfield Road Pearl, MS 39208
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August 3-5, 2018
Beau Rivage Resort & Casino
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Stop us if this sounds like you:

“Overhead is up 40 percent this year, and now 
you’re telling me shoppers are going to buy three 
percent fewer cars in my local market next year? 
Something’s got to give here if we want to retain 
gross and have a shot at earning OEM perfor-
mance award bonuses!”

We hear you. Margin compression is challeng-
ing, especially these days. Which is why it’s crit-
ical to develop efficient advertising campaigns 
– messages that use data gleaned from billions 
of shopper behaviors in real-time and deliver 
ads that result in high-quality sales opportuni-
ties for your team    – to maintain profitability in a 
challenging market.

Here’s what you must consider about advertising 
efficiently. 

Buyers Want This to Be Easy
Mobile shoppers are far more likely to ‘click to 
call you’ from the search ad they see (and/or get 
directions to visit) if your ads address their in-
dividual desires (What’s my payment on a 2018 
truck lease? How many are in stock?) especially 
if shoppers visited your website before. You need 
to consider how your ad content will adjust to 
gain interest from the most likely shoppers, both 
the message they see and level of aggressiveness 
needed to place it above competitors. For exam-
ple, are you bidding more to deliver a specific 
new vehicle ad to the person who visited that car 
on your website last week? If you’re not, you need 

to be (The technology is called Retargeting Lists 
for Search Ads, or RLSA). Make it easy for shop-
pers, especially high-income, high-spending 
shoppers, to do business with you. Don’t limit 
your ad delivery to shoppers browsing Google 
search engine results pages.

The good news is that dealers using effective 
marketing practices online receive as much as 
four times more traffic to their online listings, 
an increase that drives a 15 percent improve-
ment to their new car turn, according to vAuto, 
a Cox Automotive brand.

Here are three tips to make sure you run efficient 
ad campaigns that bring in more high-quali-
ty prospects for a lower average cost, using the 
most compelling content.

1. Showcase your inventory.
Highlight the unique features of your inventory 
with equally unique messages delivered based 
on each shopper’s profile. Update your most 
current deals, then take advantage of intelligent 
software to match them to the right shoppers at 
scale.

2. Match and draft.
Match the advertising message (payment/ve-
hicle features/comparable offers) from TV and 
digital advertising to the message greeting shop-
pers who visit your digital showroom. Don’t 
forget to draft off Tier 1 and 2 national/regional 
event ads. Say one of your manufacturers is ag-
gressively promoting one of its compact SUV of-

fers. Ensure your ads deliver more specific con-
tent than the brand-awareness focus, and target 
net-new shoppers who are still cross-shopping 
the competition. Once you saturate local search 
demand, it’s time to use first-party shopper data 
from cross-shoppers to generate more interest 
using social networks and audience targeting.

3. Turn over hidden gems.
We get pretty obsessed with metrics, some-
times to the point of “analysis paralysis”. VDP 
views by model, however, is a report worthy of 
your attention. Having trouble selling a partic-
ular vehicle, and yet the VDP traffic volume is 
unexpectedly high? Check to make sure your 
price and pictures are sharp, then dedicate a 
realistic budget to advertising that vehicle so 
you can goose sales. Do you know which zip 
codes are generating the most sales of this ve-
hicle? How aggressively are you positioning the 
specific vehicle in these areas versus spreading 
your investment evenly across a larger geo-
graphic.

Sales may plateau or decrease, but that doesn’t 
mean you can’t grow your sales and market 
share using a more efficient digital advertising 
solution as part of your holistic media and con-
tent platforms.

Got an advertising plan for 2018, or need help 
getting started? Drop us a line or comment be-
low. We’d love to know what’s been working, 
and what the challenges are, for your dealer-
ship. n

3 Tips to Create an Efficient Advertising 
Strategy Smart Enough to Tackle 2018’s 

Challenging Marketplace
By Joe Mescher, Enterprise Media Solutions Team at Cox Automotive
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TEAM TO THE TOP 10 OF

INDEPENDENT WHOLESALERS*

ALAN HILLEL  |  ALANS AUTOS LLC  |  NORTHEAST REGION

*This testimonial was received via interview, audio and/or video submission. This testimonial is based on this dealer’s individual experiences, reflecting real life experiences 
of a NextGear Capital dealer. NextGear Capital does not claim they are typical results that dealers generally will achieve. This dealer’s experiences may not be indicative of 
future performance or success of any other dealers. Some of the testimonial has been shortened so the whole message is not displayed due to length and/or relevance. 

NextGear Capital took my business to another level. I met with my account executive to formulate a plan, helping us 
become one of the top 10 independent wholesalers in the country. NextGear Capital allows me to go in and out of the 
process, turn money fast and buy more cars. They have our back. ALAN HILLEL  |  ALANS AUTOS LLC

Smart. Simple. Fast. | Learn how Alan gets MORE at nextgearcapital.com

M RE37%
GROWTH
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I’ve been struck by three trends in the 
current used vehicle market.

First, late-model (three years and younger) 
vehicles account for almost 60 percent 
of retail sales, a fact affirmed in the latest 
Used Car Market Report from Edmunds. 
You can trace this development to the rise 
of off-lease supply, which many analysts 
expect to continue, albeit at a slower clip 
than recent years.

Second, the prevalence of late-model 
inventory is a bit tricky. Lower-mileage, 
near-new used vehicles are facing 
competition with heavily incentivized new 
vehicles. As a result, the near-new vehicles 
aren’t selling nearly as fast as similarly 
aged units with higher miles (e.g., > 50,000 
miles).

The Edmunds report affirms this trend, 
too. It notes, “high levels of lease returns 
coupled with increasingly stringent mileage 
limits will feed an expanding pool of low-
mileage used vehicle inventories that have 
proven to have a limited buying audience.”

Third, there’s strong demand and interest 
for older, higher-mileage vehicles, but they 
aren’t nearly as plentiful as the later model 
year inventory. The consumer demand 
for these vehicles isn’t surprising. There’s 
always strong demand for cheap, reliable 
transportation. Indeed, Edmunds notes 
that these vehicles are turning faster than 
most other used vehicle inventory.

In many ways, these trends force dealers 
to work around and through what might 
be described as a “donut hole” in today’s 
market. Here are three recommendations 
I’ve been sharing to help dealers to address 
these market conditions:

• Re-assess your inventory strategy. 
The best Velocity dealers have been 
evaluating whether their inventory 
allocations for vehicle types (e.g., 
compact cars, mid-size SUVs, trucks, 
etc.) and cost segments (e.g., <$5,000, 
$5,000-$10,000, $10,000-$15,000, 
etc.) are truly correct and sufficiently 
precise for the current market. In some 
cases, dealers realize they’ve effectively 
given up on lower-cost vehicles (and 
their buyers) as they’ve placed a 
greater priority on higher-cost, late-
model inventory. Inevitably, as dealers 
examine their allocations they find 
corrective opportunities to right-
size segments they’ve overlooked, 
overstocked and understocked.

• Examine your inventory age/days 
to sale by segment. This analysis 
can affirm and illuminate inventory 
strategy assessment take-aways. 
Which vehicle segments are moving 
faster or slower than they used to and 
why? How do the Market Days Supply 
and Price to Market metrics compare 
to those of your fastest sellers? 
Dealers who conduct this analysis 
often find one of two factors (and 
sometimes both) account for slower-
movers—either the vehicle itself, or 

its merchandising/pricing, isn’t “right” 
for the market. Both suggest process 
change opportunities. Dealers who 
apply these lessons learned are more 
likely to achieve the goal of retailing 
at least 55 percent of your inventory in 
less than 30 days.

• Address Cost to Market creep. 
I written before about the rise of 
inventory-level Cost to Market metrics 
climbing close to 90 percent, leaving 
only a maximum 10 percent spread for 
front-end gross profit. Dealers often 
know they should strive to maintain 
an inventory level Cost to Market ratio 
of 85 percent, but the creep occurs 
nonetheless. It’s true that the prevalence 
of near-new inventory contributes to 
the Cost to Market increase. But it’s 
also true that these vehicles are the easy 
pickings and perhaps reflect a lack of 
desire, discipline or interest in finding 
vehicles with more favorable Cost to 
Market ratios. I also recommend that 
dealers revisit their reconditioning 
costs, particularly those associated 
with outside vendors, to find additional 
savings to help reduce Cost to Market 
ratios.

The good news is that most forecasts call for 
a relatively robust used vehicle market in 
the months ahead—a suitable environment 
to make the inventory management 
adjustments that help you work more 
effectively around and through the donut 
hole in used vehicles. n

3 Ways to Work 
Around and 
Through the 
Used Vehicle 
Donut Hole
By Dale Pollak
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U.S.-based automobile dealers are optimistic 
about the first quarter of 2018. They say in-
ventory concerns from earlier this year have 
mostly subsided, according to insights found 
in the Cox Automotive Dealer Sentiment Index 
(CADSI) for the fourth quarter. 

Released today, the report showed that despite 
a healthy sales environment during the survey 
period, both franchised and independent deal-
ers continue to feel pressure to lower prices, ex-
perience high costs of running their business, 
and report weak customer traffic.

“Although price pressures and costs are work-
ing against them, we continue to be encouraged 
by the fact that dealers are optimistic about 
market prospects,” said Cox Automotive Chief 
Economist Jonathan Smoke. “U.S. auto dealers 
are expecting a strong market in the first quar-
ter of 2018.”

The quarterly Cox Automotive survey indi-
cates that current dealer sentiment remained 
similar to the view of the market three months 
ago. The current market Index moved up a sin-
gle point to 46 from the third-quarter reading 
of 45. Responses in the survey are used to cal-
culate an index, by which any number over 50 
indicates that more dealers view conditions as 
strong rather than weak.

“On the surface, it would appear that not much 
has changed for dealers over the last 90 days,” 
Smoke said. “But when you consider that last 
quarter’s survey occurred in early August be-
fore the market saw back-to-back months of 
the best new-vehicle sales of the year, it makes 
sense that the biggest changes in dealer atti-
tudes came from franchised dealers and their 

views of new-vehicle sales and new-vehicle in-
ventory.”

The view of the current market skews more 
positive for franchised dealers, with an index 
score of 54. Independent dealers were more 
negative about current conditions, scoring 43 
on the index.

U.S. automobile dealers overall, however, were 
more positive about the next three months, 
with the index for the first quarter of 2018 sit-
ting at 53. This is an indicator that more deal-
ers expect conditions to be strong in the future 
compared to those who think conditions will 
be weak. Franchises were most positive, scor-
ing 57. Independents scored 52.

Franchised dealers in the South are the most 
optimistic about the next quarter, while fran-
chises in the West and Northeast saw declines 
in optimism. The drivers behind the regional 
variation causing the South to stand out so 
positively are unclear. Possible factors include 
weather, the uptick in sales following the hur-
ricanes in Texas and Florida, and even the re-
gional impacts expected from the proposed 
GOP tax policy.

“Dealer optimism is a leading indicator of like-
ly continued strength in sales, so pay attention 
to new vehicle sales in the South as we start the 
New Year,” Smoke noted.

According to Cox’s sentiment report, total 
price pressure on dealers grew, driven by inde-
pendents with an index score of 67, up from 62 
in the third quarter of 2017. Franchise dealers 
were flat at 67.

“Independents are having to deal with the 
scarcity of five- to eight-year-old vehicles by 
shifting to what’s most available: less than 
four-year-old vehicles,” said Smoke. “By shift-
ing to newer vehicles, they are paying higher 
prices yet they are also continuing to serve a 
value-seeking consumer who is more likely to 
have credit challenges. That translates into re-
lentless pressure on price.”

In line with the improving new-vehicle sales in-
dex, the new-vehicle inventory index declined 
significantly since the third quarter. It fell from 
67 to 62. Having “too much retail inventory” 
also significantly declined as a factor holding 
back business among franchise dealers from 
the third quarter to the fourth quarter.

The used-vehicle inventory index remained 
stable relative to the previous quarter, and few-
er independents reported “limited inventory” 
as a factor holding back their business relative 
to the previous quarter.

“Inventory can be a positive or a negative factor 
for market conditions,” Smoke said, “but deal-
ers seem to be successfully navigating shifts in 
new- and used-vehicle supply.”

Data for the fourth quarter Cox Automotive 
Dealer Sentiment Index is based on responses 
from 919 dealers gathered via online surveys 
between Oct. 25 and Nov. 2. Their responses 
were weighted by dealership type and volume 
of sales to be representative of the national 
dealer population. n

Cox Automotive: 
Dealers Optimistic 
About Q1 2018
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Achieving vehicle sales and service goals 
is becoming increasingly difficult. Your 
current customers may be looking at other 
options, while those that you’re trying 
to win over are targeted by all of your 
competitors.

New strategic marketing initiatives are 
needed to succeed in today’s competitive 
environment. That’s where geofencing can 
help boost your sales floor and service lane 
traffic and sales.

What is geofencing?
Geo-fencing uses smartphone cellular data, 
GPS, and radio-frequency identification 

(RFID) technology to define geographic 
boundaries.

In other words, these technologies can 
recognize where a phone is located, and 
when the phone enters the defined area.

For example, we often see GPS phone 
tracking used on TV crime serial shows. 
With it, triggers are set up that alert an 
administrator when a smartphone enters or 
exits a defined boundary.

Geo-fence boundaries can be active or 
passive. Active geofences require the owner 
of a smartphone to opt in to location 

services, and have a mobile app open. 
Passive geofences are always on, and rely 
on Wi-Fi or cellular data instead of GPS 
or RFID, working in the background on a 
mobile device.

Marketing applications
Brands and business of all types can text an 
opt-in prospect or customer an offer when 
that individual’s smartphone enters or exits 
a defined geographic location.

An example of this is a convenience store 
texting food and beer offers to a boater’s 
smartphone when that person enters a 
geofenced boat-launch area. Similarly, a 

How to Leverage Geofencing
to Boost Conquest Sales

Geofencing is a tool that’s here now, and it’s time to
make it part of your dealership’s marketing and sales strategy

By Steve Stepanek
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Digital Auctions 

Specialty Auctions 

Salvage Auctions 
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Reconditioning 
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Thursdays    9:00AM CT 
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7510 US Hwy 49 N 

Hattiesburg, MS 39402 

601.268.7550 

Manheim.com            866.Manheim 

manufacturer of breakfast cereal could text 
a coupon code to grocery shoppers entering 
or exiting a geofenced supermarket.

Conquest and retention applications
As an automotive dealer, you can use 
geofencing to build business in a number 
of ways.

First, you can use geo-fencing to identify 
competitive dealership locations, and text 
new or used vehicle offers to customers 
shopping there when they enter the vicinity 
of the new-vehicle showroom or used car 
sales lot. This gives you the opportunity to 
“hit customers with your best shot” before 
they pull into your competitor’s lot.

A second approach is to send service offers 
via text to your existing customers when 
they enter a competitive service provider.

Finally, you can geo-fence business 
locations that compliment your dealership’s 
business. For example: gas stations, car 
washes, auto parts stores, and other high-
traffic retail locations, like big-box stores. 
This will extend the reach of your retail 
marketing.

Play offense and defense
What does all of this mean for you as a 
dealer? It means you need to be prepared to 
play both geofencing offense and defense.

Your offensive playbook should include 
optimized conquest offers to counter the 
strengths and leverage the weaknesses of 
each competitive dealer in your area.

Additionally, you should consider inbound 
and outbound new and used sales, service, 
and parts offers triggered by your own 
geofence around your dealership. Think 
of these offers as an extension of “nobody 
walks.”

It’s important to remember that you can’t 
take down a geofence your competitor 
has set around your dealership, but your 

defensive play should include a deep 
understanding of your competitors and 
their current offers. With this knowledge, 
you can develop your own set of 
countermeasures to remain competitive.

You’ll also want to develop special offers to 
your dealership’s inbound customers (those 
who cross your geofence).

Geofencing is no longer a 
marketing tool of the future. 

It’s here now, and it’s time 
to make it part of your 

dealership’s marketing and 
sales strategy.

The more quickly you familiarize yourself 
with its capabilities, including how it can 
help and hurt your dealership, the sooner 
you’ll be increasing your conquest sales and 
separating your dealership from the pack. n

Steve Stepanek is a strategist at Latcha + 
Associates in Farmington Hills, Michigan. 
He has built meaning and business behind 
some of the world’s best-known brands, 
including Ford, H.J. Heinz, Marlboro, GM, 
and Goodyear, and served in senior strategy 
and executive management positions at 
JWT, Ogilvy, Leo Burnett, and BBDO. His 
client-side experience includes leadership 
positions at Audi of America and Acxiom 
Corporation.
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As more and more sexual harassment 
complaints surface across the country, it 
may be time to check the policy in your 
dealership’s employee manual.

For a long period of time, the car business 
was a bit of an “all-man’s-land,” with only 
a few women employed at dealerships. 
Things are changing fast now, and the 
culture change may come as a shock to 
some in your dealership departments.

As an owner or manager, it is incumbent on 
you to take responsibility for updating both 
the dealership culture and the employee 
manual.

Make it absolutely clear that 
sexual harassment of any kind 

will not be tolerated. That 
means you must lay down the 
law and be deadly serious, not 

wink-wink serious.

Do it because it is the right thing to do, 
and do it because lawsuits can ruin your 
business. Pretend that you are protecting 
your daughter, sister, or wife.

No person should be made to feel 
uncomfortable in the workplace, and no 
dealer should allow his or her dealership 
to be a threat to an employee. If you are 
unsure about what your policy should be, 
don’t hesitate to consult an attorney to get 
it right.

If you have employees who have engaged 
in what they feel is just “friendly banter” 
but someone has complained, this is your 
chance to avoid a future firestorm.
No matter how innocent they might think 
jokes or comments might be, if they are 

Don’t Get Sued—Stop Sexual Harassment in 
Your Dealership Now
Also: Upcoming Women in Automotive Conferences
By Brett Stevenson

remotely sexual, tell them to knock it off 
right now. They are wrong.

Sexual jokes and innuendo, as well as 
comments about sex or another person’s 
body, can make an employee uncomfortable. 
In addition, your workplace is the wrong 
place for employees to pick up dates, or 
even just flirt.

If you have ever found yourself saying, “Aw, 
he doesn’t mean anything by it,” you’re in 
for a future legal problem. Stop any and all 
of it right now.

Upcoming Women in Automotive 
Conferences
If you want to find out more, and didn’t 
make it to the Women in Automotive 
Conference in Palm Springs this month, 
be sure and sign up for the next one, held 
on June 24–26, 2018, in Orlando, Florida, 
and co-sponsored by Dealer Marketing 
Magazine. Go to WomenInAutomotive.
com and click on “Conferences” for more 
details, or call WIA at (407) 412-9988. n

Discounts available.
The most effective way to reach 
automobile dealers in Mississippi
is by targeting your ad dollars 
with Mississippi Dealer. 

Email: info@professionalmojo.com
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How do you sell the truly undesirable, 
unsellable car? Take, for example, a 
23-year-old Plymouth minivan that is 
missing both rear seats and has more 
than 219,000 miles on it. Who would pay 
money for that? You may be surprised. 
A lot of people are on the lookout for 
vehicles shunned by the masses. To find 
those buyers, here are a few key rules: 

Start Your Ad with the 
Most Popular Words 

There are plenty of folks with a large family, 
or a need to haul stuff in an enclosed 
space, who just type in the word “minivan” 
on Craigslist or Facebook Marketplace. 
Keyword-search terms are not just limited 
to model segments, of course. And it’s 
important to remember that lesser-known 
vehicles could have siblings with more 
name recognition. In these cases, adding a 
backslash in the listing’s title can go a long 
way. For instance: “Chrysler Minivan/
Caravan/Grand Voyager SE/1 Owner/
Cold Air.” The Plymouth Voyager hasn’t 
been around since back in 2000, but 
the Dodge Caravan is still out there as a 
Grand Caravan. For every Isuzu Ascender 
that got stuck in SUV anonymity, there 
is a near clone Chevrolet TrailBlazer that 
sold in the millions.  So if you have that 
association, use it. 

Take Too Many Pictures—
Especially of the Faults 

Want to do better than the other sellers 
out there? Show you have nothing to hide 
by being honest about the vehicle’s flaws. 
Take about 40 pictures, starting with the 
front of the vehicle, and then do a full 
walkaround from beginning to end. If 
someone wants a Carfax or more photos, 
hand them over. Buyers love it when you 
eliminate uncertainty and give them full 
disclosure. 

Cleanliness Is Next to Godliness
in Used Cars

Before you shoot pictures, give the car a 
good cleaning. Cars priced in the $10,000 
range should come standard with a detail 
job. Most shoppers will shop first with 
their eyes before seeing it in person. So if 
what you’re selling is pretty, make it shine 
and stand out. 

But what about a $1500 car? Take that 
scroungy mutt through a $6 carwash 
and bring some cleaning supplies so that 
your rolling relic can bring its best tires 
forward. Speaking of which, it’s always 
smart to take care of the little things on 
an older used car that help you make 
the first impression online. Clouded or 
cracked headlights should be repaired 
or replaced. Most are cheap on older, 
nonluxury vehicles, and they’re easy to 
install. Same for the floor mats. To replace 
both on most older cars typically comes 
out to less than $100. For small blemishes 
that don’t pierce the paint, I have used a 
Magic Eraser and soapy water and found 
they can do absolute wonders. (If you are 
worried about the possibility of damaging 
the finish, test first in an inconspicuous 
place like under the hood or trunklid.) 
You don’t have to go nuts, but do invest in 
those little things. 

They Are Buying the Car, 
Not Your Politics 

Do you use the rear of your car as a 
rolling billboard? Bumper stickers should 
never “coexist” with the car you’re selling. 
Anything that’s too personal, humorous, 
or political needs to go if you want a good 
price and a quick sale. 

Old Records and Documents 
Are Highly Desirable 

Give someone a nice folder filled with 
maintenance records, and that car will 
spin out of your driveway faster than a 
Stevie Ray Vaughan blues lick. Don’t be 

afraid to call back places that did services if 
you need new printouts. Nothing inspires 
confidence like a fistful of repair records. 

Problem Tell and Problem Solve 
No 23-year-old vehicle is going to be 
perfect. Hell, it’s lucky that it hasn’t 
already been recycled into a small army 
of washing machines. When it comes to 
old cars, telling folks about problems and 
offering reasonable solutions is a fantastic 
one-two punch.

Even Plymouth Grand Voyagers
Have Buyers

That Plymouth minivan mentioned 
earlier? It sold to a retired airline pilot, one 
of three callers who expressed immediate 
interest. This was the ad’s description: 
“This 1994 Plymouth Grand Voyager 
SE has spent its entire life in the metro 
Atlanta area and had only one owner 
since new. It has been given several new 
parts including: * Alternator * Battery  * 
Oil Change The air conditioning is cold, 
there is no check engine light on, and the 
vehicle even has the original wheel covers 
that came with the vehicle. The two rear 
seats are missing. But if you really do want 
that, you can typically find them for $50 
or less at any junkyard. Carfax available 
upon request. I can be reached at (phone 
number here).”

The buyer wanted an Iacocca-era minivan, 
similar to one he had owned way back 
when—and one that could be restored 
in that cheap, beater kind of way. For 
$1000 and a firm handshake, the deal 
was quickly done. “Unsellable” cars are 
always a challenge. But if you’re up to it 
and realistic about the price, both you and 
your former daily driver can wind up with 
the right results. n

Steven Lang has been an auto auctioneer, 
car dealer, and part owner of an auto 
auction for nearly two decades.

Selling an Unsellable Car? Here’s How
By Steve Lang

|marketing
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How many dealers figured they’d make up 
for ever-smaller margins in new and used 
vehicles by selling more cars in 2017?

If you asked the question in a room full 
of dealers, I suspect most, if not all, hands 
would be in the air.

“You make up your gross in volume” is the 
age-old rule of thumb in the car business.

But what if the thumb is broken, and the 
rule doesn’t fit anymore?

That’s the situation in today’s retail 
automotive market.

Through June of this year, the National 
Automobile Dealers Association (NADA) 
reports that dealers are seeing declines in 
two important places—on the gross and 
net profits they realize when they retail 
new and used vehicles, and in the overall 
number of vehicles they actually retail.

GROSS/NET PROFITS: NADA reports 
that gross profit as a percentage of new 
vehicle selling prices dropped below 6 
percent, to 5.9 percent, in the first half of 
2017 compared to the same period in 2016. 
In used vehicles, the gross as a percentage 
of the sales price dropped to 12 percent.

Meanwhile, the net profit per new vehicle 
retailed fell 74 percent to -$396, and the 
net profit for each used vehicle retailed fell 
nearly 50 percent to $112.

RETAIL SALES: In the first half of 2017, 
dealers averaged 449 new vehicle retail 
sales, up just two vehicles from the same 
period a year ago. In used vehicles, dealers 
saw a slight drop, as they averaged 358 retail 
sales, down from 362 a year ago.

These dealership data points suggest that 
dealers who believe they can retail their way 

to improved profits are probably kidding 
themselves in the current market. If the 
strategy worked, shouldn’t we see decidedly 
different numbers from NADA?

To me, the data amounts to a call to 
action. Dealers need a better way forward 
that doesn’t rely simply on selling more 
cars to make more money. Similarly, I 
don’t think cutting expenses will provide 
dealers sufficient relief from the combined 
pressures of margin compression and a 
softer sales environment.

I believe the best way forward rests with 
increased operational efficiencies. Dealers 
simply have to find a way to sell and 
service customers with greater efficiency 
and lower costs.

The good news here is that most dealers 
have three areas of long-standing 
inefficiency that, if addressed, can 
help them achieve the higher levels of 
operational efficiency, productivity and 
profitability they need to thrive in the 
years ahead:

HUMAN CAPITAL: Dealers continue to 
suffer from an average annual turn-over of 
67 percent in sales, and 40 percent across 
their operations. These figures suggest a 
high level of dissatisfaction. You can only 
wonder how many deals are lost or bad 
decisions made, on any given day, because 
the hearts and minds of dealership 
employees aren’t in the game. Dealers 
who have tackled this inefficiency have 
formalized their hiring processes around 
key personality traits and cultural fits, and 
moved away from the traditional practices 
of commission-based pay and uncertain 
work hours.

INVENTORY: I see signs of inventory 
inefficiency every day. If I had to 
summarize the problem, I think it’s fair 

to say that up to a third of dealers’ 
new and used vehicle inventories is 
effectively dead capital. These are 
over-age vehicles that haven’t sold, 
and they’re preventing dealers from 
reinvesting the capital in more profit-
productive units. Of course, there are 
a multitude of reasons behind such 
inventory inefficiencies but they all 
point to the same underlying need for 
more investment-minded inventory 
decisions. In both new and used 
vehicles, dealers need to do a better 
job of assessing each vehicle’s retail 
prospects before they own it, and then 
working more diligently to retail every 
unit more quickly before its ROI, and 
front-end gross, effectively disappear.

TECHNOLOGY:  Dealers have invested 
sizable sums in technologies that should 
help their sales associates and service 
technicians work more productively 
and profitably. Yet, sales associates 
still average about 10 retail sales per 
month, and technicians about 40 
hours per week—averages that haven’t 
changed in nearly 40 years. The 
statistics suggests to me that solutions 
providers can and should do a better 
job of helping dealers achieve greater 
utilization of their tools, which would 
help dealers realize the promise of 
increased efficiency and profitability 
the technology and tools are intended to 
produce.

These three areas of opportunity don’t 
represent an end-all, be-all list. But they 
do offer starting points for dealers to 
push back against margin compression 
and a softer market, and gain back some 
of the profitability that seems to dissipate 
with each passing year. n

3 Must-Dos To Combat Dealer Margin 
Declines
By Dale Pollak, Founder of vAuto

finance |
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Tuesday
Adesa Memphis
5400 Getwell Rd., Memphis, TN 38118
901-365-6300
9:00am Dealer Sale
adesa.com

Dealer Auto Auction (Huntsville)
26125 US Hwy. 72, Athens, AL 35613
256-232-0201
9:00am Dealer Sale
dealersauto.com

Rea Brothers’ Mid-South Auto Auction
1657 Old Whitfield Rd., Pearl, MS 39208
601-956-2700
9:30am Dealer Sale
rbmsa.con

Louisiana’s 1st Choice Auto Auction
18310 Woodscale Rd.
Hammond, LA 70401
985-345-3302
8:30am Dealer Sale
lafcaa.com

Shoals-North Alabama Auto Auction
651 Fairground Road
Muscle Shoals, AL 35661
256-381-2745
6:00pm Dealer Sales
northalabamaautoauction.com

Wednesday
Long Beach Auto Auction
8494 County Farm Road
Long Beach, MS 39560
228-452-2030
1:30pm Dealer Sale
lbaa.com

Tupelo Auto Auction
717 Westmoreland Dr.,Tupelo, MS 38801
662-841-0622
5:00pm Dealer Sale
tupeloautoauction.com

Manheim New Orleans
61077 St Tammany, Slidell, LA 70460
985-643-2061
9:00am Dealer Sale
manheim.com

Thursday
Adesa Little Rock 
8700 Highway 70, North Little Rock, AR 72117 
501-945-2444 
9:00am Dealer Sale 
adesa.com

Manheim Mississippi
7510 US Highway 49
Hattiesburg, MS 39402
601-269-7550
9:00am Dealer Sale
manheim.com

Dixie Auto Auction
15673 Highway 8 West
Grenada, MS 38901
662-226-5637
6:30pm Dealer Sale
dixieautoauction.com

Dealers Auto Auction (Memphis)
2560 Rental Road
Memphis, TN 38118
901-480-4250
9:00am Dealer Sale
dealersauto.com

Insurance Auto Auction
100 Beasley Road, Jackson, MS 39206
601-956-2787
9:00am Dealer Sale
iaai.com

ABC Baton Rouge
3960 Blount Rd., Baton Rouge, LA 70807
225-778-3737
9:00am Dealer Sale
auctionbroadcasting.com

Dealers Auto Auction (Mobile)
3030 McVay Drive
North Mobile, AL 366606
251-338-7653
9:30am Dealer Sale
dealersauto.com

Friday
Oak View Auto Auction
13451 Florida Blvd.
Baton Rouge, LA 70815
225-272-5139
10:00am Dealer Sale
oakviewautoauction.com

Jackson Madison County Auto Auction
38 Graves Loop Rd
Medina, TN 38355
877-554-4500
9:30am Dealer Sale
jacksontennesseeautoauction.com

| auction directory

BE IN THE 
SPOTLIGHT
MIADA is looking 
for YOUR content. 
If you can write on topics that
we feature in MIADA publica-

tions, we'll showcase your exper-
tise by publishing your material!

We are inviting all associate 
members to submit their content 
to be shared in our magazine 
and e-news publications. We 
want to feature your NEW prod-
ucts and services, we want to 
announce your exciting internal 
promotions and of course your 
company success stories! This 
is a fantastic way to increase 
brand awareness and credibility 
for your company within a high-
ly targeted market of indepen-
dent auto dealers.

Email us at
service@professionalmojo.com 

for questions, comments
or to submit your material

for consideration. 
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“If you tell me your name and date of birth, 
that’s all I need to steal your identity,” said 
Frank Abagnale in the book Catch Me If 
You Can.

Although you might have rooted for 
Leonardo DiCaprio’s scrappy rendition 
of Abagnale in the movie version, the last 
thing any dealer or F&I manager wants to 
face is identity fraud.

Getting caught in an identity scam can 
cost hundreds of thousands of dollars in 
lost inventory costs, plus legal fees and jail 
time if the dealership did not conduct due 
diligence.

So, what can a good F&I manager do? How 
can you be sure of a person’s identity when 
he or she is sitting in front of you?

Protecting nonpublic information
Dealerships are required to secure and 
protect all nonpublic information, 

including insurance cards, driver’s licenses, 
Social Security numbers, and information 
from credit checks. The fine for personal 
information remaining in public view is 
$40,000 per piece of information per day.

When a salesperson throws a copy of 
a driver’s license in the trash or leaves 
an insurance card copy out on a desk, it 
could cost the dealership $80,000. Costs 
rise exponentially when more than one 
salesperson does the same thing on 
multiple days.

Dealers have done a decent job of making 
sure F&I managers lock their offices, store 
deal jackets in locked file cabinets, and 
use auto-lock on computers when people 
step away from their desks. It’s equally 
important, however, to train sales staff on 
keeping information private.

Train salespeople how to deal with private 
information—how to take, copy, store, and 

lock it. Reinforce the importance of not 
leaving confidential information on desks, 
copiers, or in trash cans; implement daily 
checks to ensure compliance; and address 
problems before they become issues.

Because of people like Frank Abagnale, 
dealerships are required to have processes 
to prevent fraud, and keep specially 
designated people from accessing U.S. 
financial systems.

Two specific processes with significant 
repercussions for noncompliance include 
the Red Flags Rule and the Office of Foreign 
Asset Control.

Red Flags Rule
Under the Red Flags Rule, created by 
the Federal Trade Commission (FTC), 
dealerships must have an identity theft 
prevention process (ITPP) in place. 
Noncompliance penalties are $3,500 per 
violation, plus injunctions.

To Catch a Thief: Detect Fraud With the
Red Flags Rule and OFAC

“If you tell me your name and date of birth, that’s all I need to steal your 
identity” —Frank Abagnale, Catch Me If You Can

By John Stephens
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TO CATCH A THIEF

There are four elements of a good ITPP:
1. Identify Red Flags. This is most often 

done using software for credit reports 
and submitting loan applications to 
lenders. The software may notify you 
of an invalid driver’s license number 
or wrong address; however, your team 
should also look for behavioral Red 
Flags. Is the customer anxious, in a 
hurry, or trying to use large amounts 
of cash? Paying attention to both 
behavior and the credit report will help 
your team move on to the next ITPP 
step.

2. Evaluate Red Flags. Not everyone 
updates their driver’s license after 
every move, or changes from a maiden 
name to a married name immediately. 
When those Red Flags appear, your 
team should try to clear them, asking 
for further proof of identification, 
such as a phone or electricity bill, or a 
marriage certificate. If a customer tries 
to rush past these stipulations, there is 
cause for concern.

3. Respond to Red Flags. If an F&I 
manager can’t clear Red Flags, the best 
action is to involve the F&I director or 
general manager. Upper management 
can notify the proper authorities, 
explain that the dealership simply 
cannot make the deal work, or politely 
ask the customer to leave.

4. Update the process. All compliance 
processes should be regularly updated, 
and Red Flags compliance is no 
different. New ways to commit identity 
fraud continually emerge. Dealers 
must be prepared to identify, evaluate, 
and respond to changes, and regularly 
discuss fraud they have detected.

Office of Foreign Asset Control
The U.S. Patriot Act created the Office of 
Foreign Asset Control (OFAC), which 
gave OFAC jurisdiction over dealerships, 
requiring them to check customers against 
a Specially Designated Nationals (SDN) list.

Failing to comply with OFAC can result 
in 30 years in prison, a $10 million fine 
for corporations, and a $5 million fine for 
individuals.

By checking this list, businesses help keep 
certain individuals, foreign governments, 
financial institutions, and organizations from 
accessing U.S. financial systems or benefiting 
from services involving U.S. markets.

The process is essentially the same as with 
Red Flags. If a name is flagged, your team 
should verify the identity of the person in 
front of them.

For example, John Smith is one of the most 
common names in the U.S. Is the John 
Smith in front of you the same as the one 
on the list? Do they have a different middle 
name or suffix? Are they local, or did they 
just move to the area? Delving deeper 
could clear a customer from the SDNL, or 
validate that you have a specially designated 
individual in the dealership.

Let’s say you have a customer with several 
Red Flags whose name is flagged in the 
SDNL. What do you do?

Upper management can help by contacting 
the OFAC hotline, and may be asked if it’s 
comfortable keeping the individual in the 
dealership until authorities arrive. If not, 
notifying the hotline and providing the 
individual’s current location fulfills the 
dealership’s obligations.

The dealership’s process for 
handling SDNL compliance 
should be updated regularly 

to protect the dealership from 
criminal activity.

Compliance processes aren’t designed to 
make life more difficult. They are meant 
to protect against fraud. By regularly 
updating your processes and reinforcing 
them through training, your team will be 
better able to protect your dealership while 
effectively processing legitimate deals.

These processes will become second 
nature, reducing business disruption while 
enhancing your dealership’s ability to detect 
fraud. n

As executive vice president of dealer services 
at EFG Companies, John Stephens directs 
the company’s direct sales and service 
channel, providing EFG’s solutions and 
engagement to auto dealers. John acts as an 
extension of his clients’ management teams, 
and is responsible for leading EFG account 
service professionals in optimizing the 
profitability of EFG’s direct dealer partners, 
and supporting the use of EFG products and 
services.
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legal news |

The CARLAWYER©

By Thomas B. Hudson and Nicole F. Munro

Turkey month proved more than usually 
eventful for the auto sales, financing and 
leasing world.  This month, we report on 
activities of President Trump, the Senate, 
the Federal Reserve Board, the Federal 
Trade Commission, and the Consumer Fi-
nancial Protection Bureau.  As usual, this 
month’s article features our “Case of the 
Month.” 

Why do we include items from other 
states? We want to show you legal devel-
opments 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 oth-
er states, those claims might soon appear 
in your state.  

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

This Month’s CARLAWYER© 

Compliance Tip

Take a gander at the “Case of the Month,” 
below.  In that case, a dealer successfully 
defended a claim by a buyer that the ve-
hicle the buyer bought on an “as-is” basis 
came with an implied warranty.  Dealers 
in most states can “disclaim” such warran-
ties, as this dealer did, by using certain dis-
claimer terms in the sale documents.  The 
law requires, though, that the disclaimer 
language be “conspicuous.”  Take a look at 
your sale documents’ disclaimer language.  
Does it jump off the page at you?  If not, 
maybe it’s time for a rewrite.

Federal Developments

Axing the CFPB’s Arbitration Rule.  On 
November 1, President Trump signed a 
joint resolution nullifying the CFPB’s ar-
bitration rule, which limited the effective-
ness of mandatory arbitration clauses in 
consumer financial contracts by banning 
class action waivers.  A week prior, the 

Senate voted 51-50 to pass the resolution, 
with the vice president breaking the tie.

Dealers Behaving Badly.  On November 6, 
the FTC obtained a proposed court order 
settling allegations that a group of South-
ern California dealerships violated a 2014 
administrative order prohibiting them 
from misrepresenting the cost and terms 
of vehicle financing and leasing in their 
ads.  The current proposed order addresses 
similar advertising misrepresentations, in 
violation of the Truth in Lending Act and 
the Consumer Leasing Act.  The order also 
provides for a $1.4 million civil penalty.

Upping the Ante.  On November 8, the 
CFPB and the FRB announced that they 
are increasing the dollar thresholds in 
Regulations Z (Truth in Lending) and M 
(Consumer Leasing) for covered consumer 
credit and lease transactions.  The thresh-
olds for TILA and the CLA must be adjust-
ed annually based on the increase in the 
consumer price index.  Based on the annu-
al percentage increase in the CPI as of June 
1, 2017, TILA and CLA protections gener-
ally will apply to consumer purpose credit 
transactions and consumer purpose leases 
of $55,800 or less in 2018 - an increase of 
$1,200 from 2017.  However, private ed-
ucation loans and loans secured by real 
property (such as mortgages) are subject to 
TILA regardless of the loan amount.

Cordray Takes His Exit.  On November 
24, Richard Cordray resigned as director of 
the CFPB and appointed his chief of staff, 
Leandra English, as deputy director.  A few 
hours later, President Trump appointed 
Mick Mulvaney, the director of the Office 
of Management and Budget, to serve as 
acting CFPB director until the Senate con-
firms a permanent director, setting up a 
conflict with Cordray's appointee.  On No-
vember 26, English sued Mulvaney and the 
president in the U.S. District Court for the 
District of Columbia, asking the court to 
restrain Mulvaney from heading the CFPB 
until a permanent director can be nomi-

nated and confirmed.  Two days later, the 
judge denied her request for a temporary 
restraining order, but has not yet issued a 
decision on the merits of her claim that she 
has the authority to serve as acting director 
of the CFPB.

Case of the Month

"As Is" Statements in Bill of Sale and Buy-
er's Guide Sufficient to Exclude Implied 
Warranty on Used Car that Became In-
operable Three Days After Purchase:  A 
woman bought a used car "as is" from a 
dealership. The car worked for only three 
days before breaking down. The dealer-
ship offered the buyer $2,000 toward an-
other car, but the buyer rejected the offer 
and sued. 

The dealer’s Bill of Sale and the Buyer's 
Guide both noted in large, capital letters 
that the sale was "as is." The trial court not-
ed that there was no warranty, but it never-
theless awarded the buyer $1,500, reasoning 
that "a car should last more than three days." 

On appeal, the dealership argued that it had 
properly disclaimed all express and implied 
warranties. The Appellate Court of Illinois 
discussed Section 2-316 of the Illinois Uni-
form Commercial Code, which allows a 
seller to exclude implied warranties from 
a contract for the sale of goods. The statute 
provides that "unless the circumstances in-
dicate otherwise, all implied warranties are 
excluded by expressions like 'as is', 'with all 
faults' or other language which in common 
understanding calls the buyer's attention to 
the exclusion of warranties and makes plain 
that there is no implied warranty." 

The appellate court also discussed Section 
2-608 of the Illinois UCC, which provides 
the circumstances in which a buyer may 
revoke acceptance of a purchased good. 
The appellate court reasoned that the buyer 
had "no claim for revocation of acceptance 
based on a 'nonconformity' that substantial-
ly impaired the value of the vehicle … where 
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The CARLAWYER©

[the dealership] effectively disclaimed any 
implied warranties and sold a used car … 
'as is' because the condition of the vehicle - a 
used vehicle in 'as is' condition - did, in fact, 
conform with the parties' agreement." 

The appellate court concluded that using 
the term "as is" was sufficient for the deal-
ership to disclaim the implied warranty of 
merchantability under Section 2-316 and 
that the buyer had no claim for revocation 
of acceptance under Section 2-608. There-
fore, the appellate court reversed the trial 
court's award of $1,500 to the buyer. See 
Boyd v. Steve's Key City Auto, 2017 Ill. App. 
LEXIS 665 (Ill. App. October 26, 2017).

Practice Note:  Some states prohibit the 
disclaimer of implied warranties.  For 
those of you in Illinois, note that the Leg-
islature recently enacted a law which dis-
allows disclaimers of implied warranties 
in most used vehicles sales.  Illinois House 
Bill No. 4377 amends Illinois’ Consumer 
Fraud and Deceptive Practices Act to re-
quire generally that dealers provide a lim-
ited 15 day/500 mile warranty on the sale 
of most used vehicles.  Dealers are prohib-
ited from disclaiming the UCC warranty 
of merchantability during this limited 
warranty period.  Additionally, an agree-
ment for the sale of used vehicles subject to 
the law must include a detailed disclosure 
as set forth in the new legislation.  See 815 
ILCS 505/2L.  

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

Tom (thudson@hudco.com) is Of Counsel 
and Nikki (nmunro@hudco.com) is a Part-
ner in the law firm of Hudson Cook, LLP. 
Tom has written several books and is the 
publisher of Spot Delivery®, a monthly legal 
newsletter for auto dealers. He is the CEO 
of CounselorLibrary.com, LLC and the Edi-
tor in Chief of CARLAW®, a monthly report 
of legal developments for the auto finance 
and leasing industry. Nikki is a contribut-
ing author to the F&I Legal Desk Book and 
frequently writes for Spot Delivery. For in-
formation, visit www.counselorlibrary.com. 
© CounselorLibrary.com 2017, all rights 
reserved. Single publication rights only, to 
the Association. (12/17).  HC/4818-3568-
8536v1.

CPO Car Sales Pass 
2.4 Million Units
By Joe Overby, Senior Editor, Auto Remarketing

Certified pre-owned vehicle sales in November were steady with year-ago figures, and year-to-
date numbers remained slightly above the pace from 2016.

According to Autodata Corp., CPO sales climbed 0.1 percent year-over-year, reaching 202,824 
units for the month.

Through 11 months, there have been 2.42 million certified sales, which is 0.6 percent stronger 
than year-ago figures.

Domestics showed the most year-over-year strength in November, increasing their CPO sales 6.9 
percent to 69,786 units, Autodata said. Through 11 months, Big 3 CPO sales are up 1.1 percent at 
834,112 units sold. 

Certified sales for Asian brands dipped 2.7 percent in November, as they sold 99,261 vehicles. For 
the year, they are down 0.5 percent at 1.18 million sold.

European-brand CPO sales dipped 4 percent in November, with 33,777 CPO vehicles sold. 
Through 11 months, they are up 2.5 percent at 409,686 units sold.

Of note on the European side, Porsche had its best-ever month for certified, selling 1,749 CPO 
units in November (up 23.5 percent), according to Autodata. n

Domestics showed the most 
year-over-year strength in 

November, increasing their CPO 
sales 6.9 percent to 69,786 units,
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Advertising
AutoTrader.com
800-353-9350
Automotive Classifieds
autotrader.com

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

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

Bulk Acquisitions
Automotive Capital  
Corporation 
334-540-9267
Purchasing of Chapter 13 BK’s 
and Bulk Acquisitions
accbk.com

Car Buying Services
DealerMatch
1-800-457-4404
Networking to provide dealer 
to dealer buying & selling
dealermatch.com

Chapter 13 BK’s
Automotive Capital  
Corporation 
334-540-9267
Purchasing of Chapter 13 BK’s 
and Bulk Acquisitions
accbk.com

Compliance Solutions
Association of Finance & 
Insurance Professionals
817-428-2434
Policies & Procedures, Red 
Flag Rules
afip.com

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

CPA
Clifton Larson Allen
888-529-2648
Tax Auditing & Business  
Consulting Services
www.claconnect.com

Rodney Cummins, CPA
601-926-1432
crc@crc-cpa.com

Credit Reports
700 Credit
866-273-3848
Credit Reports
700credit.com

Equifax
770-522-5650
Credit Reports
equifax.com

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

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

Dealer MGMT  
Systems
Comsoft 
919-851-2010
Dealership Management & 
Marketing Software Solutions
com soft.com

AutoRaptor CRM
401-743-5225
Web-Based lead management 
with inventory and sales inte-
gration/Mobile Versions
autoraptor.com

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

Frazer
888-963-5369
Dealer Management Software
frazer.com

Wayne Reaves Computer 
Software
800-701-8082
Dealer Management Systems 
& Dealer Website Provider
waynereaves.com

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

Dealer Website  
Provider
Professional Mojo
866-611-2715
professionalmojo.com

Wayne Reaves Computer 
Systems
800-701-8082
Dealer Management Systems 
& Dealer Website provider
waynereaves.com

Equipment Leasing &  
Working Capital
Access Commercial Capital 
800-571-3900
Working Capital & Equipment 
Leasing
accesscapital.biz

Finance Companies
ACC – Automotive Credit 
Corporation
888-268-1400
Financing
automotivecredit.com

Ace Motor Acceptance Corp 
704-882-7100 Ext 7509
BHPH Lending / Funding for 
Contracts
acemotoracceptance.com

CMCC – Central Mississippi 
Credit Corporation
866-443-0877
Financing
coccfinancial.com

Credit Acceptance
706-231-2028
Quick Subprime Financing
creditacceptance.com

Dealer Funding, LLC
877-538-5492
Secondary Financing
dealerfundingllc.com

First Consumers Financial
225-272-9009
Auto Finance
fcfcarloan.com

Gateway One Lending
888-810-8740
Financing
gatewayonelending.com

Nationwide Acceptance 
Corporation
770-935-5626
Secondary Financing
nac-loans.com

Pivot Rock Solutions
855-789-7988
Auto Finance Company
pivotrocksolutions.com

SERVICE PROVIDER DIRECTORY
MIADA service providers are best in class. We invite you to explore  their services and please mention that you saw their 
listing in the  Mississippi Dealer magazine.
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SDS Automotive – Strategic 
Dealer Services
214-838-1212
Financing
sdealers.com

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

RouteOne, LLC
248-229-5170
Access to Finance Sources & 
Web-based credit  
applications
routeone.com

United Acceptance, Inc.
877-281-236
Acct. Purchase, Bulk  
Receivables
unitedacceptance.com

Floor Plan Companies
Ace Motor Acceptance Corp 
704-882-7100 Ext 7509
BHPH Lending / Funding for 
Contracts
acemotoracceptance.com

AFC – Automotive Finance 
Corporation
888-335-6675
Floor Planning
afcdealer.com

Automotive Capital Services
601-502-4581
Floor Planning
autocapservices.com

Carbucks
864-527-7147
Floor Planning
cbfloorplan.com
 
City Auto Finance
901-377-6868
Floor Planning
cityautofinance.com

NextGear Capital
888-969-3721
Floor Planning
nextgearcapital.com

GPS Tracking/ 
Payment Protection 
Devices
Ituran USA Inc.
954-484-3806
GPS Tracking
ituranusa.com

Passtime
877-PASSTIME
GPS Tracking
passtimeuse.com

Insurance
Absolute Surety LLC
855-689-5106
Surety Bonds
absolutesurety.com

Atwood Insurance
662-289-3325
Insurance Services
dcatwood@bellsouth.net

The Clark Group Insurance
601-213-4200
Insurance Services
theclarkgroupinsurance.com

Oseman Insurance Agency
901-562-0151
Garage Liability, Insurance 
Services
osemaninsurance.com

West Insurance Center
800-898-1030
Insurance Services
westinsurancecenter.com

Legal
Car Law
877-464-8326
Legal Update Newsletter
counselorlibrary.com

Waller & Waller 
Bob Waller 
601-354-5252 
wallerandwaller.com

Online Marketing
Autotrader.com
800-353-9350
Automotive Classifieds
autotrader.com

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

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

Usedcars.com by Dealix
877-852-7576
Automotive Classifieds
usedcars.com

Parts & Services
AutoZone
1-866-727-5317
AutoZone Sales Center
sc53@autozone.com

Natchez Salvage & Parts 
601-442-3626
Salvage & Parts
natchezsalvage.com

Printing
alphagraphics
601-933-9550
us646.alphagraphics.com

Rental Car Companies
Auto Rental Resource Center 
800-585-2772
Auto Rental
arrc.net

U Save Auto Rental of 
America
1-800-272-8728
Vehicle Rentals
usave.com

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

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

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

Interstate National Dealer 
Services
678-894-3500
Service Contracts & Warranties
inds.com

Peak Performance Team
585-257-5016
Service Contracts
peakperformanceteam.com

Social Media  
Marketing
Professional Mojo
866-611-2715
Online Marketing Mgmt.
professionalmojo.com

Texting Solutions
Textmaxx Pro
866-367-6889
Customized Texting Solutions
textmaxxpro.com

Title Services
Computerized Vehicle  
Registration
800-333-6995
Electronic Title Services 
cvrweb.com

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

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

Carfax
888-788-7715
Vehicle History
carfax.com

vPreferred Providers
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november/december new members and renewals |

MEMBERSHIP
APPLICATION

Membership dues are $295 your first year. Use your coupon book and other discounts 
and the membership pays for itself! We look forward to serving you and helping you 
grow your dealership in 2016 and beyond.

Please complete the form below and return via mail or fax to the MIADA office or sign 
up ONLINE at msiada.org!

Dealership Name  ________________________________________________

Owners _______________________________________________________

Physical Address ________________________________________________

City, State, Zip __________________________________________________
 
Mailing Address ________________________________________________

City, State, Zip __________________________________________________

Office Phone ___________________________________________________ 
  
Mobile Phone ___________________________________________________

Fax Number ___________________________________________________

Email Address __________________________________________________

Payment Method   
q Cash     q Visa     q Mastercard     q Check No. __________

Credit Card Number ________________________________  Exp.  ____________

Can associate members contact you for services?  q Yes     q No

The Association You Can Count On!

MISSISSIPPI INDEPENDENT AUTOMOBILE DEALERS ASSOCIATION 
MSIADA.ORG

1705 Old Whitfield Road, Suite A, Pearl, MS 39208
T (601) 939 - 9866  |  F (601) 939 - 9882

NEW MEMBERS
51 Autoplex
Aeromoto Automotive
B&B Auto Sales
CC’s Dependable Cars
Delta Auto Group
Desoto Wholesale
Foster’s Auto Sales
Joy Ride LLC
My First Ride LLC
Peak Performance Team
Phoenix Auto Sales LLC
Thrifty Used Cars and Tires

RENEWALS
ADESA Memphis
Aslans LLC
Country Auto LLC
EAS Finance
GWC Warranty
I Finance
Jackson-Madison County Auto Auction
KW Cook
Larry’s Auto Sales
Maverick Motors
Microbilt
Mims Cars LLC
Net Auto
Paul Auto Sales
Pull A Part of Jackson
S&N Auto Sales and Service & Repair
Shoals North Alabama Auto Auction
Team Auto Greenville
West Insurance

Discounts available.
The most effective way to reach 
automobile dealers in Mississippi
is by targeting your ad dollars 
with Mississippi Dealer. 

Email: info@professionalmojo.com
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Audience intelligence has emerged as the 
next significant trend in digital automotive 
marketing.

It offers a glimpse into the future of how we, 
as marketers and retailers, stand to reach 
and engage with automotive consumers 
on a deeper and more meaningful level. 
This segment of marketing uses artificial 
intelligence to analyze large swaths of 
behavioral and contextual signals to present 
the right offer at the right time to the right 
person.

Today, most automotive dealers know very 
little about users visiting their websites, 
and the majority of dealers display the 
same messaging to every single user who 
visits their site.  Dealers can only hope and 
guess that the offers presented on their 
home-page are relevant. However, with 
big data, machine learning, and audience 
management, dealers will be able to provide 
a more relevant user experience.

The best platform – and the way the 
industry is headed when it comes to 
technology – pinpoints specific consumer 
characteristics that are influential in the 
car buying process to optimize ad spend 
for dealers, and to make car research and 
buying easier for consumers.

Imagine concentrating your ad spend 
where it matters – on the people about 
to purchase a car in the next two weeks. 
Now imagine that you know about their 
current vehicle, the status of their loan or 
lease, what dealership they used in the past, 
what vehicle they will likely purchase, what 
features they want, and what upgrades or 
service plans they find valuable.

Even further, imagine you could customize 
your ad message at scale to these users just 
as they are making final preparations to buy. 

You’ll be in front of them across all of their 
digital activities with the right message at 
the right time. This powerful messaging 
enables you to engage with consumers 
when it comes time to purchase.

For example, you may not want to advertise 
aggressively to users who are only halfway 
through their car lease. These consumers 
are outside an immediate purchase 
window and are likely only researching 
their available car options. OEMs may 
strategically message these users to pique 
their interest and increase engagement, but 
the core messaging to this group should be 
drastically different when these consumers 
are nearing the end of their leases.

A more sophisticated example is using 
website interactions to generate a custom 
experience. Suppose a potential car buyer 

researches different sedans at your website 
but isn’t ready to buy yet. Months later, 
when they are ready to buy, consider the 
possibilities of advertising your latest 
sedans and generating a custom experience 
for the user when they revisit your website 
by displaying the exact vehicles they 
researched before, in addition to your latest 
models. 

Platforms that exist in the near future will 
tackle more complex situations and will 
ingest other signals beyond first party 
website data. They’ll be able to identify the 
perfect audience to target and the perfect 
message to use regardless of whether or 
not the potential customer is familiar with 
a specific dealer or OEM. This is a much 
more efficient pathway to purchase and 
offers exponentially better ROI than a mass 
target campaign.

The bottom line is simply this: Behind every 
website click is a person. Knowing what 
that person wants and when they want it is 
critical to delivering the best advertisement 
at the best time – and delivering that person 
to the dealership at the right time. 

This is the very real potential audience 
intelligence brings. The dealers and OEMs 
that leverage this data will be poised to 
significantly expand sales and marketing 
opportunities while creating a better car 
buying experience for consumers in the 
process.  Imagine the possibilities! n

Billy Ferriolo is Executive Vice President, 
Chief Operating Officer of AutoWeb, Inc. 
AutoWeb offers the automotive industry a 
full suite of high-quality new and used car 
leads and advertising services, including 
AutoWeb Traffic, TextShield, SaleMove, and 
Payment Pro. For more information, visit 
dealer.autobytel.com.

How Audience Intelligence Brings Mind Blowing 
Marketing to Every Dealer’s Home Page
By Billy Ferriolo

|marketing



Mississippi Independent 
Automobile Dealers Association
1705 Old Whitfield Road, Suite A
Pearl, Mississippi 39208

Stay in front of Decision Makers you need
to reach across Mississippi

•
Advertising Proven to Grow Your Business

•
6 Quality Issues Per Year

TO ADVERTISE: 
Email service@professionalmojo.com

Mississippi Dealer magazine is distributed to independent automobile dealers, associate service providers and decision makers
throughout the state of Mississippi. Space is limited and available on a first-come, first-served basis.

Reach the decision makers in 2018!
ADVERTISE WITH MIADA


