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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. 

Over five years ago I started writing this column to keep 
you up to date and included benefits of membership. Since 
then, more and more of our members have really started to 
use the programs we have brought to you. I can’t say that 
I’ve saved our members millions, but we have been able to 
save them thousands every year. 

It’s savings you are able to put right back into your business, 
such as our Buy / Sell coupons at the auctions. At this point 
we have over $10,000.00 in savings. Most of you are buying 
cars at the auction, so why not take advantage of the 
savings provided. All the coupons are now digital on the 
association’s App: “MSIADA” in both the Apple App Store 
and Google Play Store. We now have our own MIADA 
CPO Program, too. You can find more information about 

it on our website at msiada.org. The Auto Manufactures spent millions marketing the 
Certified Pre-Owned Program, and it has benefited the franchise dealers greatly. Why 
not take advantage of this program? 

As most of you know by now the Department of Revenue has moved to the new MARVIN 
title system. It is not mandatory yet, but I think it will be in the next 18 months. I am 
hopeful we will be offering training on the new system shortly. My hopes are to have this 
training in different locations around the state. 

The MIADA worked with Make-A-Wish Mississippi this year and we raised over $26,000, 
which was enough to grant wishes for four children. We will be putting another Make-
A-Wish program together for 2018 and hope each and every one of you will get involved. 
You can read about some of the children that we have helped in this issue on page 6. 

Our 2017 Convention was a success with over 200 people attending. We are planning the 
2018 Convention now and have reserved the Beau Rivage again. The dates are August 
3-5, 2018, so mark your calendars and make plans to attend. Our entertainment will be 
the Kaleb King Band again and a very special guest, Randy Couture. If you don’t know 
the name, you have seen him on TV and in the movies, not to mention Dancing with the 
Stars for those of you that watch that with your wives. He is also a retired mixed martial 
arts champion.

In January, the State Legislature convenes and we will be at the Capital working to insure 
there won’t be any laws passed that could adversely affect our industry. I will be working 
closely with the president of the MADA and other state and national groups.

As you can see, the association brings value to our members. If you have any questions or 
comments, please give me a call.

Happy holidays,
Andrew Caldecott
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Since starting my own business 2 years ago, NextGear Capital has become my lifeline. They give me customized 
options when it comes to my line of credit, allowing me to run my business the way I need to. Working with NextGear 
Capital has been easy, profitable and valuable to my growth – I haven’t slowed down since partnering with them.                              
ABDOU EL ASSAL  |  BEAVERTON CAR CO.

Smart. Simple. Fast. | Learn how Abdou gets MORE at nextgearcapital.com
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The Buy Here Pay Here (BHPH) business 
can be a great resource to increase cash 
flow to withstand the economic ups and 
downs of the car business, while building 
wealth for multiple generations. When you 
look at independent dealers who have been 
successful for 20 plus years, you find mostly 
BHPH dealers.

Many of you that are already in or 
thinking of entering the BHPH business 
have probably noticed that many finance 
companies and banks have dropped out of 
the deep subprime market (credit scores 
under 550) and have tighten lending 
related to the subprime market. As the 
subprime cycle is getting closer to its end, it 
is imperative that dealers adapt quickly and 
prepare themselves for the future, making 
the BHPH business more attractive than 
ever for dealers. 

The BHPH business is an excellent choice 
for dealers who do not want their livelihood 
to be at the mercy of secondary banks. 
The BHPH business can be extremely 
profitable. The Used Car News data source 
book reports BHPH profit margins average 

have consistently averaged over $4,500 per 
unit from 2013-2016.

Many dealers are able to cover most of their 
credit losses with interest income. If your 
store could benefit from additional sales with 
great margins then entering or expanding in 
the BHPH business may be for you.  

While most dealers realize there are 
numerous advantages to being in the 
BHPH business, most do not have sufficient 
capital to make it work. A dealer looking 
to enter the BHPH business will likely 
need   $300,000-$3,000,000 to fund their 
operation. For this reason nearly all BHPH 
dealers use a third party to fund a portion of 
their operation, often times allowing them 
to lower their self-funding needs to less 
than $100,000. Finding a capital provider 
that will provide enough money to help 
you grow steady and profitably, while also 
understanding the BHPH business is very 
important.  

Ace Motor Acceptance Corporation 
(AMAC) is a known capital provider for 
both seasoned BHPH dealers and those 

that are looking to enter the market. 
AMAC’s BHPH in a Box™ program offers 
financing for receivables, floorplan lines of 
credit and simplified insurance tracking. 
In addition, AMAC provides both a daily 
reports package and training to help you 
run your business more profitably! 

AMAC’s professional collections staff is 
available to handle servicing for those 
dealer that want or need help with 
collections. Whether AMAC or the dealer 
handles collections, the customer may still 
pay at the lot. This will increase sales from 
both repeat customers and referrals. n

David Algood is the Director of Sales and 
Marketing at AMAC, a rapidly growing 
finance company doing business in the 
Eastern half of the United States.  Anyone 
wanting more information can contact 
AMAC at 704-882-7100 (ext. 7509) or visit 
their website at acemotoracceptance.com. 

For more, please visit: acemotoracceptance.
com/?utm_source=Article&utm_
medium=BHPH&utm_campaign=BHPH_
article

The Time is 
RIGHT 
for BHPH 
By David Algood, 
Director of Sales and Marketing,AMAC

buy here pay here  |



704-882-7100 ext. 7509Acemotoracceptance.com

BHPH dealers should stay clear 
of all flood damaged vehicles. 
These cars are much more likely 
to breakdown and turn into losses. 
One step to help identify flood 
damaged vehicles is to look for 
water stains, mud or mildew 
under the carpet, in the trunk or 
under the hood. Do a smell test to 
avoid units that stink of mildew or 
other fragrances which may have 
been used to cover up the smell. 
It is also beneficial to check the 
fluids for water contamination and 
electrical and mechanical systems 
for water damage. In addition  
all dealers should always run  
a vehicle history report.

Ace Motor Acceptance Corp. (AMAC) specializes in supplying capital to BHPH dealers. 
Our BHPH in a Box™ program provides capital to fund contracts and floorplan lines 
of credit to purchase inventory. By offering both, AMAC improves your cash flow by 

allowing you to pay off your floorplan when the deal is funded. We understand what it 
takes to grow your business. AMAC allows you to maintain your customer relationship, 

leading to increased repeat and referral business. Instead of selling off your portfolio 
or doing an expensive payment stream, AMAC has a superior program that allows you 
to retain strong monthly cash flow from customer payments. We approve you, not your 
customer. The BHPH in a Box™ program is the most complete program in the industry.  

To learn more call AMAC today at 704-882-7100 ext. 7509. 

AMAC offers financing to qualified BHPH dealers 
looking to expand their business.

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:

Flood Damage

Tip MonthOF
THE
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Mississippi Dealers Raise $26,000 for 
Make-A-Wish 

Analiese, 6  |  Leukemia  |  I wish to go to Disney World.
Analiese was diagnosed with leukemia at 3-years-old. Since then, she has undergone nu-
merous rounds of radiation and chemo treatments. 

When Make-A-Wish contacted her family, “She wanted to go where the princesses and 
Minnie lived,” said wish mom Angela.

Disney is the most magical place, and Analiese and her family witnessed it first hand in 
June 2017. Their wish trip made such an impact on them, they are now big supporters 
of Make-A-Wish. They continue their fundraising efforts to help other families, going 
through difficult times, to make happy memories together.

Jacob, 15  |  Cancer  |  I wish to go to Hawaii.
Jacob’s mom, Britani noticed he had lost weight and was tired all the time; she figured it 
was just a normal teenager phase. But when he was too tired to watch his favorite football 
team play in the Super bowl, she became concerned. The Monday after the Super bowl, 
Britani took Jacob to his pediatrician with concern. Through a series of test and an x-ray, 
they realized that Jacob had fluid around his heart. They drained fluid off his chest at 
4:30 that afternoon, and by 6:30, his chest bubbled out. The next day, he went in for open 
heart surgery to remove a tumor. Once inside his chest, the tumor proved too large to 
remove. They had to perform two rounds of emergency radiation to shrink the tumor 
enough to close his chest. This was the start of an aggressive treatment of chemo and 
radiation.

While dealing with the tough treatments, Jacob’s doctor recommended they sign him up 
with Make-A-Wish.  Jacob knew right away he wanted to visit Pearl Harbor in Hawaii, 
he has always had a love of history and always wanted to visit the site. Since he is an only 
child, he took his best friend with him to experience the beautiful place. “Hawaii was an 
awesome experience. Jacob has been fascinated with Pearl Harbor since he was in 6th 
grade, and his wish gave him the opportunity to see it. It also, marked his one year anni-
versary of remission,” - wish mom, Britani. 

Keidron, 4  | End stage renal disease  |  I wish to go on a shopping spree.
When Keidron was born, the doctors believed he had meningitis. After a series of test, 
they diagnosed him with end stage renal disease. At his young age, he has already en-
dured 15 surgeries and is now on a kidney transplant list. Once Keidron receives a kidney, 
he will remain in the hospital for 6 months – 10 months.

Keidron’s wish, to go on a shopping spree, was granted on August 19, 2017. He was treated 
like VIP at all his favorites stores. “He had a blast, I think the highlight of his wish was 
playing with the wish granters, Mrs. Melony and Mrs. Racheal.” –wish mom, Aliesha re-
called. He took a break in between shopping, to eat at his favorite restaurant. He finished 
off his shopping spree with a limo ride home, full of packages.  “I was happy because he 
was happy. This was a great experience. He always plays with his remote-control fire 
truck and leap pad.”
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It is difficult to find a document in the 
paper trail that helps a dealership with its 
compliance story more than the menu. 
When a menu is properly executed, it af-
firms the agreement in the sales depart-
ment, clearly sets out that the products 
selected in F&I are optional, fully discloses 
the payment walk, and closes the F&I sale 
— in two pages, one process.

Unfortunately, either through kinkiness or 
naivety, an improperly completed menu, 
usually a paper one with Sharpie assis-
tance, can document a litany of declared 
deceptive practices. These can include pay-
ment packing or confirming the packed 
payment from sales, stuffing products, and 
trading rate for product.

“Through the years of evolving 
menus and menu presentations, 
a few best practices have evolved 
as industry standard. Industry 
standard is a coveted standard 
to apply to a process when I 
provide litigation support for a 
dealer. It tells the judge or the 
regulator that the dealer has 
adopted a business practice that 
is considered by his or her peers 
as the preferred practice.”

California and Minnesota require a 
pre-contract disclosure on retail deals that 
is the closest statutory requirement we 
have for anything resembling a menu. The 
pre-contract disclosure does not disclose 
the APR and is only required on retail fi-
nancing, leaving leasing, outside lien deals, 
and cash deals without a requirement to 
provide the disclosure.

The pre-contract disclosure does require 
the base and final payment, the products 

selected, and prices for each product. One 
of our clients successfully petitioned Min-
nesota to accept the “accept/declination” 
page from its menu process as a substitute 
for the pre-contract disclosure.

In the other 48 states, there is not a statuto-
ry requirement for a menu. Most retailers 
have adapted the use of a menu as a best 
practice, both as a sales tool and a compli-
ance tool.

Through the years of evolving menus and 
menu presentations, a few best practices 
have evolved as industry standard. Indus-
try standard is a coveted standard to ap-
ply to a process when I provide litigation 
support for a dealer. It tells the judge or 
the regulator that the dealer has adopted a 
business practice that is considered by his 
or her peers as the preferred practice.

If I had to testify tomorrow, here is my list 
of industry standards as it applies to menus:

• The preferred process is a two-step 
process. The sale is closed, and the 
F&I product’s features and benefits 
are completed on the first page, or pre-
sentation page.

• The second page is the accept/decline 
age, which should consist of two col-
umns. One column lists the products 
the customer accepted, while the sec-
ond lists the products declined.

• The base payment on the presentation 
page is initialed by the customer. This 
affirms that the customer knew what 
he or she could take delivery of the ve-
hicle for with approved credit, making 
every product purchased optional.

• The products selected on the accept/
decline page each have a price. Those 
prices should match all the other doc-
uments in the paper trail.

• The base and final payments are on 
the accept/decline page, confirming 
the payment walk.

• Disclosures made regarding products 

being optional, can be purchased sepa-
rately, not required to obtain financing, 
and does not affect the interest rate.

An edealership uses an electronic menu 
in the F&I process to document customer 
decisions and sell products. But just like 
edesking software, the kinks can still ma-
nipulate an emenu, either through the set-
up or other nefarious methods.

For example, one emenu provider uses a 
kiosk-type setup to share the menu story. 
In one of my visits, I discovered that an 
F&I manager (who I documented in the 
file review process as a bad apple) had a 
sticky note on the screen of his kiosk. The 
note said, “Call your wife,” and had an il-
legible signature.

Turns out the guy wasn’t married. Turns 
out the sticky note was strategically placed 
on the screen where the base payment dis-
closure sits. Turns out he was spinning a 
lot of deals without properly disclosing the 
base payment. Kinks will be kinks.

Another risk to be wary of is the menu 
setup. Some systems permit a user an un-
limited number of days to first payment — 
a feature a kink can use to pack the base 
payment.

Other systems will allow a user to pick and 
choose which accept/decline page to print, 
sometimes suppressing the product price, 
the base payment, or the final payment 
terms. Turn those options off so a user does 
not accidently print the wrong version.

Even with these potential risks, using an 
emenu is a superior approach to using a 
paper menu with a Sharpie. Good luck and 
good selling. n

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.

|compliance

F&I’s Compliance Driver
An electronic menu can do more than drive the F&I process. Compliance expert 
offers standards and practices you can use to unlock an emenu’s true potential.
By Gil Van Over 
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I grew up watching lots of basketball and 
had an obsession with John Wooden’s 
UCLA Bruins.  Coach Wooden’s pyramid 
of success and team-building philosophies 
were later adopted by lots of businesses and 
he enjoyed a second career as a motivation-
al speaker and author of numerous books. 
His pearls of wisdom such as “Failing to 
Prepare is Preparing to Fail”, “If You Don’t 
Have time to do it Right, When Will you 
have Time to Do it Over?” and It’s the Lit-
tle Details that are Vital. Little things make 
Big Things Happen” can be found in cor-
porate communications and gyms alike. 

One of my favorite stories about this leg-
endary coach is that on the first day of 
practice every season, he’d assemble his 
team and demonstrate the right way to put 
on socks and sneakers. His logic was that if 
his players had blisters they would not be 
able to play effectively. Therefore, he made 
them re-learn this basic skill they’d been 
doing almost their entire lives.  

I am reminded of this anecdote when I 
attend industry conferences or read publi-

cations. There is a great amount of com-
pliance information thrust upon our in-
dustry.  Over the past few years dealers 
have been bombarded with a litany of calls 
to action to build a compliance mindset. 
Unfortunately, there is little practical guid-
ance on how this should be done.  Very of-
ten dealers end up buying expensive tools 
and compliance programs that provide 
a false sense of security and end up un-
der-utilized because there is not a simple 
way to implement. 

How do we get back to the basics? How 
should we put on our socks and sneakers? 
FIRST, it is imperative to have a POLICY 
AND PROCEDURE MANUAL to set 
forth both the operational expectations 
and the overall emphasis that each employ-
ee is responsible to know and follow the 
law. This goal sounds a lot simpler than it 
is because dealers can slip up on their com-
pliance when they get too focused on their 
operational needs at the expense of their 
legal ones. To resolve this potential con-
flict, I recommend that the managers over 
the various departments set forth the key 

components of their strategies and practic-
es. Then the policy and procedure manu-
al can be built around the actual business 
practices and scaled accordingly.

To summarize on this first point, the pol-
icies and procedures manual is your “get 
out of jail cheaper, if not free card” in the 
event of a legal challenge because you will 
be able to demonstrate that your stated 
company goal was to be compliant and 
follow the law and that any deviation from 
that goal was unintentional and a mistake. 
The problem can be limited to the failings 
of one employee in a particular instance 
rather than indicate a widespread com-
pany failing. One warning, though: if you 
adopt a policy you’d better live by it and 
be able to demonstrate that you’ve trained 
your employees on it, because it can be ar-
gued that having a policy and not follow-
ing it is worse than not having one.

My SECOND key to compliance is 
TRAINING. In my experience, this is 
the area where companies fall short. You 
can have the best policies and procedures 

Make 
Compliance 
as Basic as 
Putting on Socks
By Steve Levine, Chief Legal and Compliance Officer of Ignite Consulting Partners
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manual in the world, but it won’t do you a 
lick of good if it’s sitting in someone’s desk 
and has never been “rolled out” to the folks 
doing the actual work. Companies may 
have good intentions and spend the time 
and money to develop a great manual, but 
then daily events, month end goals, and 
employee attrition get in the way and pret-
ty soon there is a climate where the poli-
cy manual is a fictitious aspiration rather 
than daily reality.

Instead, keep a written training calendar 
to serve as a record of when every employ-
ee receives training. In my humble opin-
ion, no employee should go no more than a 
few months without some form of training 
and reinforcement. As a practical matter, 
a lot of training happens “one on one”, so 
it’s up to managers and supervisors to fol-
low up and put a notation in the personnel 
file to indicate that training was received. 
Even better, have the employee sign or ini-
tial such page to indicate that training was 
received. “If it isn’t written down it didn’t 
happen” is the approach that must be tak-
en because you can be sure that plaintiff ’s 
lawyers will make that argument.

Brown bag lunches with a compliance 
presentation, passing around articles, and 
taking advantage of free webinars and on-
line content are all good ways to educate 
your staff. Make sure to write it all down 
so training can be demonstrated.

THIRDLY, take advantage of PROGRES-
SIVE DISCIPLINE, which requires doc-
umenting bad behavior on an escalating 
basis. Again, in my experience most com-
panies, big and small alike, fall short here.  
Don’t just correct a credit underwriter 
that strays from policy or a collector that 
does something wrong, but make a note of 
such a verbal warning and put it in the em-
ployees personnel file. If it happens again, 
make it a written warning. If it keeps hap-
pening then take appropriate action for the 
given situation. Demonstrating the serious 
nature of compliance to your employees 
will also allow you to demonstrate your 
commitment to plaintiff ’s lawyers, regula-
tors and even your own capital providers 
and other third-party relationships. 

FINALLY, take a hard look at HOW YOU 
HANDLE CUSTOMER COMPLAINTS 
and build a complaint management system 
that’s in line with the complexity of your 
business. Thirty years ago a list of com-
plaints on a legal pad may have done the 
trick. Fifteen years ago that list would have 
been kept on a sortable excel spreadsheet. 
Now, software allows us to track these 
complaints and look for commonality and 
trends. For small businesses a spreadsheet 
or other simple tracking method can get 
the job done. The key is to teach your em-
ployees what is and isn’t a complaint, how 
to record and categorize them, teaching 
what constitutes effective and timely re-
sponse, and ultimately resolve the com-

plaint and create a satisfied customer. 
All of this information should be tracked 
across the company so that larger issues 
can be identified. Most importantly, the 
business should be able to instantly supply 
the list and demonstrate its commitment 
to resolution.

So there you have it, the compliance law-
yer’s equivalent of putting on socks and 
sneakers. Now I encourage everyone to 
share this across their business and hon-
estly evaluate where there are opportu-
nities for improvement. In the words of 
Coach Wooden…“Failure is not fatal, but 
failure to change might be”. n
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Before car-shopping customers step foot on 
the lot or showroom, many have done their 
homework.

Most car buyers know the make and model 
they want, while a few will be after a type 
of vehicle, such as a sedan or SUV, and 
rely on the expertise of the salesperson for 
recommendations.

But either way, most customers will have 
investigated their local dealerships, and 
online reviews play a big part in determining 
who will get their business.

Most car shoppers are three times more 
likely to buy when a dealership has positive 
online reviews, and one study suggests that 
24% consider review sites to be the “most 
helpful” factor when it comes to making 
decisions for purchasing a car.

If you want to get ahead of the competition, 
there’s no better way than having your 
customers do your marketing for you.

Word of mouth is still one of the preferred 
marketing channels, but unlike your typical 
advertising campaigns, it isn’t something 
you throw money at and just turn on.

The customer experience can be your 

competitive advantage, and be one of 
your strongest marketing tactics to build 
a pipeline for leads. Ensuring that you not 
only meet, but exceed, expectations is a sure 
path to amazing your customers, and helps 
to generate word of mouth referrals and 
positive online reviews.

Although word of mouth taps into a 
customer’s personal network of friends, 
family, and colleagues, it’s online reviews 
that have a much broader reach, and even 
more influence.

Because more than 80% of car buyers will 

read online reviews prior to selecting a 
dealership to visit, you can be sure reviews 
help determine who they will select to buy 
their next car from.

Most consumers tend to do their own due 

diligence on a company by researching autos 
online, and for purchases with a higher 
price point like autos, many not only want 
to find the right salesperson to deal with, 

but also the right dealership after purchase, 
for matters like service, maintenance, and 
repairs down the road.

Dealer reputation management
Lead generation is costly, time-consuming, 
and essential. If you rely strictly on paid 
solutions, you’re missing out on the best 
opportunities. Have your customers do 
your marketing for you.

By ensuring the customer experience was 
somewhere between excellent and amazing, 
when you ask for a review, it’s likely that 
most are more than happy to comply.

Handling online reviews
You want to engage with most, if not all. 
Many businesses make the mistake of only 
choosing the positive reviews, and this is a 
missed opportunity.

Considering that the reviews are public 

domain for all to see, how you handle a 
dissatisfied customer and what lengths you 
go to resolve any issues is more than just 
ensuring one customer is happy.

Reputation Management: The Marketing 
Most Dealers Fail to Do
If you want to get ahead of the competition, there’s no better way than 
having your customers do your marketing for you
By Mark Nicholson

“By 2017, 89% of 
marketers expect 

customer experience 
to be their primary 

differentiator.” 
-Gartner
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It’s an opportunity to demonstrate to all 
how you look after your customers, and 
do whatever it takes to make sure they’re 
completely satisfied.

According to a study by Cars.com, less 
than 33% of dealerships do this. It’s a 
missed opportunity to demonstrate the 
passion and commitment of your business, 
along with managing your reputation and 
building equity for your brand.

Reputation management is not a sales 
tool
Avoid making the mistake of thinking that 
social media and online review sites are for 
lead generation.

As previously mentioned, customer 
experience can be your strongest tactic, and 
focusing on creating value or being helpful 
will go a lot further than trying to close 
everyone that you come across.

Communications at every point
It seems obvious, but there are lots 
of examples of situations where the 
salesperson or individual representing the 
dealership could have used more tact.

Never use any sort of tone that might come 
off as condescending, or belittle someone. 
This reflects very poorly on your brand, 
and will likely result in lost business.

Customer experience equals sales
Building a pipeline of sales-qualified leads 
(SQLs) is a process that every dealership 
can do, and isn’t that difficult to implement. 
While the primary source of traffic is often 
online these days, it’s all in the details.

A lack of positive online reviews affects car 
dealers in several ways:

• Lack of leads
• Fewer customers
• Fewer sales
• Poor conversion
• Damage to brand

Beyond the sale
Some car dealers or salespeople believe 
their job ends with the sales of a vehicle, 
when in fact, this is just the beginning.

Your customers not only can provide word-
of-mouth referrals to friends, family, co-
workers, and colleagues, and share on social 
media or write reviews to help influence 
other potential customers, but they might 
just come back themselves.

Review management
There are a number of review management 
tools available, but it’s important to 
understand the difference in capabilities 
and what’s effective, versus eye candy.

Although review monitoring is important 
for keeping an eye on activity and being 
able to spot opportunities where you can 
engage or respond to reviews, it’s only one 
part of what’s needed.

The real challenge to review management 
lies in keeping reminders going, while 
requesting new ones all the time. Within 
just a few days, the number of requests to 
manage grow exponentially and it quickly 
becomes impossible to manage.

With the right review management 
software, the automation of review requests 
and invites makes things easy to manage.

Most car buyers don’t show up until the 
last moment in their path to purchase now. 
It’s up to dealers and salespeople to “sell” 
through relationship building and online 
engagement before a customer even steps 
on the lot. n

Mark Nicholson is VP of marketing with 
NiceJob, the easiest way to get more online 
reviews. Through automation and custom 

image-posting options, NiceJob stands out 
among the competition, and users average 
an increase of 76% more reviews within just 
three months.

PRE-LICENSING 
CALENDAR

Seminar Location
MIADA Home Office

1705-A Old Whitfield Road, 
Pearl, MS 39208

November 18
8:00am to 5:00pm

To register, visit 
msiada.org/

pre-licensing

|marketing
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Many residents and business owners in 
Texas, Florida and Puerto Rico, as well as 
the U.S. and British Virgin Islands and other 
Caribbean nations are struggling to pick up 
the pieces after the catastrophic events of 
Hurricanes Harvey, Irma and Maria.

Many business owners lost both their homes 
and their livelihoods. However, many auto 
dealers in the affected areas fared much 
better than others because of one simple 
word: preparation.

You never know when disaster will strike. 
Whether it’s a hurricane, a devastating fire, 
an earthquake or even a terrorist attack, 
some things just cannot be avoided.

In those instances, it is the prepared dealer 
who best weathers the proverbial storm. In 
today’s connected world, it is mission critical 
that all dealers have a business-continuity 
plan in place for even the slightest of service 
interruptions.

As an auto dealer, there are many things to 
consider when facing an impending disaster. 
Obviously, we can prepare for some events 
more than others.

For example, if a dealership is in the path of 
an impending hurricane, consider the option 
of relocating vehicle inventory from the sales 
lot to a safe location or risk losing your entire 
stock to flood waters, flying debris, downed 
trees, etc.

However, some things you won’t see 
coming in advance. Fires, such as the ones 
in California, or earthquakes can occur 

without warning and take out an entire 
building along with inventory, supplies, 
communications systems and more.

Having already helped hundreds of dealers 
responsible for more than 1,000 rooftops 
prepare for Harvey, Irma and Maria, the 
crisis-response team at CDK Global has 
been working 24 hours a day for the better 
part of a month to ensure affected dealers get 
back up and running as quickly as possible.

With a steady stream of news regarding 
natural disasters such as Hurricanes Harvey, 
Irma and Maria, as well as the Mexico City 
earthquakes, here are some things to include 
in a business-continuity plan that will ensure 
the interruption of business and the lives of 
employees is kept to a minimum in a time 
of crisis.

First, gather emergency contact information 
for all employees. The most important thing 
in a time of crisis is the health and safety 
of the people affected. Buildings can be 
rebuilt and equipment and inventory can 
be replaced, but the same can’t be said about 
human life.

Have emergency contact information on 
hand for all employees in order to account 
for everyone’s whereabouts in the aftermath 
of a disaster.

Second, properly shut down and protect all 
critical systems. Doing that in a proper 
and timely fashion, as well as unplugging 
equipment from wall outlets, ensures 
a dealership will be up and running 
without any loss of data once the 

imminent threat has passed and power 
has been restored.

In addition, wrapping or covering all key 
equipment with plastic will help protect 
against water damage.

Third, guarantee access to backup power. As 
we’re seeing, some areas are hit worse than 
others, and some will be without power for 
an extended period. To prepare for worst-
case, have at least one backup generator to 
power all crucial systems and equipment.

Fourth, create payroll redundancy. During a 
time of crisis, it’s not just your dealership and 
your business that will suffer. As employees 
are likely to be hit hard in their personal lives, 
every dollar means that much more in the 
recovery phase. Payroll redundancy allows 
you to take care of them, regardless of the 
current state of affairs. Most importantly, it 
provides peace of mind to everyone affected.

Life can throw us surprises. Dealerships that 
prepare for the worst may not be immune to 
every negative impact. But they find recovery 
is faster if they are ready for at least some of 
what could happen. An ounce of prevention 
goes a long way when disaster strikes. n

Ken Ragsdale is vice president-Network 
Solutions for CDK Global, and served as 
the cross-functional incident commander 
overseeing the teams helping automotive 
dealers during the preparation, assessment 
and recovery efforts for Hurricanes Harvey, 
Irma and Maria. He has also been active 
for years in mountain search and rescue 
operations in Oregon and Washington.

What to Do Before
Disaster Strikes
By Ken Ragsdale

Car dealers should create a 
business-continuity plan to mitigate

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

| auction directory

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

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

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

Email us at
service@professionalmojo.com 

for questions, comments
or to submit your material

for consideration. 



14  |  MIADA MISSISSIPPI DEALER Nov/Dec 2017

industry research  |

When the first Tesla roadster was delivered 
in 2008 only a few visionaries could 
see where the automotive industry was 
headed. By the time the Tesla Model 3 
was announced it was clear that electric 
cars were not going anywhere. By 2020 an 
estimated 20 million or more will be on 
the road worldwide and multiple countries 
have already started toying with the idea 
of ending gas-powered car sales, among 
them China the world's largest automotive 

market. The writing is clearly written on 
the wall, electric cars are here to stay but 
just what exactly needs to be done in order 
for that to happen?

Millions of Vehicles Need Plugs
Its no secret electric cars are facing a 
shortage of charging stations. While Tesla 
has done an admirable job of building out a 
substantial charging network at lot more are 
required and that's a bit of a conundrum.

"Simply put, most buildings were never 
designed to power our vehicles," says Jason 
Appelbaum, CEO of EverCharge "Which 
makes getting access to charging difficult."

He's not wrong, on average most buildings 
have around 100 amps of available power 
today and with a traditional charging 
solution that covers about three chargers, 
barely enough to cover today's need (in 
many cases it doesn't even cover that). 
What happens in two or three years when 

millions more electric cars need a charge? 
That really depends on who you ask.

Going with a traditional solution might 
cover the current need but after that most 
buildings are looking at huge infrastructure 
costs (~$25,000+) to bring in additional 
power to the garage, which only covers 
a few chargers more. Making for a never 
ending upgrade cycle that no building 
wants to sign up for. Fortunately there is a 

better way.

"By using intelligent stations that use power 
more efficiently we can install ten times 
the number of stations without expensive 
infrastructure additions," Appelbaum 
noted.

Taking into account some basic variables 
and allowing the stations to communicate 
with each other allows the chargers to 
maximize the buildings existing power and 
makes installs easy and affordable, covering 
building need now while also preparing 
them for an all-electric future.

Fast Charging Is No Gas Station
We are all familiar with the gas station 
model, when your car is low on fuel you 
pull in to your local neighborhood gas 
station and fill up. This, to many, seems 
like the natural progression for electric cars 
but there are a few things people tend to 
overlook.

First, owning an electric car means that you 
do have the ability to put a station right in 
your home garage. Instead of waiting until 
the car is completely empty owners just 
plug in every night when they get home. 
Just like owning a smartphone, you wake 
up the next morning with a full battery 
ready for the day.

Second, even at the fastest speeds possible 
electric cars take around 45 minutes to go 
from zero to full. This means spending even 
more time every week fulfilling a chore.

While a station at home covers about 99% 
of electric car owners charging needs there 
still needs to be a solution for that 1% 
where 300 miles of range just doesn't cut 
it. That's where fast charging and Tesla's 
Supercharger network really come into 
play. Allowing for drivers to go about their 
day worry free, knowing that no matter 
what they can get a charge if needed.

However, even if we could get this time 
down to roughly the same as filling a gas 
tank wouldn't you rather just be able to 
charge at home?

"I personally never enjoyed going to the gas 
station to begin with," said Tim, an original 
Tesla Roadster owner, "It was a annoyance 
every week that I would have rather spent 
doing anything else."

One thing is certain electric cars are still 
on the rise so there some time to get ahead 
of the curve an ensure that the necessary 
charging stations are built out. If we make 
sure to build intelligent solutions that 
maximize our power infrastructure and 
let buildings upgrade as needed electric 
cars will continue to overtake the auto 
industry. n

What Happens When Electric Cars are 
Everywhere
By Torq Media Lab
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Protecting Americans against Tax Hikes 
(PATH Act) was a law passed by congress 
in 2015 and took affect beginning 2016.  
Obviously no one likes tax hikes, so then 
why is this law bad news for the auto 
industry? Well, with the passing and 
implementing of this new law, all low 
income tax payers (i.e. your customers) 
who are eligible to receive the Earned 
Income Tax Credit (EIC or EITC) as well 
as the Additional Child Tax Credit (ACTC 
or ACT) are going to have to wait for at 
least the end of February before seeing any 
refund money.  

Last year, many dealerships saw a huge 
down turn in what usually is an uptick 
in sales during the months of January 
through April.  So why the lack of sales 
and traffic to the lot?  Well, back in the 
good old days, taxpayers would file their 
tax returns as they normally would do 
each year, then, wait the usual 8-21 days 
to receive their full refund check and 
proceed immediately to the nearest car 
dealership to make a purchase.  This type 
of scenario would run its course day after 
day from late January through the end of 
April.  Each day, several new customers 
would visit the car lot with money to 
spend in this lovely 3-4 month window 

car dealers dubbed “Tax Time”.  Now, the 
PATH Act has reduced your “Tax Time” 
window into just a measly two days.  Why 
is this you ask?  With the passing of the 
PATH Act, all returns processed with the 
Internal Revenue Service (IRS) that have 
the eligible EIC and ATC attached will 
have their refunds delayed.  And since the 
IRS delays the processing on these returns 
until the end of February, all refunds will in 
essence be released together with all other 
similar taxpayers on the same day!  Last 
year on February 23rd and 24th 90% of 
all tax refunds were released during these 
two days, the largest refund release in the 
United States’ history.  The problem was 
that not all dealerships had the time, staff 
or inventory to capture these potential 
buyers with the 48 hours given.

The PATH Act is here to stay.  This is the 
new normal. So how can dealers find a 
solution to make sure their future “Tax 
Time” is a successful one? Work with a 
tax partner or enroll with a tax season 
promoter like Tax Max (www.TaxMax.
com) to help capture these individuals 
before it’s too late. In fact, companies like 
Tax Max can offer a tax refund advance 
up to $2,500 beginning January 10, so you 
don’t have to wait several weeks to receive 

a tax refund check from your customer.  
Also, when using Tax Max, dealerships can 
start moving cars before the W-2 forms 
are released.  Dealerships can estimate 
their customer’s anticipated refund check 
using a current paystub. Then based on 
the refund amount and by partnering with 
the right dealer management software 
(DMS) provider, dealerships can schedule 
a tax season payment within the contract 
to help lower the customer’s payments or 
shorten the term.  In some cases, dealers 
that schedule a $1,000 tax season payment 
within the contract were able to reduce 
their customer’s payment up to $60 a 
month or reduce the term by up to 8 
months! 

Make sure you have a plan for your 
dealership.  If not, speak to a Tax Max 
representative for a free consultation at 
866-642-4107. n

Greg Neylan is the Dealer Trainer and 
Accounts Manager with TRS Tax Max.  He 
has over 9 years of experience, specializing 
in buy here-pay here demographic and 
personal income tax preparation.  Reach 
him via email at TRS@taxrefundservices.
com     

How the PATH Act 
will Affect your Tax 
Season!
By Greg Neylan, Dealer Trainer and 
Accounts Manager with TRS Tax Max
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The CARLAWYER©

By Thomas B. Hudson and Nicole F. Munro

Here’s our monthly article on legal devel-
opments in the auto sales, finance and lease 
world.  This month, we’re covering actions 
of the Consumer Financial Protection Bu-
reau, the Federal Trade Commission and 
the Justice Department.  As usual, this 
month’s article features our “Case of the 
Month” as well as several CFPB actions. 
Why do we include items from other 
states? We want to show you legal devel-
opments and trends. Also, another state’s 
laws might be a lot like your state’s laws. If 
attorneys general or plaintiffs’ lawyers are 
pursuing particular types of claims in oth-
er states, those claims might soon appear 
in your state.  

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

This Month’s CARLAWYER© 
Compliance Tip

Consider an advertising checkup.   Both 
federal and state enforcement agencies are 
zeroed in on ads like never before.  The 
level of compliance by dealers with the 
ad laws and regulations is so low that ad 
claims are really low-hanging fruit.  The 
claims are also very easy to prove – no “he 
said, she said” involved, just present the 
court with the ad and the law and the case 
is over.  The monetary penalties for ad vio-
lations can be high, and it isn’t unusual for 
at least the federal agencies to require years 
of expensive ad monitoring as a condition 
of settling cases. Some prevention could go 
a long way.

Federal Developments

“Small Entities,” Listen Up!  On Septem-
ber 18, the CFPB published a Small Entity 
Compliance Guide to support implemen-
tation of the recently issued Arbitration 

Agreements Rule.  The guide is available 
on the CFPB’s dedicated arbitration imple-
mentation webpage.

FAQ Help from the FTC.  On September 
26, in response to a request from the Na-
tional Automobile Dealers Association, 
the FTC issued guidance to auto dealers 
answering frequently asked questions 
about compliance with the revised Used 
Car Rule and the revised Buyers Guide.  
The FTC revised the Used Car Rule in 
November 2016.  The guidance notes that 
additional information about complying 
with the Used Car Rule can be found in 
the FTC’s Dealer’s Guide to the Used Car 
Rule (https://www.ftc.gov/tips-advice/
business-center/guidance/dealers-guide-
used-car-rule) and by visiting the FTC’s 
webpage for auto dealers.  

Ten-hut! On September 25, the FTC 
launched a web page highlighting its new 
Military Task Force, aimed at identifying 
the needs of military consumers and de-
veloping initiatives to empower service-
members, veterans, and their families, in-
cluding through law enforcement actions. 
The Task Force, a cross-section of agency 
representatives, is part of the FTC’s effort 
to provide resources for the military com-
munity.  In 2016, there were more than 
100,000 consumer complaints from ser-
vicemembers, their dependents, military 
retirees and veterans, according to the 
FTC’s data. About two-thirds of the com-
plaints were from retirees and veterans. 
Top complaints by category were impostor 
scams, identity theft, and debt collection.  
For more information, visit: ftc.gov/milit-
arytaskforce

DOJ Announces SCRA Enforcement 
Actions.  On September 18, the DOJ an-
nounced that it obtained a $907,000 settle-
ment with CitiFinancial Credit Company, 
as successor in interest to CitiFinancial 
Auto Corporation, resolving allegations 

that it violated the Servicemembers Civil 
Relief Act by repossessing vehicles it al-
legedly knew were owned by protected 
servicemembers without first obtaining 
required court orders.  The settlement 
covers vehicle repossessions between 2007 
and 2010.  The SCRA requires a court to 
review and approve any repossession if 
the servicemember obtained financing 
for the vehicle and made a payment before 
entering military service.  The court may 
then delay the repossession or require the 
creditor to refund prior payments by the 
servicemember before repossessing.  The 
court may also appoint an attorney to 
represent the servicemember, require the 
creditor to post a bond with the court, and 
issue any other orders it deems necessary 
to protect the servicemember.  DOJ alleged 
that by failing to obtain court orders before 
repossessing vehicles owned by protected 
servicemembers, CitiFinancial denied ser-
vicemembers their right to obtain a court’s 
review of whether their repossessions 
should be delayed or adjusted to account 
for their military service.  

On September 27, the Justice Department 
announced that Westlake Services LLC 
and its subsidiary, Wilshire Consumer 
Capital LLC, have agreed to pay $760,788 
to resolve allegations that the companies 
violated the SCRA by repossessing 70 ve-
hicles owned by servicemembers without 
first obtaining the required court orders.  
Westlake, d/b/a Westlake Financial Ser-
vices, is an auto finance company special-
izing in buying and servicing subprime 
and near-subprime retail installment sales 
contracts.  The subsidiary, originates and 
services vehicle title loans.  During its in-
vestigation, DOJ found that Westlake and 
Wilshire had failed to adopt policies and 
procedures necessary to ensure that their 
motor vehicle repossessions complied with 
the SCRA.  The agreement requires West-
lake and Wilshire to pay $10,000 to each 
of the 70 affected servicemembers, plus 
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any lost equity in the vehicle with interest.  
Westlake and Wilshire also must repair 
the credit of all affected servicemembers, 
pay a $60,788 civil penalty to the United 
States and determine, in the future, wheth-
er any vehicle it plans to repossess is owned 
by an SCRA-protected servicemember.  If 
so, Westlake and Wilshire will not repos-
sess the vehicle without first obtaining a 
court order or valid waiver of SCRA rights.  
The agreement also provides that all eligi-
ble servicemembers will receive the benefit 
of the SCRA’s six percent interest rate cap 
on their auto loans.  

Case of the Month

Dealer Dodges Insurance Claim.  Barry 
Stein bought a used Toyota Camry from 
Kenny Ross Toyota, Inc.  During the sales 
transaction, Stein provided his car insur-
ance card to a representative of Kenny 
Ross.  The insurance information was in-
cluded in the sales agreement for the car.  
The sales agreement also included an in-
tegration clause, providing that the sales 
agreement encompassed the complete 
agreement between the parties and super-
seded any prior discussions or agreements.  

Stein had a car accident that resulted in 
injuries to James Hohman.  Stein’s insur-
er, Mutual Benefit Insurance Company, 
notified him that the Camry was not a 
covered vehicle under his policy.  As a re-
sult, Hohman’s insurance company paid 
Hohman on an uninsured motorist claim 
and sued Stein.  Stein settled the lawsuit 
with Hohman’s insurance company.  

Stein then sued Kenny Ross for negligence, 

negligent misrepresentation, breach of 
contract, and violation of the Unfair Trade 
Practices and Consumer Protection Law, 
all of which were based on Stein’s allega-
tion that Kenny Ross promised to add the 
Camry to Stein’s existing insurance poli-
cy.  Stein also argued that the integration 
clause in the sales agreement did not bar 
the introduction of parol evidence to sup-
port his claims.  

The UTPCPL claim was dismissed based 
on preliminary objections.  Kenny Ross 
then moved for summary judgment.  The 
trial court granted the motion, and Stein 
appealed.

The Superior Court of Pennsylvania af-
firmed.  The appellate court noted that 
Section 1318 of the Pennsylvania Motor 
Vehicle Code requires a dealership to verify 
financial responsibility before the issuance 
of temporary registration on a newly pur-
chased vehicle.  A dealership must deter-
mine that the applicant has the appropriate 
financial responsibility by examining one 
of the applicant’s relevant insurance doc-
uments for a vehicle that is traded in for 
the new vehicle or another vehicle owned 
by the applicant.  The requirement to ex-
amine one of these documents does not 
require the dealership to verify the infor-
mation submitted unless it has reason to 
believe the document is fraudulent.  In 
this case, Kenny Ross properly verified the 
existence of Stein’s insurance policy by ex-
amining Stein’s insurance documents for 
another vehicle owned by Stein.  

The appellate court noted that the sales 
agreement contained no promise to add 

the Camry to Stein’s existing insurance 
policy with Mutual Benefit.  The sales 
agreement merely contained an insurance 
section that listed Stein’s existing insur-
ance policy with Mutual Benefit.  Because 
the insurance section did not include any 
language to suggest Kenny Ross’s assump-
tion of Stein’s duty to obtain insurance for 
the Camry, there was no ambiguity to al-
low introduction of parol evidence to sup-
port Stein’s claims.  The appellate court re-
iterated that Kenny Ross’s only duty was to 
ensure that Stein had an existing insurance 
policy, which it fulfilled.  

How familiar are you with dealer respon-
sibilities for insurance in your state?  Time 
for a brush-up, perhaps?

Stein v. Kenny Ross Toyota, Inc., 2017 Pa. 
Super. Unpub. LEXIS 3027 (Pa. Super. Au-
gust 9, 2017)

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

Tom (thudson@hudco.com) is Of Counsel 
and Nikki (nmunro@hudco.com) is a part-
ner in the law firm of Hudson Cook, LLP. 
Tom has written several books and is the 
publisher of Spot Delivery®, a monthly le-
gal newsletter for auto dealers. He is Edi-
tor in Chief of CARLAW®, a monthly report 
of legal developments for the auto finance 
and leasing industry. Nikki is a contribut-
ing author to the F&I Legal Desk Book and 
frequently writes for Spot Delivery. For in-
formation, visit www.counselorlibrary.com. 
© CounselorLibrary.com 2017, all rights re-
served. Single publication rights only, to the 
Association. (10/17). HC# 4835-8311-1761
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Advertising
AutoTrader.com
800-353-9350
Automotive Classifieds
autotrader.com

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

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

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

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

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

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

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

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

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

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

Equifax
770-522-5650
Credit Reports
equifax.com

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

SERVICE
PROVIDER
DIRECTORY

MIADA service providers are best in class. We invite you to explore   
  their services and please mention that you saw their listing in the   
    Mississippi Dealer magazine.
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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
Car Law
877-464-8326
Legal Update Newsletter
counselorlibrary.com

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

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

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

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

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

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

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

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

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

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

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

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

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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september/october 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
Auto Express 2
C&C Auto Sales
Delta Specialties
East River Auto Sales Inc.
Freedom Warranty of America
Goodman Auto Sales Inc.
JDM Drive It LLC
Ron’s Auto Sales
Springer Auto Salvage
Unique One LLC
Washington Auto Sales

RENEWALS
24 Auto Sales
A-1 West LLC
ADF Automotives LLC
All N Cars
Approved Auto Sales
Auto Plus
AutoZone
B&J Auto Sales LLC
Bob’s Paint & Auto Body Inc.
Cars IV
Deep South Sales LLC
Devore Auto Sales LLC
Drivetime Car Sales
Ed’s Cars & Body Shop LLC
Elite Motorcars of MS
Forest Auto Sales
Freedom Motors Inc.
George’s Place
Glenn Hollingsworth Enterprise
Hazlehurst Auto Sales
Insurance Auto Auctions
L&B Pro Shop LLC
Malley’s Auto
Massey Super Mart Auto
Mills Auto Sales
Motorcars of Jackson
Point Auto Sales & Service
Riverside Auto Sales
Sothern Premier Auto LLC
Southern Motor Company
Swain Automotive
Truckin Auto Sales
WC Auto Sales
Woolwine



Unlock the
TOP
SECRETS
to grow your 
dealership.
Announcing a new series of live, 
online marketing webinars

It's education from the comfort 
of your home or office desk.

REGISTER AT PROFESSIONALMOJO.COM/DEALER-WEBINARS

Revving Up Your 
Dealership's Facebook 
Game
Most dealers have a Facebook page, but 
we can tell you from experience that 
very, very few dealerships have a good 
Facebook page that actually gains them 
customers, referrals and great reviews. 
Whether it’s time constraints, personnel 
constraints or you just don’t know what 
to post, we are here to bust those myths 

and show you what you can really expect 
from Facebook.

Video Marketing Tips and 
Tricks for your Dealership
It’s a fact : people want to engage with 
you on video! Facebook loves video, 
Twitter loves video, Instagram loves video 
and, of course, YouTube, Vimeo, Periscope, 
and Snapchat all love video. But, do YOU 
give your car buying prospects what 

they love? People watch millions of 
hours of video every single day and your 
dealership could be benefiting.

Instagram 101 for 
Independent Dealers
In this engaging webinar, you’ll learn 
practical ways to grow and leverage your 
Instagram account to gain awareness 
and sell more cars, especially to the 
millennial generation!



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

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

•
Advertising Proven to Grow Your Business

•
6 Quality Issues Per Year

TO ADVERTISE: 
Email service@professionalmojo.com

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

Reach the decision makers in 2018!
ADVERTISE WITH MIADA


