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– Kate Spatafora

Welcome to Agent Entrepreneur! 

For those of you who were able to attend the 2019 Agent Sum-
mit, we hope you returned to your businesses with fresh ideas 
and new tactics to increase profits and better your business. For 
those of you who didn’t make it to Las Vegas this year, don’t 
fret! The pages of this issue are filled with articles based on the 
topics that made up the Agent Summit agenda, written by the 
speakers themselves. 

This past April, the National Automobile Dealers Association 
released a publication primarily to offer free, optional guidance 
intended to govern the presentation, sale, and administration of 
F&I products. “Voluntary Protection Products: A Model Dealer-
ship Policy” was spearheaded by NADA’s vice president of regu-
latory affairs and chief regulatory counsel, Paul Metrey. 

AE had the opportunity to speak with Metrey in the weeks lead-
ing up to his Agent Summit presentation, “Emerging Challenges 
to Voluntary Products,” about the critical role agents and train-
ers played in the creation of the association’s new F&I prod-
ucts policy and the powerful impact he feels it can have on your 
dealer clients’ operations. 

Joe St. John kicked off the official start of Agent Summit with a 
compelling presentation devoted to digital retail as a solution 
for F&I profitability. Agents can play an important — even de-
cisive — role in helping dealers select the digital retail platform 
that will propel both businesses forward. In his article, “Digi-
tal Retail: The Solution to F&I Profitability,” St. John outlines 
the threats, solutions and steps that agents can take to build a 
profitable online channel and become trusted advisors to their 
dealer clients.

Were you aware there have been more than 100 acquisitions in 
the warranty space at both the provider and agency level since 
2006? During the Agent Principal Only portion of our agenda, 
merger and acquisition expert Gina Cocking delivered an expert 
lay of the land that focused on the state and pace of consolida-
tion specific to agencies. In her article, “Is It Time to Sell Your 
Agency?,” she shares a view of current and future conditions 
that can help you position your agency to be 
the most profitable it can be.

Next up, automotive recruiting professional Bruce Martin 
shares the information he brought to the Agent Summit stage on 
the areas of focus you need to prevent your next qualified pros-
pect from slipping through your grasp. Talent is hard to find, so 
check out this article to make sure your agency is utilizing the 
most up-to-date, effective interview process.

For this issue’s training article, we take a step back in time to 
the 2018 Agent Summit, where O’Neil Financial Services Agency 
founder Thomas O’Neil spoke to attendees about the competi-
tion agents face on a daily basis. In this article, “Agency Com-
petition and Competitive Targets,” O’Neil recommends agents 
never shy away from a fresh look at whom they’re competing 
against and how to position your business to come in first, every 
time.

Resident legal writer Robert Wilson knows that agents and deal-
ers stand directly in the crosshairs of a movement toward en-
hanced security of consumers personally identifiable informa-
tion. If you want to get your clients up to code and out of that 
firing line, you don’t want to miss this article. 

AutoFi presented their freshest ideas and advancements at the 
2018 Industry Summit. AE caught up with their director of sales, 
Devon Ader, six months later to see how things are going. Read 
on to find out what he believes is driving the growing interest 
in digital sales and F&I solutions and what AutoFi is working on 
for the future.

As a member of the 2019 Agent Summit advisory Board, Chris 
Stout played a crucial role in building this year’s agenda. AE had 
the chance to hear about the challenges faced when delving into 
a new industry and starting your own agency, and how baseball 
helped shape his professional future.

Last, but never least, ACE’s Gil Van Over wants to make sure 
you know how to conduct a proficient menu audit. Agents who 
train on F&I menus should also be able to efficiently audit said 
menu. Check out these four critical steps to achieve this and 
fully understand the protection it can offer your dealer clients 
in the event of legal scrutiny.

We hope you enjoyed the issue. And we hope you enjoyed Agent 
Summit. If there is ever anything you would like to share or top-
ics you would like to see covered, either in the magazine or at 
Agent Summit, we want to hear from you. Please email me at 
kspatafora@mgigmedia.com. I look forward to hearing from you.

By: Kate Spatafora

DEPT: LETTER FROM THE EDITOR
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DEPT: FROM THE FIELD

Stamp Out the 7 Deadly Sins of Training

John, I found your seven steps (“The 7 Deadly Sins 
of Training,” March/April 2019) to be accurate and 
even base much of my training on the same steps 
indicated in your article. I couldn’t help but contin-
ue to think about your statement about the “fear of 
change.” 

I face this same challenge when conducting my 
training activities. I always outline and identify the 
steps that we will take in our training. In other words, 
I tell the student what our end goal is and what steps 
we plan to take to get to the new process or goal, and 
then reassure the student by letting them know we 
will progress in small, manageable steps to reduce 
any anxiety the student may feel should it seem too 
overwhelming. 

Occasionally, a student will refuse to engage even when they know it could potentially cost them a job. Have 
you found anything to be more effective when motivating these finance managers without having them fear 
the loss of their livelihood?

– Dale Patten, Finance Specialist, Great Lakes Companies

Dale, thanks for the comment and a 
great question. In my experience, indi-
viduals that refuse to engage with that 
amount of determination have a fear 
that is motivating them even more than 
the fear of losing their job. The problem 
is that if we ask them what is going on, 
they rarely will tell you. At this point 
there isn’t any trust, and that needs 
to change if I am going to get them to  
engage. 

In these situations, I have had success 
determining their motivating fear by 
pivoting with the person to goals. The  
reason for this is it allows me to  
introduce fear into the conversation 
without them getting defensive.

I ask them if they have goals. If they say 
that they do, I ask if they would share 
one with me. If needed, I prompt them. 
Personal? Professional? By doing this, I 
can talk about how only about 13% of 
people in the United States have goals. 
I ask if they could speculate on why the 
other 87% of those people around us 
each day don’t have any goals? 

The answer, I tell them, is fear. I share 

that most people allow one or all four 
of the fears that hold us back to gain a 
foothold in their minds and that causes 
people to not follow through on goals:

• The fear of being criticized.
• The fear of failure.
• The fear of success.
• The fear of change.

I then give an example of each one end-
ing with the fear of being criticized. I will 
share with them that this fear is one of 
my biggest challenges in coaching and 
training. And getting those I work with 
to not compare themselves to others is 
my first priority.

I try to convince them that, as a coach 
or trainer, I need the participant to trust 
that to get them to their goal I need 
to determine where they are. Identify 
what they know and where they are 
proficient and what they don’t know 
and where they aren’t proficient. 

In doing so, together we can work out 
a plan to get them to their goal. No 
judgment. My role is to keep them on 
track, get more out of them than they 

are currently giving and to remind them 
that the discomfort they are feeling is 
growth.

Once this is done, I will ask if there is 
anything I need to know that might hold 
us back? Before they can answer I give 
examples, such as some people get 
nervous in front of a group, or people 
don’t like video, or some people have 
preferences in how they absorb infor-
mation. 

This will give them an opportunity to tell 
me what’s going on. If they tell me, I 
deal with it; if they say there is nothing, 
I urge them to communicate with me 
if they start to feel uncomfortable so I 
can remind them that means they are 
improving, and let’s get back to work.

If I can get them to become more objec-
tive about the process, give it a purpose 
that benefits them personally and get 
them to trust me, we usually can move 
forward.

John Tabar
Director of Training
United Development Systems Inc.
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VISIT AGENT-ENTREPRENEUR.COM FOR BREAKING INDUSTRY NEWS.

DEPT: IN THE INDUSTRY

BROWN & BROWN ACQUIRES UDS

DAYTONA BEACH, Fla. — J. Scott Penny, chief acquisitions officer 
of Brown & Brown Inc., and Randy Crisorio, the owner of United Devel-
opment Systems Inc., announced that Brown & Brown of Kentucky Inc., 
a subsidiary of Brown & Brown Inc., has acquired substantially all of the 
assets of UDS.

Since its founding by Crisorio in 1982, UDS has been a leader in the F&I 
performance and compliance management segment, particularly among 
auto dealers in  Florida  and the Southeast. Crisorio  and the UDS team 
have been recognized by the F&I industry over multiple years, including a 
record-long stretch of top honors in the F&I Training category in the an-
nual Dealers’ Choice Awards.

Executives said the UDS team, which includes vice presidents Jeff Criso-
rio and Brian Crisorio, will become part of Brown & Brown Dealer Servic-
es, which operates under the leadership of Mike Neal, president of Brown 
& Brown of Kentucky Inc.

“Randy, along with his sons Jeff and Brian, has established UDS as an in-
dustry recognized leader in F&I training,” Neal said. “The UDS team gives 
us an established presence in Florida and the Southeast. Also, the UDS 
training and technology resources will enhance our national platform to 
service our dealer partners across the country. We are excited about what 
our new UDS teammates bring to Brown & Brown Dealer Services.”

“On behalf of the entire UDS team, we are excited to join and collaborate 
with the expanding Brown & Brown Dealer Services group,” Randy Criso-
rio said. “Brown & Brown continues to pick winners, placing the team at 
the spear of the F&I industry delivering dominant performance for dealer 
customers. This union expands our footprint and product offerings mak-
ing Brown & Brown an excellent choice for franchise dealers.”

DOWC PARTNERS WITH ALLSTATE DS 

RINGWOOD, N.J. — Dealer Owned Warranty Company, a national pro-
vider and administrator of F&I products and services, has partnered with 
the Allstate Corporation, the companies announced.

“Allstate continually looks for partnerships that help protect consumers 
from life’s uncertainties,” said Thomas Hackett, national sales director 
for Allstate Dealer Services. “The vehicle protection products offered by 
DOWC do just that, and we are proud to underwrite their offerings.”

“We are thrilled to have grown our relationship with Allstate to become 
an official F&I partner as we continue to provide unparalleled service to 
dealers and consumers through seamless claims processing and effec-
tive management of all dealer service and repair requests,” said Michael  
LaMotta, a sales and training executive with DOWC.

Effective for the 2018 tax year, the Federal Tax Cuts and Jobs Act has many 
car dealers looking to transition to the domestic c-corporation structure 
of a dealer-owned warranty company, and away from the uncertain future 
tax implications of operating as a foreign corporation, LaMotta added, 
noting that DOWC’s “unique expertise” in this area paired with the finan-
cial strength of Allstate offers dealers an exciting new opportunity.

“DOWC tailors a variety of structures to meet the needs of our dealer-
ship partners while ensuring regulatory compliance and providing peace 
of mind for the automobile owners. Underwriting provided by Allstate has 
allowed us to further expand our suite of offerings,” LaMotta said.
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Dealer Owned Warranty Company is now an offi-
cial partner of Allstate Dealer Services, solidifying 
and building upon an established relationship. 

Daytona Beach, Fla.-based Brown & Brown Inc. has 
acquired Clearwater, Fla.-based United Development 
Systems, adding UDS’s executive team, clientele, and 
resources to its dealer services division.

SAVE THE DATE: INDUSTRY SUMMIT 
HEADS TO NEW ORLEANS

NEW ORLEANS — The next Industry Summit will take place Nov. 4–6, 
2019, in downtown New Orleans, marking the event’s first visit to the 
Crescent City in its 16-year history, organizers announced. Also for the 
first time, the first 100 dealers and dealership general managers to register 
online will get a free full show pass for no charge. Registration is tenta-
tively expected to open at noon Eastern on Tuesday, July 30.

Industry Summit began as the F&I Conference in 2004 and quickly estab-
lished itself as America’s No. 1 destination for advanced F&I and front-
end compliance training. Recent years have brought additions such as the 
annual Compliance Summit, which includes initial and renewable ACE 
compliance certification, the Technology Challenge, and RV and Power-
Sports education.

“Our event has grown and evolved with the wants and needs of an auto re-
tail and finance industry that has endured and prospered through count-
less challenges, disruptions, and outright threats,” said David Gesualdo, 
show chair and group publisher of Bobit Business Media’s dealer publi-
cations, including F&I and Showroom and Auto Dealer Today. “If you are 
an F&I professional, you will not find a more talented, qualified, award-
winning group of trainers and compliance experts in one place. If you are 

a dealer or GM, you cannot afford to miss this unique gathering of experts dedicated to improving your day-to-day operations and long-term outlook.”

Also set for early November is the seventh annual P&A Leadership Summit, an annual meeting of top executives in the F&I product provider and adminis-
tration segment. Industry Summit and PALS will share a Reinsurance track for the first time this year and, as in years past, registrants for either event are 
welcome at all sessions, including the ACE review and exam, which was designed to certify industry professionals of every stripe.

“With more dealer attendees, more sessions, more speakers, and more topics — and our first show in the great city of New Orleans — we fully expect 2019 
to be the best Industry Summit yet,” Gesualdo said.

GAP LEADS LIST OF AUL’S  
NEW F&I PRODUCTS

NAPA, Calif. — AUL Corp. announced the launch of a new suite of F&I products 
in May. President and CEO Jimmy Atkinson noted that, as F&I products increas-
ingly comprise a large percentage of an auto dealer’s profits — more than that of 
the actual vehicle sale in 2018, according to J.D. Power — AUL now gives dealers 
nationwide a “one-stop shop” for all their F&I needs.

“Some of our largest agents and dealers have been asking us for years to expand 
our F&I offerings beyond VSCs, but we have always remained true to our long-
time commitment of providing the best vehicle service contracts, with the best 
coverage, and the best customer service,” Atkinson said. “After nearly 30 years 
of delivering the very best VSC options, this singular focus has served us extreme-
ly well. But with our steady growth and a recently launched underwriting system 
which allows us to be more nimble and efficient, we are perfectly positioned to 
bring additional offerings, and more profit potential to our customers. The timing 
is just right.”

AUL’s new lineup includes GAP, theft, prepaid maintenance, key and fob replace-
ment with roadside assistance, and protection products for scratch, interior and 
exterior, windshield, tire-and-wheel, and paintless dent repair. GAP coverage ex-
tends up to 84 months and up to 150% of MSRP/NADA value, according to the 
announcement.

VISIT AGENT-ENTREPRENEUR.COM FOR BREAKING INDUSTRY NEWS.

DEPT: IN THE INDUSTRY

AUL announced the launch of a slew of new F&I  
products, all intended to make the company a  
“one-stop shop” for auto dealers

The first 100 dealers and GMs who register for Industry  
Summit 2019 will attend for free. The event will be held  
Nov. 4–6 at the New Orleans Marriott.

PHOTO BY BRUCE M
ARS VIA PEXELS
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of F&I

n April, the National Automobile Dealers Association re-
leased “Voluntary Protection Products: A Model Dealer-
ship Policy,” part of its series of Driven guides for deal-
ers and other industry members. The publication was 
released in partnership with the National Association of 
Minority Auto Dealers and the American International 

Automobile Dealers Association primarily to offer free, optional 
guidance governing the presentation, sale, and administration 
of F&I products. 

The project was led by Paul Metrey, NADA’s vice president of 
regulatory affairs and chief regulatory counsel. As an attorney 
and executive in the association’s employ since 2001, Metrey 
has stood toe-to-toe with regulators and lawmakers while serv-
ing in the dual role of dealer advocate and educator. A native of 
the Washington, D.C., area, Metrey joined NADA after earning 
his J.D. from Catholic University’s Columbus School of Law and 
serving with the U.S. Army’s Judge Advocate General’s Corps 
and the Federal Emergency Management Agency. 

Agent Entrepreneur caught up with Metrey after the guidance 
was released and ahead of his scheduled speaking engagement 
at Agent Summit in May to get the story behind the guidance 
and ask what role agents can play in sharing and enforcing its 
message with interested dealers. 

Paul, looking back on your NADA career  
so far, what are your personal highlights? 
Metrey: I entered NADA at a time when federal regulatory ac-
tivity was really mushrooming. We saw all kinds of new privacy 
mandates with the Gramm-Leach-Bliley Act of 1999 and the Fair 
and Accurate Credit Transactions Act of 2003, and certainly a 
number of new duties related to telemarketing. So the regula-
tory burden on dealers escalated really quickly just as I came 
on the job. 

Regarding advocacy highlights, we had a number of successes in 
traditional areas of regulation such as tax, where dealers ben-
efitted from several new safe harbors that the IRS created for 
dealers, with the most notable example being its issuance of a 
2010 revenue procedure on UNICAP [Uniform Capitalization].  

However, much of our focus necessarily shifted to these  
emerging areas. 

One example in the telemarketing arena is a 2005 declaratory 
ruling we secured from the Federal Communications Commis-
sion stating that phone calls from dealers to customers solely 
to alert them to and schedule repair work on safety recalls do 
not constitute telephone solicitations that are subject to the 
National Do Not Call rules. And examples in the credit arena 
include, in 2011, securing from the Federal Reserve Board and 
the Federal Trade Commission authority for dealers to issue a 
Credit Score Disclosure Exception Notice to all of their con-
sumer credit applicants instead of a Risk-Based Pricing Notice 
to only those customers who received credit on “materially less 
favorable” terms and, in 2012, securing for dealers a temporary 
exemption — which is still in place — from new, massive, and 
ill-defined requirements in the Dodd-Frank Act related to small 
business credit applications. We also worked extensively to re-
sist new, ill-advised unfair and deceptive acts or practices — or 
UDAP — rules from the FTC following its 2011 Motor Vehicle 
Roundtables and the CFPB’s extraordinary attempt, from 2012 
through 2016, to eliminate pro-competitive dealer participation 
from the marketplace.

However, the credit crisis that hit the industry in 2008 and the 
Dodd-Frank legislation it spawned particularly stand out. If you 
go back to the credit crisis, we were trying to make sure dealers 
had access to floorplan financing as it was rapidly drying up. The 
mechanism the government created to help restore the credit 
markets, known as the Term Asset-Backed Securities Loan Facil-
ity, or TALF, initially was largely confined to consumer credit. 
We made the case to Treasury and the Federal Reserve that it 
was essential that the TALF also extend to floorplan financing, 
and they were persuaded. And we think that greatly helped in-
vigorate the automotive asset-backed securities market, which 
is critical, of course, to ensuring finance sources can meet the 
credit needs of consumers and their dealer partners. 

All that said, one of the most significant challenges was our 
work to get dealers excluded from Consumer Financial Protec-
tion Bureau jurisdiction under the Dodd-Frank Act. This was 
quite the undertaking but, fortunately, at the end of the day, 

A MATTER OF POLICY: 
                      Agents and NADA’s F&I Product Guidance

Attorney and NADA executive Paul Metrey recounts the  
critical role agents and trainers played in the creation of the 
association’s new F&I products policy and the powerful 
impact he feels it can have on your dealer clients’ operations. 

BY TARIQ KAMAL

I



12  |  AGENT ENTREPRENEUR  MAY / JUNE 2019 MAY / JUNE 2019    AGENT ENTREPRENEUR  |  13

with the help of dealers all over the country, dealers 
were excluded and consequently not subject to the 
heavyhanded use of supervisory and enforcement 
authority that the bureau engaged in shortly after 
it was created. 

How did you convince them? 
Metrey: Well, a huge motivation for Dodd-Frank 
was this belief that there had been a market failure, 
particularly in the subprime mortgage segment. The 
thinking was there needed to be an agency to con-
solidate authority and aggressively try to address 
perceived regulatory shortcomings. The argument 
we made consistently was there had been no dem-
onstration of a market failure in the auto finance 
arena. When auto finance sources underwrite, they 
do not base their decisions on the assumption that 
underlying collateral will appreciate in value. Rath-
er, recognizing that a vehicle is a rapidly depreciat-
ing asset, they necessarily focus on the repayment 
ability of the borrower. 

It’s a very sound model. There has never been a de-
fault of any grade of auto ABS. It has performed re-
markably well relative to other asset classes. So the 
basis for creating a new entity with greater regula-
tory authority was not needed in the auto finance 
arena. We made this argument and a bipartisan con-
sensus emerged that dealers were adequately regu-
lated by their existing federal regulators. 

And this was reinforced when U.S. Rep. Barney 
Frank, who was the chair of the House Financial 
Services Committee, stated that the legislation — 
not yet known as Dodd-Frank at the time — was 
designed to address concerns with Wall Street, not 

Main Street. Dealers, of course, are the quintessen-
tial Main Street entity. 

In your career as a dealer advocate, were 
the depths of the Great Recession as bad a 
climate as you’ve seen or expect to see?
Metrey: Certainly as bad a climate as I’ve seen since 
I’ve been at NADA. The credit crisis presented an 
enormous challenge and had a huge impact through-
out the industry. I am not an economist, but that 
type of environment fortunately does not appear to 
be on the horizon. 

What was the genesis of the  
F&I product guidance and what  
do you hope to accomplish? 
Metrey: These products — which we refer to as 
“voluntary protection products” or “VPPs” — have 
been under attack for a while, and those attacks 
have picked up. You see this through a number of 
channels, including the mainstream press. Typi-
cally, media reports on these products are negative, 
regardless of the value a particular VPP may offer. 
We’ve also seen this in the form of federal and state 
enforcement actions, private litigation, and other 
reports and commentary suggesting the need for 
greater regulation. So there is a threat that exists. 
We think it’s important that auto dealers have an 
optional tool to be sure their VPP process responds 
to concerns raised by others in the marketplace. 
When the CFPB expressed concerns over fair credit 
in 2012 and 2013, we created our optional Fair Credit 
Compliance Policy & Program. We thought a similar 
policy for protection products would be warranted. 

Where to begin? What was  
on your first whiteboard? 
Metrey: Excellent question. I will tell you that 
drafting this policy was much more challenging than 
drafting our fair credit policy. The latter dealt with 
dealer participation, which is one element of one 
product that is pretty routinely applied around the 
country. And we had a Department of Justice tem-
plate to base it on. No such DOJ program exists for 
VPPs. These products are quite different from one 
another. And the state law and contractual provi-
sions that govern them also can be quite different. 
The way I approached the issue was to first try to 
make sure we drew in a lot of input from key stake-
holders — VPP providers, VPP finance sources, 
dealer principals and GMs, dealer managers, dealer 
attorneys, finance trainers, etcetera. I knew that ob-
taining their insights would help ensure the policy 
reflects realities in the marketplace. 

What did you learn from  
agents and F&I trainers? 
Metrey: They are, of course, an incredibly impor-
tant audience that provides very valuable input in 

“IT’S A USEFUL TOOL — and, 
I will stress, an optional tool — that is 
supportive of the dealer’s operations.”
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a number of areas, and particularly so on this issue. 
Our overall focus was on transparency, including 
the need to make sure certain disclosures are pro-
vided. We also wanted to address areas that have 
resulted in adverse press or challenges recently, 
including the process for canceling VPPs. So their 
input on that was important. 

How is the policy structured?
Metrey: It’s structured in three parts: In the first, 
the dealership sets forth its unequivocal commit-
ment to a transparent VPP process and states that 
commitment in a consumer-facing poster in the 
finance office. The second part explains how the 
dealership will implement and maintain the policy. 
The third part lists tasks the dealership will per-
form throughout the lifecycle of voluntary protec-
tion products to carry out these commitments. It 
starts with product selection and then moves to an 
optional process for pricing, advertising, presenting 
the products to customers, executing point of sale 
and post-sale responsibilities, handling cancelation 
requests, and addressing any consumer complaints 
that may arise. 

Wouldn’t you agree there is nothing 
in the publication that will surprise 
any agent or dealer who is generally 
up to speed on these issues? 
Metrey: I would entirely agree, yes. And I base that 
on the reaction we’ve received so far, which has 
been universally positive. It’s a useful tool — and, 
I will stress, an optional tool — that is supportive 
of the dealer’s operations. And one important area 
it gets into is, of course, trying to make sure the 

dealership adopts a consistent pricing policy for its 
VPPs. A dealership that chooses to adopt the policy 
establishes a retail price for each of its VPPs and dis-
counts those prices only if supported by a predeter-
mined, legitimate business reason. It then records 
that decision, has it reviewed by a senior official not 
involved in the transaction, and retains it. That is 
an important component of our fair credit policy, 
and we feel it flows over into voluntary protection 
products as well. 

Should agents encourage dealers to  
borrow language from NADA’s consumer-
facing poster for their websites? 
Metrey: Dealers should discuss this as well as other 
aspects of the policy with their counsel. The whole 
idea is to ensure customers know of the dealership’s 
commitment to a transparent and consumer-friend-
ly VPP process. The most effective way to convey 
this will depend on a dealership’s circumstances. 

Some employees might find the  
poster interesting, either as a  
crystallization of whatever  
compliance training they’ve  
received or as a wake-up call. 
Metrey: The entire policy is designed to assist a 
dealership in strengthening its VPP process, and 
that includes ensuring that the finance managers 
who offer the products act consistent with it. This is 
carried out by having finance managers participate 
in initial and ongoing training, make certain disclo-
sures, and refrain from actions that frustrate the 
goals of the policy. It’s also why appropriate over-
sight is stressed. 

What is the physical layout of the policy?
Metrey: It is only two pages, with two appendices. 
The rest of the publication consists of instructions 
on how to complete it. It can be accessed at a web-
page we have devoted to VPPs: NADA.org/volun-
taryprotectionproducts. We have a similar webpage 
for our fair credit policy: NADA.org/faircredit. 

And where does the VPP program go 
from here? Will there be revisions? 
Will you follow up with agents and 
dealers to ask how it’s working? 
Metrey: We released the guide to our members April 
2. We are now trying to make sure dealers and their 
business partners are aware of the policy, what is 
does, and how it can potentially assist them. We’re 
going around the country talking to groups, includ-
ing the agents at Agent Summit. 

Will we hit a point in time when the policy could 
be revised? Possibly. We put the information out 
there, and we will continue to learn from people in 
the field about how we may be able to improve this 
policy or anything else that we issue.

PHOTOS COURTESY OF THE NATIONAL AUTOMOBILE DEALERS ASSOCIATION

Metrey offered a federal regulatory update and a presentation dedicated  
to “Hot Tax Topics” at NADA Show 2019 and introduced agents to the  
association’s new F&I product sales guidance at Agent Summit 2019.
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With front-end margin compression continuing, 
interest rates rising, and the SAAR cooling, agents 
play a pivotal role in the development of today’s 
dealerships. F&I income is paramount to dealer-
ship profitability and driving results in the F&I  
department is the cornerstone of modern deal-
ership strategy. 

The challenge that agents face in the near fu-
ture is the spread of F&I outside of the F&I of-
fice. F&I is moving upstream in the customer 
buying process, and with the increasing adop-
tion of digital retail, people who were never  
allowed to discuss F&I are now becoming  
integral in the F&I sales process. 

THREAT OF OUTSIDE FINANCING  
The real threat to F&I profitably is not digital  
retailing; it is outside financing.
  

According to a recent study released by FICO, 
on a pool of 2,000 customers analyzed, dealer-
ship financing dropped a whopping 10 percent-
age points in one year from 2017 to 2018. Only 
40% of customers said dealership financing 
would be their first choice for their next auto-
motive loan.

Even more ominous is the shift in consumer  
perceptions. 

The study noted the following: 

• 60% of customers will look for financing 
through online sources and outside banks 
before visiting a dealership for their next 
purchase.

• 78% of U.S. consumers are initiating auto-
motive loan discussions (versus responding 
to offers).

Agents can play an important — even decisive — role in helping dealers select the digital  
retail platform that will propel both of their businesses forward.  BY JOE ST. JOHN

The Solution for  
F&I Profitability

DIGITAL 
RETAIL:
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• 95% said they only consider between one to three 
lenders before making their loan selection. 

• 91% of U.S. consumers would accept (or at least 
consider) an instant vehicle loan offer if it meant 
avoiding dealing with a bank or doing extra paper-
work. 

Having customers finance their car through the dealer-
ship is critical to maximizing F&I profit. It’s dangerous 
to leave that profit up to chance and only addressing it 
during the last stage of the F&I sales process. When a 
customer arrives at the dealership with outside financ-
ing, the F&I best practice is to convert them to a cap-
tive customer before trying to upsell products. 

However, it’s too late. 

Doing this ensures an opportunity to sell F&I prod-
ucts, but it erodes customer satisfaction, burns up 
critical sales capital, and slows down deal momentum. 
Everyone wins when the dealership sharply focuses on 
attracting customers to internal financing. Make it a 
goal to take back control of the financing process. 

REMOVE BARRIERS
This should not come as a surprise. Customers have 
been telling us for years through CSI surveys that the 
single worst part of vehicle purchasing is the time it 
takes to transact. We live in a world of instant gratifi-
cation. The companies that win are those that remove 
every barrier between a customer and their purchase. 

Let’s consider Amazon for a moment. Some would say 
they trained generations of online shoppers. It’s not 
always the cheapest, but millions of users continu-
ally purchase through them due to the ease of use. 
Have you ever bought something online and halfway 
through the checkout process thought, “I don’t really 
want this that bad” and closed the page? Well, Amazon 
solved that. “One-Click” checkout is a game-changer. 

How do we take that example and bring it to auto?

Payment calculators on dealer websites are a step in 
the right direction, but let’s think bigger. A growing 
number of customers are looking for ways to speed up 
the dealership purchase process by locking in their fi-
nancing before they arrive instore. This means a high-
er proportion of customers showing up with financing 
arrangements already secured, reducing the opportu-
nity to sell them value-added protection and forfeiting 
F&I gross.

THE BIG IDEA: PROVIDE 
AN ONLINE CHANNEL
Financing a car is not a one-time transaction. It’s a 
pivotal moment in the sales process where dealers can 
start or seamlessly continue a longer-term, mutually 
beneficial relationship. 

Fueled by the Amazon shopper mindset, the trend to-
ward “online everything” continues. The same holds 
true for cars. A recent study from Cox Automotive 
showed that 83% of customers want to do one or more 
steps of the purchasing process online.

Customers want a one-stop online shopping experi-
ence where they can evaluate lending options and cus-
tomize based on their objectives. They want the flexi-
bility to include a down payment, pick their loan term, 
and determine options before entering a showroom. 
They want to shop at their pace. 

The same Cox study reported that 85% of customers 
are more likely to buy from a particular dealership that 
allows them to start or complete nearly all of the ve-
hicle purchase online. 

However, here’s the catch: To complete a digital show-
room experience, your dealers must enable and pro-
mote online credit decisions, turning their website 
into a vertical marketplace! 

AGENTS PLAY A CRITICAL ROLE 
This presents an opportunity for the modern F&I 
agent. Today, F&I training is table stakes; it’s now com-

Having customers finance their 
car through the dealership is 

critical to maximizing F&I profit.
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monly expected as part of doing business with an 
F&I company. As F&I consideration happens ear-
lier in the process, digital retail presents an oppor-
tunity to expand the scope of an agent’s influence 
within a dealership. 

By providing F&I focused training to sales, BDC, 
internet, and management, agents can increase 
their value, further cement their relationship, and 
reduce the risk of losing a dealer partner. They can 
also leverage this angle to present a unique suite 
of services to prospective clients that are critically 
aligned with the current movement in the market-
place. 

Historically, this hasn’t been an area agents have 
played in, and it now creates a unique moment to 
prove value. By developing expertise in this rapidly 
expanding area of importance that is related to tra-
ditional F&I, the modern F&I agent can generate 
increased relevance in this rapidly developing digi-
tal marketplace.

AGENTS GET CREATIVE
Proactive agents are getting creative helping deal-
ers navigate these changes. Agents like Rick Bailey, 
principal of Benchmark Dealer Services, addresses 
the shift by supporting his dealers and paying AFIP 
to certify the BDC reps. He empowers frontline 
employees to discuss knowledgeably and ethically, 
F&I protection products, with customers. 

This legitimizes protection options in customer’s 
minds. It moves F&I from an afterthought to a nor-
mal consideration in their buying process. 

Other agents, like Mike Klass of Associated Dealer 
Services, leveraged a partnership with AutoFi to 
present quality thought leadership and training to 
their dealers to help them navigate the transforma-
tion.

They help their dealers select a reliable digital 
retail partner. Their agency support and training 
through the different phases of digital retailing en-
sure that F&I conversations happening outside the 
F&I office are managed in a compliant and profes-
sional manner. 

Mike Moses, president of Global Dealer Services, 
is taking it a step further by providing digital re-

tailing technology to his dealer partners as part of 
his agency’s core suite of services. This presents an 
excellent opportunity to increase their influence 
by providing technology and training that weaves 
F&I through the entire customer purchase journey. 

Their goal is to create a unified voice supporting 
the value of F&I products throughout each level of 
the dealership.
 
When dealers transition to digital, they are often 
unaware of the need to find a partner that can en-
sure they provide a secure and legally compliant 
solution. 

As a trusted partner, agents have an opportunity to 
help dealers navigate the technology side and mar-
ket shifts. Agents become an even more valuable 
resource by having in-depth knowledge about best 
practices, reliable technology, and the pitfalls deal-
ers must avoid. They can also leverage their exper-
tise as a value-add to sell new potential dealers.

BECOME A TRUSTED ADVISOR
Dealers often overlook the most critical piece of 
digital retail as they are bombarded with many po-
tential solutions. However, most solutions have 
not solved the actual financing side. 

It is critical to ensure that, when your dealers 
choose a partner, they find one who has done the 
extremely challenging and complex work of build-
ing out the security and integrations, to power a 
multilender online credit decisionmaking engine 
that lives where customers are shopping: the deal-
ership website.

Dealers focused on keeping profits within their 
walls will need to look for a partner that can power 
a 24/7 ecommerce solution on their website. 

This is how you convert digital shoppers to deal-
er finance customers and neutralize the risk of 
them getting outside financing. It’s why dealers 
get incredible F&I results when they have a great 
digital retailing tool and world-class training and 
support.

Agents become an even more valuable resource by  
having in-depth knowledge about best practices,  
reliable technology, and the pitfalls dealers must avoid.
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M&A is top of mind for many in the industry, as F&I agencies are 
being acquired at a rapid pace. Over the past three years, at least 
10 F&I agencies have been acquired by administrators, insur-
ance agencies, and consolidators. These acquisitions are fueled 
by an influx of private equity capital and motivated by the need 
for acquirers to grow and lock in distribution channels. 

The rapid pace of agency consolidation is not expected to abate 
for the foreseeable future. The F&I industry is stronger than 
ever. In 2018, franchise vehicle sales, excluding certified pre-
owned, were 29.8 million vehicles, a 14% increase over 2015, and 
we expect 2019 to be commensurate with last year. Average new 
vehicle sales prices are at an all-time record of $33,319 for Q1 
2019, causing buyers to turn to the used-car market. 

Dealerships remain increasingly dependent on F&I income — 
it represents over a third of their profitability. These trends, 
coupled with the strong, predictable cash flow F&I agencies cre-
ate have drawn private equity interest to the sector. The private 
equity universe is flush with cash with over $800 billion in the 
U.S. and Europe sitting on the sidelines waiting to be invested.  

Challenging Competitive Dynamics  
for Small, Independent Agencies

The F&I agency universe is highly fragmented, with approxi-
mately 1,000 agencies in the U.S. with no single firm controlling 
more than an estimated 2% of the market. Agencies are typically 
local or regional players and few agencies of scale exist. 

Many small agencies have built their books on a few dealership 
groups, which results in a lack of client diversification. Client 
concentration leaves the agency vulnerable to the vagaries of 
dealership owners’ actions and consolidation of dealerships 
themselves. 

Dealership consolidation is the single biggest threat to a small 
F&I agency without a highly diversified book of business. Deal-

ership M&A activity is at a record high level, with transaction 
volume increasing 20% in 2018. Over 1,500 dealerships have 
been sold since 2012. Importantly, there are 2,855 fewer owners 
than in 2008, thereby shrinking the universe of potential F&I 
relationships. 

Small agencies often lose out when dealerships are acquired. To 
compete, small agencies need scale to produce the breadth of 
products and geographic footprint to be the winning agency.

Strategic Alternatives

To successfully compete, F&I agency owners may see more op-
portunities for long-term growth as part of a larger organiza-
tion. Yet, in selling the agency and monetizing value, they would 
still like to retain the economic upside in future growth and 
some autonomy. Some acquirers will allow a seller to rollover 
a portion of its sale proceeds into equity in the acquiring entity.

Some owners prefer to exit altogether in a sale transaction. But 
after spending years, even decades, building an enterprise with 
their blood, sweat, and tears, how does an agency owner sell the 
company, retire, and walk away from the business? 

Unless the owner has spent years preparing to exit the business 
by building a succession plan and having already transferred 
account relationships to the firm’s agents, it will not be pos-
sible for the owner to leave and still receive a good value for the 
agency. Typically, the owner will need to stay with the business 
for one to several years.

Valuation and Deal Structure 

The enterprise value of an F&I agency is defined by its brand 
recognition, strength of relationships, new versus used mix, and 
diversification. 

For example, if one agent is the key man for 60% of revenues, 
the agency has limited value to a buyer. If an agency is highly 
diversified in relationship ownership, dealership clients, and 
geographically, it is worth more. Generally, if any dealership 

Is It Time  
to Sell  
Your F&I 
Agency?
The pace of agency 
consolidation continues 
to accelerate. Buy/sell 
expert offers a checklist 
agent principals can use to 
determine the market value 
of your business, weigh your 
options, and exit gracefully.

By Gina Cocking
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group (note: group is common ownership 
of multiple stores) represents more than 
20% of revenues or any three represent 
more than 40% of revenues, the agency is 
not sufficiently diversified. 

To achieve that diversification and com-
mand the highest acquisition multiples, 
the agency must have scale of likely more 
than 15 salespeople. New versus used ve-
hicle mix is as important, as new-car sales 
are forecasted to decline over the next 
few years. 

F&I agencies are generally valued on a 
multiple of pretax earnings or EBITDA 
(earnings before interest, taxes, deprecia-
tion,  and amortization. The purchase mul-
tiple range for agencies is significant at 5x 
to 11x, depending on size, diversification, 
and strength of relationships. Overall, F&I 
agency valuations have been increasing 
due to competition for good acquisitions. 

Acquirers will often tie up sellers by link-
ing part of the purchase price to future 
performance through an earnout and 
sometimes with ongoing equity participa-
tion. Both of these structures reduce the 
amount of cash for owners at the time of 
sale and defer a portion of the purchase 
price to be paid in the future. A typical 
example involves a buyer purchasing an 
agency for 8x and 5x is paid in cash at 
close and 1x is paid each year for the next 
three years based upon the agency hitting 
specific targets.

Since the value of an F&I agency is highly 
dependent on its sales agents, many buy-
ers and sellers will motivate top sales 
agents with cash and equity rewards 
linked to future performance around a 
transaction.

Potential Acquirers

F&I product administrators have been 
acquiring agencies to lock in distribution 
channels and take costs out of the value 
chain; however, this group of acquirers 
creates a high degree of financial and op-
erational risk for the agency owner, de-
pending on the deal structure. 

As previously mentioned, the buyer will 
allocate some of the purchase price to an 
earnout and/or ongoing equity participa-
tion. For the administrator to realize the 
financial synergies in the acquisition, it 
will look to move the agency’s dealer-
ship clients over to its book of products, 
which may cause the loss of some dealer-
ship relationships. 

With a resulting decrease in revenue, the 
agency will struggle to meet the earnout 
targets or find meaningful value for its 
equity participation. Additionally, the 
transaction may diminish the enterprise 
value and relationships built over the 
years. The agency owner will lose some 
control because the agency function is 
ancillary to the core business of the ad-
ministrator, and some value-add services 
for dealership clients, such as recruiting 
and training, could be lost. 

However, for an F&I agency in which the 
buyer is its primary administrator or for 
situations in which the earnout is mini-
mized, the transaction could prove to be 
beneficial for the seller due to increased 
scale and relationship opportunities.

Insurance agencies, such as Confie Se-
guros and Brown & Brown, have been 
acquiring F&I agencies. Acquiring an F&I 
agency is logical for these consolidators 
of P&C insurance agencies, as the typical 
multiple is 12x to 14x for insurance agen-
cies while F&I agencies trade for 5x to 
11x. It is also a natural product extension; 
these firms are experts at acquiring and 
integrating smaller enterprises. 

The drawback for the F&I agency owner 
is a loss of autonomy as part of a larger 
group. Additionally, rebranding may ne-
gate previous branding efforts and rec-
ognition. Importantly, the agency owner 
is less likely to participate in the equity 
upside of these larger enterprises, while 
future entity value will be created off the 
ongoing work of the seller. Typically, these 
types of acquisitions are structured with 
earnouts instead of equity participation.

Generally, private equity firms have not 
directly acquired F&I agencies due to the 
relatively small size and scale; however, 
they are the money behind many of the 
acquisitive administrators and consolida-
tors. An exception is Southfield Capital, 
which, in partnership with management, 
acquired Vanguard Dealer Services. The 
agency had scale and a management team 
that could successfully execute a roll-up 
strategy in the F&I agency vertical. A few 
well-funded industry veterans are consol-
idating agencies under a different model, 
which marries both the financial strength 
of a private equity firm with the benefits 
of building and operating within a larger, 
independent F&I agency.   

Plan Ahead

F&I agency owners need to plan ahead to 
sell their agency for the highest value. 

As an F&I agency’s key asset is its people, 
employment agreements with non-com-
petes should be in place with the sales 
agents long before the process. If the 
agency is a managing general agency with 
independent agents, the owner should 
consider bringing them onto payroll with 
employment agreements. 

The monthly and annual financials should 
be reviewed or audited by an accounting 
firm. 

The financials should be adjusted in a 
transaction for non-continuing expenses, 
a.k.a. “add-backs.” These are expenses 
that will not continue with a new owner, 
such as personal car loans, phantom em-
ployees, or excessive T&E. Remember, 
buyers pay a multiple on every dollar of 
earnings, so the agency should be posi-
tioned with the highest earnings possible.

If the reason for the sale is to retire, and 
the owner is important to the agency’s re-
lationships, they should pick a retirement 
date and work back 3½ years to identify a 
kickoff date for the sale process and be-
gin to transition key accounts. It will take 
three to six months to sell the agency. 
Then, if important to dealer relation-
ships, the owner may need to stay as long 
as three years to earn full value. 

The F&I agency should have control of its 
data and be able to easily report revenues 
and contracts sold by dealership store, 
dealership group, selling agent, adminis-
trator and product by month for the last 
three years. Strong data reporting and 
financial controls can improve valuation 
meaningfully.

Waiting to sell your company until the 
economy is in a slump is too late. The 
U.S. economy grew by 3.2% in the first 
quarter of 2019, topping expectations of 
2.5%. This is the first time since 2015 that 
first-quarter GDP exceeded 3%. There is 
little concern of the Fed increasing inter-
est rates in the near future. Buyers pay 
the highest prices when capital is avail-
able and when they forecast continued 
growth in the organic business.
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How to Improve 
YOUR CANDIDATE EXPERIENCE

Real talent is hard to find, and your agency’s 
outdated, ineffective interview process 
isn’t helping. Auto industry recruiting 
expert lists the areas of focus you need 
to prevent your next qualified prospect 
from slipping through your grasp. 

There are more than enough arguments, books, articles, and 
blogs out there with advice and opinions about which “priority” 
should sit atop the executive recruiting process as “Rule No. 
1.” I’ve read many of them. Maybe you have too. But if you ask 
any of our firm’s clients over the past 18 years, they will tell you 
that I’m a consistent and vocal advocate for nothing being more 
important than the “candidate experience.” 

And here’s why. 

When it comes to making an impression on every candidate — 
particularly finalists — every company believes that their brand 
is coolest. Their location is the most desirable. Their comp plan 
is the most attractive. And the career path they offer is basically 
unbeatable. 

And maybe that’s true. Every bit of it. For every company. But 
those attributes aren’t the best ways to truly show off your or-
ganization — and leave every candidate with a good gut feeling 
about your shop. 

Side note: Every candidate? Yup. Every one. There are stats 
from 2016 that tell us nearly 50% of candidates rate their com-
pany interaction/interview experience as “poor” — and nearly 
70% of all candidates say something on social media about it. 

And with the increased saturation of “Twitterbook” in our cul-
ture, those numbers are guaranteed to climb. Which means that 
the one surefire way to have a needless, self-inflicted black eye 
for your brand is sloppy candidate handling. 

Which brings us to this: The top two factors for handling the re-
cruitment of candidates for your agency’s next management- or 
executive-level opening: people and pace. 

Rule No. 1a: People
Every company has stars. And duds. And steady Eddies. And 
you all know who’s who and what’s what within your own walls. 
So if you’re truly invested in closing your top-choice candi-
dates, you and your recruiting team should be aware of who 
will do more in the interview than just provide a monotonous 
data dump. You need to consider which of your employees will 
be more than just a smile and a handshake — and who from 
your ranks will contribute more than just asking stale, canned 
interview questions. 

This means that when you select the group to speak with and 
meet with your candidate slate, you’re looking for interview-
ers who are conversationalists and communicators — who also 
know your business cold. Building this list of staff, managers 
and leaders from within your organization with solid, real, per-

By Bruce Martin

sonable and successful communication talent, is the first part of 
your interview process — which should be complete before the 
first candidate is even identified. 

Why start on this so early in the game? Because it takes effort 
and thought to blend a diverse group of your best players with 
one collective goal: Give a better candidate experience than the 
other guys.
 
This awareness — and the time that it takes to carefully choose 
these people — will result in the right mix of personalities and 
knowledge base, being in the equation, when your company 
is face-to-face with finalists (and even in the initial candidate 
contact with HR or recruiting). It’s the first — and most criti-
cal — component in selling candidates to make the move to 
your agency. 

Rule No. 1b: Pace
Now that you’ve put together an all-star group from your team 
to interview your selected candidates, the speed with which you 
move forward becomes your top priority. 

This means that, no matter how strong your internal executives, 
managers, staff, and HR might “show” with your candidate final-
ists, if the readiness of your process doesn’t match the quality 
of your interviewers, you’re leaving candidates to wonder. And 
no matter how well-intentioned you are, that vacuum of activity 
and information can spell disaster. 

And here’s why. 

Remember those survey results? Well, 40% of candidates felt 
that there was an unacceptable lapse in time between inter-
views. Four in 10. This inactivity can be seen by candidates as 
indifference, arrogance, and detachment. And since most likely 
you aren’t the only game in town for candidates, a gap in the 
process like this kills any compelling motivation for your can-
didates to move away from their current status quo — or even 
worse, leaves the door open for competing agencies. 

Please don’t take away from this that I’m a proponent of you fly-
ing haphazardly through your process like a bat out of hell. Let’s 
be clear: “Pace” is defined as “consistent and continuous speed 
in walking, running, or moving.” 

And when applied to your hiring process: 

• Pace means matching the candidate’s time investment. 

• Pace means being responsive with feedback — thumbs-up 
and thumbs-down. 

• Pace means showing your people and your company as de-
cisive, athletic, and aware. 

• Pace means treating your candidates like you treat your 
customers.

It’s the candidate experience. 

And it’s Rule No. 1.

BRUCE MARTIN IS PRESIDENT OF AUTOMOTIVE MANAGEMENT RECRUITING FIRM BROAD & PATTISON 
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INDUSTRY SUMMIT 
HEADS TO NEW ORLEANS

November 4-6, 2019
New Orleans Marriott 

Stay tuned to IndustrySummit.com  
for more information.
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Agents are some of the toughest 
competitors around, but every business 
owner can benefit from a fresh look 
at whom they’re competing against 
— including partners who aren’t 
holding up their end of the bargain. 

I was asked to write this article for a few reasons. We have al-
ways pursued our competition and competitive targets with en-
thusiasm. We are very willing to attack competitive targets and 
risk offending every other person in this industry. And we are 
the only agency AE magazine knows that ever sued a bank for 
tying their GAP to their loans and won!

My goal in this article is to help everyone find a new competi-
tive target, compete fairly, compete aggressively, and win con-
sistently! 

So, what is competition? 

Crack open a dictionary, and you will see competition defined as 
a rivalry among sellers seeking “sales, profits, and market share 
by offering the best combination of price, quality, and service.”

Everyone sees competition differently; what type of competitor are 
you? Do your competitors envy you, hate you, or do they copy you?

There are millions of ways to compete and win. Just take the 
NCAA men’s basketball competition and compare the enor-
mous differences between West Virginia coach Bob Huggins 
and Loyola Chicago’s team chaplain, Sister Jean. One violently 
threatens opposing players while the other hugs and prays for 
players’ success. They both won!

Competition Is About Winning

The goal here is to find a competitive strategy and win, and we 
have seen innovation win business!

I am not going to offer you our innovations, but think about AI 
menus, innovative online training tools, and strength through 
consolidation. What have you done to innovate and separate 
yourself from the market? 

If you can’t innovate, copy brilliantly. We have seen motivated 
copycats win business, and nothing breeds copycats like a suc-
cessful business venture. Everyone is talking about innovation, 
but copying others is a reality of doing business. If you cannot 
create new ideas, copy the best ideas in a legal manner, improve 
them by personalization, and execute brilliantly. 

We have even seen individuals with nothing more to offer than 
pure grit and determination win business. This competitive 
strategy is probably the most difficult over the long haul, yet 
anyone willing to get out of bed every day and outwork your 
weakest competitor will find opportunity. 

Competitive Targets

Here are just a few of our competitive targets and ways to win 
against each:

Banks and finance companies: In my company’s aforemen-
tioned legal action, we decided to use the bank’s weakness 
against them, so we sued them and won. The judge stated “…
what they (banks) can’t do is tie their loans to their GAP prod-
uct to the exclusion of other vendors of GAP.” We found a tar-
get, competed in a court of law and won!

• Finance sources are strong because they have the money and 
dealers need it! Their weakness is an aversion to bad public-
ity, conflicts, and lawsuits. 

Manufacturers: Factory targets are more important than ever, 
and their strengths are clear: They own the franchise, they make 
and market the vehicles, and their dealers are totally dependent on 
them for their livelihoods. The factory uses these strengths to gain 
control through coercion.

• But their greatest strength is their greatest weakness! Deal-
ers hate factories that use coercion. Use this as a competi-
tive advantage and help your dealers help you. 

• Does the dealer need your F&I income development and 
compliance support?

• Maybe the dealer believes they must sell the factory plan, 
but what if we help the dealer change the factory plan?

Agency Competition and Competitive Targets

DEPT: TRAINING

By Thomas J. O’Neil

@
GETTYIM

AGES.COM
/ GEORGE DOYLE

TOM O’NEIL IS THE FOUNDER OF AUTOMOTIVE FINANCE AND INSURANCE PROVIDER O’NEIL FINANCIAL 
SERVICES AGENCY INC. (DIV. BROWN & BROWN INC.). 

• We can help the dealer negotiate reinsurance and lower pre-
set factory admin and ceding fees. 

• You must know the factory plan inside and out to compete 
and win.

• Use the savings you helped the dealer win to pay you for the 
F&I income development you provide.

Bottom line: Your dealers need your training, service, and support. 

Vendors: Anyone with experience at the retail level knows that 
a dealer’s current vendor will very likely become their future 
competitor! And if the actual vendor doesn’t, their current em-
ployees will!

• You and your dealers must negotiate aggressively and pro-
tect your interests. Vendors only respect volume, strength, 
and opportunities to grow new business. You must have a 
strategy to negotiate from a position of strength. 

Direct writers: Direct writers are similar to factories in their 
attempts to use fear and coercion. However, the keys to compet-
ing against the big direct writers are: 

• Get up-to-date information on their programs and personnel.

• Have an aggressive plan to provide personal service with lo-
cal support. 

• Know your strengths and highlight your local service and 
stability.

• The best direct writer reps are always getting promoted and 
moving on from your market; the others just occupy space 
until they get caught and removed. 

• They always have a cookie-cutter pitch.

• Know their pitch, copycat it, and make it better. 

• Find out what your dealer really wants and needs versus 
what the competition is bringing.

• Use their own tools, fee schedule, and cession statements 
against them. 

How many competitors have you watched come and go over the 
years, and how many reps have you seen your competitors cycle 
through your market? 

This is a hugely competitive business that runs through more 
good people than we can even count. But it is a rewarding busi-
ness for those that can successfully compete and win! Take the 
time to reassess your strengths and weaknesses. Know that we, 
your competition, are already doing this for you in the market-
place every day!

There are many ways to compete and win. The key is to know 
your competition, know yourself, and have the pure grit and de-
termination to win business!
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ROBERT J. WILSON, ESQUIRE IS A PHILADELPHIA LAWYER 
AND IS GENERAL COUNSEL FOR ARMD RESOURCE GROUP. 
HE IS THE PRINCIPAL OF WILSON LAW FIRM AND HAS OVER 
30 YEARS OF EXPERIENCE BOTH AS A COUNSELOR AND AS A 
LITIGATOR IN STATE AND FEDERAL COURTS. 

Agents and dealers stand 
squarely in the crosshairs 
of a movement toward 
enhanced security of 
consumers’ personally 
identifiable information. 
Get your clients up to code 
and out of the firing line. 

In 1973 there was a hit song called “It 
Never Rains in Southern California” 
and, having visited San Diego, I can 
confirm that this is mostly true. In the 
legal world, however, the new Califor-
nia Consumer Privacy Act of 2018 may 
rain on some businesses, even those 
outside of sunny Southern California. 

The CCPA has been called “GDPR Lite” 
after the EU’s General Data Protection 
Regulation. Many of the GDPR con-
cepts are echoed in the CCPA, includ-
ing greater consumer control over their 
personal information. 

In the United States, although the Fed-
eral government has had hearings, there 
is currently no federal data privacy law 
as sweeping as the EU’s GDPR. Into this 
vacuum, states are working on their 
own solutions, which would create a 
patchwork of laws for businesses which 
cross state lines. Besides the CCPA, the 
following states have proposed similar 
data privacy bills: Hawaii, Maryland, 
Massachusetts, New Mexico, Rhode Is-
land, and New Jersey. Washington State 
has already passed a data privacy law. 

How CCPA Affects Dealers

While the data privacy trend is clear, 
the immediate impact of the CCPA to 
businesses outside California remains 
to be seen. The CCPA, by its terms, ap-
plies to companies which do business in 
California. To meet the doing business 
threshold, one or more of the following 
elements needs to be met: 

Having more than $25 million in 
gross annual revenue.

Buying, receiving, selling, or sharing 
personal information of 50,000 or 
more consumers or devices (emphasis 
added).

Deriving 50% or more of annual rev-
enue from selling consumers’ per-
sonal information. 

Keep in mind that the CCPA is sup-
posed to be fleshed out by regulations. 
But as currently worded, if your busi-
ness makes one sale to a California 
resident and the business has over $25 
million in gross revenue, it is arguably 
subject to the CCPA.
 
Companies covered by the CCPA are 
required to make sure their service 
providers also comply, subject to cer-

tain exceptions. Therefore, even if you 
do not have California customers, if 
you are doing business with a company 
covered by the CCPA, then you may 
need to be prepared to comply with 
the CCPA (e.g. you received some sales 
leads, containing personal information, 
from a company subject to the CCPA).

“There is currently no 
federal data privacy law 
as sweeping as the EU’s 
GDPR. Into this vacuum, 

states are working on 
their own solutions.”

 

Rain in California?

DEPT: LEGAL
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Your Dealers’ Obligations

While a full review of the CCPA is beyond 
the scope of this article, there are some 
highlights worth considering. First, the 
definition of personal information (or 
“PI”) subject to protection is very broad. 
PI includes information that identifies, 
relates to, describes, is capable of being 
associated with, or could reasonably be 
linked, directly or indirectly, with a par-
ticular consumer or household. 

This definition includes such items as 
IP addresses, email addresses, physical 
addresses, internet browser and search 
histories, and biometric information. 
Also notable are the opt-out require-
ments. If your business is covered by the 

CCPA, you need a link on your website 
home page labeled “Do Not Sell My Per-
sonal Information” which redirects con-
sumers to a webpage permitting them 
to opt out of the sale of their personal 
information. 

Businesses have 45 days to comply with a 
request to delete a consumer’s PI. CCPA 
also requires that covered business up-
date their website privacy policies to 
include all rights granted by the CCPA, 
and this must be updated annually. 

The CCPA allows the California attor-
ney general to pursue violations of the 
act and provides for penalties of up to 
$2,500 per violation and up to $7,500 for 
intentional violations. The CCPA also 
authorizes a private right of action and 
up to $750 per consumer per incident 
or actual damages, whichever is greater. 
Although this measure of damages is 
short of the GDPR’s penalty of up to 4% 
of global revenue, this means as a practi-
cal matter that class actions are sure to 
follow. 

As individual states — and perhaps the 
federal government — expand defini-
tions and protections granted to per-
sonal information and adapt to changing 
norms of data privacy, businesses are 
charged with meeting these new chal-
lenges. We can expect continuing head-
lines of companies who have failed to 
follow the changing standards and who 
do not monitor the flow of data through 
their business systems. As the old idiom 
says, no one plans to fail, but many fail 
to plan. Will your dealers be ready?

DISCLAIMER: Content provided in this 
article is intended for informational pur-
poses only and should not be construed 
as legal advice and should not be relied 
upon or acted upon without retaining 
counsel to provide specific legal advice 
based upon your particular situation, ju-
risdiction and circumstances. No duties 
are assumed, intended or created by this 
communication. No attorney- client rela-
tionship is being created by your review 
or use of this material.

@GETTYIMAGES.COM/JORDIDELGADO

THANK YOU FOR ATTENDING 

AGENT SUMMIT IX

“The CCPA provides  
for penalties of up to 
$2,500 per violation  
and up to $7,500 for  

intentional violations.”
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Digital Q&A: Not If, Not When, But How

DEPT: TECHNOLOGY

AutoFi’s Devon Ader says dealers and 
agents have stopped asking whether 
it’s time to get into digital retail and F&I 
and started trying to figure out how. 

AE caught up with AutoFi’s director of sales, Devon Ader,  
following his presentation at the inaugural Technology  
Challenge at last fall’s Industry Summit. 

Devon, why did you participate 
in the Technology Challenge?

Ader: The market has shown 
that there is clearly an urgency to 
meet customer needs and drive F&I 
performance at the same time. Our 
platform uniquely provides for both. 
We found this an interesting opportu-
nity to showcase how we impact 
changing consumer buying habits.

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

Ader:  Insurance products have 
a primary role in dealership sales and 
service profitability, alongside cus-
tomer retention. The AutoFi journey 
allows the customer to control the 
shopping experience, receiving a real-
time 24/7/365 lender approval, and access to accurately rated 
F&I products specific to the vehicle and their needs. Most tools 
on the market offer no actual lender approvals and generic 
products, forcing the customer back into a decision point once 
they reach the dealership. 

Were you impressed by any other presentations?

Ader: I thought the Engine 6 product was really interest-
ing. As we learn more about customer shopping habits, speed of 
page loads is vitally important. I thought it was a very impactful 
presentation and product.

What is driving the growing interest in digital sales 
and F&I solutions?

Ader: We have seen exponential growth as a company and 
it is in direct correlation to the shift from “What is digital retail-
ing?” to “Why do I need digital retailing?” to “Who am I going to 
use for digital retailing?” This is an unbelievably fast evolution, 
showing how quickly customers respond when we provide a tool 
to improve their experience. It is also a direct result of exceed-
ing our dealer partners expectations with Q1 results of AutoFi 
dealers showing a $1,718 F&I PVR, 52% vehicle service contract 
penetration, and 48% GAP penetration. 

What’s next for your company?

Ader: Right now, we’re growing at 
close to 100 dealers per month! The keys 
are attribution results, reporting, and the 
evolution of our platform. We’ve recently 
added additional lenders to support the 
digital retail experience and expanded 
consumer options. It’s important for us 
to listen to all of our customers: dealers, 
agents, lenders, and most importantly, 
the end user, the consumer. 

Is there anything else you would 
like to add that may be of interest 
to our readers?

Ader: We have found that consum-
ers and dealers want real information, 
not fake offers and estimates. Our tool 
provides a real-time credit decision, 
which drives F&I profitability and cus-

tomer satisfaction. Online customers that would have histori-
cally looked for third-party financing can now do it through a 
dealer’s website. 

I really enjoyed the opportunity to present at the Technology 
Challenge! It was exciting to present alongside some amazing 
folks that are changing an industry that hasn’t changed in our 
lifetimes. We’re seeing an increasing engagement from agents 
to stay abreast of what’s happening in digital retailing, how they 
can stay ahead of technology and how they can be the best value 
to their dealers in the future. I invite them to reach out if we can 
help on that journey.

By Kate Spatafora

THIS IS AN 
UNBELIEVABLY FAST 
EVOLUTION, SHOWING 
HOW QUICKLY 
CUSTOMERS RESPOND 
WHEN WE PROVIDE  
A TOOL TO IMPROVE  
THEIR EXPERIENCE.
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AN INTERVIEW WITH 
CHRIS STOUT

DEPT: MEET THE EXECUTIVE

n 2003, Chris Stout left Universal Under-
writers to start AutoSolutions LLC, a Min-
nesota agency offering training, F&I prod-
ucts, and associated services to dealers 
nationwide. Agent Entrepreneur caught up 
with Stout on the eve of his first speaking 

engagement at Agent Summit to discuss his base-
ball and automotive careers and learn why you 
should never, ever change your top performer’s 
pay plan. 

Chris, where are you from? 
Stout: I’m from the Central Valley, Modesto, Calif. 
I went to school at the University of San Diego. 

And you played baseball. 
Stout: I did. I started as a second and third base-
man and played a little right field senior year. 

Were you recruited? 
Stout: I was a walk-on, and I knew I wanted to go 
to school in Southern California, so we did a trip to 
L.A., San Diego, Santa Barbara, and Pepperdine, all 
in one weekend. At a lot of schools, you’re dead be-
fore you show up. USC let 20, 30, 40 kids walk on, 

and four made the team. I talked to a guy playing 
at San Diego who said I would definitely have 
an opportunity to play, so that was my choice. 

And today, they’re a powerhouse. 

How hard was it to balance 
school and baseball? 

Stout: We played 55 games a year, and 
when we weren’t playing games, we 
were practicing, and that season goes 

from the middle of January to the 
middle of May. Playing baseball six 
or seven days a week — and trav-
eling — you brought your school-

work on the bus. You did it between classes, after 
dinner, anytime you’re not working out or out on 
the ballfield. 

And you studied business. Doesn’t 
that require a lot of group work? 
Stout: It does. We had group classes, group proj-
ects. But in-season, you had games four, five times 
a week. You just had to figure it out. 

Did you have any fun? 
Stout: Oh, yeah. Much more fun than they do now. 
It’s much more strict. 

Did you think about going pro? 
Stout: I thought about it. I knew I wasn’t going to 
get drafted. Our pitching coach had a program where 
he took a group to Sweden and coached club teams. 
I signed up and we all lived there for six months. We 
taught kids as young as 15 and adults as old as 32. We 
would play twice a week and teach them the ins and 
outs of the game, how to get organized, how to take 
infield practice before the game. And the Swedes are 
very good athletes — soccer players, hockey players 
— their athletic skills are good. 

Baseball is a pretty difficult sport. 
Stout: They say baseball is one of the hardest 
things to do athletically. It’s a challenge. But it was 
a great time. And there was a lot going on in the 
summer in Stockholm. I had never been to Europe 
before, and we traveled throughout the Northern 
European countries, so it was an eye-opening ex-
perience. I came back a different person. I remem-
ber when we first went out, we ordered beer, and it 
was $8 a glass. We were used to 50-cent beers. Then 
we came back and never wanted to drink Bud Lite 
again. That was before the microbrew revolution. 

What brought you back? 
Stout: I had to come home and start my career. 
The Ernest & Julio Gallo winery is headquartered 
in Modesto, and I applied for a job there, in 1990. 

Wasn’t that just before the California 
wine industry blew up? 
Stout: I saw that in the ’90s. They were buying 
vineyards in Sonoma Valley, moving mountains to 
grow grapes. I was a sales field rep, had a territory, 
going to grocery stores and convenience stores, 
selling wine, then became a district manager. Pre-
mium wine was the fastest-growing category and 
that’s what Gallo was getting into. 

That led to an opportunity with one of the largest 
distributors in the world, Johnson Bros., which is 
headquartered here in Minnesota. They recruited 
me to go to Hawaii to be the general sales manager 
for a distributor there, working with the general 
manager. But the GM never moved, and my wife 
and I didn’t like living on the Big Island, so I asked 
for a transfer to Minneapolis. 

You didn’t like Hawaii? 
Stout: It was just a cultural deal. We were in Kona, 
which has one or two traffic lights and only like 
10,000 or 15,000 people. You go to the beach, eat 
at a restaurant or hotel, go hiking. It was a good at-
mosphere, a great environment around you. But at 
some point in time, you just can’t go to the beach 
every day. And a lot of the people don’t like you. 
You’re the haole. It was the first time I’ve felt dis-
criminated against. And the schools weren’t great, 
and we wanted to have kids, so we wanted to get 
back to the States. 

Do the kids ever say, “Dad, what were you 
thinking? We could have lived in Hawaii!”
Stout: No, they love living in Minnesota. It was the 
right move. But I knew when we moved that, for 
Johnson or any other company, they don’t like you 
forcing the issue. It was going to be a strike against 
me. So my goal was not just to move back but to 
find a job in another industry that pays more com-
mission than salary. I wanted my wife to be able 
to stay home, grow the family. And it just so hap-
pened I knew a rep for Universal Underwriters. So 
I went to work for Universal in 1997. 

What was the job? 
Stout: Account executive. I did everything from 
property and casualty to F&I products to our sub-
prime financing product. I had a territory, a list of 
new-car dealers I was responsible for, and my goal 
was to take care of the business we had and grow 
it by building relationships and providing financial 
and insurance products and services for the dealer-
ships in my area. 

How tough was it to switch industries? 
Stout: It was challenging. There were a lot of 

claims coming through, like massive insurance 
claims that would follow a hailstorm. I learned you 
had to get to your dealers quickly, make sure they 
get taken care of and make sure they have the right 
coverage. That’s where the finance part was getting 
bigger and bigger and we started to focus more on 
that area.

And the culture there was great. The people were 
good, lots of talented salespeople and managers. 
And it had an entrepreneurial spirit. They allowed 
field reps to be aggressive, do well, take care of the 
customer, grow the business. It really felt more 
agent-based than direct writer-based. I was there 
for six years, started at the bottom and worked my 
way to the top. 

Why leave to start the agency? 
Stout: Universal and I had a falling out. I signed a 
massive dealership group and created a new limited 
warranty program — unique in the marketplace at 
that time — specifically for large groups. And after 
I got them signed up, they ended up changing the 
pay plan on me. That’s when I knew I had to make 
a decision. And it was a difficult decision. My wife 
didn’t agree. She was worried. We had just had our 
third child. I had benefits, a company car. You have 
to trust you can do it, believe in yourself, and go. 

AE takes infield practice with Chris 
Stout, president of AutoSolutions LLC. 

By Tariq Kamal

I I think you always have to be 
exploring new ideas and look 
at everything. If you’re not, 
you’re going backward.

PHOTOS COURTESY OF AUTOSOLUTIONS
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Who was your first client? 
Stout: Saturn of St. Paul. Four dealerships. 

Was that all you needed to get started? 
Stout: No, we had a couple other dealerships that 
came on immediately after that. Then we grew the 
business from there. 

When did you start to feel comfortable? 
Stout: You know, we had a good start, but I think 
it probably took a good two to three years to where 
you felt comfortable saying, “This is a stable busi-
ness. We can keep growing it and making it better.” 
But I don’t think you ever feel safe. 

Maybe you shouldn’t. 
Stout: Right! So I always try to have that mental-
ity. And in that first two or three years, we started 
bringing on agents. We hired our first agent four or 
five months into it, which was a leap. And then it 
probably took two more years before we hired an-
other one. It was slow growth in that respect, but 
by the time we hired our third or fourth agent, we 
felt we had a sustainable, viable agency. 

I take it you were fully  
hands-on at that point. 
Stout: We were. We did the training, supplied the 
products. We did everything. 

And you pride yourselves on doing 
things a little differently, correct? 
Stout: We try to manage it like a partnership, as 
a consultant to the dealership. How does a dealer, 

a GM, a GSM look at the 
business, their salespeople 
and sales managers, their 
finance people? That led to 
asking our software pro-
vider to create a desking 
menu. We needed it to have 
the same feel as the finance 
menu — for compliance, for 
consistency — and it all tied 
together, so we could track 
it and see how they did. 

So we were an integral part 
of creating that desking 
menu, and now it’s becom-
ing a crowded space. I think 
you always have to be ex-
ploring new ideas and look 
at everything. If you’re not, 
you’re going backward. I do 
believe that, in the car busi-
ness, there is a lot of block-
ing and tackling. Sticking to 
the process and using tools 
you have is critical, but so 
is looking ahead at the next 

innovation you need to make sure dealers are pre-
pared. For the last two or three years, “digital re-
tailing” has been the buzzword at NADA and ev-
erywhere else. We’re figuring out how to integrate 
that into the way our dealers sell cars today. 

Have you seen any platforms that stood out? 
Stout: There are so many out there. We’re trying 
to figure out which one is the best. It has to work 
well with the dealer’s system. Last year, we prob-
ably looked at five, six, seven. We’re in the process 
of vetting all those companies. We haven’t made 
that decision yet. 

Are you ready for Agent Summit? 
Stout: It’s actually my first time speaking, so I’m 
not sure yet. But this is my third time going, and I 
think it’s getting better and better every year. And 
I think going to NADA and all the other events you 
can attend is good. You can spend a lot of time on 
the road today, all these conferences and the na-
tional meetings for all the companies you do busi-
ness with. You have to schedule your time appro-
priately to make sure your dealers are taken care of 
and so are the agents supporting them. 

What do you do when you’re 
not working or traveling? 
Stout: I try to spend time with my family. We have 
two kids in college, so we’re making sure we carve 
out time to see them. Our youngest is a junior in 
high school. So we try to keep it low-key. When you 
travel a lot, you like to use your downtime to stay 
at home. 

Chris Stout (top, fifth from left) with the rest of the  
AutoSolutions team at their office in Edina, Minnesota.
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VISIT AGENT-ENTREPRENEUR.COM FOR BREAKING INDUSTRY NEWS.

DEPT: ON THE MOVE

DORFMAN STEPS  
DOWN AS APCO CHIEF

NORCROSS, Ga. — After 35 years, Larry 
Dorfman has decided to step aside as 
chairman and CEO of APCO Holdings 
LLC and assume a role as senior advisor 
to the company to allow himself more 
time to focus on his family and personal 
life while still engaging in the things he is 
most passionate about: supporting deal-
ers, agents, and the company’s employ-
ees, the company announced.

APCO is home to the EasyCare, GWC 
Warranty, SAVY, Covideo and Motor-
Trend Certified Vehicles brands, serv-
ing franchised and independent dealers, 

agents, OEMs and other distribution channels.

Finbarr O’Neill will succeed Dorfman 
as chairman and CEO. In his new role, 
O’Neill will focus on operational ef-
fectiveness and strategy to strengthen 
APCO’s position as the premier provider 
of vehicle service contracts, ancillary 
products, and administrative services. 
O’Neill joined APCO’s board of directors 
in March of last year.

“Fin has a proven track record as a CEO 
in large companies in the automotive 
business,” Dorfman said. “He is already a 
part of our team and knows our company, 
so he is well-positioned to serve as a cata-

lyst to help take APCO to next level and that is exactly what we intend to 
do. As we grow, we intend to continue to be innovators and leaders in our 
sector of the industry while we maintain our claims and customer service 
excellence. To meet these expectations while managing our growth, we 
needed a person like Fin who understands the needs of the industry and 
unique culture we have built for our employees.”

O’Neill most recently served as president and CEO of J.D. Power, where 
he helped lead the firm through a period of dramatic expansion into data 
and analytics and the integration of strategic acquisitions, including the 
NADA Used Car Guide and National Appraisal Guides. He previously 
served as CEO for Hyundai Motor America, Mitsubishi North America, 
and Reynolds and Reynolds.

“Larry has had an amazingly positive impact on the retail automotive in-
dustry. He has blazed a trail for 35 years and I’m excited to accept the 
baton in this time of great change in the automotive business. It’s espe-
cially exciting to be with a team devoted to helping dealers navigate these 
changes,” O’Neill said. “Consumer behaviors are driving tremendous 
change, not only in their digital shopping habits but in their desire to limit 
risk across their lives. There is a real opportunity to meet their need to 
insure against unexpected outlays in connection with vehicle ownership.”

PAYLINK NAMES THOMAS  
PRESIDENT AND COO

CHICAGO — PayLink Direct  
announced the appointment of   
Justin Thomas as the company’s 
new president and COO. Thomas 
brings more than 16 years of experi-
ence in the service contract, insur-
ance, and financial services indus-
tries. He joins PayLink Direct from 
Assurant, where he served as presi-
dent of global financial services and 
U.S. automotive national accounts, 
and will primarily focus on strategic 
growth initiatives, executives said.

Prior to Assurant, Thomas was exec-
utive vice president of The Warranty 
Group and served on the board of di-

rectors of Virginia Surety Co. There he led the formation of TWG Specialty 
Solutions, a business that doubled its revenues during his leadership ten-
ure and where his responsibilities included client management, sales and 
operations. Additionally, Thomas was a key member of the management 
team at The Warranty Group, helping to facilitate its sale to TPG Capital in 
2014 and its subsequent sale from TPG Capital to Assurant in 2018, accord-
ing to the announcement.

“I am very excited to have Justin join our team. His experience in the ex-
tended service contract industry and his history of growing businesses will 
prove invaluable as we continue to evolve our services,” said Rebecca How-
ard, the company’s co-founder and CEO.

“Rebecca and her team have built a wonderful business and I am both 
proud to be a member of the team and energized by all of the opportunities 
our services and solutions can be applied to,” said Thomas. “It’s a busi-
ness that is not only at scale and a leader in its current field but one that is 
adaptable and full of potential.”
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DEPT: ON THE MOVE

ESTES JOINS PEAK  
PERFORMANCE  
TEAM AS VP

VICTOR, N.Y. — Peak Performance Team 
announced the addition of “industry lumi-
nary” Jack Estes to its staff of sales and train-
ing experts. Estes will serve as vice president of 
sales, bringing 30 years of automotive industry 
experience in retail and administration opera-
tions.

During his career, Estes has gained experience 
in product development, implementation, fa-
cilitation, and business development. He also 
has experience in reinsurance and participation 
programs for dealer entities. He has worked 
directly with thousands of dealers in both the 
consolidator, agency, and single-point environ-
ments, according to the announcement.

NAE APPOINTS GRIGORIAN AS CFO

STRONGSVILLE, Ohio — National Automotive Experts and NWAN Inc. announced that Grant Grigorian has been 
named CFO. Grigorian has extensive experience in the automotive industry, including 30 years with Ford Motor Co. 
While at Ford, he served various roles while working on five continents, including being CFO of Ford South Africa and 
Ford Argentina and leading Ford’s strategy and mobility efforts in Asia Pacific.

“We are ecstatic that Grant will be joining our team,” said NAE/NWAN CEO Kelly Price. “He brings a wealth of industry 
knowledge that will support and assist in NAE’s continued growth. Not only does Grant bring the ability to guide large 
organizations to financially sound decisions, he also has a strong desire to collaborate as he is a true professional who 
is focused on teamwork.”

Most recently, the University of Michigan graduate has been consulting for a startup electric vehicle company out of 
California and China. Prior to that, he was the COO and CFO of CarSaver.

“In joining NAE, I am excited about working with a team that is dynamic, focused and open to discussing issues and op-
portunities,” said Grigorian. “I am truly motivated by the ability to help others and I look forward to supplementing the strong team that NAE has in place.”
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AAGI
www.aagi.com

Entire Car Protection 
(ECP)
www.ecpinc.net

CornerStone United
www.xtendedauto.com

Endurance Dealer  
Services
www.enduranceds.com

National Auto Care
www.nationalautocare.com

AUL Corp.
www.aulcorp.com

ChemEtch
www.chemetch.net

CNA National 
www.cnanational.com

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

Automotive 
Compliance
Education (ACE) 
www.acecert.org

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

7

3 41 C3

13

37 40

43

45

533

IAS
www.iasdirect.com

C4

DEPT: AD INDEX
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Reahard & Associates
www.go-reahard.com

SouthwestRe
www.southwestre.com

Wise F&I
www.wisefandi.com

StoneEagle F&I
www.se-fi.com

RoadVantage 
www.roadvantage.com

Simoniz USA
www.getsimoniz.com

StoneEagle F&I
www.se-fi.com

17

1

47

21 C2 23

25

DEPT: AD INDEX

US Equity Advantage
www.usequityadvantage.com

29

PCMI
www.pcmicorp.com

39 19

Portfolio
www.portfoliore 
insurance.com

Protective Asset  
Protection
www.protectiveasset 
protection.com

15
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How to Conduct a Menu Audit

DEPT: ACE SPACE

Agents who train on the 
menu should also be able 
to audit one. Compliance 
guru lists the four critical 
components of a menu 
audit and the protection 
it can offer your dealer 
clients in the event of 
a legal challenge. 

In our last ACE Space article, I discussed 
understanding the basis and need for 
dealer law. As a reminder, dealer law 
is the policies and procedures dealers  
implement as a compliance best practice 
when the same rules are not required by 
state or federal laws.

Implementing and using a menu process 
to sell voluntary protection products is 
probably the best example of a dealer law.

Many agents have either recommended 
or sponsored a menu system. And like it 
or not, the dealer ofttimes looks to the 
agent to ensure the F&I managers are 

properly using the menu and ask for a 
menu audit.

A menu audit is more than looking in the 
deal file, seeing that a menu is in the deal, 
and reporting the percentage of menus 
in file. There are four components to a 
menu audit: disclosures, memorialize  
vehicle sale, sell products, and paper trail.

As you read further, keep in mind that 
the use of a menu is optional. Outside of 
California and Minnesota, there are not 
state or federal statues outlining the dis-
closures and processes outlined below. 
Everything I offer up is consistent to any 
testimony in litigation support that these 
practices are considered industry best 
practices.

Industry-Standard 
Menu Process

In my testimony, I would outline the in-
dustry-standard menu process as a two-
part process. Part One is a disclosure of 
the agreed upon sales terms and presen-
tation of all available products. Let’s call 
this the “presentation page.”

Part Two is the affirmation of the final 
agreement, which may or may not in-

clude VPPs. 
This page 
should list 
the base pay-
ment terms, 
the agreed-
upon products 
and prices, the 
products the 
customer de-
clined, and the 
final payment 
terms.

While I refer 
to paper and 
paper trail, 
menus can be 
digital, if the 

digital form meets all four components 
and clearly demonstrates the customer’s 
optional acceptance of VPP.

Disclosures

These disclosures should be a part of  
every menu and should be vetted upfront 
before agreeing to a vendor’s menu. There 
should be statements affirming that:

1. Purchase of any products are  
optional and are not required to  
obtain financing.

2. Some products can be purchased 
separately.

3. The purchase or declination of  
products will not affect the APR.

4. Signature or initial lines next to base 
payment and final payment.

Memorialize  
Vehicle Sale

The first step in the menu sales process 
most agents teach is for the F&I manager 
to memorialize the vehicle sale or clear 
the top of the menu. The word-track I 
hear most often: “These are the terms 
and conditions you can take delivery of 
the vehicle today with approved credit.” 

The top of the presentation page should 
disclose the agreed to price, down pay-
ment, trade, rebates, and resulting 
amount financed. The base term, APR, 
and payment must also be disclosed. 

The customer should initial next to the 
base payment, providing the best proof 
in litigation that the customer was told 
what she could take delivery of the ve-
hicle without the purchase of any VPP. 
Without the customer’s initials next to 
the base payment, the debate in court 
becomes a he said/she said and the deal-
er has a lesser chance of winning that 
argument.

By Gil Van Over

@
GETTYIM

AGES.COM
/NATASAADZIC
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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 COMPLIANCE 
IN A DIGITAL WORLD.

3 4
Sell Products

There is ongoing chatter on some industry chat boards on the 
topic of menus and whether a menu is a sales tool or a compli-
ance tool. Of course, it is both, so let’s focus on the sales tool 
aspect of menu disclosures.

You may or may not subscribe to the mantra of every available 
product offered to every customer. … But I do. 

In a menu audit, we expect to see every available product  
offered on the presentation page. Once products are selected, 
we look to the “accept declination page” to validate the custom-
er’s agreement to products purchased, the agreed-upon price, 
and the new monthly payment with products.

Paper Trail

The best defense I can lay out in litigation support is a  
paper trail that confirms the transaction’s transparency and the  
customer’s agreements to terms. 

Finally, a menu audit must confirm the product selection on the 
accept declination is consistent with the products purchased on 
contracts. This requires that: 

1. The premiums are the same on all final documents.

2. The APR is consistent between all final documents, with no 
need to disclose money factor on a lease.

3. A new menu has been completed on a re-contract, even if 
the terms did not change.

I’ll admit that a thorough menu audit takes more time than 
confirming the percentage of deal files that contain a menu. 
Improved product sales and a compliant paper trail are the  
rewards.

Good luck and good selling.

Without the customer’s 
initials next to the base 
payment, the debate in court 
becomes a he said/she said.

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

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