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increase your income.  Call me - Ron Reahard

Untitled-2   1 11/14/19   11:52 AM



2  |  AGENT ENTREPRENEUR  NOV/DEC 2019

FEATURES

 10  Experts Debate the Real-World 
Application of Online F&I Menus
Agents have every motivation to explore new ways to protect and improve 
F&I production and profitability. Fear of lost sales has prevented many from 
recommending that dealers adopt and endorse an online option. Experts 
say it may be necessary to keep pace with the growing number of self-
sufficient customers.

 16 F&I Agents and the Digital Revolution
Wherever you stand on the online F&I debate, the ability to guide dealer 
clients through the process of digitization will position your agency for 
success no matter what comes next.

 20  CXM, Part 1: What It Is and Why  
Your Dealers Should Be Using It
Learn how customer experience management meets the demand for greater 
consumer interaction and how dealers and agents can take advantage.

 24 How to Avoid Copyright Infringement
Trainers bring a lifetime of experience and know-how to the agencies 
and F&I product providers that hire them. In some cases, they also bring 
concepts and curricula another party could claim as their own.

 4  Letter From 
the Editor: 
Summit Success

 6 Summit Updates: 
A Round of Applause for 
This Year’s Presenters

 28 Training: 
Video Killed the Radio Star

 32 Training: 
Empower F&I and 
Turn Up Profits!

 36 Legal: 
Island Hopping Is a 
Compliance Concern

 38 Meet the Executive: 
An Interview with Justin Lane

 42 Ad Index

 44 ACE Space: 
How to Implement 
a Compliance 
Management System

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

Art Director
Vince Taroc

Change Service 
Requested

Return Address:

PO Box 2703
Torrance, CA 90509

Subscription Inquiries
admin@mgigmedia.com

Printed in the U.S.A.

10

Contents

Cover ©gettyimages.com/gradyreese

NOV/DEC 2019  |  Vol. 6  No. 7



Unmatched Service Comes from ExperienceSM

For more information on CNA National products and services, 
call us toll-free at 800-345-0191, extension 450
or email us at info@cnanational.com.

cnanational.com

We Are Relationship Material
For over three decades, we have brought dealers 
and customers together with our finest programs, 
highest level of service and personalized care. 
Here's to the next 30 years of bliss!

-Adam B., CNA National agent since 1997

“CNA National is a quality,
 integrity-filled organization that 
 strives to not only take care of 
 their business partners, but the 
 customers who have purchased 
 their various products. I highly 
 recommend them!”
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DEPT: Letter from the Editor

W
ow! On behalf of myself 
and the rest of the Indus-
try Summit team, we are 
grateful to everyone who 
joined us in New Orleans 

in November for the 2019 event. Work-
ing so closely with both the magazine 
and Summit events, it is always so re-
warding to see readers become attend-
ees, advertisers who become sponsors, 
and writers who transform into pre-

senters and take to the stage to contin-
ue to share their industry knowledge. 

We have dedicated this issue’s Sum-
mit Updates to those executives and 
thought leaders who made up this year’s 
agenda. Flip through the next few page 
to come face-to-face with the speakers 
that informed, educated and took on 
real-world F&I challenges at this year’s 
Industry Summit. In fact, a few of those 
individuals that joined us in New Orle-
ans actually have articles included in 

this issue! So don’t worry, if you weren’t 
able to attend, AE will cover all the top-
ics critical to agents, in this and future 
issues. 

American Financial & Automotive 
Services’ vice president of training, Ritch 
Wheeler, made his Industry Summit de-
but as our master of ceremonies. During 
a pre-conference interview, Wheeler 
said, “this year has an incredible lineup 
of speakers, and I’m really looking for-
ward to hearing them talk about how we 
position ourselves for the future of our 
industry,” and we couldn’t have said it 
better ourselves!

Wheeler continues this mindset with 
his AE debut article, “Video Killed the 
Radio Star,” where he poses the dilem-

ma, “If the future is video, why is F&I 
stuck in the past?” Learn a three-step 
process you can use to inject new tech-
nology and enhanced personalization in 
your F&I training program. 

Do you want to empower F&I and 
turn up those profits? Well, then keep 
reading! Next up on the training front, 
Rick McCormick, national account de-
velopment manager for Reahard & Asso-
ciates, and a long-time Industry Summit 
speaker, shares his tried and true strat-

egies to put your dealers on the path to 
increased production and higher profit-
ability. 

Our resident legal writer and now In-
dustry Summit speaker, ARMD Resource 
Group’s general counsel, Robert Wilson, 
promotes the importance of compliance 
with his most recent article, “Island 
Hopping Is a Compliance Concern.” Ad-
vances in technology are imperative to 
the development of the F&I industry, 
but they also introduce us to new securi-
ty issues. Hackers are using weak links in 
vendor and supply chains to target more 
secure networks. Read Wilson’s article 
for the inside scoop on what agents and 
dealers need to know, today.

Agents can and should help dealers 
design, install, and enforce their CMS. 
Luckily for everyone involved, Automo-
tive Compliance Education’s executive 
director, Gil Van Over, is ready and will-
ing to share the instructions to do so! As 
a federally mandated compliance solu-
tion, this isn’t an article you can afford 
to flip past. 

Keep in mind, these are just a few 
of the articles that fill the pages of this 
issue. So whether you are reading with 
us at the office, on the road, or back at 
home, we truly hope you enjoy what the 
AE team has put together for our final 
issue of 2019. What do you think 2020 
has in store for us?  

Summit Success

“It is always so rewarding to see readers 
become attendees, advertisers who become 

sponsors, and writers who transform into 
presenters and take to the stage to continue to 

share their industry knowledge.”

BY: Kate Spatafora

Event organizers share 
their appreciation for the 
attendees, speakers, and 
sponsors who joined them 
at Industry Summit. 



www.orias.com

VSC | GAP | Compliance | Private Label | Profit Sharing | Administration 

Ancillary Products | Captive Reinsurance 

WE CAN LEAD THE WAY
For over 40 years, Old Republic Insured 
Automotive Services has been a leading 
provider of services and products in the 
F&I industry, and is recognized as one 
of the top auto warranty companies in 
the nation.

Old Republic Insured Automotive 
Services is a full-service marketing and 
administrative company specializing 
in vehicle service contracts (VSC) and 
guaranteed asset protection (GAP). 

Untitled-6   1 11/18/19   2:49 PM



6  |  AGENT ENTREPRENEUR  NOV/DEC 2019

DEPT: Summit Updates

A BIG ROUND OF APPLAUSE   FOR OUR 2019 PRESENTERS!

Terrence O’Loughlin, J.D., M.B.A, Reynolds and Reynolds Gil Van Over, Automotive Compliance Education

Michael Tuno and Robert Wilson, Esq., ARMD Resource Group Lee Bowron, ACAS, MAAA, and John Kerper, 
FSA, MAAA, Kerper and Bowron

Photos courtesy of Kate Spatafora
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A BIG ROUND OF APPLAUSE   FOR OUR 2019 PRESENTERS!

Eric “Frenchy” Mélon, IAS

Cindy Allen, StoneEagle F&IJohn Tabar, United Development SystemsLt. General Russel l. Honoré (Ret.)

(From L to R) Patrick Brown, IAS; Dave Duncan, Safe-Guard Products 
International; Arden Hetland, American Financial & Automotive 
Services; Will Green, Louisiana Automobile Dealers Association
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DEPT: Summit Updates

Rick McCormick, Reahard & Associates

Lori Church, Holman Automotive(From L to R) Mackie Hughes, Simoniz; Rick Meinke, ECP; Jonathan Himmelwright, 
DentWizard; Greg Oltman, Nobilis; Larry Wenger, Ultimar; Terry Torline, Xzilon

Dwayne Wiggins, American 
Financial & Automotive Services

Bob Lettis, 700Credit
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Agents have every motivation to explore new ways to protect 
and improve F&I production and profitability. Fear of lost sales 
has prevented many from recommending that dealers adopt and 
endorse an online option. Experts say it may be necessary to keep 
pace with the growing number of self-sufficient customers. 

I
f the electronic F&I menu had been invented any later than 
it was, it would likely be considered a product of the Internet 
Age. Instead, it’s one of a few tools poised to make a relatively 
seamless transition from F&I managers’ desktop monitors 
to a consumer-driven, web-based purchase and financing 

 process. 
When parts of the F&I process first began to move online, 

many dealers and agents were justifiably concerned that most 
customers would simply decline all the products they were of-
fered. But as Joe St. John points out, those fears may have been 
unfounded. The former F&I professional and trainer and current 
head of digital retail for AutoFi believes car buyers appreciate 
transparency and are using good information to make good de-
cisions. 

“As consumers become more informed, F&I processes be-
came more transparent. Interestingly, as dealership transparen-
cy increases, so does F&I gross profit,” St. John says. “Some of 
the most profitable automotive dealers in America have the most 
transparent practices.”

Agent Entrepreneur caught up with St. John as well as Jeff Staf-
ford, CMO of Darwin Automotive, and Garrett Thorpe, COO of 

The Impact Group, to learn more about how their menus have 
evolved and how they drive F&I production and profitability in 
the real world. 

YOU CAN DO IT YOURSELF 
Each of our experts’ menus provides, as Thorpe puts it, “ulti-
mate flexibility” for dealers and customers. 

“The presentation can be delivered interactively or on paper, 
incorporating from one to four packages. Customer presenta-
tions may also be made remotely or, if the producer chooses, a 
paper menu may be emailed to a customer. Any parameter of the 
F&I deal structure may be changed on the fly,” Thorpe says. 

The latest advancement at The Impact Group is Impact Menu, 
which allows F&I producers to create reusable templates for 
common credit scenarios. 

“So as an example, a manager taking a subprime custom-
er purchasing a high-mileage unit that qualifies for only certain 
product offerings could recall a customized template for that sce-
nario with a single click,” Thorpe says. “There’s no limit to the 
number of distinct menu templates that may be stored by each 
F&I producer. And of course the presentation may be made on 

By Tariq Kamal

EXPERTS DEBATE EXPERTS DEBATE 
THE REAL-WORLD THE REAL-WORLD 
APPLICATION OF APPLICATION OF 
ONLINE F&I MENUSONLINE F&I MENUS
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any device or screen size the manager 
chooses.”

Delivering presentations on smart-
phones and tablets was an important 
advancement, Thorpe adds. 

“We’ve always been oriented toward 
providing our users with customization 
and flexibility options as a way of driv-
ing user adoption. The approach being that a new user shouldn’t 
have to change the way they like to do things simply to use our 
system. We’d rather work with that user to mold the technology 
around their own preferences and their dealership’s processes, so 
that we’re able to support them in areas where they’re naturally 
strong, but also give them a toolbox of options and capabilities to 
potentially lift them up in areas they’d like to improve.”

Stafford says Darwin’s menu can appear “anywhere” — from 
a one- to four-column piece of paper to a tablet to a remote con-
nection to virtual customers. 

“We’ve expanded the capabilities to offer a menu selling plat-
form that can accommodate pretty much any finance manager’s 
selling style,” he says. 

AutoFi’s system allows customers 
to take a self-guided tour or opt for an 
expedited, sales-assisted checkout, St. 
John says. With built-in connections 
to auto finance sources and F&I prod-
uct providers, buyers are able to obtain 
firm offers of credit and view multiple 
options for protection products — fully 

configurable by the dealer — both before and after credit approval. 
“Customers explore F&I products and include them in their 

larger purchase decisions,” St. John says. “The initial AutoFi plat-
form began with a linear product presentation after the credit 
decision. As a result of dealer and consumer feedback, F&I prod-
uct education is now earlier in the decisionmaking process. ... It’s 
been really incredible to see the numerous customers that are 
self-selecting products through the AutoFi system in advance of a 
dealership visit to finalize the purchase.”

DON’T FEAR THE INFORMED CAR BUYER
Stafford said the evolution of Darwin’s offerings has been driven 
by a focus on “prescriptive” selling — designing software capa-

Interestingly, as 
dealership transparency 

increases, so does 
F&I gross profit. 

©gettyimages.com/glegorly
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ble of leveraging the information the 
dealership knows about each customer 
to personalize their experience. 

It’s a concept some F&I managers 
have been putting into practice on a 
daily basis for decades. And just as in 
the past, many customers bring precon-
ceptions and misconceptions about the 
purpose or value of protection products. 

So which is best — a customer who 
has researched everything there is to 
know about F&I products, one who has a general understanding 
of F&I products, or one who needs all products to be explained 
in full? 

“A customer who has researched everything there is to know 
about F&I products, I would think,” Stafford says. “The knowl-
edge is already there, now you just need to clarify their under-
standing and overcome any objections. It will definitely get you 

through the process quicker.”
“We don’t think it really matters, be-

cause the application is rich in capabil-
ities with our dynamic risk assessment 
tools, multimedia, and product-specific 
collateral,” Thorpe counters, noting 
that customers who have been through 
the process before will experience the 
F&I presentation in a different way than 
first-time buyers. “The true strength of 
the F&I presentation is an F&I manag-

er’s ability to help the customer define their needs and then sat-
isfy them. What we do is organize that workflow into a simple 
format and provide them with tools they can rely on to add effi-
ciency and effectiveness to the interaction.”

“To sell additional products to an informed consumer base, it’s 
necessary to build value through education. Customers need to 
know what they really risk losing when waiving potential benefits,” 

FOR MORE 
INFORMATION,  
VISIT OUR WEBSITE

How much information about F&I products 
should a dealership website provide? The 
more the better, according to AutoFi’s Joe St. 
John. 

“Helping a customer understand the different 
risk factors and protection options is para-
mount,” he says. 

The Impact Group’s Garrett Thorpe agrees, 
but there is one piece of information about 
F&I products he doesn’t want to see on dealer 
websites. 

“We support the general concept of a dealer 
showing the benefits of their offerings so that 
their customers will know what’s available to 
mitigate the inherent risks of their purchase, 
but we stop short on disclosing any pricing,” 
Thorpe says. “There are just too many fac-
tors in that respect that can’t be accounted 
for without a more customized interaction or 
personal dialogue with the customer.”

Jeff Stafford of Darwin Automotive urges 
agents and dealers to consider the question 
from the car buyer’s standpoint. 

“Put yourself in the customer’s shoes. How 
much would you want to know?” he asks. “If 
you as a consumer would want the opportuni-
ty to research and educate yourself — which I 
think we can all agree we would — you should 
have information similar to what you would 
include in a brochure or a link to a product 
video.”

There’s always been 
a small segment of 

the buying public that 
finds the automotive 

buying experience so 
daunting that they’ll do 

anything to avoid setting 
foot in a dealership.

©gettyimages.com/Zephyr18
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St. John says. Whatever the customer’s 
level of familiarity, “All of these present 
a real opportunity for AutoFi to help 
customers arrive at a win/win decision 
that benefits both them and the dealers. 
Many customers find themselves in the 
‘general understanding of F&I products’ 
or ‘needs products explained in full’ seg-
ments. AutoFi assists car buyers with 
learning as much or little in advance as they desire.” 

Thorpe adds that, throughout his company’s history, “We’ve 
always assumed we already had an informed customer,” a con-
ceit he believes is reflected in the technology The Impact Group 
brings to market. “We think that’s a differentiator for us, truthful-
ly. Our platform is easy to use and intuitive for both the producer 
and their client. Our presentation conveys transparency to the 
customer, which they deserve and appreciate, and is designed to 
be easy and fun for the producer to use.”

CHANGE THE PROCESS 
AND SELL MORE F&I
Asked what changes to the F&I sales process will be necessary 
over the next five years, Stafford is blunt. 

“We will need to get better at selling F&I protection to cus-
tomers that aren’t in the finance office,” he says. 

That “radical transformation” is already taking place in dealer-
ships around the nation, St. John says, and it reflects a motivation 
on the agent’s and dealer’s part to gain or maintain a competitive 

edge by keeping pace with customers’ 
changing wants and needs. 

“I believe the industry will see a 
continual blending of the entire sales 
process — uniting the process from 
clicks to contracts,” St. John says. 
“Consumer experience plays a critical 
role in a dealership’s ability to differ-
entiate itself in order to grow market 

share and increase profitability.”
“There’s always been a small segment of the buying public that 

finds the automotive buying experience so daunting that they’ll 
do anything to avoid setting foot in a dealership. Now, technology 
makes that theoretically possible,” Thorpe says. 

Carvana’s recent success aside, Thorpe adds, most people 
don’t want to buy a car from a vending machine, because most 
people have questions and concerns a vending machine can’t an-
swer or allay. They understand that a major investment should 
be facilitated by an expert — but not necessarily on the expert’s 
schedule and terms. 

“We need to continue to evolve our supporting F&I technolo-
gy so that the experience is easier and quicker for all stakeholders 
of the transaction and maintains continuity from the beginning 
of the customer’s experience to the end,” he says. “For our part, 
we’re going to continue to build on what we’ve done for the last 
three decades and focus our support for the F&I department and 
our users on providing the most customer and user-friendly tools 
in the marketplace.”  

We will need to get 
better at selling 
F&I protection to 

customers that aren’t 
in the finance office.

©gettyimages.com/glegorly
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PLATINUM F&I PROVIDER
4 YEARS RUNNING

“Dealers want to make sure their customers are taken 
care of, and with NAC, there’s no question. They’ve been 
taking care of our customers for 25 years.”

Cory Baze, President, Assurance Marketing 
National Auto Care 2019 Agent of the Year

Passionate Partnerships
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Wherever you stand on 
the online F&I debate, 
the ability to guide dealer 
clients through the process 
of digitization will position 
your agency for success no 
matter what comes next. 

F&I AGENTS F&I AGENTS ANDAND  
THETHE DIGITAL  DIGITAL 
EVOLUTIONEVOLUTION

A
s an agent, it’s likely that you hear your auto dealer clients 
discuss the recurring pressures they feel each day. They 
have OEM pressures to increase CSI scores and customer 
retention, in addition to unit sales. They are pressured to 
compete with the dealer next door. And, in this era of dig-

ital retail, dealers now have consumer pressures to conduct more 
business online.

According to the 2019 Cox Automotive Car Buyer Journey re-
port, vehicle buyers are moving through the shopping process fast-
er than before as online engagement grows, and digital retailing is 
poised to revolutionize the car-buying process.

So what can you do to help dealers move past the “This is the 
way business has always been done” sentiment? It all has to do with 
positioning. 

Put it this way: By simply addressing the need to work with con-
sumers where they are — online — dealers have a robust tool to 
address both OEM and competitive pressures, taking three balls in 
the air down to one.

Let’s dig into the details to learn how you can guide your clients 
through these changing consumer habits and demographics and 
make a profitable transition to incorporating online and digital sales 
into their operations model. What may seem daunting can turn into 
an asset if you position it correctly and help them see the potential 
profit. 

EMBRACE A DIGITAL FOOTPRINT 
TO DRIVE BUYER FOOT TRAFFIC
According to Deloitte’s 2018 Global Automotive Consumer Study, 
car buyers only visit an average of 1.2 dealerships before purchas-
ing a vehicle. They typically spend just 20% of their total shopping 
time with the dealership that sells them their car, including the pa-
perwork and sales process. 

Referring again to the 2019 Cox Automotive Car Buyer Journey 
research report: 

•  61% of vehicle shopping time happens online.
•  Only 9% of shoppers were able to negotiate the purchase or 

lease price online.

•  Only 5% reviewed and signed final documents and contracts 
online. 

•  68% of shoppers who did complete their negotiation online 
were more satisfied with their dealership experience. 

•  74% of shoppers who completed their paperwork online were 
more satisfied with their dealership experience. 

•  The time spent researching and shopping for a vehicle de-
creased 49 minutes in the last two years.

This shortened research-to-purchase time requires clear, con-
cise information from the sales team. Whether online, on the phone, 
email, or chat, the team must clearly present all of the details, and 
answer all of the customers’ questions.

Encourage your clients to rethink physical foot traffic to virtu-
al footprints. By embracing these changes, your dealer clients will 
become more nimble and able to compete for that new customer! 

DIGITAL CUSTOMER SERVICE, CSI 
SCORES, AND RETENTION
Simply engaging with customers online is not enough. Your deal-
ership clients must also maintain the high customer service stan-
dards expected of them in the dealership. 

What does this mean? Listing inventory and price online is stan-
dard practice. Having a loan preapproval form online is standard. 
Including a loan calculator online is standard. To really increase on-
line customer service, dealers need to move beyond what is simply 
standard.

So what is enough? Total transparency and connectedness, start-
ing with F&I.

Some dealers list basic F&I product information online and stop 
there. Some provide product and term information, while others 
provide sample contracts on their sites. Some go so far as to let cus-
tomers complete the whole F&I process online. 

If the customer can’t find information on the F&I products on a 
dealers website, but they can get all the information they want from 
the competition, whose lot will they visit to complete the sale? 

Putting F&I product information online gives customers time 

By Adam Ouart
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to consider their options and compare 
products. It helps ensure the 100% rule, 
and it builds interest in the benefits of 
shopping with a given dealership before 
the F&I discussion.

The next step is, of course, putting 
F&I pricing online. However, this is eas-
ier said than done. After all, pricing var-
ies based upon the administrator rates 
for specific vehicle makes, models, years, and the terms selected by 
the customer. This requires working with an administrator nimble 
enough to work with your dealership partners to incorporate online 
pricing tools within the dealership’s systems. 

For less sophisticated sites, simply allowing a customer to re-
quest a quote that includes F&I products will keep that dealership 
in the running for the business. 

Envision a knowledgeable customer who is nearly final on a sale, 
walking into the dealership with specific questions on coverage op-
tions, versus an indecisive customer who takes precious time and 
ends up not buying. Educating customers online and engaging with 
them where they spend the bulk of their time equals better custom-
er service, higher CSI scores, and more business for your dealers.

WHAT ABOUT SOCIAL MEDIA AND 
REPUTATION MANAGEMENT?
Helping dealerships optimize their website is only part of the equa-
tion when it comes to digital retailing. It’s equally important to 
understand how potential customers arrive at a given dealership’s 
website and to optimize those inflow channels.

Help your dealership partners evaluate where to spend their 
time by delving into the analytics of their sites. Are people coming 
from social media platforms, like Facebook? Are they arriving at the 
sites by third-party inventory listings, such as Cars.com? Are they 
coming from a simple Google search, or perhaps a review site like 
Yelp?

Once you understand where the audience is coming from, your 
agency will be better able to help your dealer partners create a ro-
bust online presence by beefing up their profiles, asking for reviews, 
promoting positive experiences, and conducting two-way commu-
nication.

While customers are getting accustomed to instant gratification 
in other retail industries, dealership personnel might not be able re-
spond to a customer inquiry at 1:00 a.m. on a Wednesday. The good 
news is that customers understand what is realistic and what isn’t. 

According to recent research from EFG Companies, 83% of cus-
tomers surveyed expect a response from the dealership within 24 
hours of sending an online vehicle inquiry, and only 16% want infor-
mation immediately or within the hour. Additionally, 43% said the 
more information you can provide online, the more apt they are to 
visit the dealership. 

That being said, actively monitoring a dealership’s online 
presence for customer inquiries and reviews is vital for both unit 

sales and customer service. Instruct 
your dealership partners to stagger time 
throughout each day for team members 
to conduct that monitoring. This is also 
an opportunity for your agency to pro-
vide training on how to answer customer 
questions online and incentivize them to 
buy with your dealership partners. 

Remember, dealership websites and 
social media assets are quickly becoming the first point of contact 
on the customer journey. If they do not deliver the information the 
customer needs when and where they want it, the customer will 
quickly go to a dealer that does deliver.

THE NITTY GRITTY
Anyone can say, “You need to conduct business online.” Actually 
doing it is another matter. This requires training, transforming the 
dealership culture, and a lot of back-end work to make a dealership 
website capable of conducting business online.

Before embarking on the digital retailing journey, help your deal-
ers address their internet security measures. 

First and foremost, do they have a chief information security 
officer (or “CISO”) to oversee the continuous monitoring or peri-
odic penetration testing and vulnerability assessments of the deal-
ership’s network security system? Whether managing this internally 
or through outsourcing, the effort to achieve a robust and continu-
ous network monitoring program is directly tied to the number of 
networked devices in your IT environment. 

Count the number of computers that are set up on your deal-
ership’s network. Now, count the printers, faxes, tablets, and cell-
phones. That number can add up fairly quickly.

Aside from needing a CISO for upcoming compliance changes, 
this person will oversee the digital retailing website to ensure that 
all measures are in place to protect private consumer data.

As an agent, you have a market-differentiating opportunity to 
help your dealer clients and prospects embark on their digital jour-
neys. By adding the following to your service offering now, you can 
separate yourself from the competition as an agent that knows how 
to keep dealerships ahead of industry trends:

•  CISO sourcing.
•  Secure website development sourcing.
•  Digital menu research.
•  F&I partners with the capability to support online sales.
•  Robust training that includes traditional sales, F&I, and com-

pliance, along with training on engaging with customers on-
line.

Give your dealerships the tools they need to succeed and your 
agency the benefits to grow its footprint in this new, digital era.  

ADAM OUART BRINGS IS VICE PRESIDENT OF AGENCY SERVICES AT EFG 
COMPANIES, WHERE HE IS RESPONSIBLE FOR DEALER DEVELOPMENT 
THROUGH A DISTRIBUTION NETWORK OF TOP-TIER AGENTS.

“Once you understand 
where the audience 
is coming from, your 
agency will be better 

able to help your dealer 
partners create a robust 

online presence.”
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Learn how customer experience management meets the demand for greater 
consumer interaction and how dealers and agents can take advantage.

CXM, PART 1: WHAT IT IS AND WHY 
YOUR DEALERS SHOULD BE USING IT

T
he value of a CRM is undeniable. For decades, successful 
dealerships have been using customer relationship man-
agement tools like loyalty programs, multitouch cam-
paigns, and lead tracking to enhance their interactions 
with customers and grow brand loyalty. 

But as markets become more competitive, the demand for a 
new level of customer interaction has emerged. CXM — for cus-
tomer experience management — is filling the void. 

THE ELEMENTS OF CXM
CXM encompasses both CRM and customer service strategies 
to optimize every interaction throughout a customer’s lifecycle. 
It’s a holistic approach that focuses on delivering relevant, supe-
rior experiences to customers. 

Building on the quantitative data collected by CRM, CXM 
takes into account all the channels and touchpoints involved in 
the consumer experience to ensure customers are interacting 
with brands, when they want and how they want. This concept 
is so critical that General Motors recently created an executive 
position focused solely on CXM.

An important tenet of CXM is to develop an emotional con-
nection with customers through consistent and open com-
munication. A strong CXM strategy will engage at touchpoints 
throughout the customer lifecycle and react to feedback, ensur-
ing customers feel heard and valued. 

That means more than just answering a phone call or email. In 
fact, NADA Data reports a majority of consumers prefer self-ser-
vice options to speaking with a representative. Post-experience 
surveys, a vital CXM tool, can provide the data essential to learn-
ing from previous successes and failures. With that knowledge 
in hand, customer-centric business practices can be improved or 
added to create unique customer experiences. 

Essentially, capturing data is no longer the endgame. It’s 
merely a steppingstone to providing the personalized service and 
experiences that will differentiate a dealer from their competi-
tion and keep their customers coming back.  

A STRATEGY THAT PAYS DIVIDENDS
According to a 2018 Econsultancy/Adobe study, organizations 
that classify themselves as “very advanced” in CXM were nearly 
three times more likely than their competitors to significantly 
exceed their annual sales goals.

Why? Because buyers are loyal to brands they trust. A recent 
survey conducted by iperceptions found 67% of customers say 

that their standard for good experiences is higher than ever, and 
32% of customers say they will stop doing business with a compa-
ny after only one bad experience. 

That’s why CXM is so effective: it maximizes the investment 
of any up-front advertising costs associated with winning a new 
customer — and that can add up. 

For example, in 2018, NADA reported that the average adver-
tising expense for dealerships was $642 per vehicle sold. If you av-
erage 150 sales per month, that’s over $1 million dollars per year 
to attract customers to your dealership. A strong CXM strategy 
aims to make these customers loyal, repeat buyers, meaning you 
get more bang from your marketing buck. 

IGNORE CXM AT YOUR OWN RISK
As the buyer landscape rapidly evolves, creating a great cus-
tomer experience keeps customers loyal. On the flipside, they 
also won’t settle for less. Just as great CXM can boost revenue 
and foster loyalty, bad experiences cost dealerships dearly. The 
aforementioned iperceptions study found that not only will a 
third of customers abandon a brand after only one bad experi-
ence, 67% will share bad experiences with other people. 

All dealerships have access to the same vehicles. It’s not the 
product that sets a dealership apart but their unique services and 
experiences. 

Tune in next issue for part two of this series. We’ll discuss how 
certain products and approaches help enhance and develop a ro-
bust CXM strategy, turning dealership customers into steadfast, 
enthusiastic promoters of the brand.   

DEAN HARRISON IS THE PRESIDENT OF MAXIMUS AUTO GROUP, A CUSTOMER SERVICE-FOCUSED F&I 
PRODUCT PROVIDER AND ADMINISTRATOR TO SOME OF THE NATION’S LARGEST DEALER GROUPS. 

By Dean Harrison

©gettyimages.com/skynesher
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Trainers bring a lifetime of experience and 
know-how to the agencies and F&I product 
providers that hire them. In some cases, 
they also bring concepts and curricula 
another party could claim as their own. 

HOW TO AVOID 
COPYRIGHT 

INFRINGEMENT

A
gents and product providers know it’s smart business 
to hire a trainer. It’s a proven way to maximize F&I pro-
duction for your dealers. They can keep you ahead of the 
curve on new regulations and best practices while con-
stantly refining processes. And as employees, they under-

stand your corporate culture and the image you wish to project. 
But what happens if the trainer uses copyrighted ideas, con-

cepts, and curricula they didn’t develop and for which they didn’t 
gain permission? You may not be able to use the books, forms, and 
scripts for which you paid. And you might become a key witness in a 
battle over intellectual property rights. 

It’s easy to shrug off copyright infringement concerns. First, 
you hire qualified trainers and are confident they are trustworthy. 
Also, information is commonly used and reused in news media, so-
cial networking sites, and elsewhere, with seemingly little attention 
paid to sourcing. So why worry?

Think of wanton copyright infringement as a form of Russian 
roulette. True, many authors and designers don’t take legal action 
against violators due to time constraints and legal fees. But when 
they do, those who improperly use protected materials can face se-
rious consequences. 

INTELLECTUAL PROPERTY 
AFFECTS EVERY BUSINESS
In the auto industry, we tend to think of copyright infringement 
solely as a concern for vehicle manufacturers. That’s not true. Any 
copyright infringement committed in the pursuit of revenue can 
put the accused party at risk. 

The median infringement amount for most offenses prosecut-
ed in 2015 (the latest available data) was $107,808, according to the 
United States Sentencing Commission. About 88% of copyright and 

trademark infringement cases involved 
damages of $1 million or less.

“This sounds self-serving, but it’s 
true: Pay me a little now or a lot later,” 
says attorney Daniel Barsky, a partner 
in the Miami office of Shutts & Bowen 
LLP. “People come to me with an issue 
or problem because they didn’t resolve 
things on the front end.”

It’s natural to think an agency or 
product provider would be less com-
plicit in intellectual property cases. After all, you hired an expert 
who supplied you with materials. And in fairness, many of those 
charged with intellectual property infringements, including those 
that involve copyrights, didn’t realize they did anything wrong.

When you hire trainers and other contractors, it’s important to 
protect yourself.

WHO OWNS THE MATERIALS?
There are a number of scenarios that can results in charges of 
copyright infringement. So who actually owns the materials?

“My answer to that is it depends,” says Barsky. “Legally, techni-
cally, the entity that creates the work, the author of the work, is the 
owner of it.”

Of course, there are exceptions and exemptions. Writers in a 
company’s employ — whether salaried or on contract —typically 
sign agreements ceding intellectual property rights to the employer. 
Whoever owns those rights also has the option to license or permit 
others to use the work. 

Trainers are among those who may buy licenses to distribute 
and use such materials. More often, they develop their own, some-

By Nancy Dunham

©gettyimages.com/Olivier Le Moal
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times in partnership with others — and 
often based on the work of others. 

The agreements among authors, com-
panies, and associates are paramount 
in determining ownership, Barsky says. 
When multiple parties collaborate to de-
velop materials, absent a formal contract, 
it is not likely to be clear cut. 

“It depends on their agreement. And 
it goes back to my statement: Pay a little 
now or a lot later. Planning and prepara-
tion make a big difference. Plan and pre-
pare properly, and you will properly divvy up various rights.”

There are, of course, clear cases of theft, including unintended 
theft. It may be wise to thoroughly review a newly hired trainer’s 
materials, looking for items that have obviously been recreated or 
duplicated.

“Pure counterfeiting generally involves clothing and other con-
sumer goods,” says Barsky. “But when it comes to things like ma-
terials, presentations, there’s usually some kind of a connection 
between the person who allegedly created it and the person who 
allegedly did the taking. That’s one of the things that gets looked at 
in infringement cases.”

A motive for a civil disagreement over copyrighted materials is 

often the linchpin in such cases. Exam-
ples include fee disputes and contentious 
partnership dissolvements. Also common 
are scenarios in which an author pitches 
their work to a company, gets rejected, 
then sees that same company produce 
similar work sometime later. 

“If you can show this is somebody 
you tried to sell something to, that can 
have a major impact on the case’s out-
come. Was there a nexus, an opportuni-
ty to steal the work? And there is almost 

always a connection in those types of cases.”

MINIMIZE YOUR EXPOSURE
Even if trainers or other consultants have rights to share copy-
righted materials, you still need to use caution when utilizing and 
distributing them. 

“In such cases, you usually have just one right — the copyright to 
the materials,” says Barsky. “But it’s not a blanket waiver of rights. 
Someone might put together training materials that could have 
multiple copyrights attached.”

Complicating matters further, no two situations underlying a 
copyrighted work are the same. 

“You may have multiple copyrights, and each might have a dif-
ferent contractual provision,” says Barsky. “There are different ways 
it can be done. Obviously individual [creators] want to own copy-
rights to their materials. They want to be able to control their use. 
You don’t want anyone to be able to copy them.”

And although there may be some overlap in creation, that is rare, 
he added.

“Two people can come up with the same thing on their own. 
Two guys did create their own ‘Dennis the Menace,’” Barsky says, 
referencing the American and British comic strips that both de-
buted in March 1951 — before either creator was aware of the other. 
“It can happen.”

When you develop materials, you can use common phrases such 
as “buy now, pay later.” Those terms are so frequently used, they are 
not subject to copyright. 

But if you use the term in a specific way — as the title of a train-
ing manual, for example — that might be subject to copyright.

“If you teach algebra, algebra’s algebra,” says Barsky. “But the 
way the textbook is laid out is unique. Somebody spent a bunch of 
money creating that content.”

Conversely, if that somebody is you or your trainer, it’s important 
to remember that others are legally obligated to respect your work.

“Intellectual property law is designed to encourage creativity,” 
Barsky says. “It encourages people to invest so they’re willing to cre-
ate something new and improved.”  

NANCY DUNHAM IS A WASHINGTON, D.C.-BASED FREELANCE JOURNALIST. 
CONTACT HER AT NANCY.DUNHAM@BOBIT.COM. NO PART OF THIS ARTICLE 
IS INTENDED AS LEGAL ADVICE. CONSULT YOUR OWN ATTORNEY. 

In the auto industry, we 
tend to think of copyright 

infringement solely as 
a concern for vehicle 
manufacturers. That’s 
not true. Any copyright 

infringement committed 
in the pursuit of revenue 

can put the accused 
party at risk. 

INTELLECTUAL PROPERTY 
AND COPYRIGHT 
INFRINGEMENT DEFINED

There is often confusion about the definition of intellectual prop-
erty. It actually involves four distinct areas: patents, trademarks, 
trade secrets, and copyrights.

When a trainer uses materials that they did not develop or which 
they are not legally permitted to use, they — and their employer 
— could be accused of copyright infringement. They would like-
ly have to immediately stop using the materials in question and 
could face financial liability. 

So what qualifies as copyrighted-protected content? 

If you tell someone an idea — say for a product or service — you 
have no legal ownership of it. You may contractually limit their 
use of the idea if it is a legitimate trade secret, but if that person or 
anyone else learns of the idea, they may use it. 

However, once you write the idea down on paper, in an electronic 
document, or in any other material space, you have copyrighted 
that particular expression of the idea. Formal registration for 
copyright protection is no longer required in the U.S. It is your 
intellectual property.

Taking those steps makes it easier to win damages, attorney fees, 
and other compensation if your intellectual property is used with-
out your express consent.
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I 
still remember sitting in my best 
friend’s living room waiting for MTV to 
begin broadcasting. The first video they 
ever played was “Video Killed the Ra-
dio Star” by the Buggles. Even though 

we were just kids at the time, we knew we 
were watching something revolutionary. 
This was going to change the way people 

listened to music. We felt as though video 
was literally going to kill the radio.

I wonder what Trevor Horn, one of the 
creative masterminds behind “Video Killed 
the Radio Star,” would say about the auto-
motive industry. Will the computer kill the 
showroom? 

Well, we all still have radios in our ve-
hicles and our homes that we listen to ev-
ery day. Just like we still have radios in our 
vehicles, we will still have showrooms and 
dealerships. 

However, digital retailing has emerged, 
and it is going to continue to change our 
industry. You might even say that it will 
revolutionize our industry. We will have 
the ability to adapt to this new economic 
condition and the ones that embrace the 
change will come out on top. 

In order to do that, we need to be rock 
stars in three different areas. We need to 

be transparent with information, we need 
to insert ourselves early in the process, and 
we need to be able to show personalized 
value in the products we offer.

Digital retailing is conditioning our cus-
tomers not just in the automotive industry, 
but in every industry. Many of our custom-
ers have changed their buying expectations 
based on other day-to-day purchases. They 
are used to the convenience, transparency, 
and personalization found in apps like Am-
azon, Uber, and Starbucks. 

I think most of us — product provid-
ers, agents, and dealers — realize this is 
the future. We must adapt the way we do 
business with our customers. This revolu-
tion has already begun. Digital retailing is 
not something we look at happening in the 
future. Digital retailing is here right now. 
The biggest question is, what are we doing 
about it in the business office?

Video Killed the Radio Star

By M. Ritchey Wheeler

If the future is video, why 
is F&I stuck in the past? 
Top trainer shares a three-
step process you can use to 
inject new technology and 
enhanced personalization in 
your F&I training program. 

©gettyimages.com/mixetto
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As agents, many do not have the au-
thority or ability to run out and purchase 
a new digital retailing platform for your 
dealership clients. That is completely un-
derstandable. However, there are several 
things that we can do today that do not cost 
any money at all.

1. BE TRANSPARENT 
WITH INFORMATION.
Make sure your dealers have good descrip-
tions of their protective products on the 
dealership website. I would even encour-
age them to film several videos that give 
a presentation about each product. You do 
not have to go into great detail about all of 
the terms and coverage options, and you 
certainly do not have to go into detailed 
pricing. 

However, giving the customer some dos 
and don’ts and some reasons to buy — and 
possibly even some “why buy here” reasons 
— will go a long way when presenting that 
product in the business office. 

How do we make it easier for the cus-
tomers and ourselves? 

When surveyed, a vast majority of 
customers have said that they would pur-
chase protection products in the business 
office if they had been able to self-discov-
er the information online before arriving 
at the dealership. Most customers do 
not want to be forced to make a decision 
about something they have not previously 
considered. 

Today’s customers are spending almost 
13 hours online researching the vehicle they 
plan on purchasing. They have put a con-
siderable amount of thought into what they 
are going to buy. Asking them to buy some-
thing that they have not had the opportuni-
ty to research is just not realistic anymore. 
Consumers need to be able to get a foun-
dational background on what it is they are 
going to purchase. 

As for the F&I professionals you train, 
they need not worry. They are still the ex-
perts and will still have the ability to help 
build personalized value in products. Be-
fore they step foot in the business office, 
customers just need to have the basic 
framework of the options that will be pre-
sented to them.

2. GET INVOLVED EARLY.
How do we protect ourselves and our deal-
ers from being eliminated from the deal? 
The first step is to get involved early. We 
have to insert ourselves into the equation 
while the customer is in the buying pro-
cess, even if that is taking place online. 

We can do this in several different ways. 
The best method is some sort of online 
meeting. As a business manager, there are 
a variety of online meeting websites to 
choose from, including GoToMeeting, We-
bex, and Zoom. By using one of these, your 
dealers have the ability to not only share an 
electronic product presentation through 
screen-sharing technology, but also have 
the ability to video chat with the customer. 

If you do not have access to one of those 
platforms, something as simple as Face-
Time will work. Having face-to-face dialog 
with the customer is still the best idea but, 
with a little help from technology, this can 
still happen even if they are online. If you 
do not have access to video chat at all, at 
least email the customer a menu and then 
pick up the phone and call them. 

F&I managers must go through their 
menu just like the customer was sitting in 
front of them and build value in their prod-
ucts early. Become very familiar with your 
BDC department, internet manager, or who-
ever else monitors your website and com-
pany Facebook page. As soon as a customer 
has landed on a vehicle, make contact. 

Think of this as an early TO. It isn’t any 
different than walking by a salesperson’s 
desk, introducing yourself to a customer, 
and asking them if they would like a cup of 
coffee or a cold bottle of water. Later, when 
you are giving them information about 
products, you are a familiar face. 

If they do get too deep into the buying 
process online, they may speed past the 
products we have to offer. If left up to an 
online questionnaire as to whether or not 
they want to purchase a protective prod-
uct, a customer is rarely going to maximize 
their own deal.

3. PERSONALIZE YOUR 
DIGITAL PRODUCT 
PRESENTATION. 
Establish a digital method of product pre-

sentation for when your dealers are dealing 
with online customers. If the customer has 
already selected a vehicle, submitted an 
online credit application, obtained a value 
on their trade, and now they want to final-
ize their deal including down payment and 
payment options. Who will be the one to 
call them back? 

Utilize some sort of online meeting 
where you can screen-share a menu presen-
tation with the customer, as well as video 
chat. This is going to produce the best op-
tions for personalizing the products offered. 

Be proactive. Control the narrative. 
This is the chance to build rapport with the 
customer and have a conversation with a 
purpose. Once this happens, you can repur-
pose the information you gather to tailor 
the product presentation to that individual 
customer and give them the personalized 
experience they will see value in. 

No product presentation is one-size-fits-
all. Needs vary wildly from one customer to 
the next. In the business office, we have a 
wide array of terms, mileages, and coverage 
options for almost every product we sell. We 
have to start getting better at using these op-
tions so we can personalize the protection 
products for each individual consumer. 

If we can do a better job of showing 
the consumer how this fits their individual 
lifestyle, we will have a much greater rate 
of success. The only way that can happen 
is if we find out who the person behind the 
purchase really is. We call this having a con-
versation with a purpose. Find out what is 
important to the customer and how this is 
going to fit into their lives. 

Video didn’t kill radio, and digital retail-
ing will not kill the business office — as long 
as we improvise, adapt, and overcome. In 
order to accomplish this, you and the deal-
ers you do business with will need to get 
outside of your comfort zones, perfect new 
methods of presentation, and embrace the 
technology that customers are demanding. 

We’ll prerecord our best video and, if 
that doesn’t work, we’ll do it live.   

RITCH WHEELER IS A 25-YEAR AUTOMOTIVE INDUSTRY 
VETERAN AND CURRENTLY SERVES AS THE VICE 
PRESIDENT OF TRAINING FOR THE AWARD-WINNING 
TRAINING AND DEVELOPMENT COMPANY AMERICAN 
FINANCIAL & AUTOMOTIVE SERVICES INC.
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M
argin compression is real and 
it’s something your dealers 
deal with every month. It’s also 
an area in which agents can 
provide leadership to produce 

growth in their dealers’ overall profits. 
We know the F&I department is a ma-

jor contributor to dealership profitability. 
Dealers retain a much higher percentage of 
the dollars generated in F&I. So if we em-
power F&I, we turn up the profits! 

Here are three ways you, as an agent, 
can help lead your clients toward a more 
empowered F&I department and drive 
profitability.

1. EMPOWER F&I ON THE 
SHOWROOM FLOOR! 
When the F&I manager gets involved 
early in the transaction the customer’s 
comfort level increases which leads to 
a more open discussion throughout the 
process. An F&I manager should review 
the credit application and credit bureau 
report with the customer prior to sub-
mission to a lender. 

This provides an essential check and 

balance system, ensuring the information 
provided to the lender is accurate. It also 
demonstrates to the customer that the F&I 
department is there to help them with their 
financing, not just sell them products after 
the fact. 

Each dealership must determine a game 
plan that includes who will be responsible 
for what part of the buying process. Who 
will take the credit application? Who will 
review the credit information with the 
customer and who submits it for funding, 
among other considerations? 

The more of the credit process the F&I 
manager is involved in — and the earlier 
they get involved — the more trust is built 
with the customer. The more trust is built, 
the more F&I products they will buy. 

If the F&I manager is not involved until 
after the loan is approved and the payment 
agreed upon, the customer perceives they 
are enduring two separate transactions. 
They need to see the sales and F&I depart-
ment working as a team to get them into 
the vehicle they want at a payment they can 
afford. 

The entire sales and F&I process should 

be seen as an efficient and productive use of 
their time. When this happens profits go up! 

2. EMPOWER THE F&I 
CONVERSATION! 
One of the most impactful ways to drive 
F&I profits is to improve the conversation 
with customers. Quality questions that 
move the customer to talk 70% of the time 
will increase customer interaction and 
trust. And it will uncover more customer 
needs for the products offered. 

Working together with F&I managers to 
develop high quality questions and where 
in their process they will ask them is imper-
ative to a more productive conversation. 
Combine that with great listening skills and 
you have a genuine conversation that leads 
to more F&I product sales and profits. 

The conversation should reveal the 
F&I manager has the knowledge and ex-
pertise to enable the customer to make 
wise decisions in connection with their 
vehicle purchase. Using a consumer web-
site like autoconsumerinfo.com to review 
the factory warranty remaining adds 
third-party credibility — and sets up the 

Empower F&I and Turn Up Profits!

By Rick McCormick

Use these 
three advanced 
strategies 
to put your 
dealers on 
the path to 
increased 
production 
and higher 
profitability. 

©gettyimages.com/mattjeacock
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sale of multiple F&I products. 
Relating specific knowledge about larg-

er diameter alloy wheels and the aspect 
ratio of tires helps educate and inform con-
sumers. Sharing the cost of actual repairs 
other customers recently experienced, 
relayed in a knowledgeable conversation, 
builds value and trust. 

F&I professionals are accustomed 
to sharing general information, such as 
“There are a lot of computers on a vehicle 
today and they are expensive to replace.” 
Customers tend to doubt the accuracy of 
this information and question whether it is 
made up or exaggerated. 

Specific information, such as “The cost 
of replacing the ABS actuator on this vehi-
cle is $2,467,” is more credible. Customers 
trust it and are comfortable using it as a ba-
sis for their decisions.

3. EMPOWER F&I WITH 
INSTORE COACHING! 
Every professional needs a coach! In fact, 

the coaching effort should involve a com-
bination of classroom instruction, instore 
coaching and monthly role-play activities 
to ensure the most effective efforts are 
being used to help customers make good 
decisions. 

The initial class should lay a solid foun-
dation for a customer focused process de-
manded by today’s hyperinformed buyer. 
The instore coaching should build upon 
that foundation and ensure the F&I man-
ager is comfortable with and utilizing that 
process with every customer. 

The instore training can be provided 
by the agent, an F&I director or an outside 
partner. However, there must be consistent 
effort each month to keep every manager’s 
skills sharp and ready for the next customer. 

Today’s technology allows actual trans-
actions or role-play efforts to be easily 
recorded and then played back to review 
body language, voice inflection, and overall 
ability to overcome objections. 

It is amazing to see the reaction of an 

F&I manager when a recorded review takes 
place. It’s almost always different than the 
way they thought they sounded or came 
across. Seeing themselves onscreen will 
help any F&I manager identify areas of 
strength as well as where they can improve 
their process.  That will empower F&I and 
turn up the profits!

With today’s automated computer driv-
en vehicles, the importance of F&I prod-
ucts to the consumer and the overall profits 
of the dealership have never been higher. 
An empowered F&I department is critical 
in a compressed margin environment in 
dealerships today. 

As their agent and a trusted partner, you 
play a key role in increasing your dealers’ 
F&I product sales, profits, and customer 
satisfaction.    

RICK MCCORMICK HAS MORE THAN 25 YEARS OF 
SALES EXPERIENCE, WITH OVER 6 YEARS IN THE 
RETAIL AUTOMOBILE BUSINESS AND CURRENTLY 
SERVES AS THE NATIONAL ACCOUNT DEVELOPMENT 
MANAGER FOR REAHARD & ASSOCIATES.
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T
he phrase “island hopping” conjures up pleasant visages of 
sunset cruises, swaying palm trees, cool trade wind breez-
es and icy cold tropical beverages, right? Island hopping in 
the compliance space creates a significantly less appealing 
scenario.

Island hopping is a term for a cyberattack in which the target 
(“island”) is not the ultimate goal, but just a steppingstone (or an 
island “hop”) on the way toward the ultimate target. 

Hackers focus their attack on the ultimate target’s partner net-
work and look for smaller more vulnerable affiliates of the ultimate 
partner, frequently in the ultimate target’s supply chain. Once they 
gain access to the affiliate’s computer network they “island hop” 
into the ultimate target’s network. This is the modern day version of 
an attack against the “weakest link in the chain.” Recently published 
reports indicate that island hopping is present in 50% of all attacks.

IT WAS OUR CONTRACTOR
One of the most well-known island hopping attacks involved Tar-
get. There, the cybercriminals hacked into Fazio Mechanical’s 
computer network with an email malware attack. Fazio was Tar-
get’s HVAC contractor. 

According to some reports the only security deployed by Fazio 
was a free antivirus program. Once in the Fazio’s computer network, 
the hackers were able to gain access to Target’s vendor payment 
portal and from there they were able to hack into Target’s network 
containing point-of-sale data and obtain credit card and personal 
data on more than 40 million  consumers.

The Safeguards rule requires the maintenance of “physical, 
electronic and procedural safeguards to protect the confidentiality 
and security” of collected information. Some businesses ignore this 
clear mandate and take no action to protect their client data and to 
protect their own business. 

Some businesses take moderate action to secure their own facili-
ty but no action outside the “four walls” of their business. The prob-
lem with this approach, is that the digital marketplace exponentially 
expands the areas, which must be safeguarded.

If you consider your dealer clients’ customer records as the “target 
island,” what other “islands” are available for hackers to exploit on 
their way toward that valuable data? Consider the following diagram:

Each of the listed vectors potentially have access to your cus-
tomer data. What steps have your dealers taken to prevent an island 
hopping attack on their businesses? As part of your duty to safe-
guard client data, have they done due diligence on their vendors, 
do they have access controls on their network, and are employees 
trained to detect phishing and social engineering attacks? 

All businesses suffer “compliance fatigue.” The headlines seem 
to be a relentless parade of data breaches, hacking exploits, and ep-
isodes of ransomware being deployed against municipalities, hospi-
tals, and businesses. Your dealers must be proactive and fight com-
pliance fatigue with a compliance management system. In Target’s 
case, the failure to safeguard client data resulted in an $18.5 million 
payment to resolve state-level investigations conducted in 47 states 
and the District of  Columbia. 

Be sure to enjoy scenic island hopping on your next vacation. 
But know your dealers must be doubly sure that the “islands” con-
nected to their business, their supply chain, and access vectors are 
just as secure as the dealership — or be prepared, like Target, to 
write a very large check!

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 communi-
cation. No attorney/client relationship is being created by your 
review or use of this  material.

© 2019 Robert J. Wilson, All Rights Reserved
Correction: The original title of the March/April 2019 Legal column was 

“Found Money,” referring to funds owed to car buyers, not to dealers.   

ROBERT J. WILSON, ESQUIRE (BOB) IS A PHILADELPHIA LAWYER AND IS GENERAL COUNSEL FOR 
ARMD RESOURCE GROUP. BOB 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. 
RISK MANAGEMENT, PROBLEM SOLVING AND DISPUTE RESOLUTION ARE HIS CORE COMPETENCIES. 
BOB’S PRACTICE IS LARGELY IN THE CONSUMER FINANCE SPACE AND HE REGULARLY CONSULTS 
WITH LENDERS AND CONTRIBUTES ARTICLES ON VARIOUS COMPLIANCE RELATED ISSUES.

Island Hopping Is a Compliance Concern

BY: Robert J. Wilson Esq.

Hackers are using weak links in 
vendor and supply chains to target 
more secure networks. Here’s what 
agents and dealers need to know. 
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Remote 
Access 

Physical 
Access 

Cloud

Email

Employees

Your 
Business



Untitled-1   1 11/18/19   9:12 AM



38  |  AGENT ENTREPRENEUR  NOV/DEC 2019

DEPT: Meet the Executive

F
&I financing has brought a paradigm shift to the auto re-
tail industry, giving more car buyers the chance to protect 
their investments and creating new income opportunities 
for finance managers, dealers, and agents. Agent Entrepre-
neur met with Justin Lane, founder and CEO of Line\5, to 

ask how his system works, what inspired its invention, and why 
it’s hard to relax in a fast-paced industry. 

Justin, for agents who aren’t familiar, 
what does your company do? 
Line\5 is the best tool available for finance managers to get those 
additional sales they wouldn’t otherwise get. If they’re capped 
by the original bank, have a cash deal, when a customer comes 
into the service department — you can still finance all F&I prod-
ucts. Line\5 is for every scenario where a product can’t be includ-
ed in a car deal.

Are you only in auto dealerships? 
No, we’re also in RV, marine, and motorsports dealerships. It’s 
amazing how well RV is doing. The warranty on an RV could be a 
$10,000 or $15,000 product and cancelations are next to nothing. 

How long has the company been around? 
January 2014 is when we officially went live. In that first year 
before launch, we spent six months just doing licensing and soft-
ware development work. We hired a software development team, 
which is still in-house. We never stop improving the system and 
adding features. 

Did you test it at dealerships? 
My partners and I have years of dealership and management ex-
perience. All of us are lifers in the automotive industry. We went 
through the features we wanted to launch with and asked friends 
in dealerships to give us feedback. 

Did their input alter your course? 
Sometimes. Nobody said, “You need to change this system.” But 
they did suggest adding new tools and features that helped us 
improve the software. That input helped make the system big-
ger, better, and quicker. 

What are you hearing from the field now? 
One thing we tend to hear from dealers is that volumes are high-
er because our payments are so low. We finance every product 
they currently sell. Most of our deals have multiple products, a 
longer term, and that makes the finance manager feel more con-
fident and sell more products to more customers. 

Every customer is automatically approved. The finance man-
ager is never put in a situation where they enter a deal for noth-
ing. We have eliminated the question of whether they are going to 
be approved or which products will qualify. 

What sparked the inspiration for Line\5? 
Having worked in various management positions and depart-
ments, I saw that the best opportunity for growth is in the fi-
nance department. I spent many years developing packages 
for parts and services departments. After moving to sales and 
finance, it became very clear that opportunities were being 
missed daily due to financing caps. 

How did you find software developers? 
Originally, we worked with a local development company. Once 
we realized we needed an in-house team, we started recruiting 
all over the country. Right now, we have a team of seven devel-

An Interview With Justin Lane

BY: Tariq Kamal

AE hits the ground running with Justin 
Lane, founder and CEO of Line\5. 



Back-to-Back Dealer’s Choice Award 
Winner in F&I Financing 
Thank You for Your Votes! 

      
        Affordable Payment Terms:
            • 0% Interest
            • Up to 36 Months
            •  75% of Term

        Financing On:
                        •  Service Contracts
            •  Prepaid Maintenance
            • Tire & Wheel / Ancillary
            •  Bundled Products

        Coverage Beyond Cars and Trucks:
            •  Semi
            •  RV            
                        •  Boat
            •  Motorcycle
            •  Powersport

Established in 2006, PayLink Direct 

originates over $8 Billion in Vehicle 

Service Contract (VSC) finance products, 

processes millions of consumer payments 

from 3.5 million payment plans, and 

supports thousands of dealers for their 

F&I product financing.

Our Unique Product Offerings Financial Security

sales@paylinkdirect.com
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opers. Every time a dealer has a question, an issue or something 
they’d like to customize, we can handle it in matter of hours or 
days. 

How customized does it get? 
We fine-tune the system as requested. We find out what prod-
ucts a dealer wants to offer, what price they want to sell the prod-
ucts for, how they want to structure the down payment — which 
we don’t require — and how to pay out to the dealer. The system 
allows each dealership to have many options. 

How do you sell it and what does the install look like? 
It’s sold through agents. When we onboard a dealer, the agent 
who signs them up sends us a checklist of documents. We take 
it from there. We train the finance managers on how to use the 
system. We organize the products through PEN or F&I Express. 
We set up the esignature. It only takes a day or two and the deal-
er is up and going. 

Did you have the PEN and F&I Express 
partnerships out of the gate?
No, that came along about a year and a half ago. Not only has it 
made it easier for dealers to do business with us, it makes the 
signup process a lot easier. We just need their dealer code and 
they’re ready to go. 

Is there a training component? 
For finance managers who want training, we’ll train them. We 
have a training department in-house and it’s all done through 
WebEx. If they want us to send somebody onsite, we’ll do it. 
Most dealers understand how to do training remotely. That 
initial training session only takes 30 minutes, then we have in-
house dealer support for the long term and a full video training 
library.

How do you handle collections?
We have our own in-house collections department. Their job is 
to keep that customer’s loan current and keep those products 
active for the full term. We don’t want cancelations. Some com-
petitors offer zero percent, but they want cancelations so they 
can cycle the money and make another fee. We want to keep can-
celations as low as possible to maintain that dealer relationship 
forever. 

What has changed since launch? 
Since our launch, we’ve increased our available features tenfold. 
We’re doing most of the heavy lifting for the finance manager 
—products are integrated and automatically rated — they get 
erating and econtracting through us. Loans are funded as soon 
as the documents are received by our system and money goes to 
the dealer the next day. Dealers and agents have full access to an 
interactive dashboard to monitor their progress, view training 
videos, request cancelations and view many customized reports.

Did you test with or get feedback from agents? 
Some of the agents we talked to had a lot of very good insights 
about how to make the system easier to use. We support the 
agents better than anyone in our industry. Once an agent signs 
up, we give them all the materials they need to offer Line\5 to 
dealers. Once an agent signs a dealer with Line\5, it’s their dealer 
forever. 

What does the agent earn? 
Our agent’s commission plus bonus plan is the most aggressive 
in the industry. There is a commission paid on every deal and it’s 
truly no-chargeback. We have some agents making over $15,000 
monthly just from Line\5. That’s not including the commissions 
on the added product sales. 

Did you ever sell directly to dealers? 
We advertise to the whole market to build brand awareness, so 
they call. If a dealership calls directly, we’re going to sign them 
up. If there is an agent in their area, we’ll refer them to that 
agent.

What are you working on right now? 
We are working on an amazing program for independent dealers 
that is going to launch in the next couple months. We are always 
building new features and tools for agents and dealers. An agent 
portal is in the works that will help agents sign up dealers even 
more quickly and easily, view their individual progress and mon-
itor their commissions — right in the Line\5 system. 

Has it been challenging evolving from a 
startup to an established business? Has it 
changed your outlook as an executive? 
It can be challenging at times. Every business goes through hur-
dles to reach their goals. I don’t think our beginnings were dif-
ferent in that respect. I like taking an idea and building it. It’s 
very rewarding to see an idea through a launch and onto contin-
ued success. I don’t think my outlook has changed drastically 
but I have become more patient and more hyperfocused. 

Whom do you rely on to keep the 
business running smoothly?
Our managers, our customer service team, our development 
team and our sales team. They keep agents and dealers happy 
and make sure customers are happy with us. They’re all provid-
ing a great dealer, agent, and customer experience.

What do you do when you’re not working? 
I like to spend time with family and friends, golf, boat, and travel 
when possible. I’m a big football fan. I am obsessed with all things 
car related. I live in Naples, Fla., and there are always outdoor 
activities. But I’m always thinking about the business. I’ll start 
to relax, then think of all our new ideas and things we need to 
accomplish.   



Automotive Diminished Value Protection
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We want to thank you for allowing us to be 

a part of your team, and we are committed 
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many years to come. www.wisefandi.com/thirty
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American 
Auto 
Guardian 
Inc.
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#1 with Dealers. #1 on Google. 
Another 5-star review:

Proof positive — RoadVantage is providing an 
exceptional customer experience.

RoadVantage IS The Solution: 855-680-2200

© Copyright 2019, Vantage Administration Services, LP, All Rights Reserved. The RoadVantage logo is a registered trademark of Vantage Administration Services, LP. Reproduction in any manner without written permission of Vantage Administration Services, LP is prohibited.   RDV_1019

 VSC  •  Bundles  •  Tire & Wheel  •  Paintless Dent Repair  •  Windshield  •  Key Replacement  •  Interior/Exterior  •  Theft  •  GAP

DIAMOND
3 Years RunningF&I Programs

WOW...
I have been in service
fixed operations for 36 years and this was the
best extended service contract company
that I have ever worked with!! ...the whole process so quick and easy....

— Dealership Service Writer
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American Guardian Warranty Services, Inc. is Part of the American Guardian Group of Companies.
800.579.2233 | agws.com

AGWS is an innovative provider of administration services for Dealers and Marketers offering 
vehicle service contracts, limited warranties, and a variety of environmental and aftermarket 
products.  AGWS can supply you with cutting edge technology, great customer service, fast 

handling of claims, F&I/Compliance training, reinsurance, and so much more.

DRIVE YOUR BUSINESS WITH

Contact us to learn more: agws.com/ContactUs 

• F&I Products • Capital Advance Program • Technology • Training • Administration
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From their first mile to the last, 
we’re with you every step of the way.

AUL made its reputation as the premier provider for 

vehicle service contracts, especially high-mileage vehicles, 

but that’s just part of what we do. 

From retro and reinsurance to GAP and ancillary coverage 

to F&I training, AUL offers a complete suite of services 

designed to help you maximize F&I profits every day.

Award Winning 
Service & Solutions
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Get more from  
every sale with AUL. 
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SEcureMenu
Deliver fast, flexible product presentations that maximize your F&I profitability 

Intuitive Design

Digital Signature Capture

Flexible Presentations

Auto eRating

DMS Integration

Simple Interface, Intuitive Workflow, Engaging Customer Experience

     SCHEDULE DEMO    |  se-fi.com/menu-ae6  |   sales@se-fi.com
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If you missed the certification exam
at Industry Summit 2019, you can still 
register and certify online!

Congratulations to the new
ACE CERTIFIED

Automotive Compliance Specialists!

Thank you to everyone who visited us in New Orleans!

Automotive Compliance Education is the affordable compliance
certifcation that can have a big impact on your career.

ACE trains, certifies, and annually updates dealership and industry personnel. 
Role-specific, online and affordable, ACE certification proves your 
commitment to compliance.  

Invest in you.

AceCert.org | info@AceCert.org
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SEcureMetrics F&I
Powerful F&I analytics designed to drive performance

Certified DMS  
Integration

Set Targets Drill Down Export to Excel or PDF

Customize Report Dashboard Scheduled Reports

Comprehensive, user-friendly reporting for instant 
access to dealership performance metrics

     SCHEDULE DEMO    |   www.se-fi.com/ae6  |   sales@se-fi.com
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AMONG 

REINSURANCE 

PROVIDERS, 

ONLY ONE

HITS IT OUT 

OF THE PARK 

EVERY TIME

When selecting a reinsurance partner, it’s vital to choose one with a wealth of experience, 
and a proven track record of maximum profitability. That’s why agents and dealers have 
been choosing SouthwestRe for over 34 years. When it comes to reinsurance, we play in 
the big leagues.

SouthwestRe.com | 866-414-3867
SouthwestRe is a Subsidiary of iA Financial Group

iA Financial Group is a business name and trademark of Industrial Alliance Insurance and Financial Services, Inc.

Winner of the 2018 Dealers’ Choice Gold Award 
for Service Contract Reinsurance

Winner of the 2019 Dealers’ Choice Gold Award 
for Service Contract Reinsurance

SouthwestRe
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WINDSHIELD PROTECTION

Carbon Steel™ Windshield Protection is a trademark of ECP Inc. Auto Armor® and The Protector® are registered trademarks of ECP Inc ©2019

For more information, call our toll-free number or contact our respesentatives directly: 800-323-3521
Mike Feely

630-935-0566
www.ecpinc.net

Brian Feldman
248-622-3701

Rick Meinke
630-927-5741

Our cutting edge windshield protection formula combines advanced water repellency with 
carbon-nanotube technology for increased glass strength and visibility. Treated glass showed 
more than a 32% increase in break strength while assisting with the reduction of glare and 

aids in driver visibility by more than 30% on average.

Carbon Steel™ Windshield Protection is an advanced multi-step, 
professionally applied system for your vehicle’s windshield.

ECP Inc.
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TOP QUALITY VEHICLE & EV SERVICE CONTRACTS  |  GAP & ANCILLARIES  |  AWARD-WINNING SERVICE & ADMINISTRATION  |  VISIT ENDURANCEDS.COM

WHEN ROUTINE MAINTENANCE SERVICES ARE INCLUDED!

Redefine your value proposition with 
ValueMax Complete Protection – our 
innovative new VSC program that includes 
routine maintenance benefits and the most 
extensive coverage, aggressive eligibility 
guidelines and best pricing in the industry!

If you’re looking for new ways to differentiate 
your agency in the market, maximize your 
service contract sales, and build long-term 
success, contact EDS today.

READY TO DRIVE YOUR BUSINESS 
FORWARD? CALL 877-413-6384!

D E A L E R  S E R V I C E S
LONG-TERM SUCCESS TAKES ENDURANCE®

    VALUEMAX COMPLETE VSC PROGRAM
 4 LEVELS OF COVERAGE WITH OPTIONS & ADD-ONS

 AVAILABLE FOR VEHICLES UP TO 20 YEARS OLD  
WITH UNLIMITED MILES AT TIME OF SALE

 COVERS BRANDED, SALVAGE AND REBUILT VEHICLES,  
INCLUDING CANADIAN GREY MARKET VEHICLES 

 WEAR & TEAR/SEALS & GASKETS COVERAGE UP TO 175,000 MILES

   + ROUTINE MAINTENANCE BENEFITS INCLUDING:
 UP TO 3 OIL CHANGES PER YEAR

 BRAKE PADS/SHOES

 BATTERY REPLACEMENT

 COOLING SYSTEM MAINTENANCE & LUBE

 ANNUAL ENGINE DIAGNOSTICS

 ANNUAL ALIGNMENT CHECK

 ANNUAL TIRE ROTATION

 FRONT WIPER BLADES REPLACEMENT

 ANNUAL STATE SAFETY INSPECTION SERVICES (WHERE REQUIRED) 

 DISCOUNTED MANUFACTURER RECOMMENDED SERVICES

GIVE YOUR CUSTOMERS 
MORE VALUE WITH 
EVERY VSC SALE

NEW!

Endurance 
Dealer 
Services
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CALL TO EXPERIENCE THE DIFFERENCE.
800-548-1875
NATIONALAUTOCARE.COM

Powered by Passion
This material is for marketing purposes only. ©2019 National Auto Care Corp. All rights reserved. RevNAC1019

PLATINUM F&I PROVIDER
4 YEARS RUNNING

“Dealers want to make sure their customers are taken 
care of, and with NAC, there’s no question. They’ve been 
taking care of our customers for 25 years.”

Cory Baze, President, Assurance Marketing 
National Auto Care 2019 Agent of the Year

Passionate Partnerships
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www.orias.com

VSC | GAP | Compliance | Private Label | Profit Sharing | Administration 

Ancillary Products | Captive Reinsurance 

WE CAN LEAD THE WAY
For over 40 years, Old Republic Insured 
Automotive Services has been a leading 
provider of services and products in the 
F&I industry, and is recognized as one 
of the top auto warranty companies in 
the nation.

Old Republic Insured Automotive 
Services is a full-service marketing and 
administrative company specializing 
in vehicle service contracts (VSC) and 
guaranteed asset protection (GAP). 
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Back-to-Back Dealer’s Choice Award 
Winner in F&I Financing 
Thank You for Your Votes! 

      
        Affordable Payment Terms:
            • 0% Interest
            • Up to 36 Months
            •  75% of Term

        Financing On:
                        •  Service Contracts
            •  Prepaid Maintenance
            • Tire & Wheel / Ancillary
            •  Bundled Products

        Coverage Beyond Cars and Trucks:
            •  Semi
            •  RV            
                        •  Boat
            •  Motorcycle
            •  Powersport

Established in 2006, PayLink Direct 

originates over $8 Billion in Vehicle 

Service Contract (VSC) finance products, 

processes millions of consumer payments 

from 3.5 million payment plans, and 

supports thousands of dealers for their 

F&I product financing.

Our Unique Product Offerings Financial Security

sales@paylinkdirect.com

Allow 
Us 
To

Fuel
Your 

Sales
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P O R T F O L I O  R E I N S U R A N C E

My Go-To Provider.
My Portfolio.
“I work with over 200 dealers in 11 states. 
I choose Portfolio as my go-to F&I 
reinsurance provider.”

My agency serves all automotive markets-franchised, 
independent, RV, and powersports. If I can make 
reinsurance work for a dealer, Portfolio is my first 
and only choice. 

Having worked with many different providers I see 
the superior benefits in the Portfolio reinsurance 
structure. I always tell my clients if I were a dealer 
I would choose Portfolio. 

And my Portfolio Managing Director and Reinsurance 
Specialist are two of the very few provider reps I will 
allow to meet with my dealers when I need them. 
They are veteran car people who don’t say the wrong 
thing at the wrong time, and bring true value to 
any discussion. 

Portfolio. From products to service to profits– 
there’s no better partner for my agency.

PortfolioReinsurance.com/for-agents/
© 2019 Portfolio Holding, Inc.  All rights reserved.

Mark Nania, President
Automotive Development Services, Inc.
Bozeman, Montana

PG8154 Agent & Entrepreneur Nov Print F PRINT.indd   1 10/9/19   11:11 AM

Portfolio
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PROVIDING THE 

MOST ROBUST 

DEALER 

PARTICIPATION 

PROGRAM OPTIONS 

IN THE INDUSTRY.

WORKING TOGETHER, WE CAN KEEP YOUR DEALERS HAPPY 
AND YOUR BUSINESS THRIVING FOR YEARS TO COME.

Visit protectiveassetprotection.com/agent-dowc

Or call 866 927 2915 to learn more

Earnings vary based on company performance. Protective and its associated companies do not provide tax advice. Please consult with your financial and tax advisor.

 Multiple Dealer Participation offerings from Retros, CFCs, 
NCFC to the Protective DOWC™ program 

 Serving the automotive industry since 1962

 Full suite of F&I products and solutions

 Unparalleled service and support

 Classroom and onsite F&I training

 Easy-to-use online tools to manage your dealers’ 
business and serve their customers

Protective

13

Reahard & Associates Inc.  |  866.732.4273  |  go-reahard.com

Do You Know What's Going on Behind F&I Doors? 
Is your F&I process adding customer value? Are your F&I managers compliant, 
efficient and productive professionals? Our F&I Certification Program, online 
training, F&I recording, analysis and review will delight your customers and 
increase your income.  Call me - Ron Reahard
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Unmatched Service Comes from ExperienceSM

For more information on CNA National products and services, 
call us toll-free at 800-345-0191, extension 450
or email us at info@cnanational.com.

cnanational.com

We Are Relationship Material
For over three decades, we have brought dealers 
and customers together with our finest programs, 
highest level of service and personalized care. 
Here's to the next 30 years of bliss!

-Adam B., CNA National agent since 1997

“CNA National is a quality,
 integrity-filled organization that 
 strives to not only take care of 
 their business partners, but the 
 customers who have purchased 
 their various products. I highly 
 recommend them!”
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Wise F&I
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Automotive Diminished Value Protection

We are celebrating 30 years of being your 

business partner and supporting your success.  

We want to thank you for allowing us to be 

a part of your team, and we are committed 

to continuing our successful partnership for 

many years to come. www.wisefandi.com/thirty

AE_FPAd_30Years_1218.indd   1 12/14/2018   4:21:27 PM

Wise F&I
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If you missed the certification exam
at Industry Summit 2019, you can still 
register and certify online!

Congratulations to the new
ACE CERTIFIED

Automotive Compliance Specialists!

Thank you to everyone who visited us in New Orleans!

Automotive Compliance Education is the affordable compliance
certifcation that can have a big impact on your career.

ACE trains, certifies, and annually updates dealership and industry personnel. 
Role-specific, online and affordable, ACE certification proves your 
commitment to compliance.  

Invest in you.

AceCert.org | info@AceCert.org
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DEPT: ACE Space

T
he term “compliance manage-
ment system” raced into our con-
sciousness when the Consumer 
Financial Protection Bureau for-
malized a Compliance 101 pro-

gram and required all the financial insti-
tutions it oversees to have a formal CMS 
in place. Many in our industry believe 
the Federal Trade Commission, which 
has oversight of the auto industry, will 
eventually require that auto retailers im-
plement a CMS in all aspects of dealer-
ship operations.

The first exposure many in the in-
dustry had to a CMS was when the Safe-
guards Rule was implemented by most 
dealerships. The steps required to prop-
erly develop a Safeguards program are 
like the steps required to develop and to 
implement a CMS.

Most of our shared dealer clients have 
implemented a CMS, although ironically 
these dealers do not necessarily recog-
nize their compliance efforts as imple-
menting a CMS. Eventually, your dealer 
client may ask for your help to imple-
ment a CMS, for product sales or menu 
execution.

A CMS is simply a structured approach 
to developing and implementing process-
es in each phase of dealership operations 
that are compliant with any state, federal, 
or industry-standard requirements.

OVERVIEW OF A CMS
A compliance management system is the 

method by which a dealer manages the 
entire consumer compliance process. It 
includes both the compliance program 
and the compliance audit function. 

The compliance program consists of 
the policies and procedures, which guide 
employees’ compliance with laws, regula-
tions, and potential litigation defense.

The compliance audit function is an 
independent testing of the dealer’s trans-
actions and processes to determine its 
level of compliance with consumer pro-
tection laws and internal policies and 
procedures.

The process to develop and imple-
ment a CMS is consistent with the re-
quired components outlined by the FTC 
in its guidance with the Safeguards Rule 
and the Red Flags Rule. These compo-
nents are:

• Appoint a compliance officer.
• Conduct a risk assessment to gauge 

current practices vis-a-vis requirement.
• Develop a policy and procedure to 

address the compliance requirements.
• Provide and document employ-

ee training on the policy and procedure 
manual. 

• Perform periodic audits to confirm 
compliance with the policy and proce-
dure manual.

HOW TO IMPLEMENT A 
CMS IN THE DEALERSHIP
Let’s use the Monroney Rule, a rather 
simple federal requirement, as an exam-
ple of how the CMS compliance model 
would work at a dealership.

The first task is to understand the 
compliance requirement. The Monroney 
Rule requires that all new vehicles of-
fered for sale have a Monroney label af-
fixed to a window.

Now that the requirement is under-
stood, a dealer must conduct an assess-
ment to see how the dealership is com-
plying with this requirement. The logical 
approach would be to do a lot walk and 

review the placement of the Monroney 
label on each vehicle.

Next, the dealer would create a writ-
ten procedure that explains how the deal-
ership will comply with the requirement 
to have a Monroney label on every new 
vehicle. Salient points would include re-
quiring an employee to confirm each new 
vehicle received from the factory has a 
Monroney label properly affixed to the 
vehicle before it is offered for sale. 

Another requirement would be to as-
sign an employee to conduct periodic lot 
walks to ensure Monroneys are properly 
affixed and visible on all vehicles avail-
able for sale. Dealers may want to also in-
clude required training of all salespeople 
who oversee test drives to confirm the 
Monroney is still affixed after a test drive.

Once the procedure is written, it be-
comes a policy. The fourth step in imple-
menting a CMS is to train the employees 
on the policy and instruction on the pro-
cedures required to implement the poli-
cy. Employees should acknowledge the 
training, their understanding of the top-
ic, and agreement to adhere to the policy.

The final step to implement a CMS is 
to schedule periodic inspections of the 
vehicle available for sale to ensure that 
each one has a Monroney label affixed to 
a window. In this audit step, a separate 
employee should conduct periodic lot 
walks to verify compliance with the pol-
icy. These periodic audits should be doc-
umented and retained.

Most successful dealers intuitively 
use the CMS model to manage compliant 
processes in the dealership, they may not 
be documenting the approach. The day 
may be coming soon when documenting 
will be as important as doing.

Good luck and good selling.  

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.”

How to Implement a Compliance 
Management System

BY: Gil Van Over

Agents can and should 
help dealers design, 
install, and enforce their 
federally mandated CMS. 
Luckily for everyone 
involved, the instructions 
are freely available. 



SEcureMetrics F&I
Powerful F&I analytics designed to drive performance

Certified DMS  
Integration

Set Targets Drill Down Export to Excel or PDF

Customize Report Dashboard Scheduled Reports

Comprehensive, user-friendly reporting for instant 
access to dealership performance metrics

     SCHEDULE DEMO    |   www.se-fi.com/ae6  |   sales@se-fi.com
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TOP QUALITY VEHICLE & EV SERVICE CONTRACTS  |  GAP & ANCILLARIES  |  AWARD-WINNING SERVICE & ADMINISTRATION  |  VISIT ENDURANCEDS.COM

WHEN ROUTINE MAINTENANCE SERVICES ARE INCLUDED!

Redefine your value proposition with 
ValueMax Complete Protection – our 
innovative new VSC program that includes 
routine maintenance benefits and the most 
extensive coverage, aggressive eligibility 
guidelines and best pricing in the industry!

If you’re looking for new ways to differentiate 
your agency in the market, maximize your 
service contract sales, and build long-term 
success, contact EDS today.

READY TO DRIVE YOUR BUSINESS 
FORWARD? CALL 877-413-6384!

D E A L E R  S E R V I C E S
LONG-TERM SUCCESS TAKES ENDURANCE®

    VALUEMAX COMPLETE VSC PROGRAM
 4 LEVELS OF COVERAGE WITH OPTIONS & ADD-ONS

 AVAILABLE FOR VEHICLES UP TO 20 YEARS OLD  
WITH UNLIMITED MILES AT TIME OF SALE

 COVERS BRANDED, SALVAGE AND REBUILT VEHICLES,  
INCLUDING CANADIAN GREY MARKET VEHICLES 

 WEAR & TEAR/SEALS & GASKETS COVERAGE UP TO 175,000 MILES

   + ROUTINE MAINTENANCE BENEFITS INCLUDING:
 UP TO 3 OIL CHANGES PER YEAR

 BRAKE PADS/SHOES

 BATTERY REPLACEMENT

 COOLING SYSTEM MAINTENANCE & LUBE

 ANNUAL ENGINE DIAGNOSTICS

 ANNUAL ALIGNMENT CHECK

 ANNUAL TIRE ROTATION

 FRONT WIPER BLADES REPLACEMENT

 ANNUAL STATE SAFETY INSPECTION SERVICES (WHERE REQUIRED) 

 DISCOUNTED MANUFACTURER RECOMMENDED SERVICES

GIVE YOUR CUSTOMERS 
MORE VALUE WITH 
EVERY VSC SALE

NEW!


	AE_C1
	AE_C2-1
	AE_2-3
	AE_4-5
	AE_6-9
	AE_10-15
	AE_16-19
	AE_20-23
	AE_24-27
	AE_28-31
	AE_32-35
	AE_36-37
	AE_38-41
	AE_42-43
	AE_44
	AE_C3-C4

