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– Kate Spatafora

Welcome to the March/April issue of 
Agent Entrepreneur!

As the industry’s only publication dedi-
cated to the interests and concerns of 
automotive general agents, the following 
pages are filled with articles designed to 
help you improve business and increase 
profits.

The industry is making continued prog-
ress on the road to a fully online auto-
motive sale. Agents are ready and wait-
ing to help support that movement, but 
roadblocks still remain. AE reached out 
to four F&I product provider and admin-
istrator executives to find out what they 
think the future holds for digital sales 
and why the Amazon of F&I has yet to 
come into play.

StoneEagle F&I’s Cindy Allen, John Lu-
tman of IAS, MaximTrak’s Jim Maxim, 
and Brian Reed of F&I Express shared 
their thoughts and opinions on the prog-
ress made so far, flaws in the idea that 
vehicle sales can be a 100% online pro-
cess, and how agents can help accelerate 
its evolution. 

The need to keep customers coming back 
is paramount for dealers, but agents must 
commit to retention as well. It is much 
easier to retain a current dealer client 
than to earn the business of a new one. 
By expanding your scope to include sales 
and service, you can build upon your 
agent-dealer relationship while increas-
ing profits. Allstate Dealer Services’ 
Thomas Hackett shares two key strate-
gies to doing exactly that! 

EFG Companies’ Adam Ouart knows 
there is money in training. By equip-
ping yourself with solutions to three 
common training issues, you can pro-

tect your agency and its clients and maxi-
mize ROI. “Turnover,” “Time away from 
the job,” and “No results” are some of 
the objections agents hear from dealers 
when promoting training programs. Flip 
to Page 22 to learn new, proven strategies 
for meeting the training goals you imple-
ment for your dealer clients. 

Do you find yourself wondering how to 
close the gap in GAP? Matt Croak of Wise 
F&I promotes diminished value protec-
tion and the benefits it offers to agents, 
dealers and car buyers alike. With the 
advancement of services like Carfax and 
AutoCheck, it is easier than ever to know 
when a vehicle has previously been in an 
accident. This is good news for potential 
car buyers, but it hinders the ability of 
current car owners to trade in a vehicle 
that may have had repairs in the past. By 
taking the “negative” away from “nega-
tive equity,” dealers are able to honor the 
correct cash value on trade-ins and retain 
more customers. 

United Development Systems’ John Tabar 
knows that sometimes training programs 
do not perform as expected. Failure to 
build a value proposition; failure to un-
derstand how adults learn; failure to offer 
interesting and engaging content; failure 
to treat training as an ongoing process; 
failure to offer training that has a practi-
cal approach; failure to focus on the par-
ticipants; and failure to commit, are what 
he considers to be the seven deadly sins 
of training. Knowing how to counteract 
these issues can be the difference-maker 
in acquiring new business while building 
upon the business you already have.

Fraud can be expensive. Experienced 
carlaw practitioner Bob Wilson knows 

this and has shared 
two legal case stud-
ies that agents can 
use to convince 
reluctant clients, 

that enforcing compliance manage-
ment systems in their dealerships, can  
decrease the chances of getting caught 
up in a lawsuit. 

At the 2018 Industry Summit, Bob Lettis 
took to the stage to introduce F&I pro-
fessionals and dealers to the benefits of 
700Credit’s soft-pull live credit data. 
They are changing dealer workflow by of-
fering quick decisions to help drive the 
growing digital sales segment. Turn to 
Page 34 for a recap of the presentation.

In this issue’s Meet the Executive depart-
ment, AE had the opportunity to sit down 
with Procon Analytics COO David Meyer. 
Last year, the company began offering 
territories to agents seeking a connect-
ed-car platform to bring to their dealers. 
Meyers shares with us how the new pro-
gram is being accepted by agents, what 
they have planned next and the path that 
brought him to the industry’s automotive 
technology segment. 

Automotive Compliance Education’s Gil 
Van Over is back once again, this time 
touching on the topic of payment packing 
in dealerships. It can be difficult to con-
vince dealers that proper compliance mea-
sures need to be in place. Van Over offers 
some suggestions on how to handle these 
common objections by creating compli-
ance manuals that break down the law, to 
keep you and your clients protected. 

As always, I hope you enjoy this issue of 
Agent Entrepreneur. We strive to provide 
an educational and informative resource 
to our readers, so if there are any top-
ics you want to see covered — or voices 
you want to learn from — let me know! 
Please feel free to email me directly  
at kspatafora @mgigmedia.com to share 
your ideas. 

Thank you!

By: Kate Spatafora

DEPT: PUBLISHER’S PAGE
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DEPT: SUMMIT UPDATES

Agent Summit 2019:  
A Sneak Peek at New Speakers 

Agent Summit 2019 will 
be here before we know 
it. Here’s a preview of 
a few of the standout 
presenters confirmed 
for this year’s agenda. 

Planning is well underway for the 2019 
Agent Summit, returning to Las Vegas 
May 19–22. The Advisory Board has been 
hard at work securing industry leaders 
and leadership professionals to take to the 
stage. As new speakers have confirmed, 
AE has spoken with David Gesualdo, show 
chair and publisher of  Agent Entrepre-
neur  and  F&I and Showroom, and Randy 
Crisorio, advisory board chair and United 
Development System’s president and CEO 
— and the speakers themselves — about 
what attendees can expect this year. 

Paul D. Metrey, an executive and  
attorney with the National Automobile 
Dealers Association, will discuss emerg-
ing challenges relating to the sale of F&I 
products and NADA’s upcoming guidance 
on the subject at this year’s event. 

“Our hat is off to Paul and to NADA for 
bringing this important topic to the 
Agent Summit agenda, particularly at a 
time when this guidance will be relatively 
fresh and subject to lengthy and quite 
likely pitched discussions surrounding its 
release,” said Gesualdo. “It is useful, tar-
geted content for our agenda, and I know 
our attendees will make our speaker feel 
welcome and appreciated.”

Metrey has been with NADA since 2001 
and currently serves as vice president of 
regulatory affairs and chief counsel for fi-
nancial services, privacy, and tax matters. 

He is the author of the association’s Fair 
Credit Compliance Policy & Program, 
which was released in cooperation with 
the National Association of Minority Au-
tomotive Dealers and the American Inter-
national Automobile Dealers Association.

“As attacks directed at voluntary pro-
tection products continue to increase, 
it is important that persons involved in 
providing, financing, and retailing these 
products reexamine their procedures 
to ensure they are being offered to con-
sumers in a transparent and professional 
manner,” said Metrey.

Metrey’s presentation, “Voluntary 
Protection Products: An Approach to 
Strengthening Compliance,” coincides 
with the upcoming release of the new, 
optional NADA-NAMAD-AIADA Model 
Dealership Voluntary Protection Prod-
ucts Policy, which is expected to offer 
guidance for agents, dealers, and any oth-
er party involved in the pricing and sale 
of F&I products.

“I am really happy that Paul Metrey will 
be joining us to speak about emerg-
ing challenges to ‘Voluntary Protection 
Products’ and bring forward the ongo-
ing, behind-the-scenes efforts that could 
interfere with our business,” said Criso-
rio. “Anyone in the F&I space needs to 
attend.”

Dave Anderson, one of the automotive 
industry’s most popular speakers, train-
ers, and management experts, will de-
liver a keynote, courtesy of EasyCare and 
GWC Warranty. Returning attendees will 
remember Anderson from “Mastering the 
Art of Execution,” the motivational key-
note he delivered at the 2016 event. 

“Few speakers bring the breadth and 
depth of experience, combined with an 
indefatigable stage presence, as Dave 

Anderson,” said Gesualdo. “Thanks to 
EasyCare and GWC, we will have the op-
portunity to welcome him to Agent Sum-
mit once again.”

Anderson said he enjoyed his first appear-
ance at Agent Summit and was looking 
forward to the 2019 event.

“I had an outstanding time at the last 
Summit and I’m honored and excited to 
return once again and share with attend-
ees new strategies for becoming ‘Unstop-
pable’!” Anderson said.

Attorneys Matt Bartle and David Marcus 
will present a session devoted to owner-
ship rights of agency data as part of the 
Agent Principals Only portion of the 
agenda.

“An agency’s most valuable assets typi-
cally are intellectual property. Protecting 
that intellectual property is vital,” Bartle 
said. “We will be talking about some basic 
steps agents can take to secure their most 
valuable assets.”

The speakers are partners in the Kansas 
City, Mo.-based law firm of Bartle & Mar-
cus LLC and have extensive automotive 
industry experience. In their session, the 
attorneys pledged to tackle agency data 
ownership rights head-on, addressing 
such critical components as pricing data, 
customer and vendor lists, training sys-
tems, and sales materials — and who can 
lay claim to them.

“Having a committed legal team like 
Bartle & Marcus who focus heavily on 
the F&I industry is a BIG UP for agents,” 
said Crisorio. “Learning the ins and outs 
of protecting what you’ve spent years 
building never seems important until it 
bites you. This session within the Agent 
Principals Only segment will lay it all out 
for you.”

By: Staff Writer
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VISIT AGENT-ENTREPRENEUR.COM FOR BREAKING INDUSTRY NEWS.

Reed to Retire From F&I Express
GRAPEVINE, Texas — CEO Brian Reed has announced he 
will leave F&I Express, the technology solutions provider he 
co-founded more than a decade ago. He will be succeeded 
by CIO Gary Peek, who assumes the role of vice president 
and general manager.

Reed’s departure comes as a mild surprise, even to him, 
the executive told F&I and Showroom. He had planned to 
remain with F&I Express through 2019 following the com-
pany’s Oct. 1, 2018, acquisition by Cox Automotive.

“When they purchased the company, I said I wanted to stick 
around, but as time went on, I decided it was time to go,” 
Reed said. “I had brought Gary Peek in a year and a half ago 
as CIO, knowing he was capable of replacing me. I made the 
decision I would retire from F&I Express.”

He will remain with F&I Express in an advisory role for the 
next 90 days. The company will continue to operate as a 
subsidiary of Cox Automotive, continuing a collaboration 
to advance F&I technology that began in 2008, and its 
management team, including executives Rich Apicella and 
Roger Hildebrandt, will stay in place, Reed said.

Reed has earned a reputation as a tireless advocate for new 
and emerging F&I technology, being among the first to 
embrace electronic menus and contracting, among other 
advancements, and spending the past decade building a 
network of F&I product providers, auto finance sources, 
and digital retailers. Each has contributed in their own way, 
Reed said, but agents stand out for recognizing early on the 
benefits of improved connectivity and helping to drive inte-
grations forward.

“I will always hold the agent and F&I provider group close 
to my heart for what they’ve contributed to the success of 
this business,” Reed said.

Troussov Launches Mezen Dealer Services
MINNEAPOLIS, Minn. — Nationally recognized F&I and sales trainer and Certified Speaking Professional Tony Troussov has launched a performance 
improvement company focused on driving real results for dealer partners.

Troussov is a 20-plus-year industry veteran with more than 15 years spent in retail. His multiple positions included corporate F&I development 
manager, corporate training director, and general manager for a large dealer group. He spent six years working as director of training for a mid-size 
general agency. Most recently, Tony served as a corporate F&I director for Morrie’s Automotive Group, which includes 14 locations in Minnesota and 
Wisconsin. His book, “Becoming a Stone-Cold Seller,” is available on Amazon.

“As an immigrant in this great nation, I feel truly blessed to be the owner of a company and live an American dream of entrepreneur,” Troussov said. 
“In my years with an agency, I had a privilege to work with multiple admin companies and learn a lot about that side of the business. This is where my 
reinsurance expertise comes from.

“But I’m a retail guy at heart, and this is where my passion to train and develop comes from. I love helping people grow and improve their performance. 
Working with dealerships on daily basis, allows me to bring real-life, up-to-date experiences to coaching and training. In other words, the combination 
of both retail and agency experiences prepared me to launch Mezen,” he added. “I look forward to make an impact both on my dealer partners and on 
industry in general.”

F&I Admin Merges With StoneEagle
LOMBARD, Ill. And RICHARDSON, Texas — F&I Administration Solutions 
LLC and StoneEagle Inc. announced the strategic merger of the two compa-
nies to form StoneEagle F&I.

Executives said the new company will bring together the most powerful so-
lutions in the industry across the entire F&I ecosystem to complement and 
enhance the services offered to both F&I Admin and StoneEagle customers. 
Together, the companies manage over 8 million transactions per year for 85 
F&I product administrators, power technology for a network of more than 
10,000 dealerships, offer profitability reporting and intelligence tools for 
over 5,000 dealerships, and provide detailed responses to over 140,000 prod-
uct rate requests per day.

“This is a rare opportunity for two organizations that occupy uniquely com-
plementary positions in the market,” said David Trinder, CEO of F&I Admin. 
“In coming together, we provide even stronger value for our clients. Stone-
Eagle’s commitment to providing exceptional customer service and powerful 
products aligns closely with our own. I am extremely pleased to be able to 
welcome two extraordinary teams into a single family.”

“We have set out to combine two of the most well-established companies in 
the industry,” said Cindy Allen, CEO of StoneEagle. “Bringing together these 
two exceptional teams will drive enhancements and innovation across all 
our products and fuel the evolution of future solutions. Our merger is about 
growth – we are dedicated to bringing more options to our clients without 
disrupting their existing experience and solutions. Together we will bring for-
ward the best of both companies to benefit the clients we serve.”

Cindy Allen will serve as CEO of the combined company, which will be head-
quartered in Richardson, Texas. Kumar Kathinokkula will take on the posi-
tion of COO and will operate out of the company’s Lombard, Ill., location. 
StoneEagle founder Brent Allen and F&I Admin CEO David Trinder will both 
be board members and play active roles in the company. StoneEagle F&I will 
continue to operate all its existing locations in order to ensure that all clients 
continue to enjoy a first-rate experience both during and after the merger, 
according to the announcement.

DEPT: IN THE INDUSTRY
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Promises of an end-to-end online vehicle 
purchase and financing process have yet to 
come to fruition, but the industry has made 
great progress, and agents are poised to 
build on that momentum at the retail level. 

Agent Entrepreneur reached out to four executives and thought 
leaders in the F&I product provider and administrator segment to 
learn how far digital sales and F&I has come, whether car buyers 
should expect a one-click transaction anytime soon, and what role 
agents will play in educating and counseling dealers in an increas-
ingly digital future. 

PROGRESS IS RELATIVE

The industry will have to clear a number of legal and regulatory 
hurdles to make a fully online vehicle purchase happen. Some 

documents still require wet signatures, and the list varies by 
state. Trade-in valuation and dealer-arranged financing are 

complex pursuits, not easily managed remotely. 

“We are making headway, but we are still behind the 
curve compared to the digital retail norm today,” said 
Cindy Allen, CEO of StoneEagle F&I. “Most dealer-

ships and OEMs offer an option to start the initial pro-
cess of understanding vehicle and F&I product options 

online today, but few offer an end-to-end online buying experi-
ence. A vehicle purchase is still one of the largest personal acqui-
sitions consumers will make, and the idea of doing it completely 
online, without walking into the dealership for a test drive and to 
get a few questions answered, is a stretch for most.”

Allen believes that most solutions available today act more like 
marketing tools than true digital retailing platforms. And, they 
sell customers and dealers short by failing to collect and save in-
formation the customer entered online, perpetuating frustration 
and mistrust. 

But aren’t these the same concerns the industry faced 10 years ago? 

“In many aspects of the ideal end-to-end digital experience, the 
industry is further along than it was, but adoption has been slower 
than anyone anticipated. Much of the marketing done by dealers 
and vendors of online sales and F&I platforms promises an end-
to-end digital experience but falls short of enabling a customer to 
purchase a vehicle outside of a dealership showroom,” said Jim 

10  |  AGENT ENTREPRENEUR  MARCH / APRIL 2019
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THERE IS 
NO AMAZON 
OF F&I

The industry is further along than it 
was, but adoption has been slower 

than anyone anticipated.

THERE IS NO amazonof F&I
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Maxim Jr., president of MaximTrak Technologies (div. Route-
One). “Our company is delivering these services to major cli-
ents, but we are just at the trailhead of where this can go once 
adoption ramps up.”

To be fair, Maxim pointed out, unlike most other consumer 
goods, vehicles require at least some human interaction to sell 
— and that’s not a bad thing. While the industry awaits a true 
end-to-end online purchase, tools designed to engage custom-
ers on dealer websites are proliferating. 

“This suggests that good customer-handling fundamentals are 
still the foundation of a truly exceptional customer experience, 
which can then be enhanced by the judicious use of digital 
sales aids that increase convenience, transparency, and flex-
ibility,” Maxim said. “The digital engagements will continue to 
get more sophisticated, exciting, and interactive, but must still 
hand off the data to a human-driven but digitally streamlined 
showroom experience.”

Brian Reed, president and CEO of F&I Express (div. Cox Auto-
motive), said buying a vehicle is “more completing-your-
taxes online than it is buying-a-pair-of-shoes 
online,” and he believes most car  

 

buyers appreciate the com-
plexity of the transaction. So they 
still want to engage with dealerships, but 
they don’t want to have to start over once 
they get there. 

“Finding a car, applying for credit, manag-
ing a trade-in, negotiating price, factor-
ing in incentives, selecting protection 
products — those have all historically 
been managed by separate tools and 
systems within the dealership. This pres-
ents a difficult challenge for auto digital re-
tailers to efficiently drive a consumer through 
the entire process. There are several possible entry 
points and it is easy for a car buyer to become confused 
or frustrated,” Reed said. 

“The F&I industry, and the auto industry as a whole, are be-
hind the curve when compared to other industries,” said John 
Lutman, vice president and head of IAS’s agent channel. “Just 
think of all the other things you can get done online. Right now, 
there’s no solution to purchase vehicles that agents and dealers 
are comfortable sending their customers to. It’s certainly not a 

limitation of technology, and we’re already seeing manufactur-
ers investing and pushing online capabilities.”

Lutman said his company is investing in technology that allows 
their product to be purchased online, directly from dealerships. 
Reed noted that facilitating the sale of F&I products is “at the 
very core” of F&I Express, which maintains a network of more 
than 150 product providers, 10 DMS providers, 10 menu sys-
tems, and 25 digital retailing platforms. Maxim said RouteOne 
and MaximTrak have integrated and developed several user 
experiences in the F&I space, and MaximTrak’s FLITE Engage 
solution is now deployed on Tier 1 OEM sites, helping guide 
customers through the F&I product selection process.

“This includes product education, needs analysis, intelligent 
recommendations, interactive sales aids, interactive menu, rat-
ing, contracting, electronic signatures, and other tools embed-
ded in the process,” Maxim said. “We are creating integrated 
services that can be plugged into web, mobile, and showroom 
experiences that can be configured to support the way an or-

ganization wants to do business with their 
customers.”

Maxim firmly believes in 
the value of introducing 
F&I products online as 
part of a “sophisticated” 
experience that engages 
and informs consumers. 
Allen of StoneEagle F&I 

pointed out that, to sell a 
product online, you must 

first be able to price it. She said 
that StoneEagle Inc., which merged with 

F&I Administration Solutions LLC in February, has 
offered real-time access to F&I product rates from its admin-

istration systems since 1997. In 1999, the company delivered a 
rate calculator integrated with ADP’s and Reynolds and Reyn-
olds’ DMSes. 

“While we still have dealers leveraging that technology today, 
most of the market has shifted rating intelligence to point-of-
sale tools, such as F&I menus and dealership sales portals,” Al-
len said. “Our Connect solution currently powers this type of 
product rating and contracting for the dealership F&I office, as 
well as provides an API for digital retailers and consumer sites to 
have access to that same functionality, capable of empowering 
the buyer to research options and shop right from their couch.” 

FLAWS IN THE AMAZON ANALOGY

Asked whether the oft-mentioned goal 
of an “Amazon-like” experience 

is a fitting analogy or a flawed 
analogy for auto retail, “Ac-

tually, it’s a little of both,” 
Lutman responded. “It’s 
fitting because consum-
ers will eventually have 
the ability to purchase 
the vehicle and F&I all at 

once, all online, and have 
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the vehicle delivered — not setting foot outside of their house. 
However, it’s also a little flawed because consumers still want 
to be able to drive the vehicle prior to purchase.”

“I think it depends on what part of the Amazon experience 
you are talking about,” Reed said. “The core Amazon platform 
is an ecosystem of manufacturers and resellers driving a cus-
tomer-centric experience for various product sales that are 
not complex in nature. Amazon is great for getting to know 
their customers’ buying habits, driving recommendations, 
and leveraging a single-click purchase option. But it is not a 
complex sale.”

To protect F&I, Reed added, the Amazon of auto retail would 
educate customers about protection products and allow them 
to self-select at the time and place that’s right for them. 

“New tablet-based technologies and online menus are helping 
dealers get over those hurdles by allowing consumers to re-
search, review, and make decisions before they finalize their car 
deal. F&I product providers 
must make sure digital in-
formation and online edu-
cational tools about their 
products are readily avail-
able,” Reed said. 

The Amazon analogy “abso-
lutely fits what buyers want, 
but not the complexity of 
what they are buying,” Al-
len said. “To captivate to-
day’s Amazon-savvy buyer, 
we must redesign the vehicle purchase process to provide what 
consumers love about their ‘Amazon-like’ experience and elim-
inate what they hate about the traditional instore experience.” 

Citing a Capgemini study that found 71% of car buyers “still 
want to take a test drive and see the car in real life,” among oth-
er sources, Allen said research proves car buyers switch back 
and forth between online and offline channels as their journey 
progresses. 

“When it comes to a vehicle purchase, they want it easy, like 
Amazon, with an offline, in-person twist,” she said. 

Amazon is perfectly suited to ordering paper towels, soap, 
clothes, electronics, books, and groceries, Maxim said, but the 
analogy falls apart when one considers the high cost of a vehicle 
purchase, the ongoing investment in maintenance and monthly 
finance or lease payments it represents, and the maze of regula-
tions that govern it. 

“People get mixed up between ‘shopping’ and ‘buying.’ It’s the 
buying part that is really tough right now — and that is exactly 
the part that people are trying to clean up and streamline,” he 
added. “But no dealer is going to give up the essential profits 
of the F&I department in the name of an ‘Amazonian’ online 
experience until we get real experience and get really good at 
it. … It takes real automotive expertise and know-how to apply 
the right technology to incorporate similar transaction features 
in order to meet the needs of our unique industry. It takes the 

ability to understand and work with the mind of the car buyers 
and then how to create a solution that takes into account the 
culture of a given dealership. So while the analogy is not flawed, 
it is an insufficient approach to a real solution.”

When it was released in January 2018, Cox Automotive’s “Fu-
ture of Digital Retailing” study found only 11% of surveyed car 
buyers said they wanted to review and sign paperwork away 
from the dealership — hardly the overwhelming demand many 
industry watchers would have expected. 

Asked whether that low percentage is reflective of disinterest 
on the part of consumers or a lack of opportunities offered by 
the industry, Allen suggested it’s possible some respondents 
didn’t fully understand the question. 

“But, generally, I would say neither,” she added. “I believe the 
paperwork is overly complicated and there is a fear something 
is being ‘slipped in’ on them. In a recent study, 57% of consum-
ers said that there is ‘too much paperwork’ and 40% said they 

experienced ‘pricing issues/
haggling,’ according to the 
[2018] Deloitte Global Au-
tomotive Consumer Study. 
While 60% of U.S. consum-
ers from that same study 
said they ‘are interested in 
acquiring their next vehicle 
online.’ I believe that points 
to a question of trust, not a 
reluctance to the action of 
signing online.”

“Ultimately, I think consumers will get extremely comfortable 
with reviewing and signing paperwork online. They’ve done so 
for other large purchases, like real estate,” Reed said, adding 
that a more “robust” online experience would compel more 
customers to adopt. “The paperwork is only one part of the car-
buying process. However, it is the one that can benefit the most 
from moving online. It can’t be stated enough that the majority 
of consumers still want to interact with the dealership to do 
things like test drives, getting familiar with the vehicle’s tech-
nology features, and taking delivery of the vehicle.”

Lutman agreed. “The industry hasn’t made this possible yet, at 
least not easily. There are early adopters who are saying that 
they would welcome the chance to review and sign,” he said. “As 
the kinks get worked out, and our industry provides better solu-
tions to consumers, more will demand an easier experience.”

NEXT STEPS AND THE AGENT’S ROLE

Lutman predicted that, over the next five years, digital retailing 
technology will continue to evolve, making online transactions 
easier while adding more options. Reed believes the industry 
will make “significant progress” toward a fully online transac-
tion in that time. 

“However, I believe consumers will continue to seek out their 
local dealership, but they’ll do so on their own terms. Digital 
retail platforms such as Cox Automotive’s will provide a seam-
less purchasing workflow by ensuring everything performed 

Amazon is great for getting to know 
their customers’ buying habits, driving 

recommendations, and leveraging  
a single-click purchase option. But  

it is not a complex sale.
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online by a consumer matches what that 
consumer encounters when they enter 
the dealership,” Reed added, noting that 
he will be tracking the advancement of 
AI- and machine learning-powered cus-
tomer-engagement and inventory-man-
agement tools and the growing presence 
of subscription ownership models. “It’s 
truly an exciting time to be in the car 
business.”

Over the next five years, consumers will 
become increasingly familiar with and 
skilled at all aspects of digital retailing, 
which will in turn increase their com-
fort level with online vehicle purchases, 
Allen said. 

“The entire automotive ecosystem will 
continue to evolve into a more fluid meth-
odology between the instore and online 
experience,” she added. “In creating this 
easy online-to-instore path, we decrease 
the risk that consumers will simply skip 
our skilled sales teams and purchase the 
vehicle without F&I products.”

Maxim predicted that the ongoing evo-
lution and maturation of automotive 
digital retail will produce a number of 
would-be problem-solvers. Most will 
prove to be gimmicks, some will endure, 
and many will work for some dealers but 
not others. He urged agents to start the 
work of building better processes now to 
position themselves for success in the 
future. 

Reed suggested agents start by educating 
dealers on the importance of embracing 
digital retailing, stressing the need to re-
main “relevant” in car shoppers’ minds 
while improving the experience for those 
who are ready to buy. 

“Agents can also influence the technol-
ogy companies behind dealer website 

and digital retailing platforms by encour-
aging those companies to focus on cre-
ating online experiences that effectively 
educate consumers about, and guide 
them to, appropriate finance options and 
aftermarket insurance products,” Reed 
added. “Consumers have shown us that, 
if we let them learn about F&I products 
at their own pace, outside the F&I office, 
they are much more likely to purchase 
those products.”

Allen said the agent’s role “doesn’t really 
change” in a fully digitized industry. Af-
ter all, agents will still be relied upon for 
their product knowledge, training, and 
access to the latest F&I technology. 
“I believe the strongest agents are busy 
working with dealers to help them un-

derstand their audience and adapt the 
consumer conversation based on how 
much online interaction they have had 
— either with the dealership or gener-
ally about F&I products — prior to walk-
ing into the F&I office,” Allen said. “In 
contrast, agents who are not figuring out 
how to adapt to the digital retailing com-
ponent are paving the way for their own 
obsolescence.”

“Agents need to encourage the dealers 
who want it,” Lutman concluded. “Just 
like everyone, agents have to be trusted 
advisors to their client by providing per-
spective and solutions. The best agents 
become more relevant and more trusted 
in times of change.”

As the kinks get 
worked out, and our 

industry provides 
better solutions to 
consumers, more 
will demand an 

easier experience.
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Solidify your agent-dealer relationships 
by expanding your scope to sales 
and service and offering new 
insights into F&I performance. 

Customer retention has been a buzzword in the automotive in-
dustry for more than two decades. In that time, manufacturers 
and dealership owners have invested a lot of time and money 
looking for ways to increase the number of customers return-
ing to their dealerships to purchase another vehicle, have their 
vehicle serviced, or purchase parts and accessories. 

The automotive industry has learned what business experts and 
strategists in almost every industry have been saying for the past 
50 years: It is significantly easier to retain a current customer 

than to earn a new one. In this article, let’s ex-
plore customer retention through the 

lens of an agent and 
their customer, 

the dealer.

New Efficiencies and Lost Profits

While automotive manufacturers and dealership owners have 
been investing in ways to improve customer retention, two 
significant market challenges have impacted agent success at 
retaining their customers, the dealer. The market challenges 
include agency consolidation and declining dealer profitability 
at the time of a vehicle sale. As these market challenges have 
grown, the high-stakes arena of dealer retention has become 
more of a priority within the agent business model. 

First, agency consolidation has become a proven way to grow 
the footprint of an agency in the marketplace. With that larger 
footprint comes certain efficiencies that change the competitive 
landscape for everyone. In recent years, the number of agency 
acquisitions has increased considerably, so all agencies must 
find better ways to maximize their value to their current dealer 
customers. 

Second, as dealership profits have declined at the time 
of a vehicle sale, dealers have begun to explore other 
ways to supplement or increase their profitability. 
One of the methods to increase 

By: Thomas Hackett

RETENTION
Is Not Just a Dealer Challenge

@istockphoto.com/skynesherAgents can enhance their value to dealers by initiating training in the sales and service departments.
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profitability is to review the performance of each department 
and the external partners that support that department, includ-
ing the agent and their respective F&I product provider. 

As an agent providing F&I products to dealerships, the cost of 
the product to the dealership is almost always a discussion top-
ic, because it includes dealer-paid investments for sales support 
and income-development activities. When selling the product 
to a consumer, the product cost ultimately impacts overall deal-
ership profitability, making it a focal point when trying to deter-
mine how to boost overall profits.

Ultimately, dealership retention for an agent is primarily driven 
by the relationship and value placed by the dealership owner on 
the ability of the agent to develop their personnel. To increase 
dealership retention and lower the possibility of dealership de-
fections, the agent must utilize, at a minimum, two keys to lock 
up the dealership from competitive threats: 

Key No. 1: Expand Your  
Business Development Scope

Being able to advise a dealership owner on matters beyond sim-
ply improving F&I profits is critical for success and mitigating 
a competitive threat. By expanding your business development 
scope into other areas, like the sales and service departments, 
an agent can significantly increase the value of your relationship 
with the dealership owner.

Sales and service department development concepts could in-
clude conducting long-term limited warranty or CPO education 
with the sales team, to assist them in building greater value in 
pre-owned vehicle sales. With the additional pre-owned vehicle 
sales, the dealership’s F&I department would have additional 
opportunities to enhance the limited warranty or CPO warranty 
received with the vehicle purchase by offering a vehicle service 
contract (or “wrap”), therefore increasing the profitability with-
in the sales and F&I departments. 

Another potential expansion could be to begin hosting educa-
tion and development opportunities for the service advisor 
team, to expand their skills when receiving a new customer 
on the service drive. For example, hosting a learning event to 
demonstrate that by simply asking a customer if their visit was 
related to a warranty or service contract need, a service advisor 
could discuss a service contract and potentially sell one on the 
service drive or turn over the lead to the F&I department.
 
Additional considerations could include a service operation re-
view to discover service advisor upsell performance trends by 
vehicle year, model, services, and other important factors.

By expanding the business development scope to include all 
aspects of the dealership and its profit centers, an agent could 
amplify the value of a relationship between the dealership and 
the agency. This amplification could clearly illustrate that if 
the dealer were to make a switch in their F&I partnership, the 
switch could result in diminished profitability. 

Key No. 2: Dig Below the F&I Surface 

A major component of the services provided by an agency to its 
dealership customer is to complete weekly, biweekly, or month-
ly F&I performance reviews. In most cases, the data reviewed is 
the past month’s performance, and that review is typically bro-
ken down by an F&I manager. 

The opportunities reviewed include profit per vehicle sold, F&I 
product sales, and penetration mix. After the review is complet-
ed and underperforming metrics are identified, general improve-
ment plans are put in place to try to improve performance over 
the next 30 to 60 days. An example of such a plan could be to 
improve a lower-than-expected VSC penetration rate: The F&I 
department will commit to completing an F&I turnover and in-
terview with every customer purchasing a vehicle. The challenge 
with this type of general improvement plan is that it is based off 
a topical review of the performance and not a complete review 
of the performance trends existing below the surface. 

With the incorporation of advanced emenu system reporting, 
DMS integration, and Microsoft Excel enhancements, it is easier 
than ever to not just scrape the surface for profit improvement 
opportunities, but to dig below the surface to uncover previ-
ously unnoticed performance trends. 

To demonstrate a situational opportunity, if you combined a 
performance report from the emenu provider and the itemized 
customer log from the DMS system into Microsoft Excel and 
executed some data analysis, you could uncover that there is 
an F&I performance deficiency with customers purchasing CPO 
vehicles that are financed with the captive lender. By uncovering 
this performance trend, coaching F&I becomes very strategic, 
with realistic, measurable improvement opportunities that will 
be much easier to drive dealership profitability. 

The connection is this: Simply looking at F&I performance on 
CPO vehicles alone may not highlight the improvement oppor-
tunity. In this example, the opportunity becomes much clearer 
when combining the performance by finance source. 

When digging below the surface for departmental performance 
trends, instead of completing a topical performance review, the 
value and impact of the relationship between the dealership and 
agent becomes invaluable. This type of added value can put an 
area of protection around the dealership and increase the likeli-
hood of dealership retention. 

Agents are facing major challenges with dealership retention as 
competition grows from new and existing agencies, automotive 
manufacturers’ F&I offerings, and diminishing dealer profitabil-
ity. If an agent acquires a new dealership customer but is unable 
to meet the expectations of the dealer owner for development 
and profit improvement, that could put the dealership at risk to 
a competitive threat. 

In order to mitigate the competitive threat, it is vital that the 
agent lock down and reinforce your value to the dealership, 
starting by utilizing the two keys identified.

THOMAS HACKETT IS THE NATIONAL SALES AND TRAINING DIRECTOR AT ALLSTATE DEALER SERVICES.
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By: Adam Ouart

@
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It’s often characterized as a chicken-or-
egg dilemma: Training employees can 
make them more productive. However, 
training costs money. This is a hard sell, 
especially for smaller dealerships where 
staff wear many hats. 

While everyone knows that training is an 
essential component in running a deal-
ership that is successful, profitable, effi-
cient, and ethical, commitments to it vary 
widely among dealers. As an agent, what 
are the benefits of selling training to your 
dealerships, and how do you go about it? 

Below are some objections to training 
agents commonly hear from dealers, fol-
lowed by some tips to help overcome the 
wrong mindset and maximize your ROI.

1 Turnover
According to the National Auto-

mobile Dealers Association, three-year 
employee retention stands at 45%. That 
means nearly half the employees at any 
given dealership leave within three years. 

Many dealers question why they should 
invest time and money to train people 
who may leave. But in reality, this idea 
is just not valid. Studies show the two 
biggest reasons for employee turnover 
are limited advancement opportunities 
and lack of training for a specific role.  

According to ZipRecruiter, lack of de-
velopment and advancement opportuni-

ties is the No. 1 reason employees leave. 
Through training, dealerships have the 
potential to increase job satisfaction by 
empowering team members to expand 
their roles and grow their careers.

Sending employees through developmen-
tal, performance-based training courses 
is also a good way to recognize them for 
accomplishments. They will appreciate 
the investment the dealership is making, 
giving the dealership a value-based meth-
od to help reduce turnover and retain top 
performers.

2 Time Away  
From the Job

Another question some dealers ask is how 
they can justify taking income-producing 
employees away from the sales floor, F&I 
desk, or service drive for training. If this 
is a dealership concern, consider this sto-
ry about a woodcutter:

A woodcutter was hired. He was given an 
ax and direction. The woodcutter started 
out strong. His boss was quite pleased 
with his work and shared that feedback 
with the new woodcutter. This motivated 
the woodcutter to work even harder in 
the days to follow. But even though he 
swung the ax as hard as ever, the number 
of trees he cut declined each day. He then 
went to his boss and apologized, saying 
he must be losing his strength.

The boss asked the woodcutter a simple 
question: “When was the last time you 
sharpened your ax?” The woodcutter re-
plied, “Sharpen my ax? I had no time to 
sharpen my ax. I have to spend all day 
cutting trees.”

The lesson here is that investing time in 
training should pay off in improved and 
sustained production results. Time off the 
floor is simply part of that investment. 

Even dealers who invest in training can 
fall into the trap of employees not taking 
the time they need to sharpen their skills. 
This happens when the dealership culture 
is not aligned with the goal of increasing 
employee retention and providing career 
development to enhance the dealership’s 
value proposition with its customers. 

3 No Results
Every dealership has experienced 

training that produced no results. Con-
sider the format. Was the trainer a talking 
head, or was the course interactive and 
participatory, tailored to address current 
challenges? 

The training methodology must be truly 
conducive to learning to be successful. 
Encourage dealers to choose training 
that is structured to produce results by 
assessing the individual needs of each 
participant, measuring acceptance and 
understanding of the behaviors being 
taught, and measures success by having 

 THERE’S 

IN TRAINING

Protect your agency and its 
clients by equipping yourself 

with answers to the three most 
common objections to training 

and relying on proven best 
practices to maximize ROI. 

MONEY 
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participants demonstrate competence of 
the trained behaviors.

Benchmarking is a necessity to determine 
return on investment. Take note of each 
team member’s numbers, such as units 
sold, profit per unit, and product pen-
etration. Then set a benchmark for im-
provement. Lastly, track team member 
improvement after training, against the 
benchmark. Benchmarking and tracking 
results are key elements to ensure posi-
tive training outcomes. Benchmarks also 
motivate team members when they can 
see and track their own results.

Now let’s discuss a few proven strate-
gies for meeting the goals you set forth 
for your clients. 

1 Management  
Buy-In

In addition to training methodology, lack 
of management buy-in can generate a 
lack of post-training results. Consider the 
buy-in for your last training investment. 
Did dealership management support the 
training provided, or did they have em-
ployees revert to the old way of doing 
things, completely negating the training?

Encourage dealership managers to review 
curriculum before sending employees 
through training. Even better, encour-
age the managers to take the course first. 
There is no point in recommending train-
ing without the endorsement of manage-
ment. If you don’t secure management 
buy-in up front, then don’t expect a strong 
return on your training investment.

Also, identify the specific training rec-
ommended for the dealership. The type 
and delivery method should be carefully 
considered. Understand that not every 
organization operates the same way. Do 
not present a canned approach. Take 
time to understand the specific train-
ing goal and identify each dealership’s 
unique challenges. 

2 Select the Right 
Training Partner

Not all dealerships are staffed to effec-
tively train their teams across all disci-
plines, and there is support for training 
available from many sources. The key is 
identifying a partner that meets the deal-
ership’s needs. The right training partner 
should:

• Have proven industry expertise:  
Understand the company’s back-
ground, reputation, culture, certifi-
cations, and the experience of their 
employees.

• Use effective training methodolo-
gies: Ensure the training company 
can articulate and substantiate a 
clear methodology.

• Provide methods to demonstrate 
success: Ask the company how they 
prove their training effectiveness 
and success with sustainable train-
ing relationships. 

• Be a trusted industry partner: 
Research the training company to 
understand their corporate values, 
history, current business accom-
plishments, and other companies 
with whom they do business.

Finding an effective training program and 
cultivating an environment where train-
ing will be beneficial will deliver count-
less benefits to the dealership’s opera-
tions and bottom line. By capitalizing on 
effective training, your dealership clients 
will be poised to reduce turnover, im-
prove sales and F&I penetration, and cul-
tivate a team of top performers.

3 Optimize Training for 
Today’s Challenges

Industry analysts predict that the retail 
automotive industry will experience a flat 
year in 2019. Agents need to help dealers 
prepare for reduced vehicle sales. 

It’s important to remember that this flat-
sales year will still produce record highs 
when compared to historical unit sales. 
We’ve reached the peak of just how far 
sales can climb. Going forward, the em-
phasis needs to be on maximizing profit 
potential on each sale and increasing cus-
tomer retention:

• Placing a heavier emphasis on ser-
vice retention through F&I prod-
uct sales: Help your dealers evalu-
ate their product menu and F&I pay 
plans based on those products that 
encourage customers to return for 
service. 

• Training across departments: 
Provide training solutions to en-
sure all departments, not just F&I, 
are aligned on the benefits of buy-

ing and servicing a vehicle with the 
dealership, including traffic-driving 
F&I products.

• Think outside the box: While sales 
and F&I training is important, train-
ing on the service drive can be a 
game-changer in increasing custom-
er retention. Evaluate solutions for 
training service advisors to better 
recognize opportunities for main-
tenance, enhance dealership com-
munication, and sell less expensive 
consumer protection products from 
the service drive.

4 Insulate Your Agency
Agents should also evaluate ways 

to insulate their business from shrink-
ing profit margins. Look at dealership 
production levels more closely. Be more 
engaged with dealership operations over-
all to keep production levels high. Offer 
more innovative products to implement 
into customer retention strategies and 
F&I solutions that better match customer 
expectations and dealer needs. 

Delivering training solutions that im-
prove the dealership’s bottom line will 
not only make the dealer more profitable, 
it will strengthen the bond between agent 
and client. 

As dealerships place higher demands on 
their agent partners, agents must become 
more efficient with their dealership cli-
ents. For agents that are looking for a 
deep and long-term relationship, provid-
ing a training solution that keeps dealers 
thinking about increasing market share 
and profitability is a good place to start. 

Utilizing F&I products and training to 
align dealership operations toward the 
common goal of customer retention is 
one step forward on the road to boost-
ing customer service and dealership 
revenue. Once those rumble strips have 
been cleared, winning dealerships can 
then tackle increased transparency in the 
F&I office, online tools for customers to 
educate themselves on the benefits of 
consumer protection products, and de-
livering a more consultative approach to 
sales. And the relationship built between 
agent and dealership, based on training 
guidance, will be even stronger. 
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Diminished value protection 
is gaining momentum 
in a crowded field of F&I 
product types as more 
agents, dealers, and car 
buyers reap the benefits. 

Everyone in the F&I business is familiar 
with GAP and the protection it brings to 
the vehicle buyer. GAP has been around 
for 30 years and has provided millions of 
vehicle owners with financial protection 
when their vehicle is declared a total loss 
due to an accident or theft. What hap-
pens, though, when the vehicle is in an 
accident but not totaled? This still results 
in a loss in value, which is known as di-
minished value. 

Both sellers and buyers have become 
more aware of when a used vehicle has 
been in an accident. It has become com-
mon practice to use services like Carfax 
or AutoCheck to research a vehicle’s VIN 
history. As a result, diminished value has 
become a more prevalent factor when de-
termining the value of a vehicle. 

Even if the vehicle has been in an acci-
dent and repaired, and the owner thinks 
it’s “Good as New!” — it’s not. On aver-
age, a vehicle that has been in an accident 
can lose up to 30% of its trade-in or sale 
value due to diminished value. 

This is the gap in coverage that dimin-
ished value protection, an emerging F&I 
product type, seeks to close. 

But I Had It Repaired

Imagine this scenario: John 
comes into a dealership to trade in his 
old vehicle and purchase a new one. He’s 
done his research and found his trade-
in value is about $6,000. Unfortunately, 
he forgot to factor in the lost value from 
damage done in a collision that took place 
two years ago. He had the vehicle fixed, 
and the repair was covered by insurance, 
but the insurance didn’t protect the value 
of the vehicle. 

John thought his vehicle was worth more 
than it actually was, because he did not 
take into account the accident that 
caused the vehicle’s diminished value. 
Now John has less money to put toward 
the purchase of a new vehicle, assuming 
the dealership even wants to consider the 
trade-in knowing that he has negative eq-
uity. If the deal is made, it usually results 
in a lower profit margin, an extended fi-
nance term, and a used vehicle in inven-
tory that will be harder to sell. 

It would be a different story if the vehi-
cle hadn’t been in an accident, but with 
6.2 million car accidents in the U.S. each 
year, it’s more than likely that the vehicle 
being traded has diminished value. 

Benefits to All Sides

Diminished value protection is a game-
changer in the automotive industry. It al-
lows for a vehicle owner to come back to 
the selling dealer and get its full value, as if 
the accident never happened. This takes the 
deal from one that may be tough to close to 
one that creates a positive outcome.

The benefits start with the vehicle owner 
coming back to the selling dealer with their 
vehicle. If John had this coverage, his re-
turn would be welcomed and set in mo-
tion a positive, profitable experience. With 
his diminished value protection program, 
John may receive up to $5,000 to cover the 
difference caused by the accident. The ben-
efit amount is determined by the amount 
of damage the vehicle incurred. 

Because of this, the used-car manager 
doesn’t have to “push the trade” by inflat-
ing the actual car value. It also means the 
desk manager doesn’t have to use poten-
tial profit to reduce the negative equity. 
Finally, the F&I manager will have the 
opportunity to offer multiple products 
because the deal is no longer maxed out.

The introduction of the VIN history re-
port has been a burden to dealerships 
and their customers, allowing for di-
minished value to hinder the trade-in 
or sale of a vehicle that has been in an 
accident. But this isn’t the case if a di-
minished value protection program is 
offered. The dealership can retain more 
customers, maintain profit margins, and 
put the correct actual cash value on the 
trade. A diminished value protection 
program takes the “negative” away from 
“negative equity.” 

MATT CROAK IS THE PRESIDENT OF WISE F&I, A COMPANY 
DEDICATED TO HELPING AGENTS, DEALERS, AND LENDERS 
PROVIDE THE BEST AUTOMOTIVE FINANCE AND INSURANCE 
PROTECTION TO CONSUMERS.

By: Matt Croak

HOW TO 
Close the Gap 

GAP
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A diminished value protection 
program takes the ‘negative’ 
away from ‘negative equity.’
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Top trainer lists the seven 
most likely reasons your 
agency’s F&I development 
program has failed to 
deliver the results you 
promised your dealers.  

As a trainer, coach, and teacher, I have 
learned that training isn’t an event; it’s a 
process. How effectively agents can train, 
coach, and develop dealership associates 
can be the difference-maker in acquiring 
new business and growing the business in 
the dealerships we already partner with. 

There is a catch: Training and coaching 
adults can be difficult. Resistance to change 
is a challenge faced by every agent or agent 
associate who coaches and trains dealer-
ship personnel. It is a major contributor 
to unrealized potential and professional 
growth in just about every dealership. 

If not addressed, fear of change could limit 
the effectiveness of your training and your 
ability to make the necessary adjustments 
to grow the business. 

To address this, at the beginning of any 
new training or coaching process, an ex-
planation of the dynamics of change and 
why most of us don’t like it — let alone em-
brace it — should be included. This doesn’t 
have to be long or detailed, it just needs to 
address why some of the participants feel 
the way they do, when attending training, 
or when being asked to change a process, 
procedure, behavior or technology tool.

I use the SARA acronym for the process we 
all go through when faced with a change: 
shock, anger, rationalization, and accep-
tance. These stages are a good way to ex-
plain what we feel when asked to change 
and why we feel it.

First, we are shocked there is a change. 
Then we get angry or annoyed about the 

The 7 Deadly Sins of Training

DEPT: TRAINING

By: John Tabar

change. Eventually, we start to rationalize the change, and finally, rationalization leads 
to acceptance of the change. 

I tell my trainees that everyone goes through these stages at a different pace. Some go 
through it quickly, others can take as long as 90 days to acceptance. By sharing this, 
everyone is on common ground and when encountering resistance, I can ask, “Is this 
just SARA or something else?” It calls them out about the resistance and lets them off 
the hook for the way they feel. I’ve acknowledged how they feel, and they acknowledge 
their resistance, now we can move on. 

The 7 Deadly Sins

Other than resistance to change, there are some other things that could be holding 
back your training efforts. I call these the “Seven Deadly Sins of Training and Devel-
opment.”

1  Failure to Build a Value Proposition 
It is important to articulate the purpose of the training and for the participants 

to see themselves in the purpose of the training. In other words, the participants will 
need to take ownership of the new objective, task, skill, or process you will be training 
on. To do this properly, you must bring clarity to where they are, where you want them 
to go, and what is in it for them if they can accomplish it.

2 Failure to Understand How Adults Learn
People learn in one of three different ways. You should create and deliver train-

ing that addresses all three. 

• Some people learn a new task visually, by reading about it and looking at graphics 
and pictures that support the material. These learners are visual learners.

@
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• Others are more comfortable learning when listening to 
the material as it is explained, like a recorded lecture or 
audiobook. These learners are auditory learners. 

• Finally, some of us prefer to be more hands-on and learn by 
doing. These are kinesthetic learners. 

A combination of all three creates an ideal learning environ-
ment for most people. When creating and delivering training, 
incorporate all three learning styles into the training material 
and process. That way, everyone will be engaged on some level. 
A combination of you speaking, handouts or a workbook, and 
the use of a flip chart or some other visual medium is best.

3 Failure to Offer Interesting  
and Engaging Content

Can I get your attention, please! Getting their attention at the 
beginning of your training isn’t difficult; you can just ask for it. 
Maintaining their attention and interest is the challenging part. 
Some tips to maintain their attention and interest include: 

• Ask questions. Asking questions of the participants will 
keep their attention. If you catch someone off-guard, ask 
others to help them out. You never want to embarrass 
someone during training.

• Give praise and encouragement. Be sure to encourage 
participation. One-way communication formats such as 
lectures will only appeal to a portion of the participants. 
If you can positively reinforce a participant’s contribution, 
question or comment, it will let others in the class know 
it’s okay to get involved. 

If they give you what you are looking for, acknowledge it 
with a positive response. Most of us like to be recognized 
in a positive way: “Great question!” or “Frank makes a great 
point!” will keep people engaged. Encourage participants 
to give feedback to other participants, in a constructive 
positive manner. This will bond the group, develop trust, 
and create an environment more conducive to learning.

• Use compelling visuals. If you are using a handout or pre-
sentation software, include video, pictures, and graphics 
that are colorful, appealing, and impactful. 

• Change it up. By changing topics or getting them involved, 
and by asking questions or incorporating role-play ever 20 
to 30 minutes or so, you will keep them interested and en-
gaged. Don’t forget to take breaks if your training will last 
more than 60 to 90 minutes.

• Keep it real. Use real-world examples or scenarios in your 
training. Ask them for situations they have experienced and 
use them if appropriate. Give the participants practical in-
formation they can use in their day-to-day. 

• Create a competitive environment. When using role-
play, keep pairs together, and have them role-play in front 
of the group. This will create a positive energy and encour-
age positive feedback.

4 Failure to Treat Training as 
an Ongoing Process

To many agents treat training and development as a reaction 
to a problem or issue instead of an ongoing process. If the only 
time you are in the dealership training is in response to a drop 
in performance or to introduce a new product, you are limiting 
your effectiveness and the development of the people you are 
trying to influence. 

We have all heard that “Training isn’t a one-time thing, it’s an all-
the-time thing.” As an agent or agent associate, you may have to 
create a culture of learning and professional development where 
there previously wasn’t one. That’s a process that will take a con-
sistent application of effort. Earlier in this article, I mentioned 
how people naturally resist change. One of the reasons that is 
true is because most people love consistency, and change inter-
rupts the consistency of the status quo, so they resist.

If you are consistent and training and development truly be-
comes an all-the-time thing, the new status quo becomes a cul-
ture of training and development — which, if achieved, makes 
you, as an agent, a true partner to all the dealership personnel. 
It also makes it very difficult for your competitors to gain a rela-
tionship foothold with your dealers. 

5 Failure to Offer Training That 
Has a Practical Application 

Participants must see value in what you are offering during your 
training. If what you are asking of them isn’t practical or con-
siderate of their environment, they will discount it as not use-
ful. Whenever possible, use examples of how the training can be 
utilized in their day-to-day work life based on real-world situa-
tions. The simpler and more practical your training material is, 
the more likely it will be retained and implemented.

6 Failure to Focus on the Participants 
Nobody cares how you did it back in the day. Besides, ev-

erything has changed since then anyway. Training today’s deal-
ership associates should be participant-focused and trainer-led.

7 Failure to Commit
The agent has to be fully committed to the process. You 

must not fail to follow-up with your participants post-training 
or follow through with the accountability needed to affect the 
desired results. Training and development are how we drive the 
results we promised our dealers. Take the time to follow up with 
those whom you train. Keep them on track and offer encourage-
ment. Bring accountability to your training efforts by letting the 
participants in your training know that you don’t expect perfec-
tion, but you do expect progress. 

Training, when done successfully, can inspire action and facili-
tate change. Avoiding these seven deadly sins in your training 
and development efforts will help you stay on track. 

JOHN TABAR IS THE DIRECTOR OF TRAINING AT UNITED DEVELOPMENT SYSTEMS INC. (UDS) AND HAS 
SPENT THE PAST 30-PLUS YEARS DEDICATED TO THE AUTOMOTIVE RETAIL BUSINESS.



MARCH / APRIL 2019    AGENT ENTREPRENEUR  |  3332  |  AGENT ENTREPRENEUR  MARCH / APRIL 2019

ROBERT J. “BOB” WILSON IS A PHILADELPHIA LAWYER WHO SERVES AS GENERAL COUNSEL FOR ARMD RESOURCE 
GROUP AND AS THE PRINCIPAL OF WILSON LAW FIRM. HE HAS OVER 30 YEARS OF EXPERIENCE BOTH AS A COUN-
SELOR AND AS A LITIGATOR IN STATE AND FEDERAL COURTS. CONTACT HIM AT BOB.WILSON@BOBIT.COM.

Attorney offers two case 
studies agents can share 
with dealer clients who are 
resistant to implementing 
and enforcing their federally 
mandated compliance 
management system. 

Unscrupulous parties mistakenly believe 
that fraudulent misrepresentations can 
help them close deals and consummate 
financing, but recent cases reinforce the 
fallacy in this thinking. Fraud generally 
consists of an intentional act (as opposed 
to a merely negligent one) which is per-
formed to create an unfair advantage over 
another party or cause him or her a loss. 
A shorthand definition might be “an in-
tent to deceive plus an action.” 

How much can fraud cost your dealership 
clients? Two recent cases are instructive. 

Warnings Ignored

In November 2016, Hamid Adeli contact-
ed Mercedes-Benz of Northwest Arkan-
sas to ask about a used 2007 Ferrari F430. 
There were back-and-forth phone calls 
and text messages, which culminated in 
Adeli buying the Ferrari for $90,000. 

Prior to the sale, Mercedes-Benz of 
Northwest Arkansas hired a third party to 
perform a pre-purchase inspection of the 
car. After performing the PPI, the third 
party provided the dealership with a list 
of “recommended services.” The deal-
ership approved some of the repairs on 
the list but declined others, including an 
exhaust header repair. In addition to the 
list of recommended services, the third 
party performing the PPI provided the 
dealership with an itemized receipt, but 
the receipt did not mention any declined 
repairs. 

After the PPI, but before the sale to Adeli, a 
different prospective customer asked Mer-
cedes-Benz of Northwest Arkansas about 
the used 2007 Ferrari F430. The dealer-
ship provided this prospective customer 

 with the list of recommended services 
from the third party per-

forming the PPI as 
well as the  

itemized 

receipt. This prospective customer ad-
vised the dealership that he would not 
purchase the Ferrari because he did not 
believe it would meet California’s strict 
emissions requirements. More impor-
tantly, he notified the dealership that the 
exhaust header issue was identified as a 
potential safety issue in a Ferrari forum. 

During the text message discussions 
with Adeli, a dealership employee sent 
a text message describing the Ferrari as 
being in “turnkey, excellent condition.” 
Mercedes-Benz of Northwest Arkansas 
said that a PPI had been performed and 
all necessary repairs had been completed, 
but there was no mention of the exhaust 
headers. Adeli did sign a buyer’s guide ac-
knowledging that the car was purchased 
“as is,” and he also signed the invoice, 
which included a disclaimer of “all war-
ranties, either express or implied.” 

Shortly after the car purchase, Adeli be-
gan to smell gasoline emitting from the 
car. He had the car towed to a mechanic 
who repaired the leaky exhaust manifold. 
When Adeli called Mercedes-Benz of 
Northwest Arkansas, they claimed any-
thing that would have been a concern for 
the vehicle had been fixed. Adeli then filed 
suit in federal court in Virginia for fraud, 

breach of warranty, and 
violation of consum-

er-protection laws.  
 

Fraud Is Expensive

DEPT: LEGAL

By: Robert J. Wilson Esq.
A jury awarded Adeli $6,835 in compensatory damages, 
$13,666 in additional incidental damages and $5.8 million in 
punitive damages. Presumably, the jury focused on the no-
tice and knowledge of the exhaust header issue, which was 
not disclosed, as well as the text message saying all necessary 
repairs had been completed. This judgment is on appeal, but, 
regardless of the result, a $5.8 million award — and signifi-
cant attorneys’ fees and resources to attend trial and pursue 
an appeal — will be spent defending what is essentially a 
fraud claim. 

Coad Toyota of Cape Girardeau, Mo., was recently in the news 
as the defendant in a suit brought by Capital One Auto Fi-
nance. In the Coad case, the fraud alleged was “powerbook-
ing” as well as misrepresenting the existence or amount of 
cash down payments and the correct amount of sales tax, 
which was financed in the loan. The powerbooking alleged 
was misrepresenting the features and options on a vehicle to 
inflate the value of the vehicle and manipulate Capital One’s 
risk analysis. 

The Capital One claim set forth 33 specific examples, which 
included seven instances of powerbooking; the balance 
consisted of misrepresentations regarding cash down pay-
ments and the amount of taxes. Capital One is seeking over 
$600,000 in compensatory damages, as well as punitive dam-
ages and attorney’s fees. 

Every Dealer Needs a CMS

So what is the takeaway here? What can or should be done 
from a compliance perspective? 

For starters, the written policies and procedures should set 
forth specific conduct and behavior expectations and com-
pliance training should reinforce these requirements. Keep 
in mind, the cornerstone of fraud is deceit, e.g. concealing 
or misrepresenting facts. In Adeli’s case, the deceit was con-
cealing or not disclosing the exhaust header issue; in the 
Coad case, the deceit was misrepresenting vehicle’s features, 
misrepresenting cash down payments and misrepresenting 
sales tax. 

What actions were taken by the dealer, general manager, 
chief compliance officer, or general sales manager in these 
two cases? In the case of Adeli, was there a process in place, 
similar to complaint management, to escalate safety con-
cerns, once flagged? In the Coad case, what review was done 
in the accounting office or by management when deals were 
written up? After the deals were written, were any deal jack-
ets audited to check on car features, actual amounts of cash 
down payments or sales tax? In both cases, the reputation 

damage alone is incalculable. How will the Coad dealership obtain a 
financing source in the future? 

The failure to have robust compliance procedures can spell disaster 
for your dealer clients. Fraud can turn a $90,000 sale — a small por-
tion of which was profit — into a $6 million liability. A full compli-
ance management system is their best defense since, as can be seen 
above, fraud is expensive. 

DISCLAIMER: Content provided in this article is intended for infor-
mational purposes only and should not be construed as legal ad-
vice and should not be relied upon or acted upon without retaining 
counsel to provide specific legal advice based upon your particular 
situation, jurisdiction and circumstances. No duties are assumed, 
intended or created by this communication. No attorney- client  
relationship is being created by your review or use of this material.

@
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Soft Pull, Hard Results

DEPT: TECHNOLOGY

700Credit’s Bob Lettis accepted the 
Technology Challenge to introduce 
more dealers and F&I professionals 
to the power of soft-pull live credit 
data at Industry Summit. 

AE sat down with 700Credit’s vice president of business devel-
opment, Bob Lettis, for the inside scoop on the finance com-
pany’s latest enhancements and insights into the auto finance 
industry following his appearance at the inaugural Technology 
Challenge at Industry Summit 2018.

AE: Bob, why did you participate in the Technology 
Challenge? 

Lettis: To educate and increase awareness to the indus-
try on the importance of soft-pull live credit data and how it is 
changing the dealer workflow, from beginning to end, in the 
sales process.

AE: What did you feel made your presentation stand out 
with the Industry Summit audience?

Lettis: It made the Industry Summit audience realize 
that a smoother upfront sales process will affect what happens 
in the F&I office. It also highlighted key reasons many consum-
ers are gravitating to the online sales process versus going to the 
showroom. In the end, this could drastically affect their ability 
to sell F&I products if the F&I agent does not step up and en-
hance their dealer training.

AE: Do you believe this signals a growing interest in dig-
ital sales and F&I solutions?

Lettis: Absolutely. The F&I agent must understand all 
facets of the digital process, to be better able to service their 
dealers, but also protect their current base of business that can 
easily disappear with the transition to an online process.

700Credit’s goal is to remain the  
industry’s one-stop shopping 

source for soft-pull credit data.

AE: What’s next for your company? 

Lettis: 700Credit is leading the automotive industry in 
current soft-pull products and new soft-pull enhancements to 
help drive this growing product segment for the dealer. 
700Credit’s goal is to remain the industry’s one-stop shopping 
source for soft-pull credit data. 

AE: Is there anything else you would like to add that may 
be of interest to agents? 

Lettis: 700Credit also offers F&I agents a Residual 
RevShare program, utilizing our credit report cost savings and 
soft-pull products that will open doors and create stronger deal-
er relationships. And the best part? 700Credit does all the work 
for the agent!

By: Kate Spatafora
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An Interview With David Meyer

By: Tariq Kamal

Photos courtesy of Procon Analytics

DEPT: MEET THE EXECUTIVE

AE gets technical with David Meyer, 
COO of Procon Analytics, home of the 
Connected Dealer Services platform. 

In November, Procon Analytics began offering territories to 
agents seeking a connected-car platform to bring to dealers. The 
company’s Connected Dealer Services (CDS) solution includes 
a suite of dealer-facing features, such as inventory management 
and service scheduling, as well as a sell-through product car 
buyers can use to monitor vehicle health while staying connect-
ed with their selling dealership. 

Agent Entrepreneur caught up with Procon Analytics COO David 
M. Meyer to get an update on the launch, ask what’s next, and 
trace the path that led him from auto retail to the technology 
sector. 

AE: David, when we last spoke, you were just starting 
your agent campaign. To get everyone on the same page, what is 
it you do, and why is it of interest to agents? 

Meyer: We’re a connected-car technology company that 
provides a solution not only for dealers to manage their inven-
tory but also for them to improve their customer satisfaction 
index and increase their revenue. We try to hit on all three pil-
lars dealers want. But we don’t sell directly to dealers. We have 
an agent-only model. 

AE: What was your introduction to the auto industry? 

Meyer: I started washing cars when I was 14 years old, at 
the Chrysler Plymouth Dodge store in my hometown in Iowa. I 
worked my way up the ranks from sales, F&I management, to 
multistore general manager. And I was always intrigued by tech-
nology and how it can improve the life of the dealer and their 
customers. Of course, back in the ’90s, we still had the old Unix 
green screens while the rest of the world was using this new 
thing called “Windows.” 

I was quite amazed that more advanced technology hadn’t been 
brought into automotive at that point. When I had the opportu-
nity to join a dealer management software company, I took it. I 
went to work for a company that provided dealer management 
software for Ford, Chrysler, GM, and Toyota dealerships. The 
solution offered automated service repair orders, parts, inven-
tory, and the manufacturer’s statement upload. 

I also owned an independent software vendor group, where we 
managed a five-state region and supported roughly 1,200 cus-
tomers, and later went on to design a standalone F&I program 
that smaller dealers could use. They didn’t need all the bells and 
whistles of the bigger systems — too expensive, too complex, 
and they didn’t have the personnel to manage those expecta-
tions. Back in those days, some dealerships didn’t have any com-
puter systems. 

AE: And why is that? What took so long?

Meyer: I don’t think there was a lot of availability. Com-
panies were not listening to the voice of the customer, not 
evolving solutions. And there wasn’t a lot of demand. Many of 
our customers were first-generation dealers who came from the 
days of general ledger books. The fact they had a computer they 
could manually enter data into, and it would automatically up-
load financial statements to their manufacturer once a month, 
that was a big leap ahead. 

AE: That makes sense, and I appreciate your explanation. 
But considering the size of the dealer market, I would think 
more systems providers would be knocking on their doors, just 
as the digital disruptors are now. 
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Meyer: Look at the new influx 
of online companies, these “virtual” 
companies like Carvana, that are doing 
that. They’re trying to bring a new expe-
rience to customers. Most of the OEMs 
are still trying to implement connected 
car solutions that have already hit matu-
rity in other markets. We close the gap 
by aggregating the data that a dealer 
wants to see in a format they want to 
see, to make it actionable for them. 
They don’t have to have data scientists 
in the dealership, but they can use the 
power of data and analytics to meet 
their needs. A lot of our employees have 
worked in retail automotive for a num-
ber of years. They know how dealer-
ships actually use these applications. 

AE: How did you get into connected-vehicle technology? 

Meyer: During my dealership management software 
days, a lot of dealers were asking me about emerging solutions 
for inventory controls, asset recovery, and so on. I started inves-
tigating, and from there, it has really just evolved. I’ve worked 
with companies where we identified technology that was lacking, 
brought better technology to the dealerships, and continued to 
improve it. 

We’re now not just creating 
new tools for our platform 
but also bridging the gap be-
tween tools that are already 
on the market. We are work-
ing on new integrations 
with embedded technology 
in the car, sending data to 
dealers and back to custom-
ers. And, of course, we have integrations with DMS software, 
inventory controls, VIN reporting, and service scheduling. We 
also do full diagnostic trouble code deciphering, so when the 
DTC turns on, the dealer is aware of it right away. 

AE: Were you destined to move to the tech side of the 
business, or did you plan to stay in retail? 

Meyer: I was always intrigued by technology part-time, 
even while I had a full-time retail career. I had the opportunity 
to join that software provider and it fell into place. My retail 
experience helped me translate the wants and needs of the cus-
tomer back to the software engineers. I was able to say, “This is 
what you thought you heard, and this is how it actually works in 
a dealership situation.” At the time, dealership technology com-
panies were more likely to say, “You need to change your dealer-
ship to fit our solution.” And there are still a lot of companies 
that operate like that. 

AE: And those same companies are probably complaining 
that their dealers are not maximizing their systems’ potential. 

Meyer: They are. And we know that, from the agent’s 
perspective, if it’s new technology, there is going to be a learning 

curve. Most agents in this group are used to providing paper 
products — GAP, an extended warranty, etcetera. A connected-
car product is probably more high-tech than they’re used to. So 
we have plenty of field team members to not only help agents 
learn the technology, but translate it to their dealerships. We 
have a hands-on, formalized training program and we partner 
with agents’ clients upfront or after the fact, to help with on-
boarding and implementation. 

They’re learning as the 
dealership is learning, so 
it’s good to be in lockstep 
initially, because it is such a 
new product in this market. 
We try to make it as easy as 
possible. We’re the sales en-
gineers and the agent is the 
customer account manager. 
We provide a very detailed 

agent onboarding kit. It answers a lot of questions and draws 
a straight line right to the customer. We let the agent do what 
they are good and we support them simple tools and a process 
to make it easy.

Some of our agents have 20-year relationships with their clients. 
We have to be sure it works as advertised. Our job is to make 
them comfortable. 

AE: How are the results? 

Meyer: Better than I had expected. We’re onboarding 
new agents every week. They’re taking us right to their clients 
and we’re signing them up. 

AE:  Would this have been a tougher climb five or 10 
years ago? 

Meyer:  Yes. Even three years ago, I don’t think the tech-
nology was ready, in terms of some of the data we provide. And 
I don’t think dealers were as open to looking at new technology 
and implementing it in their store. So I think the time is right, 
and we’re definitely ready as a company as well.
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AAGI
www.aagi.com

PCMI
www.pcmicorp.com

ChemEtch
www.chemetch.net

Entire Car Protection 
(ECP)
www.ecpinc.net

CornerStone United
www.xtendedauto.com

Endurance Dealer  
Services
www.enduranceds.com

National Auto Care
www.nationalautocare.com

AGWS 
www.agwsinc.com

Automotive 
Compliance
Education (ACE) 
www.acecert.org

CNA National 
www.cnanational.com

Connected Dealer 
Services
www.connecteddealerser 
vices.com/become-an-agent

AUL Corp.
www.aulcorp.com

Old Republic Insured 
Automotive Services,  
Inc. (ORIAS)
www.orias.com
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IAS
www.iasdirect.com

C4

15

Portfolio
www.portfoliore 
insurance.com

DEPT: AD INDEX

Protective Asset  
Protection
www.protectiveasset 
protection.com

13
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Reahard & Associates
www.go-reahard.com

Simoniz USA
www.getsimoniz.com

Wise F&I
www.wisefandi.com

SouthwestRe
www.southwestre.com

RoadVantage 
www.roadvantage.com

RoadVantage 
www.roadvantage.com

StoneEagle F&I
www.se-fi.com
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DEPT: AD INDEX

CONNECT WITH AMERICA’S BEST AGENTS
We offer packages tailored to your business needs.

Contact David Gesualdo for more information.
dgesualdo@mgigusa.com

StoneEagle F&I
www.se-fi.com

23
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GIL VAN OVER IS THE EXECUTIVE DIRECTOR OF AUTOMOTIVE 
COMPLIANCE EDUCATION (ACE), THE FOUNDER AND PRESIDENT 
OF GVO3 & ASSOCIATES, AND AUTHOR OF “AUTOMOTIVE COM-
PLIANCE IN A DIGITAL WORLD.”

Dealer Law for F&I Agents

DEPT: ACE SPACE

Is payment packing 
actually illegal? Handle 
common dealer objections 
to compliance measures 
and create manuals that 
fill the gaps between 
state and federal law. 

Occasionally, a dealer or manager will 
ask the magic question they believe will 
stump the consultant or agent: “Where is 
this requirement in the law?”

For example, when we share that manag-
ers may be packing payments in the sales 
process, the dealer may ask, “Where is 
payment packing prohibited in the law?” 
While there is an anti-payment packing 
statute in California, in the other states, 
the Dark Side relies on federal Unfair 
and Deceptive Acts or Practices statutes 
to pursue dealers. Although these UDAP 
statutes do not specifically address pay-
ment packing, they do lay the ground-
work for a claim that packing payments is 
a deceptive sales practice.

With findings of payment packing and 
other practices not specifically outlined 
in a state or federal statute, the dealer 
must establish policies and procedures 
for sales and F&I, or “dealer law.” There is 
also a regulatory deflecting reason to have 
dealer laws. The Consumer Financial Pro-
tection Bureau, the Federal Trade Com-
mission, and many state attorneys general 
are reportedly ramping up resources to 
fulfill their investigative powers.

If the CFPB, FTC, or AG comes knocking 
on your dealer client’s door, and they fol-
low their compliance investigative play-
book, here’s their play: They will ask about 
the dealership’s policy manual, how it was 
developed, and how it fits into the dealer’s 
overall compliance program. Showing the 
Dark Side your Dealer Law Manual can 
help deflect an in-depth inquiry.

With a business reason and a regulatory 

deflection opportunity, perhaps now is 
the time for your dealers to have dealer 
laws in place.

Definition and Policy

It’s easy enough to think and say, “Let’s 
put a policy manual in place.” It’s another 
thing altogether to actually do it. Here’s 
one approach.

First put together a list of the processes. 
Examples include:

• Payment quoting methodologies.

• Handling negative equity.

• Use of a menu.

• Accepting credit applications.

• Employee use of social media.

• Product pricing guidelines.

Next, list the various state and federal re-
quirements, such as:

• OFAC

• Checking Red Flags on each transaction.

• Adverse action notices.

• Cash reporting.

• Used Car Rule.

Now comes the fun part: research. Un-
derstand what the dealer’s requirements 
are in each area. Some will be federally 
driven, some state. Some may be best 
practices intended to protect against po-
tential class-action litigation.

After you’ve completed the research, 
it’s time to start writing. Construct each 
process with two sections: definition 
and policy. Under definition, give the 
background or reason for the policy. The 
definition for “Truth in Lending,” for ex-
ample, could read: 

The Truth in Lending Act (TILA), and its 
FTC Rule, Regulation Z, provides the regu-
latory underpinnings of the retail finance 
transaction between the company and the 
consumer.

The policy section will outline, in detail, 
how the employee is expected to execute 
the process to comply with the policy. 
The section for the “cash reporting rule” 
could read:

Any employee aware of triggering events by 
any customer is responsible for notifying the 
office manager, who will then:

• Using the current version of the form, file 
form FinCEN 8300 within 15 days of the 
trigger event.

• Place a copy of the FinCEN 8300 in the 
customer’s deal jacket(s) and keep a separate 
file of FinCEN 8300s filed during the calen-
dar year.

• Mail a letter to each customer notifying the 
customer of the FinCEN 8300 filing by Jan. 
15 of the following year.

• Place a copy of the customer notification in 
the customer’s deal jacket(s) and keep a copy 
with the FinCEN 8300 calendar year file.

• Retain filed FinCEN 8300s for five years.

Next comes perhaps the most important 
part. A compliance program is not com-
plete until the employees are trained on 
the policy manual and periodically au-
dited on their output, to ensure they are 
following the rules. Our experience is 
that most employees will follow the rules 
once they understand what the rules are. 
The ones that don’t follow a dealer’s rules 
need to work for someone else.

Having a policy manual in place as part 
of an overall compliance program will 
help employees with the processes, so 
that deals flow smoothly. It will also dem-
onstrate to any investigative agency that 
the dealer has the appropriate internal 
controls in place and hopefully deflect a 
drawn-out investigation.

Good luck and good selling.

By: Gil Van Over
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