
JUL/AUG 2019 |  Vol.6 No.5

Do Your Dealers Need a 
Whistleblower Hotline?

How to Prepare for a 
Reinsurance Audit

Learn How to Speak 
Your Dealers’ Language

+



2  |  AGENT ENTREPRENEUR  JUL / AUG 2019



JUL / AUG 2019    AGENT ENTREPRENEUR  |  1



2  |  AGENT ENTREPRENEUR  JUL / AUG 2019

FEATURES

18 Mid-Year Update From the  
Reinsurance Tax World
New challenges and opportunities await agents 
and dealers invested in reinsurance, which faces 
renewed scrutiny as the IRS deploys auditors to 
investigate an industry few truly understand. 

Agents Can Change a Dealership’s 
Culture – One Whistleblower at a Time
Whistleblower hotlines allow dealership employ-
ees to safely and anonymously report noncom-
pliant behavior and processes before they lead to 
a lawsuit or regulatory action. 

How Agents Build Trust  
In a Distrustful Industry
Connecting with new and prospective clients is 
always a challenge. Unlock the potential of neu-
rolinguistic programming to learn how to speak 
each dealer’s language and more effectively com-
municate your message.

4

6

Letter From the Editor

Summit Updates: 
Two Great Events – Two  
Great, New Locations

In the Industry 

Training: 
Agents Must Offer  
More Than F&I Training

Legal: 
Give Your Dealers the  
Gift of Found Money

8

30

32

34

36

42

44

48

Technology: 
Digital F&I Can Inform, 
Educate, and Compel 
Customers

Meet the Executive: 
An Interview with 
Finbarr O’Neill

On the Move

Ad Index

ACE Space: 
Got a Kink in the House?

DEPARTMENTS

STAFF

Group Publisher and  
Editorial Director

David M. Gesualdo
727.947.4027

dgesualdo@mgigusa.com

Associate Publisher 
Tariq Kamal
212.433.4450

tkamal@mgigmedia.com

Managing Editor
Kate Spatafora
631.561.7586

kspatafora@mgigmedia.com

National Sales Manager
Eric Gesualdo
727.612.8826

egesualdo@mgigusa.com

Layout & Design
Wildcat Digital LLC

Change Service 
Requested

Return Address:

PO Box 2703
Torrance, CA 90509

Subscription Inquiries
admin@mgigmedia.com

Printed in the U.S.A.

22

26

12Contents

COVER PHOTO @ GETTYIMAGES.COM/ YURI_ARCURS

Agent Summit 
Achieves  
‘Total Domination’

Agent Entrepreneur catches up 
with four Agent Summit speak-
ers to ask how their presenta-
tions answered critical concerns 
for the F&I industry, what kind 
of feedback they received, and 
what they learned from the 
agents they addressed. 



JUL / AUG 2019    AGENT ENTREPRENEUR  |  3



4  |  AGENT ENTREPRENEUR  JUL / AUG 2019

Our cover story
Agent Summit Achieves  
‘Total Domination’

– Kate Spatafora

Do you want to take your F&I training to the next level?

Do you want to learn how to speak your dealer’s language?

Do you want to know how to prepare for a reinsurance audit?

If you thought to yourself, “Why, yes, I do” to any of the ques-
tions above, then you’ve come to the right place! This issue of 
AE is filled with articles that will help you improve your own 
business while teaching you how to help your dealers improve 
their businesses as well.

Our cover story takes a look back at the 2019 Agent Summit. 
We spoke with a few of the speakers following their presenta-
tions about why their subject matter is so important to agents, 
attendee feedback that surprised them, and the new knowledge 
they left Las Vegas with. 

Actually, all the featured articles in this issue were written by 
executives that have spent time on the Agent Summit stage! 

Up first is Andrew Weill, a lawyer and tax law specialist. In his 
article, Weill provides an update on the reinsurance tax world 
to make sure you are ready in case your business gets hit with 
an audit. The reinsurance arena is facing renewed scrutiny as 
the IRS is sending auditors into an industry that is often misun-
derstood. This reawakening of audit activity may prove to be a 
challenge for agents and dealers invested in reinsurance — are 
you prepared?

Dealer compliance expert Max Zanan is promoting hotlines in 
dealerships that allow personnel to report noncompliant behav-
ior and operations to a safe and anonymous compliance provider. 
Not only does this encourage open communication within a busi-
ness, Zanan argues, it has the potential to stop the illegal behav-
ior before it leads to regulatory action. There will always be bad 
apples; this solution can help keep them under control.

Building relationships with cli-
ents can be a struggle, even more 
so in an industry that has a repu-
tation for being distrustful. Elle  

Artison, a corporate wellness trainer, has proven that unlock-
ing the secrets to neurolinguistic programming can aid you in 
connecting with new dealer clients. Learn how to speak your 
dealer’s language and they will feel more comfortable doing 
business with you and your F&I agency. 

It’s not an issue of AE without an article devoted to training! 
This time around, 20-year industry veteran Tony Troussov is 
here to help you deliver the unexpected to your dealer clients 
by going beyond F&I training and digging into the intricacies 
of their business. Read on to learn how to offer more than just 
F&I training.

Everyone likes found money, right? Lawyer and legal expert, 
Robert Wilson, thinks so and wants to share how you can give 
your dealers the gift of found money. The new CFPB guidance 
has led to agents and dealers looking for unearned premiums 
from total losses, repossessions and early payoffs. Get more 
money the compliant way!

Reahard & Associate’s Janet Crabtree believes moving parts of 
F&I online can help create a foundation of trust that benefits 
the in-store presentation. At industry Summit’s inaugural Tech-
nology Challenge, she represented the company and promoted 
consumer-facing product videos to help propel your business 
into the future. 

For this issue, AE had the chance to sit down with the new CEO 
of APCO Holdings, Finbarr O’Neil. The conversation included 
discussion of his new role at the home of the EasyCare and 
GWC Warranty brands, the career path that led him there, and 
why dealers are the engine of this industry.

Automotive Compliance Education’s Gil Van Over wants to 
know if you’ve got a kink in the dealership! Let him help you, 
help your dealers, avoid harming customers or falling under 
scrutiny of regulators by working the kinks off the desk and out 
of the showroom. 

And that’s a wrap! Thank you for tuning in once again. As al-
ways, if you have any questions or comments, an idea for an 
article or a topic for future Summit events, please email me at 
kspatafora@mgigmedia.com.

By Kate Spatafora

DEPT: LETTER FROM THE EDITOR

Your Guide to Success



JUL / AUG 2019    AGENT ENTREPRENEUR  |  5

– Kate Spatafora



6  |  AGENT ENTREPRENEUR  JUL / AUG 2019

DEPT: SUMMIT UPDATES

Two Great Events — Two Great, New Locations

Next up: Agent Summit! For the first time, the 2020 event will be 
held at The Cosmopolitan of Las Vegas. The four-day event will 
kick off on Sunday, May 3. 

Understanding that general agents are a critical extension of 
most F&I technology and product providers — acting as both 
sales representatives and dealer consultants — Agent Entrepre-
neur and F&I and Showroom have teamed up to bring you Agent 
Summit 2020.

“Moving to a fresh, new space allows us to add new elements 
and surprises to an agenda that focuses on educating you on the 
latest techniques and trends to help you improve both yours and 
your dealers’ F&I performance and profits,” said Gesualdo.

Although the 2019 event just wrapped up, it is never too early to 
begin planning for next year! 

We want the agenda to encompass all the issues and new tech-
niques pertinent to your business. For that reason, we are asking 
for your help by suggesting topics and speakers you would like to 
learn about and hear from. 

Is there a new technology you want to know more about? Are 
there areas of training that you could use some extra help in? 
No topic is off-limits, so please feel free to email me directly at 
kspatafora@mgigmedia.com with any ideas you may have for the 
2020 agenda.

If you are interested in sponsorship opportunities, sales have al-
ready begun. Successful exhibit marketing doesn’t begin when 
the exhibits open. Sponsorships provide maximum visibility 
prior to the show, during the show, as well as after. Promotional 
pieces are mailed and emailed throughout the year to prospec-
tive attendees as well as confirmed attendees.

Agent Summit 2020 is a perfect venue to reach your audience. 
Sponsorship opportunities sell out fast! The earlier you secure 
your sponsorship, the more opportunity you have for the added 
exposure. Don’t miss out on the opportunity to improve and re-
inforce your company’s image. 

Please contact Eric Gesualdo at egesualdo@mgigusa.com for 
more information regarding sponsorship opportunities.

Stay tuned to both IndustrySummit.com and AgentSummit.com 
to stay up to date.

Industry Summit 2019 and Agent Summit 
2020 will take place at new locations 
in New Orleans and Las Vegas.

As the series of Summit Events continue to evolve, we are  
excited to share with you that the next two events will take 
place at new locations! 

Industry Summit will take place Nov. 4–6, 2019, in downtown 
New Orleans, marking it the event’s first visit to the Crescent 
City in its 16-year history. 

What 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 in-
cludes initial and renewable ACE compliance certification, the 
Technology Challenge, and RV and PowerSports education.

“Our event has grown and evolved with the wants and needs of 
an auto retail and finance industry that has endured and pros-
pered through countless challenges, disruptions, and outright 
threats,” said David Gesualdo, show chair and group publisher 
of Bobit Business Media’s dealer publications, including  F&I 
and Showroom and Agent Entrepreneur. 

Also taking place at Industry Summit is the seventh annual 
P&A Leadership Summit, an annual meeting of top executives 
in the F&I product provider and administration segment. In-
dustry 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.
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VISIT AGENT-ENTREPRENEUR.COM FOR BREAKING INDUSTRY NEWS.

DEPT: IN THE INDUSTRY

ADT ANNOUNCES WINNERS OF 2019 
DEALERS’ CHOICE AWARDS

TORRANCE, Calif. — The publishers of Auto Dealer Today have announced
the winners of the 2019 Dealers’ Choice Awards. Now in its 15th year, the 
program was designed to recognize the industry’s best vendors, suppliers, 
and finance partners by asking dealers and dealership personnel to complete 
a 35-category online survey.

Invitations to vote and a shareable link were sent to readers of ADT and 
F&I and Showroom; completed surveys were spot-checked for veracity. Each 
voter was asked to manually enter their provider’s company name in at least 
five categories, then score that provider on quality, value, customer service, 
and whether they would recommend them to another dealer.

The top three companies that exceeded each category’s average score were 
awarded first-place Diamond, second-place Platinum, and thirdplace Gold 
honors. Two categories failed to register a Gold winner, giving this year’s 
program a total of 103 awards for 71 winning companies, including one new 
category: Service Retention.

The winners of the 2019 Dealers’ Choice Awards are:

NEW-VEHICLE LEADS
Diamond: Cars.com
Platinum: Autotrader
Gold: Dealer.com

USED-VEHICLE LEADS
Diamond: Cars.com
Platinum: Autotrader
Gold: CarsDirect

SPECIAL FINANCE LEADS
Diamond: CarsDirect
Platinum: Auto Credit Express

DIGITAL MARKETING
Diamond: Dealer.com
Platinum: ELEAD1ONE
Gold: Digital Air Strike

DIGITAL SALES AND F&I
Diamond: AutoFi
Platinum: Darwin Automotive
Gold: Axiom

WEBSITE
Diamond: Dealer eProcess
Platinum: Dealer.com
Gold: eBizAutos

MOBILE MEDIA
Diamond: eBizAutos
Platinum: Dealer.com
Gold: Dealer Synergy

SOCIAL MEDIA MANAGEMENT
Diamond: Naked Lime
Platinum: Digital Air Strike
Gold: Ally

REPUTATION MANAGEMENT
Diamond: Dominion Dealer Solutions
Platinum: DMEautomotive
Gold: Digital Air Strike

DIRECT MAIL
Diamond: Strategic Marketing
Platinum: Action Integrated Marketing
Gold: ProMax

VIRTUAL BDC
Diamond: ELEAD1ONE
Platinum: AllCall Multi-Channel BDC
Gold: Dealer’s Greatest Assets

INVENTORY MANAGEMENT
Diamond: MAXDigital
Platinum: vAuto
Gold: DealerSocket

HIRING AND RECRUITMENT
Diamond: GSFSGroup
Platinum: AutoCareersOnline
Gold: AutoPeople

SALES TRAINING
Diamond: Cardone Group
Platinum: American Financial & Automotive Services
Gold: Joe Verde

F&I TRAINING
Diamond: United Development Systems (UDS)
Platinum: American Financial & Automotive Services
Gold: GSFSGroup

F&I PRODUCT TRAINING
Diamond: American Financial & Automotive Services
Platinum: RoadVantage
Gold: National Automotive Experts/NWAN
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VISIT AGENT-ENTREPRENEUR.COM FOR BREAKING INDUSTRY NEWS.

DEPT: IN THE INDUSTRY

SPECIAL FINANCE TRAINING
Diamond: American Financial & Automotive Services
Platinum: NCM Associates
Gold: DealerStrong

COMPLIANCE TRAINING
Diamond: American Financial & Automotive Services
Platinum: ACE/Mosaic Compliance Services
Gold: United Development Systems (UDS)

SERVICE TRAINING
Diamond: DealerPRO Service Solutions
Platinum: Cardone Group
Gold: American Financial & Automotive Services

SERVICE RETENTION (NEW FOR 2019)
Diamond: SAVY by EasyCare
Platinum: Maximus Auto Group
Gold: Helion Technologies

F&I PRODUCTS
Diamond: RoadVantage
Platinum: National Auto Care
Gold: IAS

SERVICE CONTRACT
Diamond: CNA National
Platinum: AUL
Gold: GSFSGroup

SERVICE CONTRACT REINSURANCE
Diamond: Portfolio
Platinum: CNA National
Gold: SouthwestRe

F&I DESKING SOFTWARE
Diamond: Reynolds and Reynolds
Platinum: Dealertrack
Gold: CDK Global

F&I TECHNOLOGY
Diamond: StoneEagle F&I
Platinum: MaximTrak
Gold: The Impact Group

CRM
Diamond: Reynolds and Reynolds
Platinum: ELEAD1ONE
Gold: ProMax

DMS
Diamond: Reynolds and Reynolds
Platinum: Dealertrack
Gold: RouteOne

DATA MINING
Diamond: Dominion Dealer Solutions
Platinum: ELEAD1ONE
Gold: AutoAlert

ONLINE AUCTION
Diamond: Ally SmartAuction
Platinum: Manheim
Gold: eBay Motors

TRADITIONAL AUCTION
Diamond: Manheim
Platinum: ADESA
Gold: America’s Auto Auction

PRIME CAPTIVE FINANCE COMPANY
Diamond: GM Financial
Platinum: Ford Motor Credit
Gold: TD Auto

PRIME NON-CAPTIVE FINANCE COMPANY
Diamond: Ally
Platinum: Wells Fargo
Gold: Capital One

SUBPRIME FINANCE COMPANY
Diamond: Capital One
Platinum: Wells Fargo
Gold: Credit Acceptance

BIWEEKLY PAYMENTS
Diamond: US Equity Advantage
Platinum: SMART Payment Plan

F&I FINANCING
Diamond: Universal Lenders
Platinum: Line\5
Gold: PayLink

Winning companies will be honored in a special ceremony at Industry Sum-
mit, scheduled for Nov. 4–6, 2019, in New Orleans. Look for more detailed 
coverage of this year’s program in the Q4 print edition of ADT.
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By Tariq Kamal

Agent Entrepreneur catches up 
with four Agent Summit speakers 
to ask how their presentations 
answered critical concerns for 
the F&I industry, what kind of 
feedback they received, and 
what they learned from the 
agents they addressed. 

The ninth annual Agent Summit was held in late 
May, returning to Las Vegas’ Venetian & Palazzo 
with an agenda built around the most pressing 
issues facing the agent body. From intellectual 
property and agency M&A to dealer prospecting 
and F&I development, there was something for 
every attendee in search of a competitive edge. 

“Our tagline for this year’s show was ‘Agent 
Domination,’ reflecting our desire to fully equip 
every attendee to beat back the competition and 
maximize production,” said David Gesualdo, show 
chair and group publisher of the Bobit Business 
Media group of magazines, including Agent Entre-
preneur and F&I and Showroom. “By the end of the 
show, it felt more like ‘Total Domination’ as our 
speakers made clear the agent’s critical, pivotal 
role in the sale and administration of F&I prod-
ucts and all that requires.”

Those speakers included top agents, attorneys and 
compliance experts, and experts and executives 
from the F&I product, technology, and recruiting 
segments. 

Delivering Agent Summit’s opening and closing 
remarks was Randy Crisorio, the president and 
CEO of United Development Systems and the 
event’s longtime advisory board chair. He said the 
Agent Summit agenda was built with the F&I in-
dustry’s most urgent issues in mind. 

“Many of the topics covered during Agent Summit 
are in fact F&I ‘hot spots’ that agents across the 
country recognize on a daily basis,” Crisorio said, 
listing digitization, the search for dealership and 
agency talent, service-drive sales, and the latest 
regulatory threats among them. “The increasing 
pace of change is something that keeps F&I agents 
on the run every day of the week. … These are but 
a few ‘now’ issues that got real attention at the 
Summit.”

To learn more, AE caught up with four speakers 
who turned heads at this year’s event: attorneys 
Matthew Bartle and David Marcus, Joe St. John of 
AutoFi, and Broad & Pattison Automotive Search’s 
Bruce Martin. 

What’s on the Agenda? 

Bartle and Marcus are partners in the Kansas City 
law firm of the same name. Together, they pre-
sented “Who Owns What?” as part of the Monday-
morning Agent Principals Only block. It was a re-
turn visit for the speakers, who have emerged as 
leaders in the agency agreement space. 

“We decided to discuss intellectual property 
rights because, in our experience, agents tend 
to overlook that issue in negotiating their agree-
ments with administrators and then, more often 
than not, it comes back to bite them when the 
agreements are terminated and a dispute arises 
over post-termination commissions and who re-
ally owns the book of business,” Marcus said. “In-
serting a sentence or two — or even a word or two 
— in the agreement can make all the difference in 
who wins that fight.”

B&P’s founder and president, Bruce Martin, pre-
sented “People Are the Answer” on Tuesday after-
noon. He made an urgent appeal to agents to focus 
on the human element of agency and dealership 
success, arguing that neither is possible if you are 
unable to find, hire, and properly onboard the best 
available candidates. 

“It doesn’t matter how great your products, mar-
keting, or branding might be — if you don’t retain 
and recruit great people to deliver all of it,” Mar-
tin said. “So, in my opinion, that’s where it starts. 
Being aware of what competitors are offering your 
current  employees and the  candidates you’re 
courting is paramount. Treating your candidate 
recruiting and employee retention with the same 
care as you treat your sales and marketing is just 
common sense!”

St. John is a former F&I manager and trainer 
turned tech exec. He joined AutoFi in 2016 and 
now serves as the company’s head of digital retail. 
His presentation, “Digital F&I in the 21st Centu-
ry,” offered a journey through cyberspace from the 
agent’s perspective. 

The increasing pace of 
change is something that 
keeps F&I agents on the 
run every day of the week.



14  |  AGENT ENTREPRENEUR  JUL / AUG 2019

“F&I conversations have moved upstream in the 
purchase process,” said St. John, whose session 
kicked off the Agent Summit portion of the agen-
da at midday Monday. “This presents a critical 
opportunity for agents to leverage their exper-
tise. Digital retailing is currently the single most 
important technological breakthrough in the au-
tomotive industry. Dealers are navigating a com-
plex new world where agents can play a strategic 
and tactical role.”

Agents Have Questions (and Answers)

Agent Summit offers an intimate setting by au-
tomotive standards, drawing about 1,200 agents 
and agent principals, speakers, and exhibitors 
each year. With that intimacy comes plenty of 
facetime. Crisorio said the feedback he heard on-
site was, as expected, all positive. 

“I didn’t hear anything that surprised me this 
year other than, over and over again ‘Best Agent 
Summit ever,’ ‘Great content,’ ‘Loved it,’ ‘Atten-
dance at every segment was awesome,’ and ‘Got-
ta like it — standing room only,’” Crisorio said. 
“No surprises here because I felt the same way.”

Martin said he spoke with a number of agents fol-
lowing his presentation, onsite and after the fact. 
“The in-person and follow-up emails and calls 
touched on a number of the topics in my ‘People’ 
presentation, including asking about my thoughts 
on digital and social strategies for recruiting and 
retention techniques in a hotly competitive em-
ployment market — and the careful steps around 
recruiting from  competitors and industry part-
ners,” he said. 

“Some agents came up to us after the presenta-
tion to share their ‘war stories’ from deals that 
went sour,” said Bartle. “If there was any com-
mon thread, it’s just the importance of knowing 
what the language in an agreement really means 
and how it is likely to be interpreted by a judge 
or arbitrator. 

“A lot of these agreements spell out who owns 
what, if you know what language to look for,” he 
added. 

St. John said he was “overwhelmed” by the posi-
tive response his presentation drew from Agent 
Summit attendees. “It has been so exciting creat-
ing real partnerships with the influential agents 
we connected with at the conference. We are al-
ready seeing an impact being made for them and 
their dealer partners.”
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The Competition Is Heating Up

Asked for his takeaways at the end of the show, 
St. John pointed out that competition remains the 
running theme of Agent Summit, particularly as 
agents seek new ways to drive revenue and prof-
itability for dealers as new-vehicle sales plateau. 
Better yet, he added, he was able to use his time 
onsite to AutoFi’s advantage. 

“By having really candid, open, and collaborative 
conversations with agents, we solidified a great 
strategy for working with agents to help deliver 
value to their dealers. This was really informed 
from the input agents provided us around their 
specific needs for delivering value to dealers with 
digital retailing,” St. John said. 

Marcus noted that, with a number of agents as cli-
ents, he and Bartle are “generally familiar” with 
the “major issues” Agent Summit attendees face. 

Nevertheless, “The Agent Summit gave us insight 
as to issues agents across the country are facing. 
By and large, they appear to be the same issues. 
There clearly are trends in this industry, such as 
the ongoing trend of agency buy-outs and consoli-
dation, that seem to affect everyone regardless of 
size, location or level of sophistication. That sur-
prised us.”

“I  spoke to a  couple of new entries to the F&I 
space who are in the midst of investment and ac-
quisition in the segment. That’s great to hear — 
for our firm as a recruiting leader in F&I products, 
and for the industry as a whole,” Martin noted. 
“Growth is good!”

Dealers are  
navigating a 
complex new 
world where 
agents can play 
a strategic and 
tactical role.



16  |  AGENT ENTREPRENEUR  JUL / AUG 2019

Looking for more inspiration? Check the  
record, Crisorio said. 

“My advice for agents looking to increase profits 
and further develop great dealer client relations 
would be to review the content of Agent Summit, 
because it was developed by some top agents and 
top provider executives as the important pieces 
of the day. It is those pieces that dealers are look-
ing for in agent deliverables that will set them 
apart in the market. 

“Always being a good student of the industry can 
only enhance the way dealer clients and dealer 
prospects view you,” Crisorio added. “Getting 
your ‘stuff ’ to the upper echelon in the market-
place will propel your business to Agent Domina-
tion status.”

To listen to recordings of select Agent Summit 2019 
sessions online, select “2019 Presentations” from the 
dropdown menu on the Attendee Info tab at Agent-
Summit.com. 
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New challenges and opportunities await agents 
and dealers invested in reinsurance, which faces 
renewed scrutiny as the IRS deploys auditors to 
investigate an industry few truly understand. 

In May, I shared my perspective on the latest developments in 
the IRS consideration of dealer participation structures, includ-
ing CFCs, NCFCs, DOWCs, and variations, at Agent Summit. 
This article will recapitulate that presentation and amplify sev-
eral of the issues discussed. 

I have been a tax attorney for over 40 years, with a special ex-
pertise in tax and regulatory issues affecting auto F&I programs 
and structures since 1990. I’ve had a chance to see waves of IRS 
interest and disinterest in our industry. The bad news is that we 
are in a period of heightened scrutiny; the good news is that we 
have many tools to minimize risk to our dealers. 

As always, the agents are the front line of the fight to make deal-
ers aware of the issues and to catch problems at an early, and 
easily correctible, stage.

To set the stage, there was a period starting in about 2001 when 
the IRS decided that heightened scrutiny was warranted, due 
in large part to perceived abuses in the use of 501(c)(15) struc-
tures. For those who don’t remember ancient history, these 
were insurance companies with less than $350,000 in premiums 
(later $600,000) that could qualify as tax-exempt. 

This scrutiny also drew attention to the more common arrange-
ment involving an associated reinsurance company that elected 
to be treated as a small property and casualty company pursu-
ant to Internal Revenue Code section 831(b). In Notice 2002-70, 
the IRS designated these as “listed transactions” — potentially 
abusive structures requiring special reporting. 

Many said the death knell of the industry was near. I represent-
ed the taxpayers in two test cases, and ultimately the legitimacy 
of the structure was established in two Technical Advice Memo-
randa. The IRS de-listed the transaction in Notice 2004-65, si-
multaneous with the TAMs.

For many years, there was virtually no audit activity in our in-
dustry, and we thought that these issues were largely gone. 

Audit Activity Has Reawakened. 

As in 2001, the catalyst for renewed scrutiny came from a source 
unrelated to our industry. There have been certain captive in-
surance programs that have caught the IRS’s attention, particu-
larly those that offer what the IRS considers overpriced and ex-
otic coverages, designed to generate a deduction and not really 
to act as an insurance company. 

This scrutiny led to Notice 2016-66, requiring disclosure of in-
volvement in such programs. Because of the overly expansive 
definitions used in that Notice, dealerships offering dealer ob-
ligor products or GAP generally elected to make protective dis-
closures. 

This in turn meant that on routine dealership audits, the exis-
tence of a related reinsurance company might be revealed by 
those disclosures. This has led to some agents investigating 
these transactions. 

Some of the agents don’t have any training in this area. They 
make overly broad requests, sometimes going far beyond the 
years in issue, and asking for documents dating from the start 
of the program. The focus seems to be on the legitimacy of the 
business purpose for the structure.

MID-YEAR UPDATE 

REINSURANCE 

TAX WORLD
for the

BY ANDREW J. WEILL
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Agents should be aware that in some audits, the IRS issues sum-
monses to the program provider to produce all documents, in-
cluding marketing communications and presentations. Thus, 
loose language in a sales pitch can lead to an IRS misunder-
standing. Be careful what you write, and make sure your dealer 
is careful too!

The IRS agent will want to know: 

• Why use this structure rather than alternatives? 
• Is pricing inflated? 
• What about overrides? 
• Is there an artificial deduction being created? 

My standard approach is to clearly draw the difference between 
automotive F&I principles vs. enterprise risk used in captive 
programs. Auto F&I is unrelated third-party risk. Auto F&I 
doesn’t create a phony deduction; it simply takes a transaction 
that was going to happen anyway (and be fully tax deductible) 
and affords the dealer an opportunity to participate in the un-
derwriting profit and investment income. 

The IRS has repeatedly recognized the propriety of this arrange-
ment in the TAMs noted above, in its Audit Guide, and in nu-
merous Private Letter Rulings.

The dealer can expect the following questions:

• What did the owners know about the subject?
• Who advised?
• What tax authority supported the structure?
• Was any opinion letter sought? Why not?

The answers typically are easy for dealers, and are variations on:

• Owners are generally familiar with F&I programs.
• Advice came from the program, who made sure dealers 

consulted their professionals.
• The tax authority is the 2004 TAMs and other IRS rulings.
• Why pay for an expensive tax attorney opinion on a matter 

that is already recognized as proper by the IRS?

The typical IRS agent simply doesn’t understand our industry or 
its history. It’s important to correct the misapprehension that 
we are like the abusive programs. The major proof is that unlike 
the problematic programs, our structures pay claims. Be pre-
pared to show the evidence of the regular and routine payment 
of claims; it is powerful and favorable.

You may see questions about pricing. That’s because some of 
those captive programs charge premiums greatly inflated from 
commercially available products. This isn’t typically any prob-
lem in auto F&I, where pricing is highly competitive. 

Precision and Accuracy Are Important. 

One caution: all too often, we in the industry use poor terminol-
ogy. We sloppily call the reinsurance companies “captive” com-
panies. Auto F&I is not captive risk; it is unrelated third-party 
(customer) risk. We also misstate when we call the reinsurance 
companies “controlled foreign companies” (CFCs). These com-
panies make 953(d) elections, and become domestic companies 
for all tax purposes. They aren’t CFCs, because the “F” no lon-
ger applies. 

In responding to IRS requests, bear in mind who the real heroes 
are: the F&I managers, controllers, dealership and program ac-
countants, who do the paperwork, make the boring data entries, 
and generate regular reports and reconciliations. Without them, 
the dealership can’t respond properly. Poor documentation is 
an expensive mistake. Take good care of these crucial personnel.
In terms of the non-controlled foreign company (NCFC) world, 
there have been recent changes with last year’s tax reform that 
have stirred some issues. The issue is the standard to not be 
treated as a Passive Financial Investment Company (PFIC), 
which is disadvantageous. 

There is now an “applicable insurance liabilities” test required 
to avoid PFIC treatment, and the law excludes the use of un-
earned premium reserves from that test. This has raised several 
compliance concerns. A detailed discussion is beyond the scope 
of this article, but dealers who participate in NCFC programs 
are well-advised to have dialogue with their providers and pro-
fessional advisors to ensure that appropriate steps are being 
taken to address the particular needs of that dealer. 

Also, in light of the recent amendment to section 831(b) rais-
ing the ceiling for a small property and casualty company, some 
dealers may find that a classic reinsurance arrangement is more 
suitable to their needs than an NCFC. Many NCFC providers 
have taken steps that they feel sufficiently address the recent 
changes, but the situation is unsettled and we can only hope 
that further IRS guidance and clarification will be forthcom-
ing. Please don’t misunderstand me; the NCFC continues to be 
an important option. I’m simply noting that the landscape has 
changed and prudence is advisable.

There have been three recent tax court cases that led to unfa-
vorable results for taxpayers in captive programs. None of these 
were auto F&I cases; all were true captives. While these cases 
should not be directly applicable to our industry, they will likely 
affect the attitude of IRS auditors who don’t understand the dif-
ference. The cases do have lessons for us. In all of these, pay-
ment of claims was nonexistent or scanty, and justification of 
the pricing was questionable. These factors should be absent 
from typical auto F&I structures. 

What Can We Expect in the Future? 

I predict more audit attention, triggered by typical auto dealer 
audits in which the IRS notices that related entities might be 
involved. The best response is for dealers to review their pro-
grams with their agents and professional advisors to minimize 
risks and take advantage of opportunities. 

If dealers are involved with enterprise risk captives rather than 
auto F&I, then they may want to take a long look at restructur-
ing. Even the most compliant enterprise risk captives are likely 
to be subjected to scrutiny at this time, and a serious cost-bene-
fit analysis should be considered. 

But I remain confident that, although some of our population 
will get a bit more attention than we’ve seen for the past 15 
years, properly managed auto F&I programs will continue to 
meet IRS approval.

ANDREW WEILL IS A PRINCIPAL IN THE SAN FRANCISCO LAW FIRM OF WEILL & MAZER, WHICH FOCUSES 
ON COMPLEX COMMERCIAL, ESTATE, AND TAX LITIGATION. HE IS A CERTIFIED TAX LAW SPECIALIST AND 
A LEADING AUTHORITY ON LITIGATION AND TAX CONTROVERSIES INVOLVING STRUCTURES TAXED AS 
INSURANCE AND REINSURANCE, INCLUDING TAX AUDITS AND OTHER COMPLIANCE ISSUES.
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Whistleblower hotlines allow dealership 
employees to safely and anonymously report 
noncompliant behavior and processes before 
they lead to a lawsuit or regulatory action. 

Car dealers have been living in the era of compressed margins 
and now they are entering a cyclical sales slowdown. Now, more 
than ever, general agents must be the trusted advisors that bring 
value in all areas of dealership operations. In this difficult envi-
ronment compliance becomes critical because fines and penal-
ties might be devastating especially when it is harder to make 
money by selling cars. More importantly, implementing a com-
prehensive compliance program results in transparency and 
culture change.

Companies like mine are working with agents across the coun-
try to provide onsite compliance audits and online compliance 
training for all departments of a car dealership. This approach 
allows the agent to promote the culture of compliance and bring 
the necessary value-added service to your dealer clients. 

However, there are still employees in the equation. There will 
always be bad apples. There’s no way around it. 

Statistics show that 75% of employees have stolen at least once 
from their employers. Not to mention, 33% of all business bank-
ruptcies are caused by employee fraud. Bad apples will find a 
way to circumvent any compliance program, which is why a 
whistleblower hotline is so critical for the organization and sur-
vival of car dealerships today. 

Employees might cut corners in order to up their sales, and 
therefore, their commissions. They want to put more cars 
on the road, and in order to get there, they may throw their  

ethics to the curb. To hit these numbers, they might be violating 
dealership policies and procedures and that in turn will trigger 
compliance-related penalties and fines, which can completely 
undercut the profitability of any dealership in seconds. There 
needs to be a way for employees to submit an anonymous report 
in order to alert the owner about a pressing issue. 

A whistleblower hotline does exactly that, and there are plenty 
of providers to choose from. I encourage you to find one you like 
and consider implementing it in your dealerships. The benefits 
of these services include: 

1. REPUTATION AND ASSET PROTECTION

At the end of the day, the success of a dealership is built upon 
its reputation. Dealers need to have a stellar reputation in or-
der to increase customer satisfaction and retention. In addition, 
dealerships with a good reputation are able to attract talented 
employees. For example, you might find out that one of the 
salespeople is sexually harassing customers, and that will have a 
detrimental effect on the dealership’s reputation.

There are plenty of assets in a car dealership that must be protect-
ed, including cars, parts, computers, and customer data. Imple-
menting a fraud hotline might be the difference between knowing 
and not knowing what is really going on in the dealership. 

2. IMPROVED ORGANIZATIONAL CULTURE

Although a dealership owner might preach transparency to 
their staff frequently, nothing screams openness and welcomes 
communication like a third-party whistleblowing platform. 
Equipped employees feel like they can actually communicate 
theft and other activities they previously kept to themselves.

Agents Can Change 
a Dealership’s 
Culture —

One  
Whistleblower  

at a Time

By Max Zanan
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Whenever a general agent installs a fraud hotline, you bring an-
other value-added service. People will feel like they are able to be 
honest, which will carry its way through everything that they do.

3. UNETHICAL BEHAVIOR DETECTION
Employees are permitted to file any kind of report, whether it’s 
related to HR, sexual harassment, or theft, and the list goes on. 
This is a great way to detect potential erratic behavior in an em-
ployee. If multiple reports are filed every single week about the 
same person and what they do in your absence, that’s a good 
indication that you should hone in on this information.

Being able to detect this behavior will then allow management 
to act appropriately, either by speaking with the offender direct-
ly or firing them.

4. UNETHICAL BEHAVIOR PREVENTION
If employees know there is a third-party hotline where their 
coworkers can communicate about illegal and noncompliant 
behavior, then they are going to be less likely to steal, cheat, 
and lie. It’s an unspoken tool that will demand respect, which is 
especially important if one owns multiple dealerships and needs 
employees in every location to respect the operations. 

It is impossible for the dealer principal to be in two places at the 
same time. Dealership fraud hotlines can be their eyes and ears. 
A whistleblowing hotline should be in every agent’s toolbox so 
you can focus on growing your businesses, remaining compli-
ant, and providing top-notch services to your dealer clients.

The Sarbanes-Oxley Act

In the U.S., the Sarbanes-Oxley Act 
mandates that all public companies 
have a whistleblower system in place. 
Regardless of the public or private 
labeling, it’s an essential service 
that enables confidential reporting 
without fear of retaliation. 

The majority of people are good and want 
to do the right thing. It’s no different in car dealerships. 
Unfortunately, most dealerships are small – in physical 
size and number of employees – and everybody knows 
each other’s business, which makes it hard for people 
to come forward and do the right thing. Nobody wants 
to have the reputation of being a “snitch.” Employees 
don’t want to be bullied by coworkers; therefore, they 
end up keeping critical information to themselves.

A whistleblower hotline, however, would enable these 
individuals to file reports anonymously, exposing the 
deceitful behavior without jeopardizing their livelihood 
and standing with the company. This is exactly why ev-
ery agent should consider bringing a dealership fraud 
hotline to all of his/her dealer clients.

MAX ZANAN IS THE FOUNDER AND PRESIDENT OF TOTAL DEALER COMPLIANCE, AN AUTOMOTIVE DEAL-
ERSHIP COMPLIANCE FIRM THAT SPECIALIZES IN ONSITE AUDITS AND ONLINE TRAINING FOR ALL CAR 
DEALERSHIP DEPARTMENTS, INCLUDING SALES, BDC, F&I, HR, IT, AND FIXED OPS.
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How to Improve 
YOUR CANDIDATE EXPERIENCE

What do people think, in general, about the automotive indus-
try and the agents that service that industry — trustworthy or 
not trustworthy?

As agents and consultants, it is important that we understand 
the newest technique for building trust, in a “not-so-well-trust-
ed” automotive industry. This technique addresses how clients 
and prospects process information in their head, how they learn 
and how they buy our F&I services. It also applies to how our 
teammates learn and how they process information. 

A little-known secret for agents to increase F&I numbers and 
customer satisfaction is to communicate more effectively, thus 
building trust faster and adjusting to your clients and prospects 
ears, eyes, and feelings.

Knowing whether your client or teammate relates to the world 
with pictures in their head (visual), or through words they hear 
and say to themselves or out loud (auditory), or a combination 
of both visual and auditory that causes an emotion, feeling or gut 
response (kinesthetic) — helps you service and sell your clients 
and teammates in their preferred language and learning style. 

Note that this is how people “prefer” to learn and how they pre-
fer to buy! As you change your communication style to match 
with a person’s style of learning (or buying), you manage that 
person better and communicate more effectively. Many F&I 
agents still take a TO in the dealership and close deals — most 

of us do all the time — and this technique helps you sell our 
clients guests and manage our own teammates.

You Don’t Sell Products Or Services.  
You Teach People How To Buy Them.

Here’s a great exercise: Talk to three people you know. Ask them 
a question that forces them to ponder their answer for a second 
or two before speaking. Take note of where their eyes go before 
they respond. 

• 35% of the population relates to their world visually 
through images in their mind. They will divert their gaze 
to their upper left as they think and recall the information 
in their mind. 

• 25% of the population processes their world through words 
and hearing. They keep their eyes level when pondering 
something while diverting them to the left or right. 

• 40% use both visual and auditory cues — and rely on their 
gut feeling. Their eyes will go down as they search their 
mind for the answer to a question.

Everyone uses all three all the time. But most people have a 
tendency to use the one that is the most comfortable for them 
— especially during an unexpected change to a new F&I agency 
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HOW AGENTS 
BUILD TRUST
in a 

DISTRUSTFUL INDUSTRY
Connecting with new and prospective clients is always a challenge. Unlock the potential of neurolinguistic 
programming to learn how to speak each dealer’s language and more effectively communicate your message.

By Elle Artison
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supplying their products and services. It is at that moment during the sales 
cycle that agents and agency owners need to be sensitive to the learning style 
that the current client or prospect uses the most. 

You might recognize this strategy as neurolinguistic programming, also known 
as NLP: “Neuro” is the brain. “Linguistic” is speech. “Programming” is input 
and output — how we learn and how we express ourselves to others. It is the 
learning part that is important because it is also how we buy and how we like 
to be managed. 

As we recognize how others receive and process information, we better match 
our communication style to theirs. This results in building trust faster, manag-
ing our current accounts and prospects more effectively and increasing agency 
profits.
 
Now, how does that happen? Simple! People like to do business with people they 
like and trust — and NLP builds trust faster.

Speak Your Client’s Language. 

People relate to their world visually (pictures), auditorily (listening to sounds 
and speaking words) or kinesthetically (feelings and emotions). 

As we’re speaking our client’s language, we put them at ease faster, build trust 
more rapidly, and in general have clearer communications with them. We un-
derstand them better and they in turn understand us. Switch your communica-
tion to match how others learn and buy and, bang! You are in their head.

Using NLP as an agent helps you increase your rapport with a person in one-
third the time. Rapport equals trust. 

I
Visual people, as they talk, will make “see” statements: 

• “I see what you’re saying.”
• “I’d like to show you the menu.”
• “Look at this GAP brochure.” 
• “I saw how that works.” 

Auditory learners will make “hear” statements: 

• “I hear what you’re saying.”
• “I’d like to hear more about that.”
• “Let me ask you a question and you can tell what  

 the warranty covers.” 
• “Other guests tell me it is the best coverage, they  

 call and say thank you when wheels are covered.”

Kinesthetic learners make “touch” statements: 

• “I feel that way too.”
• “Can I get a brochure?” 
• “I’d like to get a better handle on what that covers.”
• “I’ll train your F&I staff giving you a progress report.”

AS CEO OF PAUL WEBB TRAINING LLC, ARISTON’S BACKGROUND IN 
CORPORATE WELLNESS PROVIDES THE SPRINGBOARD FOR DIRECTING 
PWT LLC INTO THE FUTURE. AS BOTH A PRESENTER AND CURRICULUM 
DEVELOPER, SHE HAS PROVIDED TRAINING AND CONSULTING TO LEADING 
PRIVATE AND PUBLICLY OWNED CORPORATIONS AND HAS PRESENTED AS 
A KEYNOTE SPEAKER TO NUMEROUS CONVENTION ATTENDEES, SEMINAR 
STUDENTS, AND ASSOCIATIONS AROUND THE WORLD.

As an agent, be sure to match your communi-
cation style with the people you communicate 
with. For example, you sit down with a new 
dealer prospect. If he or she says, “I’d like to talk 
about your margins,” the use of the word “talk” 
signals an auditory learner. 

An efficient response to this type of auditory 
guest would be, “Great, let’s sit down and talk 
about it for a few minutes. I’d be glad to explain 
the how the margins work. People have been 
saying the greatest things about these products. 
You’ll love what I have to say.”

The “appearance” of your clients and prospects 
is another cue. Being that visual and kinesthetic 
learners focus on visual elements, they tend to 
present themselves as more “buttoned down” 
and dress sharper with more attention to visual 
details, being that they spend more time and ef-
fort on their dress and how they visually appear 
to others. Auditory guests may not be at all con-
cerned about their physical grooming.

Whichever type of learner sits before you, your 
goal is to adjust your style of communication to 
match with the person you’re communicating 
with. As your clients and prospects tend to think 
in their natural mode, match their style with an 
adapted technique — they respond stronger and 
quicker, you’ll gain their trust faster, and you 
will communicate with them with more intent 
and meaning.

Finally, by practicing NLP with your company 
teammates you’ll hear and see your way toward 
your ultimate goal, which is to build trust faster. 
As they continue using your F&I agency prod-
ucts and services, that trust should lead to great 
referrals.

You do not have to get it exactly right. Remem-
ber, most people are a mix of at least two of the 
three strengths we discussed. So just raise your 
awareness of how they talk to you, and chances 
are good you’ll know how to make others feel 
understood and valued. 

It is easy to discover why they’ll always see you 
as a professional, speak highly of you, and feel 
comfortable doing business with you and your 
F&I agency.
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As agents, we all come from different backgrounds. Neverthe-
less, whether one had extensive retail experience or not, our 
dealers do expect real results from us. F&I training and devel-
opment is the price of admission. 

Agents are expected to provide off-site classroom-style train-
ing that will produce a learning environment — and, ultimately, 
generate results. This in-classroom training must spill over to 
one-on-one in-store coaching. This is when information ac-
quired in a classroom will be solidified. Only then will it pro-
duce real behavioral changes. 

All of this is expected, and many agents have been doing it for 
years. But in today’s competitive world, you have to deliver be-
yond the dealer’s expectations. Let’s take a look at three strate-
gies you can utilize to improve your influence and go beyond 
F&I training.

F&I Is a Team Sport. 

Customers are being exposed to F&I well before they arrive at a 
dealership. By now, you’ve heard all of the boring stats about it, 
you’ve seen all the technology widgets, and you may have expe-
rienced empty promises of some magical software. Good, bad, 
or indifferent, it is true: Customers are curious about financing 
and protection options while they are shopping for their new 
vehicle. 

What does this mean to you? Well, if you are not involved in 
training salespeople or BDC personnel, you are missing out an 
opportunity to win big. Get on the same frequency with your 

dealer and figure out a way to influence all who are involved in 
those early conversations with customers. 

You must know what their process looks and sounds like. Do not 
approach it as if you are simply trying to be in the know; rather, 
look for ways to steer them to have structured conversations 
with their online shoppers. 

The reality is that BDC personnel care about appointments set 
and show ratios, while salespeople care about one thing, and 
one thing only: selling a car. Help them figure out the best way 
to accomplish more of those goals and you will win them over. 
Supportive sales and BDC staff will, in turn, influence customers 
and plant great F&I seeds. 

Win the Desk. 

Our industry is changing. As Baby Boomers are retiring in 
droves, F&I knowledge and know-how transfer is becoming 
much more scarce. With less experience, F&I became much 
more technology-dependent. 

Think about it: Dealertrack and RouteOne were already well-
established when the majority of F&I and sales manager profes-
sionals working today began their careers. They are much more 
dependent on system approvals. 

With ever more complicated lender programs, the art of an F&I 
deal is hard to come by. This is a great opportunity for an agent. 
Coaching and helping sales managers and F&I managers to put 
deals together is a sure way to win everyone over. 

Agents Must Offer More Than F&I Training

DEPT: TRAINING

By Tony Troussov
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Deliver the 
unexpected to your 
dealer clients by going 
beyond F&I training 
and digging into the 
intricacies of dealer-
arranged financing, 
cross-departmental 
cooperation, and 
the effects your 
work has on the 
personal lives of 
dealership personnel. 



JUL / AUG 2019    AGENT ENTREPRENEUR  |  31

3
Get familiar with lenders and their programs. Meet with bank 
reps personally and find out about the intricacies of their pro-
grams. Ask your dealer to provide you with finance platform 
logins and go to work on making deals happen. Helping sales 
managers score more gross will go a long way toward winning 
them over. 

Understand the Ripple Effect. 

With shrinking margins and a greater focus on F&I, dealer prof-
itability affects everyone at the store. When focusing on the 
ripple effect of this, you are influencing people at the dealership 
far beyond F&I training. 

Helping someone reach their goals and 
buy their first house or take their fam-
ily on a nice vacation is a reward that 
is worth all the effort you put in with 
those individuals. When you make your 
work about people, it amplifies the ef-
fect you have on everyone involved. It 
certainly becomes a way bigger “Why?” 
than anything else out there. 

As Zig Ziglar once said, “You will get all 
you want in life, if you help enough oth-
er people get what they want.” Figure 
out a way to produce so much of this 

positive ripple effect that the dealership personnel you train 
can’t wait for you to be with them. This is one way to stay rela-
tive and influential. Touch as many people as possible at each 
one of your accounts, from receptionists to technicians. 

As basic as it sounds, treating everyone like gold will pay much 
more than any product will. When you make it about them, you 
are bound to create a much greater influence. 

None of these things might be new to you. As a matter of fact, 
there is a chance you have done them in the past. And maybe 
— just maybe — you forgot and got away from them. The ben-
efits are endless, with one being more esteemed by your dealer. 
Positioning yourself with your dealer as a key member of their 

leadership team will go a long way. 

Above all, keep the human aspect in 
mind. This simple change in mindset 
will have an effect that goes beyond F&I 
training.

If you are not involved 
in training salespeople 
or BDC personnel, you 
are missing out an 
opportunity to win big.

TONY TROUSSOV CSP IS A 20-YEAR F&I INDUSTRY VETERAN 
AND PRINCIPAL OF MEZEN DEALERSHIP SERVICES. CONTACT 
HIM AT TONY.TROUSSOV@BOBIT.COM.



32  |  AGENT ENTREPRENEUR  JUL / AUG 2019

@
istockphoto.com/fatido

New CFPB guidance 
should inspire agents 
and dealers to look for 
unearned premiums from 
total losses, repossessions, 
and early payoffs. 

Everybody likes found money, who 
wouldn’t? There is one small problem, 
however: You have to know about the 
money to find it. This theme or a varia-
tion on this theme was one of the issues 
discussed in the Consumer Financial 
Protection Bureau’s Winter 2019 Super-
visory Highlights.

The sale of ancillary products can be a 
productive area for automotive dealer-
ships. Although issues can arise at any 
point in the sales process, most compli-
ance experts would point to the impor-
tance of “front-end” disclosures of cost, 
benefits, and exclusions. This is fertile 
ground, which can give rise to claims 
of unfair, deceptive, or abusive acts or 
practices, payment packing, and fraud. 

The CFPB, on the other hand, was fo-
cused on “back-end” disclosures in 
the ancillary products timeline 
in the aforementioned  
guidance. 

Bad Math, Missed Claims

There are two events which cut off the 
benefit of an extended warranty: a total 
loss or a repossession. What then hap-
pens to the customer’s premium, which 
was financed as part of the retail in-
stallment sales contract? Is there a duty 
to notify the customer that they may be 
entitled to a pro rata refund of premi-
um? Who has responsibility to make a 
claim for a pro rata refund of premium? 
The CFPB examiners reviewed the ser-
vicing operations of some (unnamed) 
captive automotive finance companies 
in these circumstances. They found 
that the servicers were improperly sub-
mitting claims.

More specifically, the claims involved 
extended warranties for used vehicles 
and the claims were being submitted on 
gross mileage rather than the net num-
ber of miles driven since the consumer 
bought the used vehicle. The servicer 
then compounded this error by claim-
ing the consumer had a higher deficien-
cy balance by reason of the improper 
submission of the premium rebate. 

In other cases, the servicer did not even 
request a rebate for an eligible ancil-
lary product after a total loss or repos-
session and again sent the consumer a 
deficiency notice. The notice claimed 
a higher amount was due than would 
have been due if the rebate request had 
been submitted and applied to the out-
standing debt.

Not surprisingly, these actions were 
found to constitute UDAAP violations 
as outlined by the Consumer Financial 
Protection Act of 2010. This same sort 
of fact scenario could apply to other 
ancillary products in which the useful-
ness terminates (e.g. GAP insurance in 
the event of an early payoff ). The CFPB 
required that the captive automotive 
finance companies identify and remedi-
ate the harm suffered by affected bor-
rowers and correct the deficiency notic-
es to clarify the status of rebates, which 
may apply.

Give Your Dealers the Gift of Found Money

DEPT: LEGAL

By Robert J. Wilson Esq.
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The sale of ancillary 
products can be a  
productive area for  

automotive dealerships.
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How should you apply this lesson in 
your dealer clients’ businesses? You 
should review your ancillary product 
contracts to determine who is respon-
sible for: 

Disclosure to the customer of the 
ability to obtain pro rata refunds.
 

Submission of claims for pro rata  
refunds.
 

Sending deficiency notices — and 
is that entity aware of the status of 
entitlement to pro rata refund that 
may apply to any deficiency?

From a broader perspective, the ru-
mors about the demise of the CFPB 
are premature. While the current ver-
sion of the CFPB may not have the laser 
focus of the Cordray CFPB, it still will 
pursue disclosure and UDAAP issues 
and, perhaps more importantly, it still 
has its eyes on the automotive industry. 

If one of your dealerships comes into 
some “found money” in the form of un-
earned premium due to a total loss, re-
possession, or early payoff, they would 
be well-advised to ensure that the 
consumer has received complete and 
accurate disclosure of their rights to a 
pro rata refund, that the party with the 
duty submits and pursues such a refund 
claim, and that the consumer receives 
full and accurate credit for such premi-
um refund in the event of a deficiency.

Is there a duty to notify 
the customer that they 
may be entitled to a pro 
rata refund of premium? 

1.

2.

3.

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. 

DISCLAIMER: Content provided in this article is intended for informational purposes 
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, jurisdiction and circumstances. No duties are assumed, intended 
or created by this communication. No attorney-client relationship is being created by 
your review or use of this material.
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Digital F&I Can Inform, Educate,  
and Compel Customers

DEPT: TECHNOLOGY

Janet Crabtree of Reahard & Associates 
Inc. believes moving parts of F&I 
online — particularly in the form of 
consumer-facing product videos, can 
help create a foundation of trust that 
benefits the instore presentation.  

At last year’s Industry Summit, Janet Crabtree represented 
Reahard & Associates in the inaugural Technology Challenge. 
After the event, Agent Entrepreneur caught up with Crabtree, 
who serves as the training provider’s director of operations, to 
ask about her experience. 

Janet, why did you participate in the Technology Challenge? 
Everyone knows Reahard & Associates for our F&I training 
services. But they may not know about the additional services 
we offer to help dealers make the F&I 
process more transparent and cre-
ate customer interest in F&I products. 
The Technology Challenge presented a 
wonderful opportunity to share our so-
lution to engaging the customer before 
they enter the dealership and educating 
them about the products available via 
F&I product videos.

What did you feel made your presen-
tation stand out with the Industry 
Summit audience? 
The change in focus. Often the focus is 
on selling our products or better ways 
to sell those products. In reality, the 
consumer will see for themselves their 
need for these products — if they are 
educated about the products and how 
those products can be of benefit to 
them.  

Studies show that consumers who conduct their research online 
prior to coming to the dealership are more likely to buy F&I 
products. And they ask more questions about F&I products after 
previewing them online. 

Our F&I product videos are designed to educate, inform, and 
generate customer interest in F&I products before the customer 
comes to the dealership. They provide customers with an unbi-
ased perspective from an industry expert regarding GAP, vehicle 

service agreements, prepaid maintenance, tire-and-wheel, and 
more.  

Once the customer interest has been established, F&I managers 
can then utilize this along with other third-party resources to 
build trust and credibility with the consumer. The transaction 
then moves from selling to helping, creating a win-win for ev-
eryone.

Were you impressed by any other presentations? 
Absolutely. The variety of technology solutions presented was 
very impressive. It was exciting to see the array of products and 
services available to dealers — from those that use technology 
to build customer loyalty through product and service branding, 
to the advanced menu systems with full integration, to the inter-
active systems that help track inventory on the lot. I think just 
about every aspect of dealership functionality was addressed. 

Do you believe this signals a growing interest in digital 
sales and F&I solutions? 
Without a doubt. I’m convinced we will continue to see growth 

in digital sales and even the transition 
to offering F&I solutions online. The 
key to transitioning F&I solutions on-
line is creating customer awareness, as 
with our F&I product videos. 

However, I remain confident that this 
will not have a negative impact on deal-
ers.  For most people purchasing an au-
tomobile, our senses — at least four of 
the five — still come into play. We like 
to “see” what we are getting, “touch” 
the steering wheel, “smell” the new car 
smell, “hear” the engine. 

I prefer to think of digital solutions and 
dealerships as a potential symbiotic re-
lationship. If we get it right, the two will 
work together to each other’s benefit. 

What’s next for your company?
At Reahard & Associates, our focus is on helping people — the 
agent, the dealer, the F&I manager and the customer. As such, 
our F&I training has always been customer-focused. We will 
continue to incorporate industry changes as they impact F&I 
while retaining our customer-focused mentality. 

If you’ve heard Ron Reahard speak, attended one of our classes or 
even called our office, you’ve heard, “It’s a beautiful day … to help 
a customer!” We are always looking for ways to do just that. 

By Kate Spatafora

THE CONSUMER WILL 
SEE FOR THEMSELVES 
THEIR NEED FOR 
THESE PRODUCTS 
— IF THEY ARE 
EDUCATED ABOUT 
THE PRODUCTS 
AND HOW THOSE 
PRODUCTS CAN BE OF 
BENEFIT TO THEM.  
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AN INTERVIEW WITH 
FINBARR O’NEILL

DEPT: MEET THE EXECUTIVE

AE looks for practical solutions with Finbarr O’Neill,  
chairman and CEO of APCO Holdings, home of 
the EasyCare and GWC Warranty brands. 

By Tariq Kamal

In April, Larry Dorfman, the founder 
and chief executive of APCO Hold-
ings LLC, announced he would step 
down as chairman and CEO but re-

main with the company as a senior advi-
sor. He asked Finbarr “Fin” O’Neill, who 
had joined APCO’s board following 
his 2018 retirement from J.D. Power, 
to take his place. Agent Entrepreneur 
caught up with O’Neill shortly follow-
ing the announcement to discuss his 
new role, the career path that led him 
there, and why dealers are the engine 
of the industry. 

Fin, what happened to 
your retirement? 

I had been asked to serve on APCO’s 
board and I was really enjoying 

it — great company, great 
culture. Larry founded it 35 
years ago and it grew sub-
stantially. But I wasn’t 
really thinking about go-
ing back to work when 
they asked me to 
move into the CEO 
position. I thought 
about it. I asked my 
wife of 42 years. 
I asked my chil-
dren. They said 
I looked a little 
bored in re-
tirement. I’m 
not a golfer. 
So I said yes. 
 

Is it a strange situation, taking over 
for a chief executive who founded the 
company and remains an active advisor? 
Not strange, but Larry and I of course talked 
about it. He founded the company. He is a very 
charismatic and creative guy. Larry has impor-
tant relationships in this business. He’s going 
to help us maintain those relationships. I am 
here to help a great management team run the 
business. Although I have been in the car busi-
ness a long time, I have a lot to learn about the 
vehicle service contract business. I will contin-
ue to rely on Larry for his experience and rela-
tionships. And he is never short of ideas. 

You have to give him credit for saying, “OK, 
this is my company, and I’ve been running it 
for 35 years. But I don’t have to be CEO. We’ve 
got this other guy.” 

And that 35 years probably went past Larry in a 
snap, but it’s a long time. On a more personal 
level, he loves to get together with his family, 
his grandchildren. As we get older, we think 
about which things are more important, what 
we’d like to do. He saw me as an alternative. 
Turns out I’m able to do it for them. We gener-
ally agree on what needs to be done. I’m hoping 
to add value to a strong management team. 

Where did it all begin? 
Where are you from?
I was born in Ireland. We immigrated to New 
York City when I was 10. I grew up in New York, 
went to law school there, started my career at a 
big law firm there. 

PHOTO COURTESY OF APCO HOLDINGS
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What type of law did you practice? 
I mainly did antitrust commercial litigation, merg-
ers and acquisitions. 

How did you break into automotive? 
It was 1983, and I was looking for a new opportuni-
ty. I saw an ad in the back of The Wall Street Jour-
nal for an in-house lawyer for Toyota Motor Sales 
in Torrance, Calif. I had the classic New York-
centric view of the world, so Torrance seemed like 
a world away. Nonetheless, I interviewed. It was 
the greatest stroke of luck of my life. Toyota intro-
duced me to the dynamic world that is the automo-
tive industry.

What surprised you about the industry? 
Well, Toyota was a great place to work, and part of 
the reason was the culture. They are very focused 
on product but just as much on their retailers. It 
was important to Toyota that the dealer succeed. 
So I learned that the dealer is really the engine of 
the auto industry. That was an important lesson 
for me and one that’s very much alive at APCO, 
with the EasyCare and GWC brands. 

At the end of the day, we’re in business to help 
dealers and agents succeed. We’re playing in the 
F&I space, selling vehicle service contracts. A lot 
of people sell vehicle service contracts. We are 
different. We offer a range of services, partnering 
with dealers, to help them succeed. 

Dealers want us to deliver good products. Con-
sumers are buying insurance against unexpected 
outlays on their vehicles. To customers, it is in-
surance. Most buy insurance and never use it. 

But when you do, you want to have a good claims 
experience. We answer the phone in 30 to 40 sec-
onds. We have a well-defined process to adjudicate 
claims and do it quickly. We will not approve every 
claim, but we handle every claim in a highly profes-
sional way. 

Dealers also need help in selling these F&I prod-
ucts. There’s a great deal of turnover in dealerships, 
even in F&I. We’ve got some of the best trainers in 
the business — online training, of course, but also 
classroom and instore training. We bring a lot of 
value to dealers in this way.

Back in the day, dealers were still maintaining mar-
gin on new cars. But by the time I got to Hyundai, 
we could see the business evolving substantially. 
Dealers were looking for profits in other parts of 
their business. F&I became increasingly important. 

When did you move from Toyota to Hyundai? 
I joined Hyundai as a lawyer in 1985. I became CEO 
in 1998.

How did that go down?
Hyundai’s total U.S. sales had diminished to about 
90,000 units by that point, and we had to offer 
heavy incentives even to sell those vehicles. As 
Woody Allen says, “Eighty percent of life is show-
ing up.” And I was a solutions-oriented lawyer. If 
you’re coming to me with an idea or a problem, I 
know you want to do what’s legal and ethical. How 
do we do it? That was my outlook. And at one point 
they looked down the bench and said, “How about 
you?” 

Over the next five years, we quadrupled sales. And 
a lot of that credit goes to great dealers. The car is 
not sold until the dealer sells it. There was a time 
when everyone seemed to be predicting the end 
of the dealership as we know it. Dealers and their 
bricks and mortar are still integral to the business. 

Of course, the business model will continue to 
evolve, and dealers with it. Consumers are already 
banking online, investing online, buying insur-
ance online. It won’t change right away. We will be 
there with the products and services dealers need 
to keep up with all the changes. 

The change we’re talking about couldn’t have 
come as a complete surprise to the factories, even 
in the late ’90s. 

It wasn’t. I remember when it started to become 
clear that the internet was going to offer a busi-
ness advantage. And even then, it was clear that 
the computer itself would become smaller and 
smaller and become portable. People understood 
where that would go. They understood that wire-
less would be ubiquitous. 

It was the greatest stroke of luck 
of my life. Toyota introduced me 
to the dynamic world that is the 
automotive industry.
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By the end of the ’90s, it was clear. And people 
were starting to say the internet will overwhelm 
dealers. At Hyundai, we were looking for solu-
tions — online service scheduling, putting kiosks 
in stores, new technology to help with the sales 
walkaround. Now everyone has smartphones and 
iPads. Now dealers are integrating technology 
across their business from website to the show-
room to the service drive. Auto retail is a challeng-
ing business right now. 

For APCO, it’s about being a partner in a time of 
disruption, being sophisticated, offering real solu-
tions with the extra services and insight that keep 
our customers ahead of the curve. 

How long were you with Hyundai? 
Eighteen years. I left when I was recruited to run 
Mitsubishi North America, which at the time was 
owned by Mercedes-Benz. 

I then moved on to become president and CEO of 
Reynolds and Reynolds in 2005. We sold the com-
pany in 2007 and I left in 2008. Reynolds was a 
great company fully focused on serving their deal-
er customer’s needs. For me, it was an excellent 
opportunity to see how dealers interfaced with 
technology. It was a lot different than working 
at OEM, where your customer is your franchisee. 
They are going to buy your cars. The only question 
is how many.

In technology, dealers have choices. You must 
understand how to help dealers not just run their 
parts operation, for example, but front-end sales, 
financing and back-end service. Working in tech-
nology gave me new insights into this business. 

And you went from Reynolds 
to J.D. Power, correct? 
I did. I was looking for a job, not that intensely, 
still living in Ohio. I was helping my daughter 
move into her dorm at Loyola Marymount Univer-
sity in Los Angeles. I got a call a week in advance 
from Dave Power. “Are you on the West Coast? 

How about meeting me for dinner?” I thought he 
was just checking in. I had no idea he would ask 
me to be president and CEO. J.D. Power is a great 
brand, a high-integrity company, and by March of 
2008, I was there. I had the good fortune to work 
there for 10 years. Then S&P Global decided to 
sell it. 

Did they bring you in for a specific reason 
or did they just need a new leader? 
J.D. Power has always been focused on under-
standing consumer concerns. The challenge was 
that the company was running in silos. In the 
digital age, you can’t have data on different Excel 
files around the company. If the same consumer 
is buying car insurance and financial services, it’s 
important to integrate that data — not just sur-
veys and reports but to get to deep data analytics. 

J.D. Power also has great information on vehicle 
pricing. Today, they capture 42% of all new-car 
sales at franchise dealers on a daily basis. That’s 
great for demand analysis: What can you price car 
at? What incentive do you have to offer? So, devel-
oping that business was also important. 

We also acquired the NADA Used Car Guide, a 
premier source of data on used car pricing for 
dealers and the National Appraisal Guides con-
sumer website which had five million visitors a 
month. My mission was to put all that together 
into a modern data analytics company. S&P decid-
ed to focus on capital markets. We were focused 
on the consumer, so they put us up for sale. Then 
I retired. That was my last gig, or so I thought. 

Looking back on your career to 
this point, is it just a series of big 
surprises, or does it all make sense? 
It makes sense. There was no grand plan but there 
was a theme. I learned early on it’s all about solu-
tions. Everyone is looking for practical solutions. 
Getting into automotive and really growing to 
respect dealers, the tough job they have, and be-
ing able to help build their businesses. Whether it 
was product at Hyundai, software at Reynolds and 
Reynolds, or consumer insights at J.D. Power, it’s 
all about helping your customers be more success-
ful with their products and services. 

At every company I’ve worked for, our success has 
been based one way or another on the dealer’s 
success.

There was a time when everyone 
seemed to be predicting the end 
of the dealership as we know it.
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VISIT AGENT-ENTREPRENEUR.COM FOR BREAKING INDUSTRY NEWS.

DEPT: ON THE MOVE

PREFERRED WARRANTIES  
NAMES MARLEY VP OF SALES

ORWIGSBURG, Pa.  — Preferred 
Warranties Inc., a business unit 
of global vehicle remarketing and 
technology solutions provider 
KAR Auction Services Inc., named   
Allison Marley  vice president of 
sales. She is expected to lead the 
PWI sales and training team, inter-
act with key customers and part-
ners and activate the national sales 
structure through her team of six 
regional sales managers.

Marley’s 15-plus years of experi-
ence in the automotive industry 

includes tenures with Ford, General Motors, Mercedes-Benz, Toyota, and, 
most recently, NextGear Capital, where she served as senior director of 
performance management.

“Allison is a dynamic and strategic leader who will accelerate and revolu-
tionize PWI’s sales strategy,” said Edmund Field, president of PWI. “She 
has the vision to create and execute momentum in existing markets and 
launch strategy for new market expansion. By developing and empow-
ering the sales team, she will drive revenue, increase market share and 
achieve company growth metrics.”

SPIREON APPOINTS SKUTTA  
PRESIDENT OF AUTOMOTIVE

IRVINE, Calif. — Vehicle intelligence 
provider Spireon announced the uni-
fication of its vehicle finance, buy-
here, pay-here, lender, and franchise 
dealer product offerings into a com-
bined “Automotive” portfolio.  Brian 
Skutta  will serve as its president. 
Executives said that, under Skutta’s 
leadership, Spireon’s automotive-
focused segments will leverage its in-
novative product lineup and already 
deep bench of industry experts to 
best serve its customers into the fu-
ture.

“Brian has extensive experience in the automotive sector and an outstand-
ing history of driving both top and bottom line results while ensuring the 
customer’s needs remain top of mind,” said Kevin Weiss, CEO of Spireon. 
“With two flagship products — Kahu and GoldStar — meeting the con-
nected vehicle needs of our automotive customers, Brian’s expertise and 
unique vantage point will help elevate the business to its highest potential.”
Before joining Spireon, Skutta was executive vice president of dealer sales 
and service at TrueCar, playing a pivotal role in the development and exe-
cution of the company’s dealer relations turnaround and product portfolio 
expansion. He previously held C-suite and executive leadership positions 
at AutoAlert, VinSolutions, and Autotrader.

“Spireon has a proven track record of exceptional leadership in the con-
nected vehicle space, having launched the first truly connected solution of 
its kind — Kahu,” noted Skutta. “I’m joining the company at a pivotal time 
and look forward to helping grow our already impressive customer base of 
over 20,000 companies, boost our contributions to the industry and fur-
ther solidify our commitment to the companies we serve.”
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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

Classic
www.classictrak.com

Automotive 
Compliance
Education (ACE) 
www.acecert.org

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

7

323

C3 9

37

33 41

43

535

AGWS
www.agwsinc.com

29

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

C4

24/25 C2 27

21

DEPT: AD INDEX

US Equity Advantage
www.usequityadvantage.com

31

PCMI
www.pcmicorp.com

39 19

Portfolio
www.portfoliore 
insurance.com

Protective Asset  
Protection
www.protectiveasset 
protection.com

11
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 SAVE THE DATE
November 4th-6th, 2019

New Orleans Marriott

Stay tuned to IndustrySummit.com for more information.
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GIL VAN OVER IS EXECUTIVE DIRECTOR OF AUTOMOTIVE COMPLI-
ANCE EDUCATION (ACE), THE FOUNDER AND PRESIDENT OF GVO3 
& ASSOCIATES, AND AUTHOR OF “AUTOMOTIVE COMPLIANCE IN 
A DIGITAL WORLD.”

Experienced agents know 
noncompliance isn’t limited 
to the F&I department. Help 
your dealers avoid harming 
customers or running afoul 
of regulators by kicking 
their kinks out of the box, 
off the desk, and away 
from the showroom. 

I spend some time assisting dealers who 
are subject to litigation or regulatory 
oversight from the Dark Side. Some of the 
cases involve cases of alleged fraud and 
the Dark Side always assumes the dealer 
or dealership managers are the kink.

Some of the time I can show that the 
consumer is the one who perpetrated the 
fraud. Other times not so much.

Part of our responsibility is to let the 
dealer who employs us know if there is 
a kink in the house. I’ve compiled a list 
of potential areas to review to ensure the 
dealerships you serve are kink-free.

Manufacturing Stips

In 2018, the Federal Trade Commission 
announced it had shut down three web-
sites that sold consumers several differ-
ent fake documents to facilitate identity 
theft and bank fraud.

Unfortunately, a search in today’s search 
engine using the keywords “fake pay-
stubs” delivers a result of another 10 
websites on the first page alone, includ-
ing one that advertises that the fake doc-
ument includes a company logo.

We found an F&I manager who was cre-
ating fake paystubs on demand to satisfy 
finance source stips. The scam started 
unraveling when we noticed similar look-
ing paystubs with different company in-

formation on the paystub. Fortunately 
for the dealer, the manager was stupid 
enough to create the paystubs using com-
pany property and the fake website was 
one of the manager’s favorites.

Suggest your dealer periodically review 
or restrict the websites employees can 
access.

Sales Kinks

Kinks are not limited to the F&I offices. 
In fact, in our compliance reviews, we 
assign point deductions by department, 
sales, and F&I. So far, many issues are 
sales process issues, including: 

Payment packing: 
This deceptive practice seems to contin-
ue even with the advent of electronic de-
sking systems. There are many variations 
on what constitutes payment packing, 
but the basic definition remains intact: 
Quoting a payment higher than the actu-
al payment for the vehicle and or volun-
tary protection products contemplated at 
that point in time. 

Some of the variations include hiding 
voluntary protection products, using an 
APR higher than reasonable given the in-
formation known at the time, calculating 
a payment with 365 days to the first pay-
ment, or just adding $40 worth of leg to 
every payment quote.

I found a desking template in one elec-
tronic desking system named “Retail 40.” 
Curious, I looked at the template and 
found that $40 worth of leg was added to 
every payment quote when that template 
was used.

To help the dealer uncover sales kinks, 
periodically review the settings and the 
results from electronic desking systems.

Credit application fraud: 
I recently listened to an FBI special agent 
who investigated a dealer for bank fraud, 

and he affirmed what we all know to be 
the truth: The dealer has an obligation 
to accurately represent the credit ap-
plication information to the best of the 
dealer’s knowledge. 

In other words, don’t make everyone a 
“manager” because everyone manages 
something in their life. Don’t give con-
sumers raises or create additional in-
come. Don’t increase time on the job or 
time at the residence to avoid providing 
previous employment or residence infor-
mation.

A credit application audit is required to 
ensure that the information on the signed 
source credit application is consistent 
with the information on the signed sub-
mitted credit application.

Powerbooking and straw purchases: 
Powerbooking is the practice of adding 
a nonexistent third-row bench seat to a 
Prius, or some similar exercise. Inflating 
the value of the collateral to the finance 
source to support a higher amount fi-
nanced is bank fraud.

Straw purchases occur when the person 
who will be driving the vehicle and pay-
ing for it is not on the financed contract. 
It usually happens when the straw does 
not qualify for financing. Many times, 
true to the finance source’s original deci-
sion, the straw deal ends up as a default 
and sometimes becomes a recourse deal 
to the dealer.

Powerbooking and straws are sometimes 
tougher to uncover in the deal paperwork 
with a kinky sales manager, but review-
ing requests for recourse payoffs may be 
a place to start an investigation.

Good luck and good selling.

Got a Kink in the House?

DEPT: ACE SPACE

By Gil Van Over
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