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HEATHER MORENO | LIGHTNING MOTORSPORTS | GRAND PRAIRIE, TX

NextGear Capital makes it incredibly convenient and easy to run my business. They offer unmatched technology that saves
me time when it comes to my day-to-day processes. Managing my floor plan used to be almost a full-time job, but now takes
just minutes a day to do payoffs, request titles, floor vehicles or reconcile audits. NextGear Capital lets me focus on the things
that are most important to our dealership, which is buying and selling cars. HEATHER MORENO | LIGHTNING MOTORSPORTS

Smart. Simple. Fast. | Learn how Heather gets MORE at nextgearcapital.com
*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.
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Save the Date & Join Us!

2018 MIADA Convention & Expo
August may seem like a long time away, but it’s not. As a
busy dealer, your time is precious and we want to ensure
that you pencil the 2018 MIADA Convention and Expo on
your calendar. Here are a few of the reasons why:

EDUCATION | Our industry continues to evolve rap-

EXECUTIVE DIRECTOR
Andrew Caldecott

idly, whether it be compliance and regulation, business
processes, or marketing and technology. This year’s
convention has 5 info-packed seminars dedicated to your
success, including training for the new title system, compliance, new product training and how to cash in on the
tax season. Our expert facilitators understand your time
is money and will bring you precisely what you need to
know to go back and sell more cars.

FOCUS | The 2018 MIADA Convention and Expo is
poised to be our largest and best yet. And while it is
hard to step away from your dealership for any length of time, it is very much worth it.
During these important couple of days you will be immersed in a group of people who
have fresh ideas and the “been there and done that” attitude. The convention is a great
way to seek advice and ideas, learn from others and strategically focus on the short and
long term vision for your dealership. Invest in working ON your dealership and goals,
not just IN your dealership.
NETWORKING | Your success is our goal. The convention and expo bring together
dealers, educators, vendors and sponsors who have the knowledge, tools and services
you need to take your dealership to the next level! Come prepared to have a great time,
ask questions and find the solutions you need for your business.
Finally, it’s a great time! Bring your families and enjoy the food, fellowship and entertainment by Country recording artist, Kaleb King. There is much to do and see in and around
Biloxi, so extend your stay.
The convention is a service of your association and we are honored to bring you another
amazing one this year. Go ahead and register: msiada.org/events

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
LICENSED AGENTS

RELIABILITY

WEST INSURANCE CENTER, INC.
800-898-1030 • WestInsuranceCenter.com
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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 dealers since 1968. MIADA is committed to
representing, educating, and informing
Mississippi’s most successful independent motor vehicle dealers. Dealers turn
to MIADA to provide them solutions
and answers to business related questions 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 support 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 Provider Directory. These services include, but
are not limited to auto auctions, insurance companies, legal advice, and advertising. 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.

SAVE THE DATE
MIADA Convention & Trade Expo
OUR BIGGEST EVENT TO DATE!
August 3-5, 2018
Beau Rivage Resort & Casino
Biloxi, MS
We’ve invited the industry’s best educational panels
for this year’s event. Also returning is the Kaleb King Band
along with a very special guest, Randy Couture.

BE AN EXHIBITOR
OR SPONSOR!
It’s about time to get your business
in gear by meeting and mingling
with key leaders in the Mississippi
auto dealer industry. Get face to
face with the decision-makers who
can keep your business growing.
These dealers are dedicated
entrepreneurs who invest heavily in
their future, are passionate about
achieving success and are willing
to do what it takes to gain an
advantage.
MEET THE DECISION MAKERS
• Anticipated attendance of
hundreds of decision makers
eager for ways to grow their
businesses. Distinguish your
company from competitors
• Vendor participation is
encouraged at every event
• Exhibition hall packed full of
traffic-generating activities
• Conference sponsorships are
available to help expand your
company’s visibility beyond the
exhibit hall
• Qualified leads will help identify
future partners
• A list of all attendees will be
available after the convention
for use with your follow-up
marketing programs
Platinum $1,500.00
[Free Booth & 5 Sponsors &
Spouse/Guest]
Gold $1,200.00
[Free Booth & 3 Registrations]
Silver $1,000.00
[Free Booth & 2 Registration]
SPONSORSHIPS
Sponsorship will help sponsor the
following: Friday Night Reception,
Saturday Breakfast, Lunch &
Banquet, Sunday Breakfast.
Call for more information
(601) 939-9866
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FBI Tells how Car Dealers can Fight Cyber ‘Bad Guys’
“Dealerships are in control of some important data and protecting that data is critical
to both themselves and their customers,” says FBI Special Agent Edward Parmelee.
By Tom Beaman
A by-brand mystery-shopping study of how
well auto dealerships deliver customer satisfaction indicates top scorers had something
in common: They helped customers more.

people were outstandingly effective, but too
many of them weren’t, basically because
they just answered customer questions.
O’Hagan likens them to museum curators.

and go for the hottest prospects,” he says.
“Dealerships that are most successful say,
‘These are the things you are going to do;
it’s not up to you.’”

“‘Helpful’ is one word that determines how
dealerships did,” says Fran O’Hagan, president and CEO of Pied Piper Management,
a consultancy that sent secret shoppers to
3,466 dealerships nationwide.

(A graph showing how all major brands
ranked is below.)

Here are some of his tips for effective car
selling:
• Ask if the customer visited the dealer
website. The most effective salespeople
determine what a customer already has
learned about vehicles in the dealership’s inventory.
• When given a choice, customers prefer
to work with a single person at a dealership, rather than obvious back-andforth negotiation with an unknown
manager. “But the fact is, the salesperson doesn’t set the price,” O’Hagan
says. “Introduce the manager early on,
so if there is back and forth, at least the
customer knows who the salesperson is
going to.”
• Involve the customer with visual aids.
Continued on page 21

“And fact-finding is essential to being helpful,” he says, referring to a point in a sales
process when the car salesperson asks questions about customers’ mobility needs to
help them select the right vehicle.
O’Hagan contends such factfinding remains relevant today, even though many
customers extensively shop and research
online. Many of them know exactly what
they want when they arrive at the dealership. Others aren’t so sure. That said, “It’s
unusual for someone to show up at a dealership and say, ‘I don’t know what I want,’”
O’Hagan notes.
“The customer may have done the research
but came to the wrong conclusion,” he tells
WardsAuto. “That’s especially true if they
are moving into a new brand. For example,
someone buying a BMW for the first time
might not be entirely sure which one is right
for them.”
That’s where it is helpful when the salesperson asks customers questions, such as how
they primarily will use the vehicle and how
many miles they typically drive in a year.
For the first time, Audi dealers top the Pied
Piper Satisfaction Index, followed by Lexus,
Toyota, Mercedes-Benz and Infiniti. In the
cellar is Tesla, a brand that has never scored
well on the Pied Piper test.
Mystery shoppers found some Tesla sales4 | MIADA MISSISSIPPI DEALER Jul/Aug 2018

Some people may disdain small talk, but the
Pied Piper study says it helps when dealership salespeople first meet customers.
The 12th annual study indicates salespeople
compared with past years do a better job of
connecting early on with potential car buyers, yet that still occurs only half the time.
“Usually, it’s just, ‘May I help you?’ vs. small
talk that builds rapport,” O’Hagan says,
adding it is essential that dealerships create
a selling process and get staffers to follow it.
“If left to their own devices, salespeople (especially veterans) tend to size up customers

|human resources

Solving the Hiring Puzzle at Car Dealerships
By Joe Overby, Senior Editor, Auto Remarketing
The retail auto industry is full of processes,
from greeting the customer to selling that
shopper a car, setting up financing, warranties and beyond.
“The one process that seems to be missing
is, ‘how do we bring the best people into
our dealership?’” Hireology vice president
of product Scott Brinkman said during a
podcast recorded at NADA Show 2018 in
March, which can be found below.

and create incredible customer experiences
by bringing in the best possible people.”
Doing so may require a different approach
from some dealers. Shifting and often interwoven tech and retail landscapes have impacted what consumers are looking to get
from the retail process.

“And we’re a franchise business,” he said.
“We don’t control the product. We don’t
control the branding. We don’t control the
marketing.

“The consumer’s expectations of a buying
experience have changed. Consumers expect an exceptional experience. And they’re
getting it from retailers and service providers,” Hireology co-founder and chief executive Adam Robinson said by phone in a
seperate interview earlier in March.

“And so we see this huge opportunity for
dealers to really differentiate themselves

Given the rise of app-based providers,
like Uber and Lyft, and specialty in-

Could dealership staff one day be
similar to the personnel at Apple
stores like this one in New York?
store experiences — think Apple Store
— consumers are often looking for a
”product specialist mindset” in a dealership
salesperson, Robinson said. Dealerships are
re-examining their staffing strategies to
adapt to this shift.
“Of course, people drive the customer experience,” he said, referring to dealership staff.
“And so the right people, the right configuration, the right kind of roles — all of that
is being re-thought right now. And so Hireology helps dealers reposition their teams
accordingly.” n
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Independents Find Inventory
Hard to Find Despite Surge
By Ted Craig
Ten years ago, Joel Osserman stocked as
many as 148 to 154 cars on the lot at Eurocars Inc., a Waterloo, N.Y., dealership.

everyone wants and that can be easily financed are of course the same units that
result in the quick turns for the dealer.”

“Limited Inventory” moved up to No. 2
from No. 4 as a top factor holding back
business for independents.

Today, Osserman carries about 43 vehicles
in inventory. He wants to keep in the area
of 55 to 60.

New-car dealers are keeping more of their
trades than ever before and are actually
getting fewer trades as more new-car buyers opt for leasing.

Franchise dealers have every reason for
optimism. Several manufacturers reported
record certified pre-owned sales recently.

Not only can’t Osserman find cars in general. He can’t find the cars he prefers to in
stock.
In 1993, he was the fourth largest buyer
Volkswagen/Audi off-lease in the United States. Today, those cars make up only
about a third of his inventory.
“It’s virtually impossible to buy them now
since the dealers are keeping them,” Osserman said.
Independents face this problem everywhere. Despite a flood of vehicles coming
into the wholesale markets, they can’t find
the cars they need at prices they can afford.
“We are not seeing falling prices in most of
our markets,” said Jim Neubauer, president
of floor planner Vehicle Acceptance Corp.
“Our dealers are paying more for vehicles
than they have ever had to pay in the past.
“We are seeing very high auction prices
for the high demand units. The units that
6 | MIADA MISSISSIPPI DEALER Jul/Aug 2018

At the same time, lessors are selling more
units upstream to franchise dealers.
The latest Cox Automotive Dealer Optimism survey clearly reflects the current
situation.
Franchise dealers are very bullish on usedcar sales, even more than on new-car sales.
Independents, however, grew pessimistic
about the sales environment.
The Index on expectations for the third
quarter stands at 56, down from 70 in the
last survey. The big decline in overall optimism for the next 90 days was largely driven by independent dealers.
Independents registered a score of 70 in
the last survey, but came in at a barely positive 52 this time. For franchise dealers, the
expectations score dropped to 69 from 73.
The biggest difference between the two is
access to inventory.

The biggest on these was Honda, whose
dealers sold 26,192 certified pre-owned
vehicles in May, topping the previous sales
high of 25,139 vehicles in August 2013.
Financing is also working against independent dealers.
Data from Experian shows more prime
consumers are moving into used cars as
new cars become unaffordable and most
of these consumers continue to buy from
franchise dealers.
Meanwhile, finance companies are tightening their credit standards, squeezing out
more subprime consumers.
This would normally prove good news for
buy-here, pay-here dealers. But the older
cars they usually stock are the one category
that is actually in short supply.
The situation might get even worse in
coming years, as the major chains expand
their standalone used-car operations. n

Leverage the Video Landscape for

Marketing Success

How vertical videos, walk-throughs, and answering questions guide
consumers on their purchasing journey
By Al Gomez, SEO consultant
For years now, we have seen many industries use video marketing as a way to gain
leads to their target consumers. This is
isn’t surprising because more and more
customers are using video as a part of their
purchasing decisions.
Car dealerships and automotive advertising are not an exception. A survey revealed
that 70% of customers who used videos in
their car-buying process are influenced by
what they watched.
The influence of videos in consumers’
purchasing decisions can no longer be ignored. If you want to increase your leads
and sales, you need to leverage videos as
part of your marketing.
Let’s take a look at how you can effectively
use video to enhance your marketing success.
Utilize vertical videos
For the past few years, we’ve seen how
consumers use mobile phones. Mobile has
gone from merely being a channel of basic communication—like text messages or
calls—to being one of the fundamentals
of digital marketing.
These days, more than 50% of the overall
digital minutes are spent on mobile. Another survey from Google revealed that
40% of YouTube videos are watched on
smartphones.
Mobile videos offer huge a opportunity
for dealers, but one that needs to be adopted properly for success.
Because most mobile contents are vertically consumed, dealers should learn to
leverage vertical (as opposed to horizontal) videos for marketing.
It may sound counterintuitive—you may
think it’s not possible to pull off a good

video with limited screen space, as with
vertical videos. But a vertical video is a
better layout when you want to interact
with your audience on a personal level.

Through videos, you’re not
merely addressing concerns,
you’re teaching them and solving problems visually.
Vertical videos are more face-oriented
compared to horizontal videos, so focus
on marketing content that is ideal for vertical setup. Video testimonials are suitable
for vertical videos. For customer-testimonial videos, the vertical format appears
more personal and genuine to viewers.
Also, you can collect common questions
from consumers and answer them in a
vertical video, then post them on your social media channels. Vertical videos can
also be used if you want to focus on a distant perspective, but do not want your audience to be distracted by the extraneous
landscape.
Create walk-through videos for on-the-go
customers
Your target audience wants well-detailed
information of what you are selling.
There’s no better way to provide them
with the information they want than to
let them see the cars you are selling.
Most of your customers don’t have time
to see all the cars on your lot personally,
however. So rather than waiting for them
to come to you, go to them through videos.
With walk-through videos, you can show
features of your cars while a potential
buyers are waiting in line at the bank or
grocery. They can be almost anywhere
and still receive your marketing content.

Creating walk-through videos is fairly
simple. If you have a steady hand and a
pleasant voice, you can record videos using your phone and focus on distinctive
features of each vehicle.
The video doesn’t need to be lengthy.
Ideally, your video length should be just
about two minutes to maintain customer’s attention.
Answer problems on a granular level
Just like any other type of marketing approach, your video content is very important to attract potential customers.
It’s common for car shoppers to have
questions and concerns about the vehicles. Through a video or series of videos,
you can focus on answering them to help
sell out your cars, as in the following video example.
When it comes to attracting shoppers,
there’s no better way to persuade them
than to offer knowledge and answers to
their questions. Through videos, you’re
not merely addressing concerns, you’re
teaching them and solving problems visually.
A great video can help you capture the interest of your target market. It is a creative
way of guiding your consumers on their
purchasing journey.
Videos are a goldmine which you can use
to deliver great content in an enjoyable and
entertaining way to attract car shoppers. n
SEO consultant Al Gomez is the man behind Dlinkers.com, a company dedicated to
complete digital marketing services. With
more than 10 years of experience, he enjoys supporting entrepreneurs like himself
achieve online success.
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Automotive Advertisers Steer Around New
Social Media Scrutiny
By Vince Bond Jr.
Controversy sparked by political data firm
Cambridge Analytica’s access to as many
as 87 million Facebook users’ information
has led the social media giant to re-evaluate its ties to third-party data providers.
Automotive advertisers have routinely
turned to troves of third-party data from
companies such as Experian and Oracle,
which are centered on the offline behaviors of consumers.
Such third-party data can offer insight into
whether people are in the market for a new
vehicle and what they drive — two critical
points for advertisers looking to target the
right audiences.
As Facebook looked to protect itself and
its users in the face of security questions, it
would have been natural for advertisers to
wonder if access to the lush marketing opportunities on consumer news feeds would
get new restrictions.
But auto ad makers expect minimal impact, judging from Facebook’s moves this
year. The massive network, with 2 billion
users globally, will still be open for business as usual once its policy changes take
effect.
News feeds, in short, will still be home to
plenty of metal.
PARTNER CATEGORIES
Facebook said in late March it will modify
its approach to third-party data companies
by shutting down its Partner Categories.
That product enables third-party data
companies to offer targeting directly on
Facebook. It will be phased out on Oct. 1.
Facebook’s action won’t eliminate
third-party data use but will put more em-

8 | MIADA MISSISSIPPI DEALER Jul/Aug 2018

phasis on the relationship between those
third parties and advertisers that use the
data.

dealership management systems and other sources, including Web traffic on dealer sites.

According to Facebook, an advertiser can
work individually with Experian, Oracle
or another third-party data provider, and
upload audiences into the advertiser’s network to reach relevant people using Facebook’s “custom audiences” tool after verifying appropriate permission.

“Naked Lime has the advantage of being
able to leverage a lot of dealership data,” a
spokesman said in a statement. “Companies
without the infrastructure to house, secure,
and analyze this data may be faced with delivering less-than-optimal targeting.”

Businesses can create custom audiences
from lists of their customers, who are then
specifically targeted on Facebook.
The advertisers would then “own that relationship with Oracle. Facebook’s not
involved,” Stephanie Latham, Facebook’s
director of U.S. automotive, told Automotive News. “You can bring your data to the
table, but we’re not brokering it.”
Asked if the change was meant to protect
Facebook from scrutiny if a third party
was found to have improperly gathered
data, a company spokeswoman said, “It’s
less about protecting Facebook and more
about making sure the right party is verifying the necessary permissions needed
to protect people’s privacy and the use of
their data.”
Advertisers say the effects of the shift will
be minimal.
While third-party data are helpful in segmenting audiences to target, they haven’t
been the main source of customer information for some prominent automotive
advertisers. Marketers at CDK Global,
Cox Automotive’s Dealer.com, Digital Air
Strike and Reynolds and Reynolds’ Naked
Lime say their work on Facebook has been
driven primarily by first-party data from

Andy MacLeay, director of digital marketing for Dealer.com, said Facebook’s changes sparked a discussion of how his company will better use its first-party data. But
he said there’s a place for third-party providers as well.
“Not all of them are out there looking to
cause trouble,” MacLeay said. “Many of
them are there with honest data segments.
At Cox Automotive, we’re in a really good
spot because we can provide our dealers
with that first-party data.”
ADVANTAGES?
When Partner Categories launched in
2013, Digital Air Strike said it had a “sizzle
appeal.” Erica Sietsma, Digital Air Strike’s
senior vice president of consumer engagement and product strategy, thought the
prospect of using third-party data to target
Cadillac owners in particular markets, for
instance, would yield strong returns on investment during ad campaigns.
The company used Partner Categories, but
realized around a year and a half ago that
third-party data weren’t helping to convert
leads any better than first-party data were.
Plus, Sietsma said the cost-per-click for the
third-party data was higher. Digital Air
Strike pared its use as a result.
Continued on next page

Continued from previous page
The company said Oracle data could be
useful beyond advertising, which could involve data mining or predictive analytics.
“When this whole thing started to blow up,
I was baffled that people were jumping all
over Facebook and jumping all over [Facebook CEO Mark] Zuckerberg over data
protection,” Sietsma said. “They release
zero data to advertisers. If I’m going to target Cadillac owners, they don’t tell us who
those people are.”
TREADING CAUTIOUSLY
Lance Schafer, general manager of product and technology for digital marketing
company LotLinx, said he understands
why Facebook is treading cautiously with
third-party data providers. He feels Facebook had to act to preserve consumer confidence.
Schafer said LotLinx has focused on gathering first-party data for Facebook targeting.
“Because consumers trust Facebook so
much with their data, [it] wants to be perceived as trustworthy,” Schafer said of
Facebook’s move to shutter Partner Categories. “As marketers, it refocuses us to
getting our own data to use for targeting,
versus relying on third parties. If Facebook
hadn’t done this, the ability to advertise on
Facebook might’ve been threatened, potentially through legislation or something
like that. It is a good thing in the long run.”
Jen Cole, CDK Global’s vice president
of advertising, wasn’t surprised by Facebook’s steps with third parties.
While CDK uses first-party dealer data
for Facebook marketing to mold target
audiences, Cole says third-party data can
broaden the reach of campaigns. She said
advertisers can build dealership customer
profiles from first-party data, and then use
third-party data to go after similar people.
“We don’t expect any significant impact,”
Cole said. “They are making some changes
to how we can leverage IHS/Polk data that
comes from Oracle.
“They’re not turning it off. They’re just
putting some new structure in place in
terms of how we could leverage it.” n

| auction directory
Tuesday

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

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

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

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

Dealers Auto Auction (Jackson)
1657 Old Whitfield Rd., Pearl, MS 39208
601-956-2700
9:30am Dealer Sale
dealersauto.com
Louisiana’s 1st Choice Auto Auction
18310 Woodscale Rd.
Hammond, LA 70401
985-345-3302
8:30am Dealer Sale
lafcaa.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

ABC Baton Rouge
3960 Blount Rd., Baton Rouge, LA 70807
225-778-3737
9:00am Dealer Sale
auctionbroadcasting.com
Adesa Little Rock
8700 Highway 70, North Little Rock, AR 72117
501-945-2444
9:00am Dealer Sale
adesa.com

Insurance Auto Auction
100 Beasley Road, Jackson, MS 39206
601-956-2787
9:00am Dealer Sale
iaai.com
Dealers Auto Auction (Mobile)
3030 McVay Drive
North Mobile, AL 366606
251-338-7653
9:30am Dealer Sale
dealersauto.com
Manheim Mississippi
7510 US Highway 49
Hattiesburg, MS 39402
601-269-7550
9:00am Dealer Sale
manheim.com
Shoals-North Alabama Auto Auction
651 Fairground Road
Muscle Shoals, AL 35661
256-381-2745
5:45pm Dealer Sale
snaaa.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
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legal news |

The CARLAWYER

©

By Thomas B. Hudson and Nicole F. Munro
Here’s our monthly article on legal developments in the auto sales, finance and
leasing world. This month, the action involves the Bureau of Consumer Financial
Protection (the Bureau), the Federal Trade
Commission (FTC) and the President. As
usual, this month’s article features our
“Case of the Month.”
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
Does your arbitration agreement or provision expressly say that it survives the
termination or cancellation of the related
sales and financing transaction? If not,
check out our Case of the Month for an
example of the effectiveness of such language.
FEDERAL DEVELOPMENTS
Relief at Last. On May 24, President
Trump signed the Economic Growth, Regulatory Relief, and Consumer Protection
Act (S. 2155), which is intended to, among
other things, improve consumer access to
mortgage credit, protect the credit information of consumers, including veterans
and servicemembers, and reduce regulatory burdens on credit unions and community banks.
Say Cheese! On May 31, the Bureau released a “Complaint Snapshot” providing a
high-level overview of trends in consumer
complaints submitted to the Bureau. The
Snapshot also provided an in-depth analysis of debt collection complaints. Since
July 2011, the Bureau has received approximately 400,500 debt collection complaints
- 27 percent of the total complaints received. The Snapshot also examined complaint trends more broadly.
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Faking It. On June 4, 2018, the FTC announced that it had settled charges of
deceiving consumers against so-called
“phantom” debt collectors. A North Carolina debt collection operation, Lombardo, Daniels & Moss (“LD&M), and
its principals, Dion Barron and Charles
R. Montgomery III, will be banned from
the debt collection business under settlements resolving FTC charges of using
false threats to get people to pay debts
they did not owe. According to the FTC,
the defendants used a variety of trade
names that sounded like law firms to
attempt to collect fake debts from consumers, and claimed that consumers
were delinquent on payday loans or other debts, allegedly threatening them with
arrest or other formal legal action if they
did not pay. The settlement orders also
prohibit the defendants from buying or
selling debt, and from making misrepresentations about any products or services, and prohibit them from profiting
from or failing to properly dispose of
consumer information collected as part
of the challenged practices. The order
against Montgomery and LD&M imposes a $2,722,452 judgment, of which
they are jointly and severally liable with
Barron for $1,635,803, which represents
the amount of consumer harm they are
alleged to have caused before Barron left
LD&M. The order against Barron imposes a judgment of $1,814,045, of which he is
jointly and severally liable for $1,635,803
with the other defendants. The judgments
will be partly suspended when the defendants have surrendered certain assets. In
each instance, the full judgment will become due immediately if the defendants
are found to have misrepresented their financial conditions.
I Hereby Nominate . . . President Trump
has nominated Kathy Kraninger to be the
director of the Bureau. Kraninger is currently an associate director at the Office of

Management and Budget. Mick Mulvaney
will continue to serve as acting director until Kraninger is confirmed by the Senate.
Take This Job and Shove It . . . The Bureau’s Leandra English, who challenged
Mick Mulvaney’s appointment as acting
director of the Bureau, is reported to be
leaving the agency. English said President
Trump’s nomination of Kraninger as Bureau director, led to her decision.
CASE OF THE MONTH
Mark Hewitt bought a used car from Auto
Showcase of Bel Air and applied for financing. He signed a retail installment
contract, a retail purchase agreement,
and a stand-alone arbitration agreement.
The RIC contained an arbitration provision similar to the stand-alone arbitration
agreement. Hewitt signed the documents
and took possession of the car the same
day. The financing company later declined
to finance the vehicle.
The parties did not negotiate new financing, and Auto Showcase canceled the RIC
and repossessed the car. Hewitt filed a
class action lawsuit against Auto Showcase, alleging that it failed to comply with
Maryland Transportation Code Ann. §
15-311.3(d)(2)(ii), which mandates that
certain fees be refunded to purchasers if a
sales agreement is cancelled. Auto Showcase moved to compel arbitration, and the
trial court granted the motion. Hewitt appealed.
The Court of Special Appeals of Maryland
affirmed the trial court’s decision. Hewitt
argued that once Auto Showcase cancelled
the RIC, the arbitration provision in the
RIC and the stand-alone arbitration agreement became void ab initio (lawyer-speak
for “from the beginning”). He contended
that cancelling the RIC was akin to rescission and required that all parties be returned to the status quo ante (more Latin

The CARLAWYER©
for “the way things were before”). Hewitt
also argued that the arbitration agreements were unenforceable for lack of consideration after Auto Showcase cancelled
the RIC.

Why Use Facebook to Generate More
Leads for your Auto Dealership?

The appellate court rejected these arguments, finding that it is well-settled law
in Maryland that an arbitration provision
is severable from an underlying contract.
The court also found that when contracting parties exchange reciprocal promises
to arbitrate disputes, each promise provides consideration for the other. In this
case, the RIC contains a mutually agreed
upon arbitration provision, which contains
language that it “shall survive any termination … of this contract.” In addition, the
parties executed a stand-alone arbitration
agreement that references the financing of
Hewitt’s purchase of the car.

By Bart Salomone

With respect to Hewitt’s argument that
cancellation of the RIC is akin to rescission, the appellate court found that rescission of a contract is a threshold issue to be
decided by the arbitrator. To determine
whether Auto Showcase’s cancellation of
the RIC rendered it and the arbitration
agreements void was a question assessing
the validity of the documents as a whole
and should be decided by the arbitrator in
the first instance.
Hewitt also argued that his claims under
Section 15-311.3(d)(2)(ii) exceeded the
scope of the arbitration agreements. He
contended that his claims did not arise
from the RIC or the language of the arbitration agreements, but derived solely from
Section 15-311.3(d)(2)(ii). The appellate
court disagreed.
The appellate court found that Hewitt’s
claim for a refund under Section 15311.3(d)(2)(ii), following the denial of his
financing application and cancellation of
the transaction, was related to the RIC’s
dealer-arranged financing terms. Therefore, the appellate court concluded that the
arbitration provision in the RIC encompassed Hewitt’s claims under Section 15311.3(d)(2)(ii).
Hewitt v. Auto Showcase of Bel Air, 2018 Md.
App. LEXIS 503 (Md. App. May 30, 2018) n

The traditional process of car advertisement has always been through Television and Newspaper. Now, things have
changed. More people are accessing to
car information online before deciding
to purchase one. Car dealers are now investing more time on social media promotions. Some recent studies have showed
that almost 70% of car buyers believe that
Internet research, including social media
channels and review sites are much helpful
when selecting a car lender for auto financing and car dealers.
People searching for car dealers are also
actively using Facebook and this is why it
is a potential platform to grab more leads.
Why Use Facebook for your car dealership?
With almost 90% users logging in to Facebook, it won’t be exaggerated to say that
your real consumers are there. It is one of
the most effective social media platforms
for auto dealers.
Hence, if you’re not using Facebook for
your car dealership, you’re losing out on
massive auto leads that can transform into
sales.
In this post, you will learn 3 Facebook
marketing strategies that will help you bag
more leads for your car dealership.
FACEBOOK MARKETPLACE:
As the term suggests it’s an open market
place where both the sellers and buyers can
meet for the sole purpose of buying and
selling items ranging from TV, clothes,
cars to real estate. When you post your
advertisements, interested people can contact you through Facebook Messenger.
You can enlist your automotive brands for
free. You can post cars and other details
based on the region you want to target and

choose category to get your items more
specified to the search intent. Your prospective buyers can find your cars based
on price, mileage and location. You can
keep track of your past and current transaction report on Items section.
FACEBOOK LEAD ADS:
Getting your hands on quality leads from
your own website could be challenging and
time-taking. Using Facebook lead Ads will
help you generate lots of subprime auto
leads. Facebook Lead Ads offers prefilled
forms where the users need to share their
information such as emails, name, age,
phone number etc. Auto dealers can use
this information to proceed to the next
step of a purchase cycle. This process also
reduces bounce rate from the dealer’s website as the users don’t need to switch to the
website to fill up the form. It’s an amazing
way to get real leads for your automotive
business.
FACEBOOK COMMUNITY:
Your potential buyers are mostly active on
Facebook. The best place to get in touch
with them is joining in relevant Facebook
communities where you can connect with
the prospects and sell more cars. There are
thousands of Facebook pages and all you
just need to do is to find the right group for
your business. Conduct proper research to
find out the page relevant to your business
location and category. Post images and
brand stories including discounts, price
and other details to get your group members see them and respond.
CONCLUSION:
Facebook can be your best friend in sourcing out more potential leads. However, an
auto lead generation company like Auto
Lead Pro knows how to set the right strategy to target more specifically on Facebook.
In order to generate more auto finance
leads for your dealership business, visithttps://www.autoleadpro.com n
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DOWNLOAD THE MSIADA APP

OVER $11,000 IN COUPONS!

Search for MSIADA to download. Once downloaded, scroll to the bottom to find “Membership Rewards”
and register. Your username cannot be your email address and your password must be at least eight
characters with a capital letter and a number. Once you have registered, admin will get an email to approve.

Reach Dealer Decision Makers

ADVERTISE WITH MIADA
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.
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Incoming NIADA President

Pays It Forward
By Jeffrey Bellant

one franchise store.

Andy Gabler is
the incoming
president of the
National Independent Automobile Dealers
Association. He
is president of
Lakeside Auto
Group in Erie,
Pa. Gabler owns
two used-car
dealerships and

Used Car News: How did you get into the
car business?
Andy Gabler: I went to high school to be
an automotive diesel mechanic. I had my
own garage for a couple of years. I also did
other things, like build houses. I worked in
a shipyard, working on big motors.
I ended up hurting my shoulder and someone suggested selling cars. So I started selling cars at a new Mazda dealership. I was on
the floor for almost a year and led the board
every month. Then I got into finance and
later special finance. I liked special finance
a little bit more because it was dealing more
with used cars. I always liked used cars and
the money was always in used cars.
I left that store and became special finance
manager at a Nissan store and became
the used-car manager at that store. Then
I went to a big auto campus where they
had the full Dodge line and GM line. I was
used-car manager there. I learned a lot.
Working at all those places, I learned a lot
of things about what to do and a lot about
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what not to do. Some of those places just
treated people horribly. That’s not what
I wanted to do. I wanted to help people.
Profit’s not a dirty word, but you can treat
people well and give then good products
for a fair price.
In 2000, my wife became pregnant with
our first son and I decided that I was ready
to go (into business) on my own.
I opened a store in an old Shell gas station.
The place was a mess, hadn’t been open
in 20 years. It was about the only thing I
could afford. I fixed the place up, built an
office. I opened up one bay of the garage.
I did all my own detailing and worked on
my cars. I learned to become a notary. I
didn’t have a lot of money to work with. I
had a lot of friends in the business where
I’d borrow a lot of the ‘hoops’ from the
new-car stores and sell those. For the first
two years, I didn’t pull a dollar out of my
store.
Then we had another son and business
started to take off a little bit. After those
couple of years of history, I was able to get a
floor plan and started doing a little better.
Five years into it, I found a piece of property on a four-lane highway three miles from
where I was originally located and built a
brand-new store. That’s my main used-car
store today.
A few years after that, in 2009, I bought an
old Dodge store that had gone out of business 28 miles away from my main store
and opened up there.
In 2014, I closed on a Chevy-Buick franchise and I’ve had that ever since. Why I

got into it? I wanted to do bigger and better. But the used-car business is so much
more fun.
UCN: What is like to own a new-car store?
Gabler: It helped me appreciate the usedcar business a lot more. It’s not as much
fun. They’ve (squeezed) the margins out
of new cars so much, if you don’t hit your
numbers you don’t get anything. I like my
used-car operation.
UCN: How do you see the retail auto climate?
Gabler: I think it’s getting a little better.
We live in the Rust Belt and have seen a lot
of industry leave. But there is other industry coming. I’m optimistic because technology has changed this business so much
as far as what’s in a car, how to buy a car,
how to fix a car, how to get it financed, etc.
Really, it’s changed so much. I can remember hand-writing bank contracts and state
paperwork. I don’t even know if the state
would take that anymore.
I always prided myself on being able to
pick out a nice car. I was mechanic. I know
what a nice car is. I know what one would
sell for and what people would like about
it. Now you walk around the auction and
there’s not one person who doesn’t have a
phone. They have every bit of information
that everyone else has.
UCN: As you take the reins of the NIADA,
the association is in a growth mode, acquiring the NABD in addition to Leedom
& Associates a few years ago. How have
these moves strengthened NIADA?

Gabler: With the acquisition of Leedom
& Associates, we have taken the twenty
group to the next level.
With NABD, (founder) Ken Shilson wanted to retire. But his heart really wanted
someone with a passion for the car business to take that over.
We didn’t have a large presence in the buyhere, pay-here market going back four or
five years. That’s a huge part of the usedcar business across the country. With Leedom and Shilson, that kind of brought it
under our wing.
It makes us more full spectrum.
Plus, this is a group that needs help with
legislation coming down and regulation
from the CFPB.
UCN: In a time when online options for
wholesale buying are growing, what makes
the physical lanes still appealing?
Gabler: There is still an excitement about
touching, feeling, smelling and looking at
that car in the lane. It’s hard to look at a car
online. I’m not saying I don’t buy cars online, but I can look at a car going through
the lane and I can picture it being sold. It’s
real.
I do see that it is slowly shifting. Go to an
auction today and look up at that screen
and see how many people you are competing against that are online. You can’t say
that it doesn’t have an impact, especially
for us up in the north. If we get hit with
a bunch of snow and I can’t get out of the
store, I can still go online to a sale and buy
cars.
But I like going to a physical auction. You
talk to other dealers. You can hear what’s
going on in the industry. You talk to some
of the bank reps that are (representing) the
cars. It’s something you cannot get sitting
at your desk online.
UCN: What legislative issues are NIADA
currently focused on?
Gabler: It is amazing. The last three to four
years, we’ve made amazing strides.

The two things that are my heart and
passion are legislation and education –
decreasing legislation/regulation and increasing education.
Our ‘Day on the Hill’ event has grown every year since we went there and it’s only
going to get better. I haven’t missed one of
these events. We did an Auto Caucus in
Washington a couple of months ago and
met with staffers. Most of these kids are 24
or 25 years old. I would say 95 percent of
them don’t drive. They are basically writing policy about an industry they don’t
know a lot about.
What do you think they hear about the
used-car business? They don’t hear about
the great things the used-car dealers do for
the community and the products that help
people. So we went there and went through
Car Buying 101, from the time a customer
walks on a lot to (finance and insurance).
So I think is for good for us and (educational) for them.
Now these guys are talking to us. They’re
calling us. We have a voice there, without
a doubt.
The other thing is getting the states to
get together and realizing the strength in
numbers. We’ve got some things coming
along at NIADA that are going to help us
do that.
We’ve had a couple of big wins with the
rollback of some regulations of the CFPB.
We’ve also got some other things we’ll talk
about at the 2018 NIADA Convention &
Expo.
It’s a beautiful time to be part of the NIADA. I’m very excited.
UCN: What are you hoping to achieve
during your upcoming term as NIADA
President?
Gabler: I’ll reiterate our focus on regulation and education. We’re probably one of
the most over-regulated industries in the
country and we have to try and control
that.

Educated dealers are going to do better
things in their communities, sell better
cars and make better decisions. Without
the bigger hand of government, it will be
easier for them.
We are also reintroducing the Certified
Master Dealer Program at the convention.
UCN: What do you try to do to boost the
image of dealers and help your community?
Gabler: I’ve been going out every week for
almost four years for a program called ‘Pay
it Forward.’ We teamed up with a television station here. My rep came to me with
the idea to (participate) with ‘Pay it Forward.’ I thought it sounded kind of hokey,
but she said ‘You can really inspire other
people with this.’ It’s not a new idea. It’s
been around 2,000 years.
So I got this truck that’s all lettered up
with ‘Pay it Forward.’ I go out every
Wednesday. The television news gives out
clues every morning on where to meet us.
When we first started, the first person to
hit their hand on the truck had one hour
to give away $100 to someone in need or a
non-profit that needed the money.
(For safety reasons), we now just have people meet us and pick a card and the highest
card wins. The person who wins receives
$300 and has to give it away within the
hour. The news station comes with us and
we follow the person. It’s inspired other
businesses to come out.
Recently we had our record giveaway of
$1,550. We had three unions that matched
it and other groups. We gave it to a retirement home that was trying to build a chapel for their residents.
We’ve watched this inspire other people to
go above and beyond for their communities. That’s really what dealers are about.
It’s being out in their communities and
going above and beyond. I wish I could do
this every day. n

We also have to keep enhancing education
for the NIADA.
MIADA MISSISSIPPI DEALER Jul/Aug 2018 | 15

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.

Advertising

Credit Reports

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

Equifax
770-522-5650
Credit Reports
equifax.com

Auctions

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

AutoTrader.com
800-353-9350
Automotive Classifieds
autotrader.com

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

Car Buying Services

DealerMatch
1-800-457-4404
Networking to provide dealer
to dealer buying & selling
dealermatch.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

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

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

Dealer MGMT
Systems

Comsoft
919-851-2010
Dealership Management &
Marketing Software Solutions
comsoft.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

Comsoft
919-851-2010
Dealership Management &
Marketing Software Solutions
comsoft.com
Professional Mojo
866-611-2715
professionalmojo.com

Automatrix Dealer
Software Inc.
954-699-4586
Total dealer management
software
automatrixdms.com

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

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

Equipment Leasing &
Working Capital

Autostar Solutions Inc.
800-682-2215
Dealer Management systems,
Software, Service, & Repair
autostarsolutions.com
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Access Commercial Capital
800-571-3900
Working Capital & Equipment
Leasing
accesscapital.biz

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

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

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

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

Integrity Warranty LLC
423-355-8353
Service Contracts
integritywarranty.com

Parts & Services

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

AutoZone
866-727-5317
AutoZone Sales Center
sc53@autozone.com

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

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

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

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

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

alphagraphics
601-933-9550
us646.alphagraphics.com

Legal

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

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

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

Title Services

Absolute Surety LLC
855-689-5106
Surety Bonds
absolutesurety.com
Atwood Insurance
662-289-3325
Insurance Services
dcatwood@bellsouth.net

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
InterActive Financial
Marketing Group
804-225-1880
Carefully crafted lead filtering,
follow-up, management, and
training solutions
interactivefmg.com

Social Media Marketing

Printing

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

Rental Car Companies Texting Solutions

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

Freedom Warranty of
America LLC
423-212-7445
Service Contracts
freedomwarranty.com

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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Why fit in?
Your dealership was born to stand out.

Take the Lead in Your Auto Market with

Social Media Mojo
If your team doesn’t understand the opportunities
in social media, doesn’t know what to post or
have the time to execute a well-thought out
strategy to put your dealership ahead of the
pack, you need to call us immediately.

Don’t follow the crowd.
Make the crowd follow you.

professionalmojo.com | 866-611-2715

“It’s a win-win for both customers
and dealers who rely on F&I profits
to counterbalance shrinking
margins on vehicle sales...”

Survey Says Auto Dealership Customers
See Value in Service Contracts

“Vehicle service contracts can be extremely valuable to drivers, especially since there are so
many reasons out of the driver’s control that cause them to go into effect,” says Protective Asset
Protection’s Rick Kurtz.
By Steven Finlay
About four out of 10 car buyers who purchase extended-service agreements say
they ended up saving an average of $1,000
to $2,000 in repairs and parts replacements.
That’s according to a survey by Protective
Asset Protection, a provider of F&I programs, services and dealer-owned warranty programs.

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:
Aug 18 • Sep 15 • Oct 20
8:00am to 5:00pm
To register, visit msiada.org
Seminar Location
MIADA Home Office, 1705-A Old
Whitfield Road Pearl, MS 39208

The survey results indicate service contracts – that kick in when factory warranties expire – and related products show
value, especially on specific vehicle-service
work.
The top areas most likely covered under a
vehicle-service contract include steering
(47.2%), technology feature service (44.4%),
brakes (44.4%), electrical components
(41.7%), and drive axles (41.7%). Transmission- and suspension-related repairs
showed the smallest responses (27.8%)
from drivers using protection plans.
Nearly half of those surveyed (51%) said
they have purchased a protection plan for
their vehicle. Of those opting for a vehicle-service contract, over half (53%) said
they ended up making a claim on their
current vehicle. Most cite general repairs
(58%); another 22%, parts replacements.

“Vehicle service contracts can be extremely valuable to drivers, especially since there
are so many reasons out of the driver’s control that cause them to go into effect,” says
Rick Kurtz, Protective Asset Protection’s
senior vice president-distribution.
“With high-performance tires more sensitive to road hazards, and increasingly
complex vehicle technology, there are a
bevy of reasons why extra protection can
equate to thousands in savings over the life
of a vehicle,” he says.
It’s a win-win for both customers and
dealers who rely on F&I profits to counterbalance shrinking margins on vehicle
sales, Kurtz adds. Extended warranties
typically are dealerships’ best-selling F&I
product. n
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membership application |

new & renewed members

MEMBERSHIP
APPLICATION

NEW MEMBERS
3 Brothers & A Pickup LLC
Charlie Ward Jr. Auto Sales
Dealer Direct
Finish Line Auto Sales
Gibson Auto Sales
Kirks Used Cars LLC
Lofton’s 61 Auto
Made Auto
Phillips Auto Sales
PJs Auto Sales
TM Motors

RENEWALS
America’s Car Mart Inc.
Membership dues are $295 your first year. Use your coupon book and other discounts
Auto Max Inc.
and the membership pays for itself! We look forward to serving you and helping you
Best Deal Auto & Salvage
grow your dealership in 2016 and beyond.
Capital City Motors Inc.
Car Smart MS
Please complete the form below and return via mail or fax to the MIADA office or sign
Commercial Software Inc.
up ONLINE at msiada.org!
Deans Auto Sales
EAS
Dealership Name
________________________________________________ EZ Loan Autoplex
Fairley Remarketing
Owners
_______________________________________________________ H&H Wholesale Motors Inc.
J&L Used Enterprise LLC
Physical Address
________________________________________________ JP Motors
Mid South Auto Outlet
City, State, Zip
__________________________________________________ Perkins Tire & Polaris
Premier Auto Sales
Mailing Address
________________________________________________ Redwine Auto Sales Inc.
RiverCity Autoplex
City, State, Zip
__________________________________________________ Select Auto Sales
Tallman Cars
Office Phone
___________________________________________________ TBA Auto Group
Twin River Auto Sales
		
Mobile Phone
___________________________________________________ Williams Auto
Wiltshire Auto Sales
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
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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

|economic outlook

Used-Car Prices Could Fall 6% in Next Two
Years
By Joe Overby, Senior Editor, Auto Remarketing
Used-car prices remain “stronger than expected” and have edged up from year-ago
levels.
But they could fall by nearly 6 percent over
the next two years, according to the latest
RVI Quarterly Risk Outlook report, which
cited a plethora of inventory and incentives
as the key drivers.
As for the latest pricing activity, May’s real
used-car prices were up 1.0 percent sequentially and 2.1 percent year-over-year.
However, RVI’s real used-vehicle price index is projected to decline 0.7 percent for
full-year 2018, then show year-over-year
declines of 3.6 percent and 1.2 percent, respectively, the next two years.
RVI anticipates that by 2020, pre-owned

Continued from page 4
• A test drive is the ultimate way to engage a customer, but showing multimedia material or a product cutaway
are good ways to demonstrate unique
features and benefits.
• Give reasons to buy. A customer’s time
is a valuable commodity, and smart
manufacturers and dealers are using
service convenience solutions (such as
mobile “come-to-you” service or service pick-up and delivery) as a reason
to purchase.
• Suggest going through the numbers
or writing up a deal, rather than outright asking if the customer will buy
the vehicle. “At some point, move from
talking about the product to talking
about buying the product,” O’Hagan
says. “It can be the softest of closes,
such as ‘Would you like to sit down at
the desk?’ We consider that asking for
the sale.” n

prices will be 5.9 percent softer than they
are right now.
“The increasing supply of used vehicles
and steady growth of incentive activity
will continue to put downward pressure on
used-vehicle prices,” RVI Group said in the
report. “We expect lease penetration to decline from record highs over the next two
years.
“As a result, this supply of off-leased vehicles (record highs) will enter the market,
and drive further declines in used-vehicle
prices,” the firm said.
The supply of off-lease vehicles should remain on the rise through 2020, RVI said,
thanks to an abundance of leasing in recent years.
Though not at peak levels seen a couple
years ago when rates exceeded 23 percent,
first-quarter lease penetration was up from
the fourth quarter and reached 22.2 percent. The next few years, however, should
show some slowdown in leasing.

As for RVI’s metric for off-lease volume,
there was a 12.1-percent year-over-year
hike in the lease supply index during May.
For full-year 2018, RVI is projecting a
13.4-percent gain, followed by 16.0-percent
hike next year and a 4.5-percent uptick in
2020.
It’s not until 2021 that RVI anticipates a
decrease in its lease supply index. That’s
when many of the leases written now will
re-enter the market; and so far this year,
lease penetration has decreased for the majority of brands, RVI said.
The company’s used-vehicle stock index is
expected to show year-over-year gains of
6.8 percent, 3.8 percent and 3.4 percent in
2018, 2019 and 2020, respectively.
Then on the new-vehicle front, RVI anticipates that levels of incentives (as percentages of MSRP) to climb this year and the
next three. Incentives were at 10.1 percent
of MSRP in May and are likely to reach
10.2 percent for full-year 2018 and then
10.3 percent by 2020 and 10.4 percent in
2021, before tailing off. n
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