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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 MIADA now has an app that you can download from 
both the iTunes App Store and Google Play. All you have 
to do is search for MSIADA and download it. Once you 
register you will find the Auction Buy/Sell Coupons under 
the Membership Rewards button toward the bottom of the 
screen. The coupons can be used at all participating auc-
tion. The auction and the user will receive an email stating 
the coupon has been redeemed and that coupon will no lon-
ger be available for use until you renew your membership. 

As issues arise from the CFPB, FTC or anything of impor-
tance comes up, you will be notified on the app. You will be 
able to renew or apply for membership directly from the 
app, too. We will be adding new features soon so keep an 
eye out for these announcements. We encourage everyone 

to download this exciting new tool and let us know what you think.

The MIADA Convention will be August 6-7 at 
the Beau Rivage Resort & Casino in Biloxi. The 
Department of Revenue will be providing the 
training for the new Titling System and answer-
ing any questions you may have on this new 
system that will be live October 1, 2017. This 
training is a must as the old system will be obso-
lete. We will also have Wayne Reaves and Frazer 
software training along with Steve Levine from 
Ignite Consulting to speak about compliance. 
We’re also thrilled to have booked Kaleb King 
Band to perform at the banquet. You can register 
and book your room from our website msiada.
org (early bird savings apply so don’t wait!). 

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
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MAKE HOTEL RESERVATIONS  |  Visit msiada.org/events
Beau Rivage Resort and Casino, Biloxi
875 Beach Blvd, Biloxi, MS 39530

BE AN EXHIBITOR/SPONSOR!
There is limited space available. 

• Platinum $1500: Free Booth & 5 Sponsors & Spouse/Guest
• Gold $1200: Free Booth & 3 Registrations
• Silver $1000: Free Booth & 2 Registration

REGISTER TO ATTEND (EARLY BIRD SAVINGS!)
EDUCATION SESSIONS:

• Dept of Revenue | Training for the new Title System
• Wayne Reaves Software | Product Training
• Frazer Software | Product Training
• Compliance Workshop

ENTERTAINMENT  |  Kaleb King
Kaleb King’s Georgia roots have molded 
an authentic artist, bringing both coun-
try and southern rock influences from his 
childhood to create a sound that is truly 
his own. A native of Woodland, Georgia, 
he sang in church as a young boy and 
quickly caught the bug of performing. 
With his debut album in the works, Kaleb 
King is winning over audiences and 
industry alike with his distinct voice and 
down to earth nature that draws you in 
and makes you a fan for life.

 REGISTER AT MSIADA.ORG/EVENTS TODAY!
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One of the exciting aspects of working in 
the automotive industry is the ability to sell 
the latest and greatest vehicle models each 
year. Auto dealerships know better than 
most that innovation is at the heart of their 
industry.

The same is true of mobile apps, and utiliz-
ing the latest in mobile app technology is a 
great way for the auto industry to improve 
revenues. Here are a few key ways dealers 
can increase revenue after embracing the 
possibilities of a dealership-branded mo-
bile app.

Knowledge is power
Smartphones are with the average con-
sumer at nearly all times, and this level of 
immediacy has turned these devices into 
potent consumer research tools. When 
consumers look to make a purchase, they’ll 
turn to their smartphone to conduct prod-
uct research online, often using their trust-
ed apps.

This truth applies to the auto industry as 
well. A study conducted through IHS Au-
tomotive provides fascinating insights into 
the modern car buyer’s path to a purchase.

The study found that 88% of customers use 
the Internet to shop for a car, and a 2014 
DMEautomotive study highlighted that 
auto buyers who used a branded app were 
73% more likely to buy a car from that deal-
ership.

These two studies, taken in tandem, high-
light two simple realities of modern car 
buyers:

They are overwhelmingly using the Inter-
net, smartphones, and apps to research a 
vehicle purchase.

Getting customers to research on a dealer-
ship’s branded app facilitates purchases that 
lead to increased revenue.

The best way to enjoy these results is to 
provide mobile shoppers with valuable in-
formation. In a wide range of studies, auto 
customers frequently mention that relevant 
and convenient information during the 
research process compels them to visit an 
auto dealership.

This means the dealership needs to provide 
a wide range of content related to almost 
every aspect of the car-buying process, in-
cluding:

• Pricing details
• Payment options
• Dealer information
• Vehicle comparison tools
• High-quality photos
• Enhanced search tools for browsing 

listings

Apps cultivate long-term loyalty
For auto dealers, the best customers are 
long-term ones who remain loyal to their 
preferred dealership. Research shows that 
mobile apps help cultivate the connections 
needed to create a relationship with this 
kind of auto buyer.

A recent study conducted by Placed Inc. 
and Cars.com found that apps play a prom-
inent role in getting a customer to make an 
in-person dealership visit. In fact, mobile 
shoppers were found to be 72% more likely 
to visit dealerships compared to auto shop-
pers who do not use their smartphone.

The customers who will return for repeat 
visits are the ones who drive revenue for 
any business long term. For dealers, it’s 
clear that mobile auto shoppers are the ide-
al long-term target audience.

Of course, helping dealers make the initial 
sale is one thing, but apps can also be used 
to bolster other long-term aspects of vehi-
cle ownership. Any consumer who buys a 
vehicle from a dealership will need regular 
service of that vehicle.

Apps that promote the dealership’s service 
department, then, help create a sustainable 
business model that keeps the consumer 
loyal and engaged with the dealer. Mobile 
apps can help dealerships generate addi-
tional revenue through their service de-
partment by providing convenient, quality 
information and functions via the app.

The app should make it easy for custom-
ers to solve all of their repair and servicing 
needs through one convenient platform. 
This includes functionality such as viewing 
the dealership’s service hours, as well as the 
ability to book appointments and pay for 
repairs.

Modern consumers expect to use the Inter-
net and mobile technology to make their 
lives easier. Auto dealerships that create 
branded shopping and/or service apps best 
cater to these expectations.

Operating a successful auto dealership re-
quires lasting customer relationships, and 
modern customers demand a compelling 
app experience. By necessity, savvy dealers 
must meet these consumer demands in or-
der to enjoy sustained success in the mod-
ern mobile landscape. 

Chris Pautsch is founder and CEO KeyLi-
meTie, a full-service design, development, 
and digital strategy agency, helping clients 
communicate more effectively and intimate-
ly with their customers through interactive 
marketing channels. 

How Mobile Apps Can Improve Revenue for Dealerships
Buyers who use a dealership-branded app are 73% more likely to buy a car from that store
By Chris Pautsch, Founder and CEO KeyLimeTie

technology|
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| industry outlook

A record number of newer model-year, 
off-lease vehicles returning to dealer lots 
this year will be putting significant upward 
pressure on the late-model used market, 
according to Edmunds' February used-ve-
hicle report.

Along with the expected influx of newer 
model-year, off-lease vehicles, less people 
are expected to trade in a car during a new-
car purchase, further adding to the upward 
pressure on the late-model pre-owned mar-
ket, the firm added.

"While low interest rates and consistent 
values are making it possible for the mar-
ket to absorb these newer, more expensive 
off-lease vehicles, demand for older, less 
expensive used vehicles hasn't waned," said 
Edmunds Senior Analyst Ivan Drury. "Few-
er older vehicles available puts sellers at an 
advantage, particularly those looking to sell 
vehicles that are in high demand like trucks 
and SUVs."

In 2016, approximately 45% of car buyers 
traded in a vehicle during their new-car 
purchase. In 2017, that number is expected 
to drop to 43%, which could result in the 
number of trade-ins falling below 6 million 
this year — a scenario that has not occurred 
since 2012, Edmunds noted.

In 2016, approximately 38.5 million used 
vehicles were sold, an increase of 0.6% 
from 2015. Franchise used-vehicle sales 
amounted to approximately 11.6 million, 
an increase of 1.5% despite fewer trade-ins 
on new-vehicle sales, according to the firm. 
And of those franchised used-vehicle sales, 
58% were used vehicles that were three 
years old or newer, the firm added.

Additionally, due to the rise in leasing, the 
average age of a used vehicle sold by a fran-
chise dealer in 2016 came in at a record-low 
4.1 years old. The average vehicle transac-
tion price for the used segment also saw a 
record in 2016, a record-high of $19,189.

To find this data, Edmunds analysts looked 
at lease rates from 2014 to get a rough esti-
mate of how many vehicles should be ex-
pected to return to dealers in 2017. Lease 
volume was 10.6% higher in 2014 compared 
to 2013. And since lease volumes also saw 
year-over-year growth in 2015 and 2016, 
newer-model lease returns are expected to 
rise for the next couple of years. As a result, 
used-vehicle ages are expected to continue 
to get younger — and, conversely, the avail-
ability of late-model used cars is expected 
to continue to decline — for the foreseeable 
future, according to Edmunds data. 

Used-Vehicle Market
Bracing for Off-Lease Tidal Wave
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Most of us now use GPS navigation regular-
ly – probably daily. In the last week alone, I 
used the location services and navigation 
app on my phone to find restaurants, meet-
ing sites, and more. Those of us who use it 
are familiar with the incredible degree of 
accuracy of today’s equipment combined 
with the ever-expanding cellular networks.

As someone who has been in the business 
of poor credit auto finance for almost 20 
years, my professional interest in GPS tech-
nology is all about collateral recovery. In 
my travels, I see that just about every Buy 
Here Pay Here (BHPH) operation of any 
size is installing some brand of GPS device 
– some at the time of delivery while others 
pre-install on their entire inventory.

If you are in BHPH and you aren’t utilizing 
GPS technology, you should be! Here are 
my top reasons why:

1. Market interest and value of portfo-
lio. I’m always amazed at how many bulk 
buyers are out there looking to buy BHPH 
portfolios. Seems like my LinkedIn inbox 
includes a new one or two every week. 
Point being, the demand for paper is there! 
That’s a good thing for all of us in BHPH. 
Invariably, though, one of the first ques-
tions they’ll ask when bidding a portfolio is 
whether or not the collateral is GPS-moni-
tored. And, if so, which GPS provider. So, 
as I always tell my clients, while there may 
not be any plan to sell your business or your 
paper today, circumstances can change! If 
they do, having GPS on the collateral will 
have a real impact on the final bid. How 
much is 5% of your BHPH portfolio prin-
cipal? 10%? It’s a big number! This is not 

to mention that some servicers may not bid 
at all without GPS. If you need a reason to 
justify installing GPS units on every single 
financed deal, this is it! I could almost stop 
the article here. It is that important.

2. Car prices are up and GPS prices are 
down. At today’s used car costs and the 
resulting cash risk for BHPH dealers, the 
need to track collateral is obvious. And 
with competition pushing GPS pricing 
below $100 per unit, some well below, the 
decision to track collateral does not require 
the number-crunching that it once did. I 
view it as a ‘have to’ for anyone originating 
poor credit contracts. The only decision is 
which provider to go with.

3. Swift enforcement. This one is in my 
wheelhouse! I teach poor credit collections 
across the country. I am a fundamentalist 
who educates dealers and collectors on how 
to save more accounts and collect more car 
payments! Retraining customers who have 
not shown financial responsibility in the 
past is what we do and acting swiftly and 
consistently is a crucial part of that enforce-
ment process. In all matters of reward and 
punishment, a delayed response is far less 
effective. In fact, a delayed response can 
undo much of the work that has been put 
into training. This is true whether training 
police K-9’s, kindergarteners, or poor credit 
consumers. Taking punitive actions (which 
do not have to be severe) in a timely man-
ner is essential and GPS tracking makes 
that possible in our world.

4. Timely recovery. I managed poor credit 
portfolios before the days of GPS. I used to 
boast for the first few years of my career in 

BHPH that I never failed to recover a vehi-
cle. We always found them! But, I certainly 
recovered plenty of vehicles that I was not 
thrilled to have back in my possession. Too 
often, the cars were damaged and had little 
remaining value. Selling the cars for junk 
after exhausting too many man hours was 
never the goal. It would be a hard thing to 
prove but not hard to believe that timely 
repossession means recovering vehicles in 
better condition – while they have more 
cash value. Plus, recovering them close to 
home means reduced transportation and 
remarketing costs. These are all things that 
are difficult to measure based on timeliness 
but very real savings just the same.

5. Usage analytics. GPS devices are just 
small boxes – wires, computer chips, etc. 
But, the better providers have very capable 
software that tracks and reports back lots of 
data. The customers’ travel patterns, favor-
ite locations by duration, battery status, etc. 
While such data can clearly be useful when 
it becomes necessary to repossess, much of 
the information can also help BHPH deal-
ers better understand the customers they 
serve by examining the data in aggregate 
form. 

Qualcomm is credited for combining cell 
tower triangulation with satellite-driven 
GPS in 2004. How far things have come in 
such a short time! Since 2004, two things 
have gotten smaller – GPS devices and GPS 
prices! Rising car prices, better enforce-
ment practices, quick repos, important an-
alytics and higher portfolio value are just a 
few reasons BHPH dealers “have to” install 
GPS on every car they finance.

Why GPS in Poor Credit Auto Finance?
By Jim Rhoads, Founder and CEO, BHPH Consulting
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The latest statistics from the feds suggest 
that at least one-quarter of Americans 
have been a victim of identity theft. That 
percentage would likely be higher if some 
of the victims were aware that their identi-
ty had been compromised.

ID thieves use a victim’s information in 
different ways. Some file fraudulent tax 
returns. Others pursue bogus medical 
claims. Still others look to open credit ac-
counts in the victim’s name with no intent 
to ever repay the obligation.

Under the Federal Trade Commission 
(FTC)’s Red Flags Rule, dealers have an 
obligation to have an identity theft-pre-
vention program (ITPP) in place to help 
diminish the likelihood that an identity 
thief can use a victim’s information to pur-
chase or lease a vehicle.

The Red Flags Rule was the second FTC 
rule that required a dealer to employ a 
compliance management system (CMS) 
approach, the Safeguards rule being the 
first. Once the ITPP is in place, the deal-
er’s primary responsibility becomes to ap-
ply the policy to every financed or leased 
transaction.

Most dealers use a software provider to 
vet the customer against the vendor’s Red 
Flags algorithm. If the customer fails to 
pass the test, then the vendor notifies the 
dealer of the failure and provides direction 
on how to clear the Red Flags. Some deal-
ers, however, fall short of their obligation 
to comply.

For example, the vendor’s response may 
alert the dealer that the address the dealer 
provided is different than the address the 
vendor’s databases report for the custom-

er. This is an obvious Red Flag: The thief 
wants to keep the theft secret for as long as 
possible and wants to avoid any compro-
mising mail going to the victim.

To properly clear this Red Flag, the deal-
er should obtain valid proof of residence 
from the customer to confirm the cus-
tomer is not a thief. With a properly vet-
ted proof of residence, the dealer should 
then document the file or the steps taken 
to clear the Red Flag.

Similar steps should be taken if the So-
cial Security number the customer pro-
vided doesn’t match what’s in the com-
pliance vendor’s databases or belongs to 
a deceased person. Obtain a copy of the 
Social Security card or a letter from the 
Social Security Administration. To check 
for forgeries, a quick Google search on 
Social Security cards will provide you 
with legitimate examples to compare 
with the date of issue. Remember, Social 
Security cards change and morph over 
time.

There is a wrong way to execute this pro-
cess. For instance, some vendors have a 
mechanism to document that the Red Flag 
was cleared and retains that documentation 
in its archives. Unfortunately, “clearing” the 
Red Flag can be as simple as the F&I man-
ager clicking on a button in the software, 

even if all the steps have not been followed 
according to the dealer’s procedure.

Or, if the dealer has a manual process to 
clear Red Flags, the F&I manager may just 
ignore the address discrepancy in the cus-
tomer’s credit bureau report and sell the 
vehicle. Either approach is fraught with the 
risk of selling a vehicle to an identity thief.

The correct approach to documenting that 
the dealership conducted its due diligence 
and properly vetted the transaction is to 
treat a Red Flag like you treat a subprime 
stip.

Many dealers use a structured approach 
to clearing and submitting subprime stips, 
and with good reason. Some dealers have 
seen deals become subject to recourse 
from some subprime finance sources after 
the deal defaulted. The reasons vary, but 
can sometimes be addressed by the stips 
provided at funding. Unfortunately, if the 
dealer did not obtain, vet, copy and submit 
the stips, the dealer does not have the doc-
umentation to fight the claim.

Same goes for documenting the clearance 
of potential Red Flags: Obtain the clearing 
documentation, vet it for legitimacy and 
authenticity, copy it for your file, and then 
document the clearing action in your ven-
dor’s system.

You now have proof that, to the best of 
your knowledge, you properly cleared the 
Red Flags and can proceed with the sale. 
Good luck and good selling! 

Gil Van Over is the executive director of Au-
tomotive Compliance Education (ACE) and 
the founder and president of gvo3 & Associ-
ates. Email him at gvo@bobit.com.

Treat red Flags Like Subprime Stips
Well-meaning F&I managers can unwittingly clear a Red Flag before it is actually cleared. 
Compliance expert has a simple plan to button up your documentation process.

By Gil Van Over

The correct approach to
documenting that the

dealership conducted its 
due diligence and properly 

vetted the transaction is 
to treat a Red Flag like you 

treat a subprime stip.
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Here’s our monthly report of legal develop-
ments in the auto sales, finance and lease 
world. This month, we feature a Presidential 
Executive Order as well as developments 
from the Consumer Financial Protection 
Bureau, the Office of the Comptroller of 
the Currency and the Federal Trade Com-
mission, as well as our “Case of the Month.” 
Remember – we aren’t reporting every re-
cent legal development, only those we think 
might be particularly important or interest-
ing. 

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

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

This Month’s CARLAWYER© 
Compliance Tip

Dealers seldom give much thought to their 
compliance with the Americans With Dis-
abilities Act, and, when they do, they think 
about things like wheelchair access to their 
buildings.  Now we have picked up reports 
of complaints and threats of complaints 
against dealers alleging that the dealerships’ 
web sites are not accessible by those with 
disabilities.  This has become a “cottage in-
dustry” in some areas of the country, with 
the plaintiffs’ lawyers threatening to file 
class action lawsuits unless dealers pay up.  
And your arbitration agreement won’t help 
here – these plaintiffs probably have not 
done business with your dealership.  Maybe 
it’s time for another visit to the lawyer.

Federal Developments

Report Card Time.  In early February, 
the FTC provided its annual letters to the 
CFPB summarizing the FTC’s enforcement 
actions, research and policy initiatives, and 
education efforts in 2016 related to the 
Equal Credit Opportunity Act and the Fair 
Debt Collection Practices Act.

Alternative Data.  On February 16, the 
CFPB announced that it is seeking infor-
mation about the potential use of “alterna-
tive data” and modeling techniques in the 
credit process. The CFPB is requesting pub-
lic feedback about the benefits and risks of 
using unconventional information sources, 
called “alternative data,” to make lending 
decisions about consumers with no credit 
history or with history that has gone stale 
or is insufficient to produce a credit score 
under most scoring models. Specifically, 
the CFPB is seeking information about: (1) 
whether using alternative data to create or 
augment a credit score could increase ac-
cess to credit by helping lenders better as-
sess consumer creditworthiness; (2) wheth-
er the use of alternative data could make 
credit decisions more complex for both 
consumers and industry; (3) the impact of 
the use of alternative data on loan costs for 
consumers and operating costs for lenders; 
and (4) implications for consumer privacy 
and security. Comments on the request are 
due by May 19, 2017.

Trump Stifles Regulations.  On February 
24, President Trump signed an Executive 
Order requiring every federal agency, ex-
cept those that receive a waiver, to establish 
a Regulatory Reform Task Force to evalu-
ate existing regulations and make recom-
mendations to the agency head regarding 
their repeal, replacement, or modification. 
The order directs each task force to iden-
tify regulations that, among other things, 

eliminate jobs or inhibit job creation, are 
outdated, unnecessary, or ineffective, im-
pose costs that exceed benefits, or create a 
serious inconsistency or otherwise interfere 
with regulatory reform initiatives and pol-
icies. It is unclear if executive orders such 
as this one apply to independent agencies, 
particularly the CFPB.  

Banks and Third Parties – Dealers, Per-
haps?  On January 24, the OCC released 
supplemental procedures for examining 
national banks and federal savings asso-
ciations’ risk management of third-party 
relationships. The new examination proce-
dures supplement OCC Bulletin 2013-29, 
“Third-Party Relationships: Risk Manage-
ment Guidance,” issued in October 2013.

Case of the Month

Car buyers brought a class action suit 
against several related dealerships, among 
others, for violating the Truth in Lending 
Act, Oregon’s Unlawful Trade Practices 
Act, and Oregon’s financial elder abuse 
statute, alleging that the defendants failed 
to comply with the disclosure requirements 
of TILA and the UTPA.  Specifically, the 
plaintiffs alleged that the defendants ob-
tained payments or “kickbacks” from third 
parties by negotiating higher interest rates 
for vehicle financing than the interest rates 
quoted by the financing entities and that 
the defendants failed to disclose these al-
leged payments and kickbacks.  

The plaintiffs also alleged that the defen-
dants failed to disclose that they received 
payments from third parties for arranging 
the sale of “extended service warranty con-
tracts”.  The defendants moved to dismiss.

The federal trial court first denied the de-
fendants’ motion to dismiss certain TILA 
and UTPA claims as untimely.  Next, with 

legal|

The CARLAWYER©

By Thomas B. Hudson and Nicole Frush Munro
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respect to the UTPA claims, the defendants 
argued that the plaintiffs could not show 
they suffered ascertainable loss as a result of 
the defendants’ alleged misrepresentations 
or concealments or that the loss was caused 
by the alleged unlawful trade practice.  The 
plaintiffs alleged that their ascertainable 
loss equaled the amount that the defen-
dants received as “kickbacks” or retained as 
profit with respect to the vehicle financing 
and service contracts.  

The court concluded that the plaintiffs’ al-
legations did not support causation under 
the UTPA; they failed to explain how the 
defendants’ conduct caused them to suffer 
losses in an amount equal to the payments 
or kickbacks the defendants allegedly re-
ceived.  The plaintiffs did not allege how 
the vehicle transactions would have been 

different if the defendants had disclosed the 
alleged payments or kickbacks – for exam-
ple, that they would have declined to pur-
chase the vehicles or the service contracts 
or would have obtained more favorable fi-
nancing.  

The court provided the plaintiffs an oppor-
tunity to amend their complaint to clar-
ify their losses and how those losses were 
caused by the defendants’ conduct.  Be-
cause the court found that the TILA claim 
was timely and that the plaintiffs could, 
depending on the proposed amendments, 
sufficiently allege a UTPA claim, the court 
denied the motion to dismiss the elder 
abuse claim.

Mendoza v. Lithia Motors, Inc., 2017 U.S. 
Dist. LEXIS 4716 (D. Or. January 11, 2017)

So there’s this month’s roundup!  Stay legal, 
and we’ll see you next month. 

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 le-
gal newsletter for auto dealers. He is Editor 
in Chief of CARLAW®, a monthly report 
of legal developments for the auto finance 
and leasing industry. Nikki is a 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 2016, all rights re-
served. Single publication rights only, to the 
Association. (3/17). HC# 4817-2570-4260
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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
1-888-529-2648
Tax Auditing & Business  
Consulting Services
www.claconnect.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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SERVICE
PROVIDER

DIRECTORY

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
Akers Law Group, PLLC
601-825-4566
Joshua Coe (Attorney at Law)

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

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

Carsforsale.com
1-866-388-9778
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

Interstate National Dealer 
Services
678-894-3500
Service Contracts &  
Warranties
inds.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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It is yet to be seen what impact the Trump 
Administration may have on the CFPB 
moving forward. In early February, legisla-
tion was re-introduced that would restruc-
ture the CFPB, eliminating the director 
position and instituting a board of directors 
for the organization. Additionally, rumors 
began about President Trump issuing an ex-
ecutive order to review the Dodd-Frank Act.

While change seems eminent, which form 
and the overall impact to the industry is yet 
to be determined. And while the potential 
changes may be positive for the industry, the 
uncertainty in and of itself carries risk to you.  

How Best to Proceed?

Perhaps the best approach is to continue 
without anticipating any relaxation on the 
current regulations. 

PassTime, an industry leader in GPS and 
Payment Assurance technology, as part of 
its commitment to the industry, has part-
nered with Hudson Cook Law Firm to pro-
vide a Device Compliance Seminar to its 
customers.

PassTime, which was founded nearly twen-
ty five years ago, has always taken com-
pliance very seriously. It was a founding 
member of TSPA (formally PATA) and has 
created industry best practices for the use of 
GPS and Payment Assurance devices, with a 
focus on consumer safety and consent. 

The device compliance training or seminar 
is an extension of these views and is de-

signed to give dealers, finance companies, 
and anyone else using devices an under-
standing of how the devices work, how they 
should be used, and things to watch out for. 
One topic covered in the seminar which is 
particularly interesting is the idea of “track-
ing with a purpose.” That is, putting in place 
procedures which prevents the unnecessary 
and excessive use of GPS in conjunction 
with an auto loan. When a GPS tracking 
device is installed on a customer’s vehicle, 
the use of that technology should be with 
a purpose, like maintenance communica-
tions to ensure the device is installed and 
working properly, or locating the vehicle if 
the loan is in default or the vehicle is out 
for repo. Locating customers too often and 
without a purpose could put the dealership 
or finance company at risk with state and 
national regulatory agencies. With the onus 
on the dealer or finance company, it is pru-
dent to err on the side of caution.

It is unclear what changes, if any, may take 
place regarding the CFPB and the Dodd-
Frank Act. But if you are using GPS and 
Payment Assurance technology, under-
standing and following industry best prac-
tices is a good idea no matter what. 

Blair Witter is PassTime’s new VP of Sales 
for the Southeast Region. He comes with 
vast experience spending 11 years at Cred-
it Acceptance and founding and managing 
two large-volume dealerships in Biloxi, 
Mississippi and Mobile, Alabama for over 
a decade. Contact Blair: (239) 470-3829 or 
bwitter@passtimeusa.com

What Does Compliance Look Like Now?
By Blair Witter, VP of Sales for the Southeast Region, VP PassTime

Luxury vehicles continued to struggle last 
week, as the segment realized some of the 
highest depreciation rates among all vehicle 
segments, according to Black Book’s Feb. 13 
Market Insights report.

Due to notably poor performance coming 
from sub-compact luxury crossovers/SUVs, 
minivans and compact vans, cars also saw 
lower depreciation rates than trucks last week.

“All luxury segment accumulative deprecia-
tion rates, for the first six weeks of 2017, are 
larger than that of their respective segment 
averages,” said Anil Goyal, senior vice presi-
dent of automotive valuation and analytics for 
Black Book.

Apart from the prestige luxury and luxury 
segments, all car segments experienced bet-
ter week-to-week depreciation last week, the 
firm added. Sub-compact and compact cars 
held the lowest depreciation rates at 0.05% 
and 0.04%, respectively. On the other side of 
the spectrum, prestige luxury and luxury cars 
held the highest depreciation rates at 0.69% 
and 0.42%, respectively.

Volume-weighted, overall car values de-
creased by 0.22% last week, the best weekly 
retention rate since May 2016, according to 
Black Book.

Volume-weighted, overall truck values de-
creased by 0.36%, noticeably higher the 0.14% 
rate recorded during the same time last year. 
Although sub-compact crossovers actually 
realized an appreciation of 0.32% last week, 
this gain was offset by the poor performance 
of sub-compact luxury crossovers/SUVs, 
mid-size luxury crossovers/SUVs, minivans 
and compact vans. Those segments realized 
depreciation rates of 1.22%, 0.59%, 0.81%, 
and 1.36%, respectively. 

Black Book: 
Luxury Depreciation 
Spikes

“All luxury segment accumulative 
depreciation rates, for the first six 

weeks of 2017, are larger than 
that of their respective segment 

averages...”
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WayneReaves.com 800.701.8082

Dealer Management 
Software

Print Forms on Plain Paper
Calculate Deal Numbers
Internet Based
Automatic Backups
Automatic Updates
Prospect Manager
E-mail and Text from DMSE-mail and Text from DMS
Inventory Management
Cash and Wholesale Deals
Buy Here Pay Here
Bank Financing 
Related Finance Company
Collections and Repossessions
Accounting ReportsAccounting Reports
Route One Integration
Wayne Reaves Website Integration

Dealer Websites
Fully Responsive
Feeds to Third Party Websites
Social Media Integration
Craigslist AD Generator
Google Friendly
Free Domain Registration
Accept Online PaymentsAccept Online Payments
Online Credit Applications
Website Lead Notifications
Carfax Integration
Auto Check Integration
Embeded YouTube Videos
Wayne Reaves DMS Integration
Easy to ManageEasy to Manage

Online Dealer Software

Fully Responsive Websites
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U.S. Senator Deb Fischer (R-Neb.) reintro-
duced on Jan. 11 legislation aimed at replac-
ing the director of the Consumer Financial 
Protection Bureau with a five-member 
bipartisan board. The bill was introduced 
just as Congressional Democrats and state 
regulators pledged to defend the bureau 
against attacks from the Trump adminis-
tration.

This is the third time Fischer has intro-
duced a CFPB-restructuring bill; the Re-
publican lawmaker having introduced 
similar legislation during each of the previ-
ous two congressional sessions. This time, 
Fischer introduced her bill — S. 105, or 
the Consumer Financial Protection Board 
Act — less than four months after a three- 
judge panel of the U.S. Court of Appeals 
ruled the bureau’s leadership structure un-
constitutional and vacated its $109 million 
fine against mortgage lender PHH Corp.

“For years, the bad decisions made by a 
single director at the CFPB have kept fam-
ilies locked out of economic opportunity,” 
Fischer stated in her press release announc-
ing the bill, which sits in the Senate Com-
mittee on Banking, Housing and Urban 
Affairs. “My bill would prevent this mis-
conduct by divesting the authority from 
one director to a five-member bipartisan 
board. This much-needed structural ad-
justment would bring accountability to the 
bureau and give more Americans a chance 
to build their own businesses and provide 
for their families.”

Under S. 105, each board member would be 
appointed by the president and confirmed 
by the Senate. The president would also 

appoint one of the five members to serve 
as chairperson of the board, which would 
consist of no more than three members 
from the same political party. Each board 
member would serve staggered five-year 
terms.

If passed, the legislation, which lists Sen-
ators John Barrasso (R-Wyo.) and Ron 
Johnson (R-Wisc.) as cosponsors, would 
take effect once the Senate confirms three 
members.

Replacing the single CFPB director with 
a committee is also part of legislation Re-
publicans in the House of Representatives 
introduced last September. That bill, also 
known as the Financial CHOICE Act of 
2016, would also repeal and replace the 
Dodd-Frank Wall Street Reform Act, as 
well as repeal the CFPB’s March 2013 guid-
ance on dealer participation.

Senators Charles Schumer (D-N.Y.), Sher-
rod Brown (D-Ohio), and Elizabeth War-
ren (D-Mass) threw their support behind 
CFPB Director Richard Cordray and his 
agency during a Jan. 17 press call. Rumors 
have circulated around Washington D.C., 
that President Donald Trump and his ad-
ministration plan to fire the director and 
abandon the legal defense of the agency 
in its appeal of the federal appellate court’s 
October 2016 ruling. The Senate Dem-
ocrats claim Cordray’s firing would go 
against Trump’s promise to keep Wall Street 
accountable.

Sen. Brown and Rep. Maxine Waters 
(D-Calif.) then filed on Jan. 23 a motion to 
intervene in the bureau’s appeal. Seventeen 

attorneys generals followed suit the same 
day.

The attorneys general from Connecticut, 
Delaware, Hawaii, Illinois, Iowa, Maine, 
Maryland, Massachusetts, Mississippi, New 
Mexico, New York, North Carolina, Ore-
gon, Rhode Island, Vermont, Washington, 
and the District Columbia are seeking to 
defend the constitutionality of the bureau. 
They argue that the federal appellate court’s 
ruling, if permitted to stand, would under-
mine the power of state attorneys general to 
effectively protect consumers against abuse 
in the consumer finance industry, as well as 
“significantly lessen the ability of the CFPB 
to withstand political pressure and act ef-
fectively and independently of the presi-
dent.”

The regulators also argue that it’s critical 
they intervene in the case because Presi-
dent Trump has expressed strong opposi-
tion to the Dodd-Frank reforms that cre-
ated the CFPB. “The CFPB is the cop on 
the beat, protecting Main Street from Wall 
Street misconduct,” said Attorney Gen-
eral George Jepsen, who led the group of 
regulators in their filing of the motion. “It 
was structured by Congress to be a pow-
erful and independent agency that would 
protect consumers from the abuses of Wall 
Street, banks, and other large financial in-
stitutions. That mission is still critical to 
consumers today. However, the Trump 
Administration has said it intends to weak-
en the CFPB.

“That calls into question whether the new ad-
ministration will adequately defend the CFPB 
and the American public it protects.” 

Senate Republicans Introduce CFPB-Restructuring Bill
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Physical Auctions 

Digital Auctions 

Specialty Auctions 

Salvage Auctions 

Floorplan Financing 

Reconditioning 

Inspections 

MMR 

Thursdays    9:00AM CT 

TRA     11:00AM CT 

Specialty    11:00AM CT 

GM Financial Closed Sale  12:00PM CT 
Every Other Thursday 

7510 US Hwy 49 N 

Hattiesburg, MS 39402 

601.268.7550 

Manheim.com            866.Manheim 

Rising incentive spending will put sig-
nificant downward pressure on used-car 
pricing this year, J.D. Power automotive 
analyst Jonathan Banks said Friday.

Incentive spending rose to $4,001 per 
unit in 2016, Banks said at a joint press 
conference with NADA chief economist 
Steven Szakaly and Melinda Zabritski, 
director of automotive credit at Experian 
Automotive.

Incentive spending, combined with a glut 
of off-lease vehicles returning to market, 
could push used prices down by about 4.8 
percent this year, the lowest level since 
the economy was emerging from the re-
cession in 2010.

“You keep lowering the new-car price 
down and the used-car prices are com-
ing down. Meanwhile, more used cars are 
coming in offering a value story, which 
might stimulate the manufacturers to in-
crease incentives even more,” Banks said.

“You get kind of a vicious circle between 
the two, which could be really bad espe-
cially when you’re spending a lot of mon-
ey. It’s a bit of a frightening situation, in 
my opinion.”

Used-vehicle pricing spiked in the wake 
of the recession, and levels had remained 
high through 2015. Beginning last year, 
used-vehicle pricing began showing signs 
of declines and 2017 should be the year 
pricing returns to historically normal lev-
els, Banks said.

“We think incentives are going to have 
a huge impact on pricing because we 
don’t see a big pullback in that spending,” 
Banks said.

Szakaly said the new-vehicle market 
could remain stable at 17.5 million units 
in 2017 if President Donald Trump’s tax 
and infrastructure plans come to fruition, 
up from a baseline, pre-election forecast 
of 17.1 million units.

“The likelihood of everything passing is 
very, very low, so we might be looking at 
some kind of mix,” he said. 

Analyst Warns of Incentives' Pressure on Used Prices
By John Irwin

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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After 
more than 
40 years, 
researchers 
are design-
ing new 
crash test 
dummies to 
reflect and 
older and heavier American population.

According to the Centers for Disease Con-
trol and Prevention the average Ameri-
can man weighs 195 pounds, a 21 pound 
increase from forty years ago. The weight 
of the average American woman has in-
creased by roughly the same amount in 
that time. Unfortunately, according to ABC 
News, the crash test dummies used to test 
car safety today are pretty much the same 
as they were when they were introduced 
in the 70s, which poses some unique prob-
lems for crash safety researchers.

"The dummies over the course of decades 
have not changed at all – but the overall 
population has," University of Michigan 
professor Stewart Wang told ABC News. 
"The vast majority of people that we see in 
most trauma centers come from motor ve-
hicle crashes. And what we're seeing is, it's 
the people who don't look like the perfect, 
standardized person. These are the more 
vulnerable people that are getting hurt at a 
higher rate."

New research into how various body types 
respond to auto crashes has led dummy 
manufacturer Humanetics to design a 
more diverse set of dummies. This includes 
elderly and obese dummies to better reflect 
the variety of American physiques.

Jim Davis, Humanetics' vice president of 
engineering, told ABC News, "We're get-
ting older, we're getting heavier, you know,  
so the dummies have to evolve as we evolve. 
As our bodies change, we have to structure 
the dummies to mimic that change in order 
to let the car manufacturers manufacture 
safer systems.” 

CFPB adds 23K Complaints to 
Database in December

By Auto Remarketing Staff

With debt collection continuing to be one of the primary triggers, the Consumer Fi-
nancial Protection Bureau’s latest update about its complaint database indicated the 
bureau has handled approximately 1,080,700 consumer complaints across all products 
as of Jan. 1.

For December, the CFPB reported that debt collection again was the most-com-
plained-about financial product or service. Of the approximately 23,000 complaints 
handled in December, there were 7,196 complaints about debt collection.

The second most-complained-about consumer product was credit reporting, which 
accounted for 3,837 complaints. The third most-complained-about financial product 
or service was mortgages, accounting for 3,762 complaints.

Agency officials noticed Alaska, Georgia, and Louisiana experienced the greatest year-
to-year complaint volume increases from October to December versus the same time 
period 12 months earlier. The data showed Alaska was up 57 percent, Georgia climbed 
46 percent and Louisiana rose 32 percent.

The CFPB added the top three companies that received the most complaints from Au-
gust through October of last year were Equifax, Wells Fargo, and TransUnion.

The bureau’s latest update also highlighted complaints from Tennessee. As of Jan. 1, 
the CFPB tabulated that consumers in Tennessee submitted 17,800 of the 1,080,700 
complaints the bureau has handled.

Of those complaints, 4,700 and 5,800 have come from consumers in the Memphis and 
Nashville metro areas respectively.

Consumers in Tennessee most often submitted complaints about debt collection. Offi-
cials found that debt collection complaints accounted for 34 percent of the complaints 
submitted to the bureau by consumers from Tennessee, while nationally debt collec-
tion complaints account for 27 percent of complaints.  

Equifax, Experian and TransUnion were the most-complained-about companies for 
consumers in Tennessee. 

As America gets 
Older and Heavier, 
so do its Crash Test 
Dummies
By Josh Marker
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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

save the date

2017
Convention

 

August 6 - 7

Beau Rivage 
Resort and 

Casino

Biloxi, MS

Book now!
Visit

msiada.org/events 
for more 

information!
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It’s that time of year again: awards sea-
son. There’s speculation everywhere about 
which entertainers will walk away with the 
top prize, and for good reason. Awards — 
or even nominations — have a powerful ef-
fect on public perception. It’s a lesson Hol-
lywood knows better than anyone … but 
one the auto industry still needs to learn.
 
Third-party awards dramatically influence 
how consumers perceive the vehicles on 
your lot. According to recent market re-
search, three out of four consumers said 
awards from companies like Kelley Blue 
Book or Consumer Reports strongly or 
somewhat influence their opinion of a ve-
hicle. The positive press from an award 
makes consumers confident that your vehi-
cle is a smart purchase — and can convince 
them to choose your vehicle over the com-
petition.
 
So if awards can deliver a boost this big, 
why aren’t more OEMs and dealers shout-
ing theirs from the rooftops? To take ad-
vantage of the benefits and differentiation 

these awards offer, you need to take a tip 
from Hollywood and put your awards front 
and center. These four tips will help you 
leverage your inventory’s award-winning 
status to drive more value and increase 
sales.
 
1. Promote, Promote, Promote
No matter what your vehicles win, con-
sumers won’t remember you’ve won it un-
less you remind them. We receive so many 
advertising messages every day that unless 
information is repeated, we’re likely to for-
get it. Conventional marketing wisdom 
suggests repeating an idea seven times for 
it to stick, but the exact number is less im-
portant than repetition in general.
 
For consumers to remember and value your 
awards, you need to promote them repeat-
edly, and in all the places your consumers 
are looking. And for the vast majority of 
consumers, those places are online.
 
According to Autotrader’s 2016 Car Buy-
er Journey study, the average consumer 

spends 59% of their purchase process on-
line, logging about 5.2 hours on third-party 
sites, 1.4 hours on dealership sites and 45 
minutes on OEM sites. While you might 
keep those proportions in mind as you al-
locate your coverage, all three types are big 
parts of the online shopping experience. 
Your awards should be prominently dis-
played on all of them.
 
2. Be Consistent and Credible
One of the biggest benefits your dealership 
gets from awards is a credibility boost. It’s 
one thing for you to say your vehicle is 
the best in its class. But when an impar-
tial company says it, that claim holds more 
weight. However, unless you promote your 
vehicle awards effectively, you can lose 
some of that trust.
 
If you present conflicting messages about 
your awards across different sites — even if 
it’s a mistake — consumers will start feeling 
skeptical about your claims. And if you don’t 
back everything up with links to third-party 
sites, you’ll start sending up red flags.

4 WAYS
to Make the Most
of Third-Party
Vehicle Awards
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But the reverse is true, too. “Consistently 
promoting your awards will build consum-
ers’ trust in your messaging, and increases 
your value proposition,” said Rob Lange, 
director of industry insights and education 
at Cox Automotive Media Solutions. “It’s a 
powerful way to convince consumers that 
your vehicle’s the one for them.” To preserve 
your credibility, evaluate your messaging 
from the consumer’s perspective. Are you 
using consistent language? Do you back up 
your claims?
 
Some companies are working to make 
consistency easier. For example, Kelley 
Blue Book Syndicated Editorial Con-
tent generates tiles that promote vehi-
cle awards for specific makes, models 
or VINs. If you’re part of Kelley Blue 
Book’s Price Advisor Participating Deal-
er program and your OEM has signed up, 
Syndicated Editorial Content will gener-
ate identical tiles to advertise awards on 
OEM sites, dealer sites, Autotrader and 
Kelley Blue Book. Plus, the tiles link to a 
vehicle awards page on KBB.com, build-
ing credibility into your listings.
 
3. Differentiate Your Dealership
You’ve probably noticed that once an ac-
tor receives an award, their public persona 
changes. Suddenly they’re not Joe Smith 
— they’re Oscar-winning Actor Joe Smith. 
This is another smart marketing lesson 
dealers can learn from Hollywood. Just like 
an Oscar boosts an actor’s overall reputa-
tion, an award doesn’t just raise the value 
of the specific vehicle that wins. It raises the 
value of your entire dealership.

 Along with promoting awards on vehicle 
listings, you should make them part of your 
overall messaging. There are plenty of ways 
to do this, from including awards in your 
email or print advertising to promoting 
them in your service department. Auto-
trader even offers a special Dealer Differen-
tiation space on its dealership description 
pages. There, dealers can highlight all the 
awards and accolades that make their deal-
ership special.

“By promoting awards in your messag-
ing, both in person and online, you’re 
not just selling the car,” said Howard 
Polirer, director of industry relations 
for Cox Automotive. “You’re also selling 
your dealership. You’re selling the expe-
rience.” Giving your awards the airtime 
they deserve will prove that besides sell-
ing award-winning vehicles, you’re an 
award-worthy dealership.
 
4. Showcase Awards in the Showroom
Promoting awards online is a big piece of 
the puzzle, but it’s not the only piece. Con-
sumers perform the bulk of their research 
online, but the actual purchase still hap-
pens in person. And when they get to your 
dealership, it’s your job to keep your awards 
top-of-mind.

Feel free to go low-tech at this point. Clings, 
toppers, hanging tags or stand-up signs are 
all great ways to emphasize awards within 
the dealership. They give consumers clear 
visual reminders of the awards they’ve al-
ready seen advertised online. Remember, 
consistency is key!
 
Don’t rely on clings or signs to tell the 
whole story, though — your sales team also 
has a big role to play. “Awards are a power-
ful sales tool,” Lange explained. “They give 
salespeople great talking points, but the 
credibility of a third-party award also rais-
es consumers’ trust in the salesperson. An 
award-winning vehicle basically sells itself.” 
Educate your sales team on your invento-
ry’s awards, and make sure they’re ready to 
promote them during walk-arounds. Then 
watch the sales roll in!
 
Everyone loves a winner, and automotive 
consumers are no different. So why hide 
your awards where no one will hear about 
them? By following these four tips, you can 
put the spotlight on your award-winning 
vehicles where it belongs, getting more 
consumers into high-quality vehicles and 
earning more profit. How’s that for a win-
win? 

MIADA 
Members
Jan/Feb Renewals
Auto South LLC
Beasley Auto Sales LLC
Bell Automotive
C Breeze Motors
Chuck Ryan Inc
D&L Auto Sales LLC
Full Circle Auto LLC
Full Speed Auto Sales LLC
Gulf Coast Cycles LLC
GWC Warranty
Hillside Auto
Jordan Motors
Larrys Used Cars
Magnolia Classics Motor Cars
Main Street Auto LLC
MO Diversified LLC
National Auto Auction Association
Nichols Used Cars
Rent 2 Own HQ
Ridgeland Autoplex Inc
Top Notch Used Cars LLC

Jan/Feb New Members
ADESA Little Rock
AFC
Ashley Motors LLC
Auto Credit of Collins
Bell’s Inc
Big Deal Auto LLC
Blount Motors LLC
Bo Haarala Autoplex
Bonita Auto Sales
Bragan Wholesale Auto
Brannan Automotive LLC
Burns Motors LLC
Cars Unlimited Of Desoto
Carthage Supercenter Inc
Central Avenue Auto Sales
City Auto Finance
Craft Auto Sales
Dixie Auto Auction
Fleet Sales
Continued on next page
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january/february 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

Continued from previous page

Flywheel Motors LLC
Frazer
I Finance
JD Byrider Sales
Jerry’s Auto Sales Inc
Jim’s Classic Cars
Lincoln Road Autoplex
Lindsay’s Auto Sales
Long Beach Auto Auction
NextGear Capital
Nu-Way Auto
Oliver’s Auto Sales Inc
Parker Motor Company
Professional Car Sales
Rebel Auto Sales
S&B Auto Sales
S&N Auto Sales & Repair
Tallman Cars
U Save Car and Truck Rental
Watkins Motors
Withers Used Cars Inc. 

PRE-LICENSING
CALENDAR

Seminar Location:
MIADA Home Office

1705-A Old Whitfield Road
Pearl, MS 39208

8:00am to 5:00pm

Mar 18 • Apr 22
May 20 • Jun 17
Aug 19 • Sep 16

Visit msiada.org
for additional details and

to register for
upcoming courses.



Featuring:
4 Tracks of Education

• Retail
• BHPH

• Compliance
• CPO

Who Attended In 2016:
• 1,670 Attendees

• 173 Exhibitor Partners

• 46 States represented, as well as Grenada and Canada

• 76% of dealer attendees are owners, principals 
  or general managers, in other words, decision makers!

• 332 First time attendees 

NIADA’S 71st Annual Used Car Dealer Convention And Expo
For 70 consecutive years, since 1946, NIADA has produced the NIADA Convention because we are 
committed to serving and assisting our dealers, whether you are a dealer or you do business with 
dealers. The convention includes dealer training, exhibitors, tremendous networking and 
entertaining events while maintaining our association’s time-honored traditions. 
However you’re connected to the industry, NIADA has something for you!

The Most Successful Used Car Professionals Attend This 
Convention And Expo Every Year To:
• Gain critical training 
• Face-to-face interactions that drive new ideas and build connections
• Receive updates on federal, regulatory and compliance issues that affect you
• Share best practices
• Learn about the most current technologies, products and services offered by our 
  top-notch exhibitor partners to accelerate your dealership ahead of the competition

1,670 
attendees

46 
states 

76%
decision 
makers

332 
first time 

attendees

173
exhibitor
partners

&

SAVE•THE•DATE

 THE MIRAGE•LAS VEGAS•JUNE 12-15

REGISTER NOW AT: NIADACONVENTION.COM
or call 800-682-3837



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.

Stand out from the rest!
ADVERTISE WITH MIADA


