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CUSTOMIZED OPTIONS
TO HELP ME BECOME A
MASTER OF TURN TIME*

CHRIS HAUS  |  HAUS AUTO GROUP  |  CANFIELD, OH

10
TURNS

PER YEAR

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

NextGear Capital gives me the analytics to help me run my business without worrying about money. Sometimes you  
forget it’s a floor plan company because they’re a capital source that understands the car business. NextGear Capital  
is reliable, helpful, and makes it simple and easy to do business. CHRIS HAUS  |  HAUS AUTO GROUP

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

July 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 2017 MIADA Convention and Expo on your 
calendar. Here are a few of the reasons why:

EDUCATION
Our industry continues to evolve rapidly, whether it be com-
pliance 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 2017 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, ven-
dors 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 entertain-
ment 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
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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 with Steve Levine of Ignite Consulting
• Cashing in on Tax Season Now with Bill Neylan of Tax Max
• 

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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Three fundamental reasons why auto deal-
erships find converting leads into buyers an 
obstacle are: inadequate explanation of the 
pricing and value proposition, lack of timely 
follow-up and not using leads’ preferred fol-
low-up communication methods, according 
to recent study results released by AutoLoop.

“To increase lead conversion rates, the stud-
ies’ results shine a spotlight on three specific 
areas that auto dealers can target for sales 
process and technology improvements,” the 
auto industry marketing and customer re-
lationship management solutions provider 
said in a news release.

AutoLoop’s findings come from two of the 
company’s latest studies, the 2016 Digital 
Engagement (ADE) study, which analyzes 
the purchase behavior of more than 4 mil-
lion customers who represent 1,000 dealer-
ships within the U.S.; and the 2016 Autoloop 
XRM Unsold Customer Survey Results, 
which questioned 60,000 unsold customers 
following initial visit to a national sample of 
dealerships.

“Many dealers are quick to blame low con-
version rates on the quality of leads, or they 
accept low conversion rates and opt to spend 
more money to get more leads, but our study 
points to different reasons for low conver-
sion rates,” said Doug Van Sach, AutoLoop’s 
vice president of analytics and data services. 
“The data tells us that key areas where deal-
ers are failing to convert have to do with the 
internal sales process and the failure of sales 
teams to use technology and tools available 
to them.”

1. Explain pricing and value proposition
“The reasons given to purchase and not to 
repurchase were similar, which tells us that 
it really is up to the individual salesperson 

to be transparent about pricing and to rein-
force price points with additional benefits 
offered by the dealer, such as large vehicle 
inventory or free loaners during subsequent 
service visits,” Van Sach said.

“Additionally, salespeople may want to ease 
up on the pressure and focus on making the 
purchasing process as pleasant and fast as 
possible.”

AutoLoop said the car shoppers surveyed 
were asked why they decided to buy a ve-
hicle from a particular dealership, their top 
reasons were: good value for the money, se-
lection of vehicles, ease of purchase experi-
ence, quality of salespeople and convenient 
location.

When asked why they chose to not repur-
chase at a particular dealership, their top 
reasons were: prices are too high, plan on 
buying another brand, the dealer is too far 
from home, too much pressure to buy and 
paperwork took too long.

2. Follow-up in a timely manner
Only 47 percent of car shoppers surveyed 
said they received follow-up communica-
tions from the dealership, and 53 percent 
responded that they never received a fol-
low-up whatsoever.

AutoLoop suggests that this significantly 

influences purchase rate. The study found 
that 26 percent of customers who received 
follow-up communications chose to buy a 
vehicle from that dealership.

Just 15 percent of shoppers who did not re-
ceive follow-up communications returned 
to the dealership to make a purchase.

“These figures are shocking as everyone 
knows that follow-up is a basic tenet of the 
sales process,” Van Sach said. “This tells us 
that many salespeople do not understand the 
real value of follow-up, are not being held ac-
countable to the established processes within 
the dealership, or don’t have sufficient time 
available to contact every unsold customer.”

3. Communicate via prospects’ preferred 
methods
Whether it’s by email or phone call, Au-
toLoop said another compelling finding is 
that the way in which follow-up commu-
nications are preferred is closely tied to the 
generation a car shopper belongs to.

• Among baby boomers, 60 percent prefer 
a phone call and 40 percent prefer email.

• Gen Xers and millennials have a prefer-
ence that’s split 50/50 between email and 
phone calls

“I believe just about every CRM has a place 
to track a preferred method of contact, or 
it’s very easy to store the information in a 
customer’s profile. One strategy dealers can 
employ is to ask customers for their pre-
ferred method of contact during their initial 
interaction with a dealer either online or in 
the store,” Van Sach said. “Dealers that focus 
on enhancing their sales process and usage 
of technology in these three areas will see 
significant improvements in their lead con-
version rates.” 

marketing |

3 Reasons Dealerships have Difficulty 
Turning Leads into Buyers
By Auto Remarketing Staff

When asked why they chose to 
not repurchase at a particular 
dealership, their top reasons 

were: prices are too high, plan on 
buying another brand, the dealer 

is too far from home, too much 
pressure to buy and paperwork 

took too long.
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704-882-7100 ext. 7509 
AcemotorAcceptAnce.com

Funding for
Receivables

You Collect or
We Collect

Floorplan Lines

Simplified Insurance 
Tracking

Reports Package

Training

Bulk Roll in for
Existing Contracts

Cash Flow from
Payments

WhaT’S InCLudEd:

According to the latest State of the Automo-
tive Finance Market report from Experian 
Automotive, none of the overall readings 
for either 30-day or 60-day delinquencies 
moved higher by more than 10 basis points 
year-over-year during the fourth quarter.

Analysts indicated the overall delinquen-
cy reading to make the highest jump was 
the percentage of outstanding balances at 
60 days or more past due as that reading 
climbed from 0.68 percent at the close of 
2015 to 0.78 percent at the end of last year.

The percentage rate of contracts 60 days or 
more past due moved up from 0.71 percent 
to 0.78 percent.

Within 30-day delinquencies, Experian re-
ported that that percentage of contracts in 
that category ticked up just 2 basis points 
year-over-year (2.42 percent to 2.44 per-
cent) while the percent of balances in that 
stage of delinquency edged 7 basis points 
higher (2.41 percent to 2.48 percent).

Drilling deeper into the delinquency data 
Experian shared revealed that many of the 
provider categories analysts pinpoint — 
commercial banks, captives, credit unions 

and finance companies — did not sustain 
startling increases in rates during the fourth 
quarter. One of the highest was the 60-day 
delinquency percentage of outstanding bal-
ances at finance companies — operations 
that do not hold consumer deposits and 
often specialize in originating subprime 
paper — as the metric jumped from 1.84 
percent to 2.00 percent.

Also registering a noticeable increase was 
the 30-day delinquency percentage of out-
standing balances at captives. Experian de-
termined that reading rose from 2.62 per-
cent to 2.85 percent in Q4.

Looking at state-level data, the location 
with the highest 60-day delinquency rate 
was Maryland, as Experian pinpointed the 
rate in the Old Line State at 1.53 percent. 
Other states with 60-day delinquency rates 
at 1.00 percent or higher included:

• Mississippi: 1.40 percent
• Louisiana: 1.28 percent
• South Carolina: 1.09 percent
• Alabama: 1.07 percent
• Georgia: 1.03 percent
• New Mexico: 1.01 percent
• Texas: 1.00 percent 

Overall Delinquency Rates 
Change Little in Q4

By Auto Remarketing Staff
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Perhaps with Passover and Easter at hand, 
the spring market truly is happening if the 
latest information contained in the latest 
Black Book Market Insights report is an in-
dication.

The report released on Tuesday showed 
the car segment as a whole increasing its 
value by 0.15 percent. Although the truck 
segment did not retain or increase its value, 
editors pointed out it was not far behind, 
only depreciating by 0.04 percent.

Black Book highlighted that two vehicle 
segments — compact cars and full-size 
pickups — performed the best this past 
week, increasing their values by 0.41 per-
cent and 0.43 percent, respectively.

“Entry-level cars show seasonal strength in 
value, driven by demand from tax season 
buyers, while the luxury segments show 
some weakness. Pickups are also seeing re-
newed improvement in values,” said Anil 
Goyal, senior vice president of automotive 
valuation and analytics at Black Book.

Volume-weighted, editors reiterated that 
overall car segment values increased by 
0.15 percent last week. In comparison, the 
market showed similar performance in-

creasing on average by 0.15 percent in the 
previous two weeks.

Black Book determined the compact car, 
sub-compact car and sporty car segments 
gained the most by 0.41 percent, 0.25 per-
cent and 0.26 percent, respectively.

Again volume-weighted, editors noticed 
overall truck segment values — including 
pickups, SUVs and vans — edged lower 
by just 0.04 percent last week, less than the 
depreciation rate of 0.07 percent spotted 
during the previous two weeks.

Black Book indicated the full-size pickup, 
small pickup and minivan segments ticked 
up the most by 0.43 percent, 0.28 percent 
and 0.16 percent, respectively.

Turning next to Black Book’s representa-
tives in the lanes, reports back to headquar-
ters covered the spectrum.

First out in California, the watcher said, 
“Lots of action; almost everything seemed 
to be selling well with trucks and SUVs 
leading the way.”

Next door in Nevada, a similar scene un-
folded as Black Book heard: “Dealers are 

trying to keep their lots full with a lean to-
ward older, lower-price vehicles.”

And continuing out West, the report out 
of Colorado was, “Good sale but short on 
vehicles this week. The vehicles that were 
there sold well however.”

In the Southeast, dealers appeared to back 
off a bit. In Georgia, Black Book’s auction 
visitor said, “Inventory and attendance was 
way down, but prices were stable overall.” 
And in Florida, the report indicated, “Sell-
ers were holding out for higher bids today, 
creating more no-sales.”

The last two auction recaps came from the 
Midwest and Northeast. In Michigan, Black 
Book’s representative gathered an inkling 
about how units are turning by reporting, 
“Dealers are saying that late models are 
under pressure in the retail world, but the 
market seemed to stabilize at the auction 
today.”

And over in Pennsylvania, the action was, 
“Most of the buying at the high-line sale 
was done online, while the regular sale was 
a stark contrast with crowded lanes. Sales 
percentages were good for both sales.” 

Car & Truck Values 
Reflect Heart of 
Spring Market
By Auto Remarketing Staff
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Google recently adapted its highly influ-
ential Zero Moment of Truth concept to 
the automotive industry, calling the deci-
sion-making, car-buying journey a series of 
micro moments, or key behaviors that led, 
or didn’t lead, to a purchase.
 
In their research, Google determined five 
micro moments where car shoppers asked 
themselves:
1. Which car is best?
2. Is it right for me?
3. Can I afford it?
4. Where should I buy it?
5. Am I getting a deal?
 
For decades, savvy auto retailers and in-
dustry vendors have almost intrinsically 
known that shoppers are asking themselves 
these questions at pivotal moments along 
the car-buying process. Google’s study re-
inforces the importance of these critical 
moments with consumer data.

But what the industry is now adapting to a 
new sales strategy, one that embraces shop-
pers’ desire to do more of the shopping 
process online, and is backed by ground-
breaking technology to help customers get 
the best possible answers to their most im-
portant questions.
 
Here’s how to put Google’s five key micro 
moments into the context of building a 
strategy using digital marketing and Digital 
Retailing. Here’s how:
 
1. Advertise where car buyers perform 
research.
Whether it’s a paid search or audience tar-

geting campaign, the Google micro-mo-
ment study reminds us that strategic dig-
ital advertising can help you capture the 
attention of shoppers who are in the infor-
mation-gathering phase of the car-buying 
process.
 
2. Create content on your website that 
compares your models to those of key 
competitors.
Shoppers are looking for the right infor-
mation to help them reach a buying deci-
sion. And we know that as research and 
decision-making has moved online, the 
days of shoppers having to visit multiple 
dealers are long behind us. If your brand 
and models are cross-shopped, create vid-
eo and write blog content on your website 
and for social media that provides side-
by-side comparison and analysis to tell 
the story of why your car is right for car 
buyers.
 

3. Use Digital Retailing tools.
Answering the question of affordability 
begins with payment (italicized because 
you’ll read that word a lot in the next sen-
tence). The payment affordability expe-
rience should begin on your website with 
real finance payments and leases, the ability 
to search by payment, and self-pencil alter-
native down payments, terms, trade values 
and credit tiers.
 
4. Be transparent online and in every step 
of the selling process.
Digital Retailing allows you to create a 
unique car buying experience for shoppers 
that choose to save time by doing some of 

the work online. Not everyone will want to 
leverage these transactions tools – especial-
ly since as many as 43 percent of buyers see 
the dealership as a place to learn.
 
But by creating a transparent shopping and 
buying experience, your nurturing trust, 
establishing true partnership with your 
customers, and making great leaps into the 
future of car buying and selling.
 
5. Use marketing campaigns to drive 
awareness and visibility into your 
car-buying process.
Now that you offer an experience that dif-
ferentiates your business, let it. From retar-
geting, to updating your brand-oriented 
display advertising, to slideshows, to social 
media, even a YouTube channel – the sky’s 
the limit on how to disseminate the mes-
sage that your business is equipped to meet, 
and exceed, shopper expectations.
 
While other dealerships may continue to 
implement an outdated sales model, you 
can market your dealership by selling your 
car-buying experience, and value, and ori-
enting your business around time savings, 
transparency, and convenience.
 
Dealers will never make every deal, or sell 
every opportunity. But by taking key in-
dustry research like the Google Micro-Mo-
ment Automotive Study and aligning your 
strategy with those learnings, you are estab-
lishing your business to continue to thrive 
in this digital age. 

How to Use Google’s New Micro-Moment
Automotive Study to Inform Your Digital Strategy

By Patrick Wyld, Enterprise Performance Manager, Dealer.com

But by creating a transparent shopping and buying experience, your 
nurturing trust, establishing true partnership with your customers, and 

making great leaps into the future of car buying and selling.

Get a membership
application at
msiada.org/
membership
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The wave of regulatory enforcement disrup-
tion being perpetuated by the Trump ad-
ministration in various ways looms for auto 
dealers in the form of shakeups at the Con-
sumer Financial Protection Bureau (CFPB) 
and Federal Trade Commission (FTC).

What can dealers expect?

1. The CFPB: The Consumer Financial 
Protection Bureau has been a political 
lightning rod in recent years, especially for 
the automotive industry. The new admin-
istration will have multiple opportunities 
to reshape the CFPB’s enforcement actions 
and regulation in the coming year.

The CFPB was created by the Dodd-Frank 
Act in the wake of the 2008 financial crisis 
to regulate the financial services industry in 
the interest of consumers. Its director, Rich-
ard Cordray, is invested with a great deal of 

independence. Cordray has been criticized 
for his overzealous approach to enforce-
ment and lack of accountability to Con-
gress, especially when pressed by members 
of both parties to provide support for some 
of the policies and guidance issued by the 
CFPB during his tenure, including the CF-
PB’s Auto Finance Guidance.

Auto dealers are exempt from the author-
ity of the CFPB. But the CFPB has au-
thority over auto finance companies with 
whom auto dealers must do business. Auto 
finance companies provide the credit con-
sumers need to buy a vehicle from an auto 
dealer. They take assignment of the sale 
contract in exchange for compensation, 
usually stated as a percentage of the spread 
between the interest rate at which the fi-
nance company buys the contract from 
the dealer and the interest rate the dealer 
charges the customer for the purchase of 
the vehicle.

Dealers have discretion to adjust this rate. 
This “dealer participation” has been under 
attack since the CFPB issued its Auto Fi-
nance Guidance in March 2013, question-
ing the use of dealer participation to com-
pensate a dealer for the assignment of a sale 
contract as creating an unlawful, discrimi-
natory disparate impact on consumers. The 
CFPB’s theory is that compensation to deal-
ers in the form of discretionary dealer par-
ticipation allows auto dealers, and therefore 
finance companies, to offer higher interest 
rates to racial minorities.

2. Auto Finance Guidance: With a Repub-
lican Congress and a Republican President, 
we are likely to see legislation rescinding 
the Auto Finance Guidance. In 2016, the 
House passed HR 1737, which would have 
rescinded the CFPB’s guidance and direct-
ed the CFPB to reissue guidance after pub-
lic comment and input from various federal 
agencies.

5 Ways Trump Can Alter Finance
Auto dealer regulations face an uncertain future under the Trump presidency. Two Califor-

nia-based attorneys take a look at the road ahead for the CFPB, the FTC, and state regulators.
By Christian Scali and Monica Baumann, Attorneys with The Scali Law Firm
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Also in 2016, Texas Congressman Jeb 
Hensarling, the Republican chairman of 
the House Financial Services Commit-
tee, introduced HR 5983, which sought 
to restructure the CFPB. It would have 
replaced the Bureau’s sole director with a 
five-member bipartisan commission, re-
pealed the CFPB’s Auto Finance Guidance 
and make its budget subject to Congres-
sional appropriations as opposed to the 
CFPB receiving automatically a percent-
age of the Federal budget as it does today. 
Both of these bills died with the 114th 
Congress, but received significant support 
and could be reintroduced in 2017.

However, any change to the Auto Finance 
Guidance will take time to work its way 
through Congress. In addition, several 
lending institutions have entered into con-
sent decrees with the CFPB that place re-
strictions on how dealers are compensated 
for initiating loans. These agreements will 
continue to be legally binding.

3. Class-Waiver Arbitration Rule: Anoth-
er brewing fight at the CFPB that impacts 
the automotive industry is a proposed 
regulation limiting the use of binding ar-
bitration agreements in finance contracts. 
The Dodd-Frank Act directed the CFPB 
to analyze and potentially restrict the use 
of arbitration agreements in consumer fi-
nance contracts.

The CFPB conducted its study in 2015 
and issued proposed regulations in 2016. 
These regulations, if adopted, would pro-
hibit lending institutions from using class 
action waivers in arbitration clauses in 
finance contracts such as car loans, ef-
fectively thereby preventing dealerships 
from using them as well. Public comment 
on the proposed rule ended last August.

The Trump administration issued an ex-
ecutive order on Inauguration Day call-
ing for a regulatory freeze across all fed-
eral agencies. Many observers predicted 
that the CFPB would attempt to move 
forward with the arbitration rule prior to 
the inauguration, but it didn’t. It there-

fore appears that the regulation is subject 
to review by the new administration and 
unlikely to become effective in its pro-
posed form.

4. FTC Enforcement: The FTC has ac-
tively regulated the auto industry’s adver-
tising and finance practices over the last 
few years. By way of examples, the FTC, 
in conjunction with 32 law enforcement 
agencies, announced Operation Ruse 
Control in 2015, a crackdown that resulted 
in 252 enforcement actions targeting what 
it described as fraudulent and deceptive 
dealership advertisements.

In 2016, the FTC sued a California deal-
ership group and its principals for so-
called “yo-yo” practices that it claims 
deceptively resulted in consumers pay-
ing higher down payments and finance 
charges than originally agreed to.

Former FTC Chairwoman Edith Ramirez 
announced her resignation effective Jan. 
20. President Trump named Republican 
Commissioner Maureen Ohlhausen as 
acting chairwoman. There are also three 
open commissioner seats, at least one of 
which must be filled by a Democrat, as 
the FTC is a bipartisan body.

With the choice of Ohlhausen and the 
three open seats, it is unlikely that the 
FTC will make any major changes in 
policy in the short term. However, many 
observers predict that the FTC will not 
as aggressively engage in enforcement ac-
tions under this administration, which is 

widely seen as more friendly to businesses 
than the Obama administration.

5. Potential Increase in State and Local 
Enforcement: The FTC worked with state 
and local law enforcement in bringing 
many of its enforcement actions over the 
past few years. If the FTC pursues fewer 
actions in the future, more state and local 
agencies may initiate enforcement actions 
on their own. Historically, state attorneys 
general in more liberal states take a more 
aggressive enforcement stance during Re-
publican administrations, and that trend 
may continue in consumer advertising.

For example, attorneys general for many of 
the more liberal states announced in No-
vember that they would be “the first line of 
defense” to protect consumers against any 
unconstitutional activities out of the new 
White House. In California, district attor-
neys have in recent years increased their 
scrutiny of dealership advertising and sales 
practices.

And in his Jan. 24 State of the State Address, 
Gov. Jerry Brown announced that Califor-
nia will fight the Trump administration 
on many policies, particularly healthcare, 
immigration and climate change. But Cal-
ifornia is expected to pick up any slack by 
the federal government in enforcing laws 
protecting minorities.

This is telegraphed by Brown’s pick for at-
torney general, Xavier Becerra, confirmed 
by the state senate, who has vowed to de-
fend minorities against policies he sees as 
regressive. California also hired former U.S. 
Attorney General Eric Holder to defend the 
state against what the state might see as ille-
gal or unconstitutional activities out of the 
Trump administration.

Christian Scali and Monica Baumann are 
attorneys with The Scali Law Firm, recog-
nized by the Daily Journal as California’s 
top boutique automotive law firm. For 
more, visit scalilaw.com/practice-areas/au-
tomotive-law 

Auto dealers are exempt 
from the authority of 

the CFPB. But the CFPB 
has authority over auto 
finance companies with 

whom auto dealers must 
do business. 
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When most auto dealers sit down to cal-
culate their financial assets and liabilities, 
it’s easy to anticipate items such as inven-
tory, labor costs, marketing expenses, and 
taxes. Another critical factor that may help 
determine your financial success is your 
compliance with the litany of rules and 
regulations governing your business.

Given the long list of daily operational de-
mands you confront just to keep the doors 
open and the lights on, it’s understandable 
that sometimes bureaucratic regulations 
might feel as though they are just an af-
terthought. But just as any doctor will tell 
you, prevention really is the best medicine. 
In the automotive industry, compliance is 
the best way to prevent the often consid-
erable costs involved with remaining fully 
compliant with applicable regulations.

Of course, keeping up with the wide array 
of applicable federal and state laws govern-
ing automotive dealerships is no small task. 
Audits, lawsuits and even fraud are all un-
wanted distractions that can frequently im-
pede an auto dealer’s ability to spend his (or 
her) limited time focusing on his primary 
goal: building and maintaining a successful 
relationship with his customer base.

The list of federal and state regulations 
governing auto dealerships is lengthy and 
complex. Some rules, such as the Amer-
icans With Disabilities Act (ADA), are 
not specific to the auto industry. There 
are also other regulations that might not 
specifically mention the auto sector but 
have far more relevance to auto dealers 
— and related lending — than they might 
for other businesses. One example is the 
Fair Credit Reporting Act (FCRA), which 
is designed to protect the privacy of cred-
it report information while guaranteeing 

that the information supplied is as accurate 
as possible.

There are, of course, some compliance laws 
that are designed specifically to address 
issues particular to the automotive sector. 
A prime example is the Red Flags Rule, 
which was written specifically to include 
auto dealers. This regulation compels auto 
dealers and other creditors to implement 
a program designed to detect and prevent 
identity theft.

Red Flags compliance has gained even 
greater importance with the dramatic in-
crease of identity theft in recent years. On-
line programs offered by my company and 
others provide training for dealership staff 
and proof-of-identity reports that clear-
ly display any “red flags” for potential car 
buyers. We also offer identity-verification 
and fraud-detection tools with every credit 
report we generate.

Another critically important compliance 
regulation that directly affects auto dealers 
and creditors is the Adverse Action notice. 
In the event that a potential customer is de-
nied credit, written notices — including a 
list of specific reasons why the adverse ac-
tion was taken — must be sent to the appli-
cant, typically within 30 days.

To be clear, the adverse action category 
can include either a denial or revocation 
of credit, a refusal to grant credit in the 
amount or under the terms requested, or 
any negative change in account terms con-
nected with an unfavorable review of a 
consumer’s account. To address these chal-
lenges, consider joining forces with a com-
pliance partner that can offer solutions de-
signed to help you manage adverse action 
notices and related calls in-house, handle 

the printing and mailing of the reports, and 
field related incoming consumer calls on 
your behalf.

As if domestic compliance challenges 
weren’t enough, auto dealers also have to 
comply with regulations from the Office 
of Foreign Assets Control (OFAC), which 
requires dealers to check customers’ names 
against the Specially Designated Nationals 
(SDN) list.

While all regulatory noncompliance fines 
can be significant, fines associated with 
OFAC violations can be very substantial. 
Auto dealers found to be noncompliant 
with OFAC regulations can face up to 30 
years in jail and fines of up to $10 million 
against your company plus up to $1 million 
per incident. In 2016, OFAC-related fines 
and penalties totaled in excess of $21 mil-
lion.

To ensure clients avoid OFAC’s very harsh 
penalties, I advise dealer clients to screen 
customers against the most current OFAC 
list of terrorists, drug traffickers and others 
on the SDN list, and include the results of 
this screening with each credit report.

Given the enormity of the task of remaining 
fully compliant with the litany of applicable 
laws, perhaps the most important opera-
tional compliance rule auto dealers need to 
remember is simply this: Never underesti-
mate or forget the potentially skyrocketing 
price that accompanies noncompliance! 
__________________________________
Ken Suprenant is senior vice president of 
data solutions for National Credit Center 
and has expertise in dealer compliance 
from a retail and service provider perspec-
tive. Contact him at ken.suprenant@bobit.
com.

The Rising Cost of Noncompliance
Compliance expert says the propagation of rules and escalation of enforcement should 
persuade more dealers to invest in basic compliance safeguards.
By Ken Suprenant, Senior Vice Oresident of Data Solutions, National Credit Center

compliance |
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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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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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We are living in an era of promotion, ne-
gotiation and sales. In the ultra-competitive 
car selling world of the 21st century, it is not 
preposterous to say that sales is everything; 
in 2017, even the President of the United 
States has a strong background in selling.
 
As a business process and as a constant eco-
nomic cycle, the act of selling is comprised 
of various stages. Most car dealerships split 
their sales process into too many process; in 
some cases, one person may sometimes be 
assigned to handle all steps of the process 
while in other cases members of sales teams 
may focus on a single stage.
 
The sales process always begins with prod-
uct knowledge followed by lead prospect-
ing and marketing. This involves email drip 
campaigns that are geared toward your tar-
get audience. The next steps involve quali-
fying buyers, making a proposal, overcom-
ing objections, and closing. The final stage 
is the most crucial in the process; for this 
reason, some companies choose their car 
sellers to take on a dedicated closing role.
Closing Stage: What Does That Mean?

Many people believe that closing is a reli-
gion while many others consider it to be a 
mere formality that caps off the preceding 
stages of selling. Closing on a vehicle is 
always better when strategic planning has 
been conducted prior to kicking off the 
sales process.

Overconfident car dealers who believe that 
attitude is everything in relation selling 
tend to focus on the closing stage; however, 
this may not always be the best approach. 
Closing a sale does not have to be a battle or 
an exercise in psychological persuasion, it 
should be the smooth conclusion of an even 
smoother process.

Getting to closing stage will require the fol-
lowing:

Where are the Good Buyers?
Good car dealers are easy to find; good 
buyers and consumers, on the other hand, 
tend to hide in plain view. Identifying and 
reaching out to the ideal car buyers is the 
first challenge that car dealerships face. The 
role of a decision maker is not clearly de-
fined in every household; when this is the 
case, car dealers must adjust their pitch so 
that it appeals to a prospect who is really 
interested.

Understanding the Needs and Interest of 
Your Buyers
A car dealer can easily come across as be-
ing too pushy and selfish if he or she fails 
to cater to the interests of their prospects. A 
SeneGence distributor, for example, will al-
ways try to keep prospects engaged by high-
lighting products that fit their lifestyles. A 
young and fashionable woman who enjoys 
the nightlife may be interested in lipstick 
that can look great even after a passionate 
kiss. An active woman who spends a con-
siderable amount of time outdoors may be 
more interested in anti-aging makeup.

Not too Late, Not too Early, Just in Time
Many people say that sales is everything 
while many salesmen explain that timing 

is everything in sales. When prospects are 
not ready to buy, sales professionals should 
not rush them to closing. Be a resource of 
help and knowledge for them. If they need 
to reduce their debt before purchasing a 
car, don’t be afraid to recommend debt re-
lief services to them. Most purchases are 
made out of necessity. To this effect, closing 
a sale is highly contingent upon identify-
ing a need and presenting a solution. The 
timing of a sale can be advanced by means 
of creating a sense of urgency; this is fairly 
common in car sales when market condi-
tions are rapidly changing.

Don’t Be Afraid to Ask for the Sale
Even the best car dealers selling the best 
cars at the most affordable prices cannot 
expect a high closing ratio if they do not ask 
for the sale. Not all prospects will show a 
willingness to buy; first of all, the salesman 
needs to know when to ask for the sale for 
the sale. The next step requires confidence 
and making the prospect feel that they are 
making the right choice.

In the end, closing may be a vital stage of 
the sales process, but it should not be treat-
ed as the only one. It is important to plan 
ahead and reach the closing strategically. 

Car Dealer’s Top Closing Techniques
By Kevin Faber

sales |
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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 

Some bad numbers in February created a 
mild panic about wholesale values, but result 
since then show the major drop might have 
been a fluke. However, the downward trend 
remains unstoppable as off-lease volumes 
pour into the lanes.

The Manheim Used Vehicle Value Index 
came in essentially flat in March, but chief 
economist Tom Webb said prices rose in the 
first 15 days of April.

Other measures that showed that big fall off 
in February improved in March.

The NADA Used Vehicle’s measure of values 
dropped 1.4 percent in February, a month 
prices usually improve.

However, the NADA Index rose 1.6 percent 
in March.

David von Paris, senior automotive analyst 
for J.D. Power Valuation Services said that 
“wasn’t quite as big as originally anticipated.”  
However, “it was directionally right in line 
with the period’s 2.3 percent average over the 
previous three years.”

Tax refunds drove these swings.

Paris said the number of tax refunds issued 
improved significantly in March. However 
per the IRS, the total number issued through 
March 24 was still 3.4 percent lower than 
during the same period in 2016. While the 
total number of refunds was still down for 
the year, the amount issued improved by 7.6 
percentage points compared to what was re-
ported through February 24.

Anil Goyal, senior vice president at Black 
Book, said the delay in refunds was made 
worse because many creditors were tighten-
ing at the same time.

Tom Kontos, chief economist for KAR Auc-

tion Services Inc., also saw prices in March.

According to ADESA Analytical Services’ 
monthly analysis of Wholesale Used Vehi-
cle Prices by Vehicle Model Class, whole-
sale used vehicle prices in March averaged 
$10,904, up 2 percent compared to Feb-
ruary and up 1 percent relative to March 
2016.  All but one model class segment 
(compact pickups) showed month-over-
month increases. 

However, Kontos said the downward pres-
sure remains too strong to keep prices from 
declining. “It’s best to brace for more soften-
ing,” he said.

Still, the industry has held up fairly well, 
Webb said. “Although used vehicle values 
have declined in five of the last six months, it 
has not been the collapse that many analysts 
have warned of for more than a year due to 
increasing wholesale supplies,” he said. 

Wholesale Prices Recover, But Pressure Remains
By Ted Craig



16  |  MIADA MISSISSIPPI DEALER May/Jun 2017

Experience is an important skill often 
mentioned in the business world, but it’s 
not often that the importance continuing 
education is spoken about as much as it 
should be. Trends are always changing and 
new technology can make it difficult for 
older employees to keep up as the industry 
continues to move to the future. Continu-
ing education is one way you can improve 
your business for a low cost.

If you’ve been thinking about the ways you 
might educate your current employees, 
then you might be wondering about the 
benefits of continuing education and how 
you can encourage learning in the office. 

Make your employees 
excited again

If you have had employees doing the same 
job over a number of years without any 
change, you might notice that they are 
starting to become bored with the same 
tasks. This can lead to discontent and frus-
tration and can take the excitement out of 
the work environment. Most industries 
are always changing a little bit every year, 
and if it has been some time since your 
employees have learned the newest trends 
within the industry, then enrolling them 
in a classroom environment might get 
them excited again.

This can also greatly benefit you because 
employees are likely to come back from 

class with new ideas on how to make the 
company better.

Technology changes rapidly
Most industries have seen some major 
changes of late as companies choose to 
work remotely, higher-quality and more 
intuitive software is created, and certain 
technology becomes obsolete. Moreover, 
website design and digital marketing are 
more important than they ever have been 
and are now essential to the success of 
your business.

In order to keep up, it’s a good idea to 
constantly know which trends could work 
for you and to include your employees in 
the process of learning more about your 
industry. Looking into which classes are 
available (many of them online) can be a 
start to knowing what’s going on with the 
competition and which technology you 
should think about implementing in your 
business.

It might be required
In some states and in some industries, it 
might be necessary that your employees 
take continuing education classes. Insur-
ance agents, nurses, and many other pro-
fessions require a current knowledge of 
the industry in order for them to work. 
When you put together your business’s 
budget for the year, remember to in-
clude any continuing education courses 

that your employees will need to contin-
ue working. States have different laws, as 
well, so it’s good to know the guidelines 
and requirements of where your business 
is located and what that will require of you 
as an employer.

Certification means
a lot to clients

One way to show that you are a business 
that can be trusted is to share with clients 
that your employees are certified in their 
area of expertise. Many certifications can 
be renewed on a semi-yearly asis (some 
require more frequent testing and classes) 
that your employees can point to if there 
is any doubt about their qualifications. 
It’s also a way to show that there is a stan-
dard of quality that you have agreed to as 
a business.

Along with a good reputation, certifica-
tion offers you a chance to show the ac-
complishments of your employees and to 
offer your clients the best information and 
trends related to the industry.

Continuing education is a cheap way to 
encourage employee morale and to re-
mind clients that you care about your 
business. Many universities and college 
have options for continuing education if 
you feel like it is the right choice for you 
and your business. 

Why Continuing Education Is Important for 
Your Business’s Success
By Alex Schnee, Driving Sales
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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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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
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pack, you need to call us immediately.

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

professionalmojo.com | 866-611-2715

Price isn’t everything to car shoppers.

So says Kerri Wise, director-dealer market-
ing at TrueCar, an online firm that provides 
comparison pricing to automotive consum-
ers.

It’s perhaps ironic she should say that, con-
sidering TrueCar’s controversial past.  

Last year, under then-new CEO Chip Perry, 
the dealership lead provider sought to re-
model itself amid lingering criticism it pit-
ted dealer against dealer, caused excessive 
discounting, cut into dealer margins and 
encouraged dealers and consumers alike to 
fixate on price, price, price.

But there’s more to it than that, says Wise, 
whose reformed firm has taken steps to 
prevent dealership price wars.

Yes, car shoppers want a “fair” price, she 
says. “But it’s not just the price point. It’s 
also about the customer experience.” Deal-
ers who deliver the goods there stand out, 
according to a recent comparative analy-

sis TrueCar did on dealer operations. The 
study focused on dealers who embrace 
price transparency while enjoying the high-
est close rates in their markets.

Wise cites some of the things top performer 
do well. Among them:
• Streamline the buying process.
• Understand and address consumer pain 

points in the car-buying process.
• Show value as part of a pricing strategy.
• Connect online-offline dots for customers.  
• Above-average dealers also adeptly field 

Internet lead inquiries. They respond 
two-and-a-half times faster. Half of the 
sales went to salespeople who responded 
first.

“But it is not just about speed, it’s also about 
the quality of the response,” Wise says at a 
recent DrivingSales conference.

A dealership effectively using technology 
that tracks website visitors’ areas of inter-
est “has information concerning what the 
consumer has done and acknowledges that 
person’s online journey,” she says.

Customers can get miffed if they feel they’re 
starting over at the dealership after doing a 
lot of online research and shopping.   

On a lower-tech level, a salesperson can 
learn a lot – from vehicle interest to po-
tential trade-in information – just by thor-
oughly reading what a shopper might say in 
a lead submission or query.

“The top dealers personalize their respons-
es,” she says. “Automated emails are great 
at stopping the clock,” but a human reply 
should follow shortly thereafter.

About 75% of top dealers in the study will-
ingly give price quotes over the phone. 
Their transaction prices averaged 93.6% of 
MSRP. The nearly matched the 93.7% for 
average dealers.

To Wise, it debunks a myth claiming 
top-volume dealers deeply discount. 
“Instead, their pricing is in line with the 
market.” 

Money Isn’t Everything at Car Dealerships
By Steve Finlay, WardsAuto
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march/april new members and renewals |

MEMBERSHIP
APPLICATION

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

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

Dealership Name  ________________________________________________

Owners _______________________________________________________

Physical Address ________________________________________________

City, State, Zip __________________________________________________
 
Mailing Address ________________________________________________

City, State, Zip __________________________________________________

Office Phone ___________________________________________________ 
  
Mobile Phone ___________________________________________________

Fax Number ___________________________________________________

Email Address __________________________________________________

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

Credit Card Number ________________________________  Exp.  ____________

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

The Association You Can Count On!

MISSISSIPPI INDEPENDENT AUTOMOBILE DEALERS ASSOCIATION 
MSIADA.ORG

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

NEW MEMBERS
316 Motors
Aussie Auto Action LLC
Auto Connection LLC
EZ Loan Autoplex
Fino Automotives LLC
J&J Wholesale
J&L Used Enterprise LLC
JP Motors LLC
JR Fields Wholesale
Mercy House Auto Center
Mississippi Auto Warehouse LLC
Paragon Dealer Services
Pinnacle Motors
Road Runner Auto LLC
T&M Remarketing
The Auto Exchange
Tiger Auto Group
Wanda’s Used Auto Sales
RENEWALS
American Automotive Inc.
Auto Max Inc
Auto Services Company Inc.
Brown’s Used Cars
CarBucks Floor Plan
Carfax
Casino Motors
Central MS Credit Cars
CliftonLarsonAllen
Craig’s Used Cars
DC Auto Group LLC
Dealers Auto Auction of Memphis LLC
Excel Auto LLC
Fairchild Motors Inc.
First Consumer Financial LLC
Fortenberry Diesel Serv. Used Trucks
Gary Bell LLC
Hawks Automotive
Heritage RV Center
Interstate National Dealer Services Inc.
J&J Auto Brokers LLC
Killough Auto Sales
Kruz N Auto Sales
Lindsay’s Auto Sales
Lynch Auto Sales
M&R Auto Sales
Maxcy’s Auto Sales
Midsouth Wholesalers LLC
Mike Turner Auto Sales
Natchez Salvage & Parts Inc.
Nationwide Acceptance Corp
Nolan Brothers Inc.
North MS Equipment Inc.
Premier Auto Sales LLC
Robinson Auto Sales Inc.
Rustom Auto Sales Inc.
South Eastern Auto Sales Inc.
Southeastern Auto Brokers Inc.
Top Hat Auto Exchange
Toy Box Motors LLC
Unique Motors LLC



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


