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DEPT: Letter from the Editor

W
elcome to the September/
October issue of AE! 

We have a powerhouse 
lineup of experts packed into 
the following pages, here to 

share their tips and tricks, thoughts, and 
knowledge on the most pressing issues af-
fecting general agents and agent principals 
in the world of automotive.

Each year, the Dealers’ Choice Awards 
captivate dealers and F&I providers 
across the country as votes are placed to 
nominate the best of the pack. The pro-
cess is designed to ensure this isn’t just a 
popularity contest, but a way to shed light 
on those companies that have earned the 
recognition. 

Voting took place throughout the 
month of May. Only dealers and dealership 
personnel were invited to partake in an 
online survey. They were tasked with pro-
viding a write-in vote for at least five of the 
35 categories, including F&I products, tech-
nology, training, financing, and many more. 
Because the results lay fully in control of 
dealers and their managers and staff, the 
awards have earned a recognizable place in 
the industry. 

AE spoke with 18 companies who placed 
in this year’s awards to learn more about 
how their companies have achieved success 
and what they do to maintain positive rela-
tionships with the agents and dealers they 
do business with. Read on to find out why 
dealers voted their favorite industry part-
ners to the top. 

For 30 years, Craig Almon has been a 
part of the auto retail business, and of those 
years, 21 have been spent running an agen-
cy. As a veteran of the industry, Almon has 
offered us a years-in-the-making 10-step 
plan to take your agency — and yourself — 
to the next level. Check it out if you want to 
learn how to go from an agent to an agent 
principal. 

Reinsurance can be a complicated entity 
to manage. Ensuring your dealer clients are 
staying above the bar is a task you should 

not take lightly. With more than 55% of all 
dealers in the U.S. already involved in rein-
surance and another 20% in retro participa-
tion programs, a checkup for your dealers 
should be on every agent’s to-do list. Mike 
Haas wants to help enhance your agency’s 
value proposition with a handy checklist 
that covers that challenges, opportunities, 
profits, and losses that come along with 
these programs.

The RV market is booming and John 
Lutman wants agents nationwide to learn 
how to capitalize on this profit center. 
With vehicle sales slowing, agents looking 
for a new revenue stream, may find their 
answer in the recreational vehicle arena. 
As a market that services customers both 
young and old, there are a plethora of 
sales opportunities in this market if you 
know how to work it.

Most of our readers are familiar with 
the topics covered in each issue, including 
training, legal, technology, executive inter-
views, and compliance; but for those of you 
that are new to AE, let me provide a break-
down of what’s to come in the second half 
of this issue. 

For training, we have John Tabar here 
to give your dealers a gift that keeps on 
giving! By establishing personal and pro-
fessional goals for all your trainees, and by 
giving them the tools they need to moni-
tor continued progress, you can take your 
dealers’ F&I development programs to the 
next level. 

Attorney and compliance expert Robert 
Wilson always has a new lawsuit or reg-
ulatory development to share. This time, 
a class-action lawsuit was filed claiming a 
dealership misrepresented a “soft” financ-
ing prequalification for what was actually a 
hard pull. Although considered an advance-
ment, this technology can bring negative 
results to both the consumer’s credit re-
ports and the dealers they no longer trust. 

The final article in AE’s Technology 
Challenge series zeros in on DealerSock-
et’s new web development platform. As 

a breakthrough in automotive website 
usability and dealership control, the com-
pany believes dealers — and the agents 
who serve them — will benefit from faster 
site and page load times for customers re-
searching vehicles and F&I products. 

In this edition of Meet the Executive, 
we were given the chance to get innovative 
with US Equity Advantage’s Robert Steen-
bergh. From legal to finance to automotive, 
take a look at the interview to explore his 
career path, how the company sells exclu-
sively through their agent network, and 
why you can’t start a biweekly payment 
company in Japan.

Last, but never least, compliance should 
always be at the forefront of your business 
place. ACE’s Gil Van Over is back again, this 
time to make sure we all know the proper 
way to handle Red Flags. With this tried 
and true checklist, agents can enforce deal-
ers and F&I professionals with a code of 
conduct to nail down their Red Flags clear-
ance process. 

And that’s a wrap! It’s hard to believe 
the next issue will bring an end to 2019. It 
will be interesting to look back on the in-
dustry predictions set forth in our first is-
sue of the year as we develop content for 
the final one. 

Is there anything you wish we would 
have included in an issue this year that 
you’ve yet to see? If so, now is your chance 
to speak up. Email me at kate.spatafora@
bobit.com. Hearing from you is my favorite 
part of the job!  

A Powerhouse Lineup

BY: Kate Spatafora

mailto:kate.spatafora@bobit.com
mailto:kate.spatafora@bobit.com
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DEPT: Summit Updates

I
ndustry Summit is back with a bang in 2019, making its way 
to New Orleans for the first time, Nov. 4–6.

1. KNOWLEDGE IS POWER!
Purchasing a full show pass to Industry Summit buys your 

way into a multitude of sessions and workshops dedicated to ad-
vancing the skills of dealers, managers, and front-end staff in 
areas such as F&I, training, technology, and sales. 

Industry Summit is your opportunity to maximize sales and 
F&I production in a rapidly changing market and this one pass 
gives you access to an incredibly diverse selection of sessions, 
speakers, special events, and much more over the course of a jam-
packed three days in New Orleans. You have the power to control 
your own destiny today and in the years ahead. 

2. ACE CERTIFICATION
The first day of Industry Summit begins with a day dedicated to 
compliance during the event’s Compliance Summit track. The 
pressure on dealerships to comply with ever-increasing regula-
tory demands, as well as staying ahead of trends in consumer lit-
igation, grows each year. Dealers and agents need a way to learn 
what is required of them and what is currently available on the 
market to easily and affordably meet those requirements.

To address that need, we are pleased to bring you the Compli-
ance Summit. Following compliance sessions, attendees have the 
opportunity to take the Automotive Compliance Education exam 
to become certified as an Automotive Compliance Specialist. If 
you need to get up to speed on the latest regulatory changes and 

enforcement actions, you owe it to yourself and your clients to 
earn or renew your certification from ACE.

3. THE TECHNOLOGY CHALLENGE
For the second time, the Technology Challenge will return after 
a hit debut at last year’s event. Ten competitors will be hand-se-
lected by Bobit publishers and editors for inclusion in the chal-
lenge. Any dealer-facing technology provider is eligible, with a 
priority placed on new-to-market solutions. 

The companies, which represent a cross-section of dealership 
digital sales and F&I providers, will be randomly assigned one of 
10 rapid-fire time slots. Each will have 10 minutes to make their 
case for the most compelling and practical technology available 
to dealers today. 

Attendees who watch all 10 presentations are invited to sub-
mit an electronic vote for their favorite, with the winner to be 
announced at the Industry Summit Honors. 

4. ASK FRENCHY
Do you have an F&I question and need answers to help grow 
your management team? We’ve teamed up with industry expert 
and IAS instructor Eric Mélon, better known as “Frenchy.” As 
one of the instructors at IAS’s exclusive SmartDealerUniversi-
ty, Frenchy has a perspective that digs a little deeper into F&I 
management, while providing insightful, thought-provoking 
answers. 

In this session, Frenchy will frame his presentation around 
topics submitted directly by F&I and Showroom readers and In-
dustry Summit conference attendees. If Frenchy selects one of 
your dealers or F&I professionals’ questions, they’ll receive a free 
full conference pass to Industry Summit 2019, plus up to three 
nights of accommodations at the New Orleans Marriott. 

If you would like more information on any of these special 
events, or details regarding Industry Summit, please contact me 
at kate.spatafora@bobit.com.  

Four Reasons to 
Register for

Event organizers recommend prospective 
attendees register now to take advantage 
of all Industry Summit 2019 has to offer.

BY: Kate Spatafora

©gettyimages.com/Pict Rider



Untitled-3   1 8/30/19   10:32 AM



8  |  AGENT ENTREPRENEUR  SEPT/OCT 2019

DEPT: In The Industry

FEDS: FAKE FINCO SCORED 80 
AUTO LOANS WORTH $1.7M

ATLANTA — Michael Miller and Melvin Goode Wentt have been sentenced 
for their roles in a bank fraud conspiracy involving seven defendants, over 80 
fraudulently obtained auto loans, and $1.7 million in bank and credit union loss-
es, according to the U.S. Attorney’s Office for the Norther District of Georgia.

Four other co-defendants previously pled guilty. One defendant is await-
ing extradition from the United 
Kingdom.

“These defendants’ ‘creative 
financing’ company specialized 
in ‘auto loan conversions,’ which 
was simply fraud,” said U.S. At-
torney Byung J. “BJay” Pak. “This 
scam was designed to trick lend-
ers, which in this case were most-
ly credit unions, into granting 
loans for sham car sales. While 
the businesses in their scheme 
may have been make-believe, the federal sentences they received are very real.”

Pak said the defendants and their co-conspirators started the fraud scheme 
by incorporating businesses that, by name, appeared to be auto dealerships but, 
in fact, were just shell corporations. These fake companies had names like “Pre-
mier Luxury Motors,” “Platinum Motors Auto Sales,” and “5-Star Motorsports,” 
but they had no employees, no cars, no car lots, and no dealership licenses.

After establishing the fake companies, the conspirators recruited individ-
uals to apply for car loans with banks and credit unions. The loan applicants 
would claim that they were purchasing a car from one of the fake companies 
and would supplement their applications with fake vehicle purchase orders cre-
ated by the conspirators.

If a loan check was issued to the loan applicant, the proceeds would be 
deposited into financial accounts opened by the conspirators and held in the 
names of the fake companies. The conspirators and the loan applicants would 
then split the money and never repay the loan — and there were no cars to 
repossess.

The scheme spanned approximately four years. Over that time, the conspir-
ators sought over 80 auto loans, totaling approximately $2.7 million in attempt-
ed fraud, successfully obtaining about $1.7 million.

Miller and Goode Wennt will serve 24 and 34 months, respectively, plus 
three to five years of supervised release; there is no parole in the federal pris-
on system. Other co-defendants earned sentences ranging from three years’ 
probation to four years and nine months in prison and restitution collectively 
totaling more than $3.1 million.

PORTFOLIO ACQUIRED 
BY ABRY PARTNERS

LAKE FOREST, Calif. — Abry Partners, a Boston-based 
private equity firm, announced that it has agreed to ac-
quire Portfolio Holding Inc. from Capital Z Partners LP, a 
New York-based private equity firm. Terms of the trans-
action, which is subject to normal and customary closing 
conditions, were not disclosed.

Based in Lake Forest, Calif., with operations in Dal-
las, Portfolio is an independent provider of F&I products 
and services to automotive dealers across the country, 
including vehicle service contracts, GAP insurance, and 
ancillary products.

The company’s specialty is managing affiliated rein-
surance companies for dealership owners. Portfolio also 
administers warranty programs for other markets. All of 
Portfolio’s current management team will remain in their 
roles leading the company and will retain significant eq-
uity ownership, all according to the announcement.

“To accommodate our tremendous growth, Abry 
will be the third and largest private equity investor in 
the company since 2012. They are committed to helping 
us attain yet another record level of growth,” said Brent 
Griggs, president and CEO of Portfolio. “Abry Partners 
has a strong background in the financial services sector, 
and we have selected them as the next ideal partner for us. 
The Portfolio team is focused on expanding our footprint 
nationally in the automotive space and we have begun to 
leverage our reinsurance and administrative expertise in 
other markets as we pursue new opportunities to build 
the business.”

Brent Stone, a senior partner at Abry, said, “We have 
been impressed by Portfolio’s growth with consistent 
profitability over the years in a very competitive industry, 
as well as the quality of their home office and sales leader-
ship in the field. The Portfolio team is a perfect example 
of the kind of company we invest in — motivated own-
ers and executives who want to grow. We look forward to 
providing them the resources to help them succeed, while 
providing long-term value for all stakeholders in this in-
vestment.”

CHICAGO — Universal Lenders LLC an-
nounced the integration of its The ZERO Plan 
program with the entire suite of Darwin Au-
tomotive F&I and Digital Retailing software 
solutions.

Executives said the partnership will allow 
Darwin’s clients access to premium financing 
for all F&I products, including noncancelable 
products, while seamlessly and effortlessly 
econtracting the transaction. 

“The ZERO Plan and Darwin — what a 
perfect partnership!” said Jeff Jacobs, CEO 
of Universal Lenders LLC. “The ZERO 
Plan is the only installment plan that al-
lows multiple F&I products from different 
providers to be premium financed on one 
installment agreement with one custom-
er payment.    Our dealer-friendly program 
that funds the dealer in seven days, pro-
vides up to 36 installments, and reduces 

chargebacks by 50%. [It] fits perfectly with 
Darwin’s award-winning platform.”

“Many of our customers are extreme-
ly excited about the addition of The 
Zero  Plan  integration,” said Jeff Stafford, 
CMO of Darwin Automotive. “Our goal is 
to provide the most seamless experience for 
our dealerships, and integrations with best-
in-class solutions such as The Zero Plan help 
accomplish this.”

VISIT AGENT-ENTREPRENEUR.COM FOR UP TO DATE INDUSTRY NEWS.

UNIVERSAL INTEGRATES ZERO PLAN WITH DARWIN AUTOMOTIVE

©gettyimages.com/Svetlana Borovkova
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DEPT: In The Industry

DALLAS — DealerSocket Inc. announced the launch of a new partner-
ship with F&I Express at its user summit. Executives said the integration 
between DealerSocket’s Precise Price digital retailing solution and F&I 
Express’ network of approximately 160 F&I product providers will enable 
an even more accurate and intuitive digital retailing process for dealers 
and customers alike.

Precise Price, initially developed to address the strong interest among 
consumers to transact online from any mobile device, marked Dealer-
Socket’s entrance into the burgeoning digital retail category. It was billed 
as the first digital retailing platform to come equipped with integrated 
desking software, allowing for the delivery of dynamic price quotes with 
rebates, incentives, and all applicable taxes and fees factored into deal cal-
culations.

“DealerSocket’s Precise Price integration with F&I Express’ Digital 
Media solution helps dealers and their customers have a better experience 
during the digital retail process,” said Brad Perry, co-founder and CPO of 
DealerSocket. “Utilizing the integration within Precise Price leads to hap-

py customers that convert and buy more back-end protection packages. 
Our initial pilot found that dealers who used the integration saw a nearly 
20% increase in back-end gross.”

Now, through Precise Price’s integration with F&I Express’ Digital 
Media solution, the platform is able to display VIN-specific, state-specific, 
and dealer-specific F&I product rates and dynamic content. This power-
ful connection also allows digital retailers, dealer websites, menu systems 
and other platforms to dynamically access F&I product ratings and con-
tent, all according to the announcement.

“Trends reveal that car buyers are becoming more partial to an online 
retail experience. In fact, research shows 71% of consumers prefer to get 
online information about their entire deal, including aftermarket add-
ons,” said Gary Peek, vice president and general manager, F&I Express. 
“By giving customers more transparency and authority over the course 
of their deal, Express Digital Media can help dealerships reach consumers 
earlier in their car buying journey. This can improve customer satisfac-
tion and for revenue through more F&I sales.”

VISIT AGENT-ENTREPRENEUR.COM FOR UP TO DATE INDUSTRY NEWS.

MBPI ADDS MBP ID FRAUD SOLUTIONS
LEE’S SUMMIT, Mo. — Mechanical Breakdown Protection Inc., a provider of F&I products for the automo-
tive industry, is now providing MBP ID Fraud Solutions as an addition to their vast selection of products for 
today’s consumers. MBP ID Fraud Solutions product was created to offer a layer of identity protection that 
many consumers do not have, and is provided as an option while purchasing a vehicle.

Executives said the new product is an opportunity to offer customers a unique option to put safeguards 
in place for future financial protection at a low cost. With the alarming rate of increased identity fraud, pro-
tecting customers from the multiple ways they can become a victim is incredibly beneficial. The membership 
structure allows for the cost to be included in the purchase of the vehicle as an investment into future pro-
tection.

MBP ID Fraud Solutions minimizes the damage of identity theft by having resources and benefits avail-
able in the event of fraud. Designed to protect automotive consumers with a complete identity fraud solution. 
MBP ID Fraud Solution offers financial and legal protection which are critical to providing value and protec-
tion and include live restoration services, lost wallet protection, financial reimbursement and cash recovery, 
legal network access, and an emergency preparation kit, all according to the announcement. 

DEALERSOCKET ADDS F&I PRODUCT RATES TO PRECISE PRICE

VISION 
RELEASES 
VISIONMENU 4.0

FORT WAYNE, Ind. — Vision 
Dealer Solutions released Vi-
sionMenu 4.0, an enhanced ver-
sion of VisionMenu Classic.

The new software joins Vi-
sionMenu, VisionTouch, Vision-
Report, vSignature, Paperless 
Deal Jacket, and Remote F&I 
among the company’s deal-
er-targeted product lineup.

“We are excited to release 
this upgraded version to all 
of our existing menu users at 
no charge,” said Ron Martin, 
president of Vision Dealer Solu-
tions. “4.0 has many upgrades 
but my favorite feature of it is 
the user can easily create menu 
templates. This setup feature 
accommodates most any pre-
sentation, whether it’s a one- to 
four-column with multiple pay-
ments or a two-column com-
plete vs. needs analysis menu. 
All F&I managers at the store 
can store as many templates in 
the menu library as they want, 
and the menus are accessible for 
all deliveries.”

©gettyimages.com/GOCMEN
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E
ach year, dealers across the nation vote 
for their favorite providers in Auto Deal-
er Today’s Dealers’ Choice Awards. For 
a multitude of reasons, the agents that 
do business with both these dealers and 

providers show great interest in the companies 
voted to be the industry’s leading. 

AE had the opportunity to speak with rep-
resentatives of some of the companies that 
secured a spot in the 2019 DCA rankings. Ex-
perts from areas including recruitment, prod-
uct training, service contracts, and many more 
shared their thoughts on the steps that have led 
their companies to success.

IT’S ALL ABOUT RELATIONSHIPS
Relationships are crucial in both the agency and provider space 
and a major catalyst for the profits that drive them. For those com-
panies that paved their way to a DCA win this year, they all agreed 
on one thing: positive relationships matter. And that goes for both 
the dealers and agents they do business with. 

Through continued support, collaborative ideas, and programs 
and services that cater to agents and dealers alike, these F&I prod-
uct providers are gaining momentum.

“The first way we do this it to provide exceptional service levels 
and support for our agent and dealership clients,” said IAS’s vice 
president and head of the agent channel, John Lutman. “We don’t 
look at our clients as a vendor relationship. Instead, we refer to 
them as partners in this ever-changing competitive market that we 
are all in.”

National Auto Care’s president and CEO, Tony Wanderon, 
thinks that having empathy, listening, and doing what you say are 
key to any relationship. “To me, the most important aspect of our 
business is doing what we say we will; that does not mean always 
saying yes, but rather doing the right thing even if sometimes it’s 
better for one side and not the other.”

“Simply put, we care,” said Greg Goebel, CEO of DealerStrong. 
“We work closely with our special finance clients, many on an ongo-
ing basis, monitoring their success and giving them ongoing insight 
to their successes and opportunities.”

United Development Systems’ president, Randy Crisorio, be-
lieves the success of relationships between UDS and its dealer 
partners rests with effort, commitment, and expertise that delivers 
results.  “UDS staffers consider ourselves as an F&I performance 
company and execute that culture every day,” he added. “Training is 
a key ingredient and comes in many forms and this in itself sets us 
apart from the competition.”

Justin Thomas, president and COO of PayLink Direct, said his 
company’s solutions are designed to help enable sales, but they only 
work well when they are implemented, tested, and refined in a col-
laborative way. “Each partner has specific nuances to their business 
and key areas of focus, and we want to do our best to understand 

those details and earn their business every day 
by matching our services with their objectives.”

“We are here to support dealers and agents 
alike and enable their unique vision to grow 
into a successful process within our system,” 
said ProMax’s director of training, Jack Beciri. 
“Honest communication, system flexibility — 
and above all, top-notch 24/7 customer support 
— are the keys.”

To their agents, The Impact Group’s respon-
sibility is to make sure they have marketable 
and innovative solutions that differentiate their 
agency from its competitors, but also to arm 
them with the information they need to effec-
tively service their book of business, said COO 

Mark Thorpe. “If they have the confidence that we’re always willing 
and available to help, and that we know what we’re doing, the posi-
tive relationship comes naturally.”

AutoCareersOnline’s No. 1 priority is to help their OEM, TPA, 
and general agency clients build winning sales teams, said pres-
ident Diane Uzelac. “We focus not just on maintaining a vendor 
relationship with our clients, but rather on building partnerships 
with them.”

Portfolio recognizes that this business is largely driven through 
relationships, said CSO Dan Haugen. “Selling an F&I product is 
mostly a transaction, whereas building wealth for our dealer cli-
ents requires a long-term trust-based relationship. Just like we 
meet with our dealer-owners quarterly, we reach out to every 
agent at least that frequently to see if they require any help or just 
need some counsel.”

Jason Gillette, StoneEagle F&I’s vice president of sales and mar-
keting, believes that “cultivating trusted long-term partnerships is 
a top priority and one of our key core values — it’s more than just 
good business, it’s central to our identity.

“Beyond that, our agent and dealer partners directly inform 
many of our retail development priorities, as we strive to deliver 
solutions that meet a real-world need,” he added.

“Our dealers continually rely on us to provide fixed ops exper-
tise and coaching because they don’t always have the time to ad-
dress the complexity of what’s happening in their service and parts 
operation,” said DealerPRO Training’s dealer development manag-
er, Kristin Williams. “Or they want our objective insight as they seek 
to make changes or implement new processes.”

Jeff Jacobs, founder and CEO of Universal Lenders, said, “The 
best way to maintain positive relationships with our agents is to 
provide an F&I product financing program that requires minimal 
agent effort while compensating them for their dealer’s production 
and providing their dealers with the maximum benefit.” He added 
that this creates a win-win for the dealer and agent.

“We listen to their needs and provide the products and services 
they want at competitive prices, with fast and efficient service, and 
with full transparency,” said Guy Koenig, president of GSFSGroup. 

“Our consistent 
focus on 
customer 

engagement, 
real-time 

communication 
and true 

transparency 
allow for very 

healthy, positive, 
and long-lasting 
relationships.”
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“Additionally, we have a full time, experienced 
and dedicated team of managers, sales repre-
sentatives, training managers and performance 
development managers, all of whom are avail-
able as needed.”

Alan Miller, senior vice president of sales, 
said CNA National focuses on building last-
ing relationships with their clients by learn-
ing about their goals, not just their produc-
tion numbers. “Furthermore, we continue to 
demonstrate our commitment to the agency 
distribution model,” he added. “The exception-
al service our agents provide their dealer clients 
inspires all of us here at CNAN.”

“Maximus Auto Group was founded with 
the mission to provide the best customer ser-
vice in the industry. ... The saying goes, if you 
don’t measure it, you can’t manage it, and we 
implement that wisdom every day,” said the company’s president, 
Dean Harrison. “We do this in a multitude of ways, allowing our 
management team to monitor the complete customer experience. 
Happy customers equals happy dealers, which equals happy agents.”

RoadVantage’s philosophy with agents is to always be proactive, 
available, and responsive. “Our team is in constant contact with our 
agents regarding opportunities, product launch assistance, account 
reviews and successes,” said President of Sales Randy Ross. “This 
regular interaction creates profitable and problem-free relation-
ships for all involved. “

President David Neuenschwander said National Automotive Ex-
perts and NWAN’s singular focus it to help their customers, both 
agents and dealers, make more money and to strengthen the relation-
ship between the dealer and their customer. “Our consistent focus on 
customer engagement, real-time communication and true transpar-
ency allow for very healthy, positive, and long-lasting relationships.”

“AUL strives every day to provide the highest level of service in 
the industry,” said Paul McCarthy, SVP of agency and dealer sales. 
“We look for a way to say yes to every opportunity and we make it a 
point to always act in our customers’ best interests.”

SECRETS OF THE TRADE
While all our winners agreed that relationships 
lead the way in their company’s success, each 
has their own industry tips and tricks that they 
use to stay a step ahead of the rest. For some 
it is their employees; for others, consistent re-
sults. What is it that sets your company apart 
from the rest? 

“Our people consistently make the dif-
ference. Our team’s strengths include dealer 
sales, client training, program implementation, 
customer satisfaction, client communication 
and scalable technology, said PayLink Direct’s 
Thomas. “We are highly effective and capable of 
finding a solution to any given problem for our 
agents, dealers, and administrator partners.”

Kristin Williams of DealerPRO Training 
shared that their dealers said they were pre-

viously somewhat “unengaged” with their fixed ops departments. 
Their training program helped them stay on top of service profit-
ability and held them accountable to their service and parts man-
agers and employees in a way they had never been before. “… And 
because we pay significant attention to every detail, every employee, 
and every process, that makes up a successful service and parts op-
eration.”

“Consistency and value,” said ProMax’s vice president of strate-
gic business initiatives, Melissa Sinclair. “Whether it is the products 
we provide or the support team that comes along with those prod-
ucts, we have a commitment to always providing the best solutions 
possible.”

Lutman of IAS said they have great focus and great employees 
who truly care about helping their agents and dealers be the best 
in the industry. He added that, “For years, IAS has been providing 
full-service solutions for our agent and dealer partners.”

“We are lucky to have great people both internally and external-
ly,” said National Auto Care’s Wanderon. “Winning this honor year 
after year is not just about our company — it’s about our agent part-
ners, too. They are the ones who are in the stores, training, and doing 

“Each partner 
has specific 

nuances to their 
business and key 

areas of focus, 
and we want 
to do our best 
to understand 
those details 

and earn their 
business every 

day by matching 
our services with 
their objectives.”
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all they can for their clients and our company.”
Loyalty, without a doubt, is what The Im-

pact Group’s Thorpe says is the main factor that 
helped lead their company to a DCA win. “As a 
supporting provider with a depth of experience, 
we have our own processes and beliefs about 
what’s effective and what’s not, but we also 
understand that our own flexibility and stew-
ardship of our agents’ relationships, even when 
it’s not always in our own best interests, is what 
ultimately makes or breaks our success.”

“I dare say we have the most unique and effective reporting and 
tracking tools available anywhere today, and the metrics are the 
stepping stones to growth,” said UDS’s Crisorio. “The bottom line 
in our view is offering an array of training opportunities and report-
ing that keeps growth top of mind, leads to long term relationships, 
and earns the dealer support demonstrated through the Dealers’ 
Choice Awards program.”

Jacobs of Universal Lenders said as a former auto dealer himself, 
he designed their program to say “yes” to dealers. “All paperwork 
problems are resolved directly with the dealers. No contracts are 
ever returned unfunded. We notify our dealers directly about pend-
ing cancelations and chargebacks.”

Having trained more than 6,500 dealers and dealership person-
nel, and mixed with their integrity and desire for our clients to be 
successful long-term, Goebel said their clients appreciate Dealer-
Strong’s unique service.

“Though every level of our company, our focus is on providing 
an exceptional experience to agents, dealers and customers,” said 
RoadVantage’s Ross. “Combined with innovative, industry-leading 
F&I products, the highest levels of claims service, and uncompro-
mising account service, we are providing the value today’s educated 
customers expect.”

Portfolio’s Haugen said their dealer-owners completely look to 
their agents and managing directors for advice on how to maximize 
their wealth through the reinsurance program. 

“Providing top shelf customer service and superior agent income 
development services are the mere ante to stay in the game … Port-

folio consistently delivers on the fundamentals, 
but having that trust-based dealer-owner rela-
tionship, is the key,” he said. 

“AutoCareersOnline has a keen understand-
ing of what it takes to be successful marketing 
F&I ancillary products to car dealers,” said 
Uzelac. “When selling a commodity, the only 
distinction between your company’s offerings 
and your competition is your people.”

McCarthy attributes AUL’s nearly 30-year 
commitment to delivering new and innovative products, combined 
with industry leading customer service, as the main factors that 
helped them achieve this important industry award.

“We spent the past few years building agent training modules 
that focus on helping our agents really understand how we work, 
said NAE/NWAN’s Neuenschwander. “From product knowledge to 
selling tips, we have brought a renewed focus to helping our agents 
be more successful with our entire suite of products and services.”

Harrison said that when a customer engages with MAG, they 
want them to feel like they’re engaging with the dealership. “MAG’s 
customer experience management tools empower policy holders to 
quickly and conveniently get help, start a claim, know what’s cov-
ered, and stay connected with us and their dealership. Those consis-
tent, positive interactions create loyal, happy customers who return 
to the dealership for every other service they need.”

“There’s no question it’s our customer service,” said Miller. “Not 
a day goes by that we don’t get at least one and sometimes several 
positive comments. This speaks highly of our associates and their 
dedication to both CNA National and our clients. “

Gillette claims that it really comes down to the longstanding, 
trusted relationships that StoneEagle F&I maintains. “Our truly 
remarkable team and their ongoing commitment to excellence is 
certainly a factor in our DCA win this year and in years past.”

GSFSGroup’s Koenig ended the conversation by attributing 
their DCA wins to the support and trust of their agents and dealer 
partners. “We strive at every opportunity to be their partners and 
provide the products and services that they need to support and 
grow their businesses.” 

“Through every 
level of our 

company, our 
focus is on 

providing an 
exceptional 

experience to 
agents, dealers 
and customers.”
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Veteran agent offers a 10-step plan for preparing your agency — and yourself — 
to evolve from a one-man band into a dynamic and marketable business.

HOW TO GO FROM AGENT 
TO AGENT PRINCIPAL

T
his month marks 30 years in the retail auto business for 
me, and for the last 21 of those years, my business part-
ner and I have run an agency we started from nothing in 
April of 1998. 

As I reflect on the early days, I can certainly tell some 
tall tales full of colorful characters, replete with untold industry 
practices of the time that would at the very least get us all fired 
today. Occasionally, I will regale our team with how it all started 
and what we did to get to where we are today. 

Originally, I just wanted to make “retail” money and have 
weekends off. Suddenly we had employees, taxes, and an annual 
payroll across multiple states that we would have considered a 
great feat not so long ago. 

Did we have a plan to grow an agency? Sort of. I had a plan on 
how to survive and feed my family by convincing as many dealers 
as possible to sell some of my “stuff.” 

Did we know we needed to sell X number of policies to justi-
fy adding an employee? Nope, not that smart at the time. Did it 

occur to us that we may want to diversify our product offerings 
and vendor relationships? Nope, we drank the Kool-Aid and then 
weathered a real attempt by a vendor to put us out of business. 
Did we have attorneys check our agent agreements before we 
signed them? Again, our naiveté put us in no position to hire at-
torneys to retain the clients and commissions we had worked so 
hard to build. 

So, what happened? How did I get here? As many of you know 
who are reading this, it became nearly impossible to stay small. 
As the market changed (and continues to change), the space is 
more crowded with larger competitors for the independent agent 
and fewer dealership prospects thanks to continuing dealer con-
solidation. 

For those of us who have managed to stay small, God bless 
you. For the rest of us who find ourselves on the field with the 
large national providers or at the very least large regional agen-
cies, you had better be on your game! As you grow, here are some 
things you may want to consider. 

BY: Craig Almon
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A PLAN FOR GROWTH 
As you grow, you suddenly have peo-
ple and paperwork, taxes, payroll, and 
state reporting. Your days in the office 
go from once or twice a month for a few 
hours to one or two days a week for the 
whole day. 

You want to be in the dealerships getting “deals” and driving 
production. But someone must run the agency. And believe it 
or not, the fact that you were a good agent does not necessarily 
translate into being a good agent principal and, ultimately, a good 
businessperson. 

Here are 10 key items that are critical to making the transition 
from agent to agent principal.

1. Hire a good attorney that understands our industry. Re-
alize that we are players in a huge industry and everyone has more 
money and more power than you do. Only the strength of your 
contracts and understanding of the protections you are availed 
within those documents put you in a position to put up a stout 
defense if someone thinks they can try you on. 

I know many agents who have had vendors, other agencies or 
even dealers basically steal their commissions. We have attorneys 
who review and redline all our agency contracts. We get what we 
need or we don’t do business with that vendor.

2. Get some real accounting. Buy legit accounting software 
and either learn or, better yet, hire a person who understands 
proper generally accepted accounting principles (GAAP) to han-
dle reconciliation of your commission statements, expenses, and 
state and federal reporting.

If your accounting system is still a box full of receipts that you 
give to your “bookkeeper” at the end of the year, you are woefully 
behind the curve. If you have visions of selling your agency in the 
future for a big multiple, you as they say, are drinking your own 
Kool-Aid.

Get all your personal expenses out of the company and off the 
financial statement. You are kidding yourself if you think this is 
saving you money. It will cost you big time when you decide to sell.

3. Hire a good CPA firm and have them do all your taxes for 
continuity sake. You will pay more than having a tax preparer do 
your returns, but trust me when I tell you, if you must sue some-
one over contract breach, you will need to build a damages model 
in an attempt to recapture lost commissions. 

If you are suing one of the big boys, an insurance company, or 
an administrator, your books and tax returns will get laughed out 
of court — as will your damages model — if you skimp on this 
necessary service.

4. Create a real business plan. Your agency’s business plan 
must include your marketing strategy, target markets, target ac-
counts, product focus and mix. While driving down the street and 
pulling into the next dealership is an acquisition plan, developing 
a more strategic plan can help the whole team focus as you grow.

5. Maintain multiple, complementary vendor relation-

ships. Be fair about how you spread 
your business. If you are inking up just 
to “lock up” a market for a while with no 
intent to sell product, that will eventu-
ally come home to roost. 

Our experience finds that loyalty is 
a two-way street that starts with policy count. If you want a ven-
dor to not drop another agent in your market, find out what their 
business plan is and work in concert with them to achieve the 
plan. Win-win!

6. Stop playing “district manager.” Just like the dealer may 
have been a good salesperson or desk manager at one time, the 
thought of them working the desk for the weekend or taking an 
up is enough to make the sales force break out into a cold sweat! 
The dealer’s job is to think strategically and long-term, create a 
clear and strategic plan for the future of the business, find talent, 
share the vision and mentor the leaders in the organization. 

That should also be your role in your agency. Sure, you should 
be in stores with your team from time-to-time, but if you cannot 
transfer your knowledge and vision to your team, you are just a 
one-man band with a huge payroll.

7. Hire a legitimate assistant. There are some very profes-
sional and capable executive assistants available that will improve 
your efficiencies dramatically. When you are so busy dealing with 
the “fray” (all the stuff that doesn’t make you money) that you 
cannot do the stuff that does make you money, you need a per-
sonal assistant. 

If you are there, it will change your world for the better! Spend 
the extra money and use one of the online applicant consolida-
tors like Indeed. You will get legit, qualified candidates.

8. Know your numbers. You should know your total and av-
erage policy counts by vendor, state, group, store, and finance 
manager. For real effect, manage your policies per retail. If you 
are just looking at the numbers in the bank account, you can get 
fooled.

9. Open the mail and make all the deposits that are not 
direct deposits. Unless you have another officer of the company 
handling these two items, you may fall victim to employee theft. 

10. Periodically spot-check your commission statements. 
You must be sure the commissions match the setup. We have 
found numerous commission inconsistencies over time, ranging 
from an administrator charging our statement for policies that 
they received — and the dealer did not pay for — to honest cler-
ical errors. 

Finally, stay in the game! Your team will follow your lead. If you 
show up late, leave early, and otherwise are not tuned into what 
is going on in your business, things can change for the worse very 
rapidly. Stay connected, communicate with your people and your 
key clients, and insist on adherence to best practices.   

CRAIG ALMON IS CO-FOUNDER OF PRO CONSULTING, LLC. HE SERVES AS THE AGENCY 
PRINCIPAL AND CORPORATE TRAINER, PROVIDING RESULTS-BASED BUSINESS DEVELOPMENT 
SERVICES TO MANY OF THE PACIFIC NORTHWEST’S LARGEST DEALER GROUPS.

The fact that you were 
a good agent does not 
necessarily translate 

into being a good agent 
principal and, ultimately, 
a good businessperson.



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

My Dealer Experience.
My Portfolio.
“As a former dealer, now in F&I consulting, 
I only deliver the best to my dealer peers. 
That’s why I sell Portfolio.”

I love the car business. When I got a great offer to sell 
my stores, I decided to stay in the business helping other 
dealers make the most of it. I had seen how my Portfolio 
reinsurance company helped me weather the economic 
downturn, so they were my first choice for an F&I program. 

When I first signed on with Portfolio in 1998 the pro 
forma of profit projections was hard to believe, but now 
I tell dealers that my actual results over the years exceeded 
the projections. This is not unique to me. It’s not long 
before my new dealer clients say, “I should have gotten 
on Portfolio earlier.” 

Portfolio delivers proven products with flexible 
customization, responsive agent support, and the best 
reinsurance benefits for more profits on the back end. 

That’s what it takes in today’s dealership market.

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

Jeff Morri, President
Morri & Associates
Bay Area, California
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Enhance your agency’s value proposition with this eight-point 
checklist that covers the challenges, opportunities, profits, 
and losses that come with every dealer participation program. 

GIVE YOUR 
DEALERS A 
REINSURANCE 
CHECKUP

A
s a 30-year veteran of the au-
tomotive industry, I wanted 
to share some thoughts on the 
complicated subject of reinsur-
ance. With more than 55% of all 

dealers in the U.S. already involved in re-
insurance and 20% being involved in retro 
participation programs, there’s no better 
time for a reinsurance checkup than now! 

Ensuring your dealer clients are taking 
part in an annual reinsurance checkup is as 
important as an annual physical. An annual 
reinsurance checkup can identify the over-
all success of the reinsurance program, 
identify and prevent problems, chart prog-
ress, and outline the action plan to achieve 
financial goals and objectives. 

At this point, you already know that 
owning one’s own reinsurance company 
is about control — controlling cost, con-
trolling claims experience with your cus-
tomers, controlling the money, and, to 
some extent, controlling the investments. 
It can also provide motivation for neces-
sary changes in dealerships as it relates to 
performance. 

Many find the prospect of forming and 
starting their own reinsurance company 
stressful. They are happy to get it up and 

running but assume it will be on autopilot 
after the launch of the program. Dealer re-
insurance companies should be analyzed 
in the same manner as a 401(k), SEP, IRA, 
or any other financial services product. 

Below are eight steps you can take to 
help your dealers maintain a healthy rein-
surance formation. Please note this is not 
financial or legal advice. Seek proper coun-
sel for any questions. 

1. TRACK PRODUCT 
PERFORMANCE. 
You must understand the profit margin 
performance of the “widgets” — the F&I 
products that are ceded into a reinsurance 
company. 

Just as an evaluation of an F&I manag-
er’s performance would consider whether 
they are selling the VSC at cost or making 
an acceptable profit margin, the margin 
performance on your dealer’s reinsurance 
program should be reviewed. 

Are margins after claims and expenses 
below or above average? If the net profit 
margin in their reinsurance company is 
$435 per VSC, and the industry average is 
$455, will you be OK with below-average 
results at $435, or does making an adjust-

ment to be average or slightly above aver-
age make more sense? 

In my opinion, a profit margin of ap-
proximately 10% above average is at-
tainable long-term and maximizes the 
wealth-building strategy for the deal-
er over time. Performance data can be 
sourced from the various OEMs, third-par-
ty administrators, or, in some cases, NADA 
or NIADA. 

2. CONNECT REINSURANCE 
TO F&I DEVELOPMENT. 
F&I performance is crucial in any profit 
participation program! I realize all your 
dealer clients focus on F&I performance, 
especially in a tight market. Before rein-
surance, F&I performance helped make 
more money in the dealership, and it con-
tinues to do so. But poor performance for 
the dealer who owns a reinsurance com-
pany can detrimentally impact profits! 

They now have control of front-end and 
reinsurance margins after claims and ex-
penses. F&I performance directly impacts 
the funding of the reinsurance company. 

In practical terms, if the F&I managers 
in the dealerships you do business with are 
at 30% VSC penetration, a 20% improve-

BY: Mike Haas
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ment would have a significant impact on 
reinsurance performance. 

Using my prior example, a dealer sell-
ing 100 pre-owned and non-lease new 
units per month would be missing out on 
20 VSCs per month or 240 VSCs per year at 
a profit margin of $435. That’s $104,400 a 
year or $1.04 million over the next 10 years. 

Investment income is not an included 
variable in this calculation. The long-term 
impact after 20 years could be north of $2 
million in net profits to the reinsurance 
company. 

As you can see, a small adjustment can 
mean significant wealth long-term to the 
dealership. Therefore, ensuring the correct 
F&I compensation plan is in place — and 
working with F&I trainers to ensure top 
performance at the dealership — can pay 
big dividends! 

3. CHECK THE CLAIMS. 
Is your dealer’s reinsurance company pay-
ing claims? When reviewing claims, we 
are looking to identify whether claims are 
paid based on mechanical failure or upsell. 
Each dealer will have a different perspec-
tive on this; however, most dealers do not 
want to see claims within the first 30 days 
of coverage. This can be a sign of poor re-
conditioning at the dealership level. 

Remember, reconditioning is an ex-
pense at the dealership level. This same ex-
pense in your reinsurance company is a re-
duction of premium and reduced ability to 
earn investment income and future wealth. 

Obviously, you should always pay legit-
imate claims and address the customer’s 
repair needs. This review should be look-
ing for anomalies in claim transactions. A 
service advisor who is upselling non-failed 
components against the reinsurance com-
pany can be quite costly! 

4. MONITOR THE LOSSES. 
Loss adjustment expense (LAE) will vary 
from program to program and should be 
monitored. This expense usually ranges 
from 5% to 13% of the submitted claim 
amount. 

When your dealer is reviewing admin 
fees, keep this hidden expense in mind. 

It can greatly impact administration fee 
expenditures and reduce reserves within 
your reinsurance company. Here is a sim-
ple example: 

The service department processes a 
claim against your reinsurance compa-
ny for $1,000. The LAE is 10% and the 
TPA processes the claim and debits your 
reserves held to pay claims for $1,000. 
Adding the 10% LAE brings the total to 
$1,100. 

This will happen on every claim with 
LAE. The LAE will add up quickly, but it 
will be difficult to identify, because it is 
often billed together and reported as total 
claims paid! 

5. KNOW YOUR 
INVESTMENT OPTIONS. 
Investment income can add to the overall 
health and wealth of a reinsurance compa-
ny. However, this is an area that has some 
moving parts. 

Understand that the trust agreement 
will dictate how investments and reserves 
may be allocated. Investment advisors may 
have limited investment options for un-
earned premium reserves and usually will 
have a set of instructions from the insurer 
that will sound similar to this: 25% of re-
serves must remain in cash to pay claims 
and cancellations; 25% must be in conser-
vative funds like CDs or mutual funds; and 
10% in equities. 

However, as premiums are fully earned, 
they can be invested more aggressively in 
a strategy that meets individual needs. A 
long-term goal may be to create a situa-
tion where the investment income will be 
significant enough to cover the monthly 
claims expenditures while preserving re-
serve premiums. 

Keep in mind that, early on in your 
dealer’s reinsurance company’s lifecycle, 
this probably will not be achievable. 

6. MINIMIZE ADMIN FEES. 
Administration fees are always a hot top-
ic, and everyone seems to be an expert or 
claims to have heard from one. Well, not 
all admin fees are equal in the way that 
they are structured! 

Admin fees are usually broken into 
one of three types: no service, partial (or 
“light”) service, or full service. Most of us 
are trained from an early age to strive for 
excellence and to want the best. When it 
comes to admin fees, you get what you 
pay for. 

As previously mentioned, most deal-
ers find the proposition of starting their 
own reinsurance company to be stressful. 
When it comes to helping to reduce that 
stress, trading service for a reduction in 
the administration fee is not a good idea! 

What exactly do admin fees cover? This 
is not a definitive list, but items may in-
clude claims call center, state and federal 
compliance, loss control, account servic-
ing, training and development, API con-
nections to the DMS, and menu services. 
In some cases, admin fees also cover pre-
mium taxes and cession fees. Just because 
ceding fees and premium taxes are not a 
single line item doesn’t mean they are not 
being paid from the admin fee. 

Now let’s break down the three service 
levels:

• No service is just like it sounds. You 
get the quarterly cession statement in the 
mail, and no one is helping you to under-
stand it or manage your account, and you 
can expect longer hold times in the claim 
centers with potentially longer processing 
times. 

I would compare this to someone off 
the street with no experience in the auto-
motive retail sector deciding to buy a car 
dealership and hoping it goes well. Any 
time I have discussed a poor reinsurance 
experience with a dealer, I have learned 
their punishment was self-inflicted be-
cause they selected no service when they 
really need help and guidance to manage 
their reinsurance company! 

With this option, your dealer is the only 
person keeping an eye on the ball. There is 
very little backup support. 

• Partial service typically indicates 
your dealer is working with an agent that 
provides light support. They will help 
with minor training issues as it relates to 
production and handle minor claims con-
cerns. The TPA will provide light insight to 
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reinsurance company performance, make 
suggestions, and aid in bookkeeping and 
management. 

• Most dealers select full service. Why? 
Because the cost difference is nominal and 
they have full support of the agent — and 
the TPA. There is full F&I training and de-
velopment, compliance monitoring, and 
claims resolution support. 

The TPA may aid in menu services, 
etraining, F&I universities, OFAC report-
ing, DMS connectivity, and electronic 
contracting and remittance. They may 
also help with claims call centers that have 
low hold times and expedite service, a loss 
control department looking for issues on 
behalf of the dealer, and a reinsurance 
specialist that monitors and reviews the 
reinsurance company’s performance on a 
quarterly basis. They may even offer opin-
ions on how to improve performance and 
maximize wealth. 

Remember, when considering an ad-
min, you get what you pay for. Think of it 
like this: Would you hire a cheap accoun-
tant or attorney to help you with tax or 
legal matters? Most likely not. Selecting 
a no service or light service option may 
have you stepping over dollars to pick up 
pennies. 

7. CALCULATE THE CEDE FEE. 
Cede fee is a percentage of the premiums 
ceded, ranging from 1% to as much as 
15%. The cost will vary from company to 
company based on the services provided. 

8. CHECK YOUR STATE’S 
PREMIUM TAX RATE. 
Premium taxes are charged based on the 
premiums written in a state. The state 
premium taxes are a percentage of the 
premiums paid. Some municipalities may 
also impose a premium tax, which would 
be added to the state tax. Keeping in mind 
that not all states have premium tax, you 
should check on each states in which your 
dealer clients operate to ensure this is a 
necessary expense. 

Remember that you and the TPA are 
the coaches for your dealer’s team. The 
F&I folks are the quarterbacks that run the 

plays and drive production into your re-
insurance company. Stepping over dollars 
to pick up pennies is a mistake. The rein-
surance company could be the most prof-
itable venture you and your dealer clients 
will enter. 

I wish you all great success and pros-
perity.  

MIKE HAAS, LPN, MPFS IS ASSISTANT VICE PRESIDENT OF  
SALES FOR AMERICAN GUARDIAN WARRANTY SERVICES.
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Agents looking for a new revenue stream need look no further than 
recreational vehicles, a market that serves customers both young and 
old and can provide cover as sales of cars and light trucks slow.

HOW TO 
CAPITALIZE ON 
THE BOOMING 
RV MARKET

T
raditional vehicle sales are down, 
but interest in recreational ve-
hicles is rising. Currently at the 
largest volume in 30 years, the RV 
industry presents some unique 

opportunities for your agency. Whether 
you’re marketing to millennials or baby 
boomers, both demographics typically 
have a strong curiosity for these product 
lines, which makes now a great time to 
tap into the RV market.

Millennials make up most of the RV 
buying increase. Interest in nature and 
the outdoors has millennials looking for 
lower-cost, smaller units. Some millen-
nials are delaying buying their first home 
and opting for an RV instead. 

According to the RV Industry Associ-
ation, 53% of the younger generation are 
interested in an RV. Twenty-three percent 
consider themselves likely buyers. On 
top of that, more than half of millennials 
(55%) wish they had an RV.

“There’s a huge surge of 30-some-
things buying RVs because it’s a great way 
to get their kids out of the house and off 
the TV and computer,” said Bob Hurley, 
owner of both Bob Hurley RV and Bob 
Hurley Auto. “Because of financing, some-
times for only around $200 a month in 
RV payments, young families can leave on 
Friday and disconnect by parking at a lake 
or somewhere else.”

On the flip side, baby boomers near-
ing retirement also have strong interest 
in RVs, especially RVs of a higher line. 
For this demographic, retirement makes 
RVs appealing for leisurely travel. RVIA 
estimates owning an RV can reduce costs 
by as much as 48% for a two-person 
 traveling party.  

Further adding to the RV hype, more 
than nine million households currently 
own an RV. That’s the highest level on 
 record, up 64% since 1980.

To get the most power out of your 

RV sales, here are four things you’ll want 
to look for when selecting the right F&I 
provider. 

1. UNIQUE, CONSUMER-
FRIENDLY COVERAGE

Pet services are part of the consumer 
experience for RVs. Some of the most 
unique perks for RV coverage includes 
reimbursements for pet boarding fees, if 
or when the consumer’s RV breaks down. 
Dogs, cats, and even horses should all be 
covered. 

Twenty-four-hour hotlines are an-
other useful and sellable perk. If you are 
going to expand upon your agency’s RV 
business, look for a company that offers 
24/7 roadside technical assistance. A spe-
cial hotline is invaluable for people to call 
if there’s a failure within their RV and the 
dealership is closed. 

The customer will have the superior 
service they deserve, and your dealer’s 

BY: John Lutman
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HOW TO 
CAPITALIZE ON 
THE BOOMING 
RV MARKET
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Whether you’re 
marketing to 

millennials or baby 
boomers, both 
demographics 

typically have a 
strong curiosity for 
these product lines, 
which makes now 
a great time to tap 
into the RV market.

shop will reap the benefits of consumer 
loyalty and satisfaction. 

2. STRONG INSURANCE 
BACKING

The company that’s backing your RV care 
is also important. Look for a company 
backed by a strong name. 

3. COMPREHENSIVE 
COVERAGE

Make sure your customer is taken care of 
and that the dealership has plenty of ser-
vice drive opportunities through com-
prehensive coverage. Expanded eligibili-
ty is key within the RV industry. 

4. CONVENIENT ONLINE 
PORTAL SYSTEM

A company that utilizes a strong online 
portal system, allowing dealers to elec-
tronically rate, contract, and remit with 
just a few clicks of a button is also ideal. 
The technology makes it easy for dealer-
ships and customers to file claims and 
take care of service requests. 

“For me, it was important to choose 
an F&I provider, for RV, who provides 
national coverage and immediate approv-
al,” said Hurley, who has now been in the 
RV business for five years. “I wanted to 
make sure my customers are taken care 
of no matter what part of the country 
they travel in.”

Based on current trends, now is a great 
time to add RV service to your agency’s 
menu — or to expand upon your cur-

rent RV coverages. It never hurts to stop 
by one of your local RV dealerships. The 
dealers are typically friendly and open to 
new ideas and products. 

If you talk to the owner, they’re like-
ly to listen and be receptive — especially 

if your coverages from a partnering F&I 
company are a better deal than their cur-
rent offerings.  

JOHN LUTMAN IS VICE PRESIDENT OF THE AGENT 
CHANNEL AT INNOVATIVE AFTERMARKET SYSTEMS. 

Stay tuned to IndustrySummit.com  
for news and updates!
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DEPT: Training

A
s agents and agent associates, we all know how tough it 
is to unseat an incumbent and secure new business. It 
takes determination, time, resources, and — most im-
portantly — a sound, well thought-out plan and process 
to influence and motivate the dealer to change. 

Developing and increasing production in the accounts we have 
can take equal amounts of determination, time, and resources. It 
also takes the ability to influence and motivate an F&I manager or 
stakeholder to make a change.

What separates success from failure in each of these endeavors? 
Goals. 
When you have a clear understanding of the dealer’s goals and 

objectives when trying to acquire new business, and when you 
can also clearly articulate how you can support the dealer in the 
achievement of those goals, you stand out from your competitors 
and win the business. Then, with peer alignment, you and the deal-
er execute your plan and work to achieve the goal or objective. 

Once achieved, both you and the dealer know it was done to-
gether, and you can enjoy equal recognition and credit for what 
was accomplished: a great foundation for a long-term partnership.

Sounds good, right? Unfortunately, as most agents have al-
ready learned, it doesn’t always go that way. 

HOW TO SET GOALS
If you are struggling to set and meet goals for a particular deal-
er, ask yourself this: “Do the primary goals I set with the dealer 
align with the goals of the people in the dealership who are doing 

the selling?”  Many times, upon reflection, the answer is “No.” 
In account development, we usually compare current produc-

tion to benchmark, identify variance, determine acceptable in-
creases in these areas, set timebound objectives, tell everyone what 
the new objectives are, do some training, and track the results. 

The problem is that if the individual goals of the producers 
aren’t aligned with the primary goal, we significantly diminish the 
probability of success. Add to this the fact that only about 3% of 
the population sets meaningful goals, and you can see why some-
times things don’t go as we had planned.

If you want to give a gift that keeps on giving, teach the man-
agers you work with how to set professional and personal goals. 

Objectives when given to a producer by someone who has 
based the objectives on their goals seldom motivate or change 
behavior in the producer in a positive or permanent way. This 
is especially true if the producer doesn’t believe the objective is 
realistic or achievable. 

Usually showing someone that if they can get from 31% service 
contract penetration to 50% they will make more money doesn’t 
make the necessary impact to inspire the discipline required to stick 

Give Your Dealers the Gift That Keeps on Giving

BY: John Tabar

Take your F&I 
development program 
to the next level by 
establishing professional 
and personal goals for 
every trainee and give 
them the tools they need 
to track their progress. 

©gettyimages.com/pikepicture
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with it and work through the discom-
fort they experience when attempting to 
change a process or change a behavior. 

GOALS ARE 
ASPIRATIONAL AND 
INSPIRATIONAL
What can have an impact and inspire? 
Taking the time to gain a clear under-
standing of what the producer wants to achieve or what their 
personal or professional aspirations are. Once they have shared 
them with you, ask if they have a plan to get there. Unless they 
are one of the three percenters, chances are they won’t have a 
plan. 

It has been my experience that, when asked, most people 
share that they want to earn more, have more time for family, 
achieve higher professional recognition or seek the next posi-
tion on the professional ladder. 

Keep in mind that the reason most people don’t set goals is 
fear. They fear what others will think if they share a bold goal 
with others. They fear failure. They fear accountability. They 
fear change and finally, many are afraid to share that they don’t 

know how to set meaningful goals.
This is your chance. Teach them that 

goals need to be written down, they 
must be stated clearly and positively, 
they must be timebound, they need to 
be specific and realistic, and they need 
to be reviewed daily. They need to have 
a plan to achieve their goals and they 
must track and evaluate their progress 

and be willing to adjust when needed.
Once you have helped all the stakeholders to set goals, there 

is more clarity in how and when your primary goals will be 
achieved. Your job then becomes to drive stakeholder account-
ability on the daily activities necessary to achieve their goals. 

Teaching someone how to set meaningful goals truly is the 
gift that keeps on giving — to the person you teach, and to you. 

The great Zig Ziglar was right when he said, “You can get ev-
erything in life you want if you will just help enough other people 
get what they want.” It’s only possible with goals.  

JOHN TABAR IS UNITED DEVELOPMENT SYSTEM’S DIRECTOR OF TRAINING. PRIOR TO JOINING UDS, 
TABAR HAS SPENT THE PAST 30-PLUS YEARS DEDICATED TO THE AUTOMOTIVE RETAIL BUSINESS. 

Teaching someone 
how to set meaningful 
goals truly is the gift 
that keeps on giving 
— to the person you 

teach, and to you.
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DEPT: Legal

I
n Florida, a class action lawsuit was 
recently filed claiming that Florida 
Fine Cars Inc., a Miami car dealer-
ship, misrepresented that a soft pull 
would be made as part of a financing 

prequalification but then actually made 
a hard pull, damaging consumers’ credit 
scores. 

The dealership had a financing link 
on its website which emphasized that it 
did not require a Social Security num-
ber and was a soft pull which would not 
affect the consumer’s credit, but a hard 
pull was actually made by the dealership. 

This case is still pending; however, 
similar facts were alleged in a class ac-
tion against Social Finance Inc., which 
marketed student loans based on a soft 
pull. In the Social Finance case, the web-
site had two modules: an eligibility mod-
ule and a loan selection module. 

The eligibility module had language 
stating that the consumer was agreeing 
to a “soft credit pull authorization” and 
that “This inquiry will not affect your 
credit score.” The second module, the 
loan selection module, contained details 
to be selected about the loan includ-
ing amount, length, monthly payment, 

origination fee, and APR. The consum-
er had to click a button saying “Request 
amount.” Once this button was pushed, 
a hard pull was made. 

The $2.5 Million Dollar Hard Pull

Two and a half 
million dollars is a 
lot of money for any 
dealership to pay for 
easily preventable 

mistakes due 
to a lack of 

understanding 
of the law.

BY: Robert J. Wilson Esq.

Dealers are increasingly 
relying on ‘soft pull’ credit 
checks to initiate the 
vehicle financing process, 
but two recent cases prove 
the technology can bring 
unintended legal exposure.  

©gettyimages.com/z_wei
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DEPT: Legal

This case was settled for $2.5 million 
after the court rejected Social Finance’s 
argument that the transaction did not 
amount to a credit transaction requiring 
written permission for a hard pull.

A WOLF IN SHEEP’S 
CLOTHING
As an inducement to consider purchasing 
consumer products (including automo-
biles), some businesses use a “soft” cred-
it inquiry (the “pull”) which will not af-
fect the consumer’s credit score prior to 
the initiation of an application for credit. 

A soft pull typically happens when 
a company checks a consumer’s cred-
it during a background check or when a 
credit card issuer checks a consumer’s 
credit to see if he or she prequalifies for 
credit card offers. 

Dealers are increasingly using soft 
pulls to market to consumers. A “hard” 
credit inquiry or hard pull usually hap-
pens when a financial institution (or 
dealer, in an indirect finance scenario) 
checks a consumer’s credit in determin-
ing whether or not to make a loan. 

A hard pull can lower a consumer’s 
credit score by up to five points depend-
ing on various factors, such as how long 
has passed since the last credit inquiry. 
These hard pulls will stay on a credit re-
port for around two years and can be the 
source of litigation exposure.

The Fair Credit Reporting Act requires 
that the user of a consumer report (e.g. a 
dealership or finance source) have a per-
missible purpose for that use. The user of 
the consumer report must certify to the 
credit reporting agency that it has such 
a permissible purpose. Two of those per-
missible purposes are:

•  When instructed by the consumer in 
writing.

•  When there is a legitimate business 
need in connection with a busi-
ness transaction initiated by the 
 consumer. 

The question that frequently arises 
pertains to the latter. For example, what 
if (a) a consumer goes to an automobile 
dealership and requests information from 
a salesman about one or more vehicles, 

(b) a consumer asks a dealer questions 
about prices and financing, or (c) a con-
sumer goes to a dealership and requests 
to test drive a vehicle?

DISCLOSURES AND 
FTC GUIDANCE
Federal Trade Commission staff, in an 
advisory opinion — which are not bind-
ing on the commission — found that all 
three of the above examples were not 
business transactions initiated by the 
consumer. In each of these three circum-

stances, the FTC staff position was that 
the dealer had to obtain written permis-
sion from the consumer to obtain a con-
sumer report. 

The FTC staff did acknowledge that 
a dealer could obtain a consumer report 
without written permission; however, it 
had to be “clear” to the consumer that 
they were actually initiating the purchase 
or lease of a specific vehicle and the deal-
er had a legitimate business need for the 
consumer report directly related to the 
completion of the transaction — none of 

which were present in the three examples 
above.

So the takeaway here is that there is a 
fine line between “window shopping” as 
outlined in the examples in the advisory 
opinion above and in actually initiating a 
business transaction for Fair Credit Re-
porting Act purposes. While a written au-
thorization for a soft pull may be satisfac-
tory for the window shopper, the scope of 
such an authorization does not support a 
hard pull unless clearly disclosed. 

Since the FCRA does not differentiate 
a soft pull from a hard pull, best practic-
es suggests that each type of pull be ful-
ly and completely disclosed. Note that 
the FCRA can spawn more than just soft 
and hard pull issues but also may create 
adverse action, credit score disclosure, 
UDAAP, and record retention issues.

If the web sites of Social Finance or 
Florida Fine Cars had contained clear and 
conspicuous disclosures that a hard pull 
was going to be made after the initial soft 
pull, they may not have had to face de-
fending either a class action or an attor-
ney general prosecution and all the dire 
negative consequences, both financial 
and to their reputation, resulting from 
such lawsuits. 

Two and a half million dollars is a lot 
of money for any dealership to pay for 
easily preventable mistakes due to a lack 
of understanding of the law.

DISCLAMER: Content provided in 
this article is intended for informa-
tional 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
AUTHOR BIO: ROBERT J. “BOB” WILSON IS A PHILADELPHIA 
LAWYER WHO SERVES AS GENERAL COUNSEL FOR ARMD 
RESOURCE GROUP AND AS THE PRINCIPAL OF WILSON LAW 
FIRM. HE HAS OVER 30 YEARS OF EXPERIENCE BOTH AS A 
COUNSELOR AND AS A LITIGATOR IN STATE AND FEDERAL 
COURTS. CONTACT HIM AT BOB.WILSON@BOBIT.COM. 

Since the FCRA does 
not differentiate a 

soft pull from a hard 
pull, best practices 
suggests that each 
type of pull be fully 

and completely 
disclosed.
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DEPT: Technology

A
E spoke with DealerSocket’s director of product manage-
ment, Eric Giroux, following the company’s presentation at 
the 2018 Technology Challenge.

WHY DID YOU PARTICIPATE IN  
THE TECHNOLOGY CHALLENGE?
After years in the making, the Technology Challenge was a per-
fect forum for us to unveil our new web development platform: 
Engine6. We’re excited about the breakthroughs we have made 
in automotive website usability and dealership control.

WHAT DID YOU FEEL MADE YOUR 
PRESENTATION STAND OUT WITH THE 
INDUSTRY SUMMIT AUDIENCE?
Dealership websites are nothing new. What stands out about En-
gine6 is that we’ve completely raised the bar and changed the in-
dustry standard for what a website platform in automotive ought 
to do for manufacturers, dealerships, and consumers alike. 

Now, as the presenter, I may be just a bit biased, but I think 
the audience was particularly impressed with two things:  One 
was the ease of customization capabilities that anyone — not 
just technical folks — has within Engine6. A finance manager, for 
example, can securely make instant changes to their own credit 
application form.  Second was the side-by-side page load speed 
comparison videos were pretty impressive, as we are cutting in-
dustry-best site and page load times in half.

WERE YOU IMPRESSED BY ANY 
OTHER PRESENTATIONS?
One presentation featured a new product that had some real-
ly innovative applications.  The product was a physical device 
that plugged into a vehicle’s onboard diagnostics port.  When 
equipped on every vehicle a dealership has for sale, it could be 
used not only for lot management and vehicle location tracking, 
but also for receiving vehicle statistics post-sale. 

This, in turn, enables dealerships to send more relevant ser-

vice marketing communications to customers based on vehicle 
use, mileage, and driving behaviors.  I thought that was pretty 
cool.

DO YOU BELIEVE THIS SIGNALS  
A GROWING INTEREST IN DIGITAL  
SALES AND F&I SOLUTIONS?
Absolutely. Almost all other retail industry verticals are proving 
this point. Many products you purchase online are now offered 
with available protection plans during “checkout.” Though the 
purchase of a vehicle and its protection plans is far more com-
plex than that of, say, a television and protection plan purchase, 
this online retail trend gives us, in automotive, an awesome op-
portunity to “cheat off our neighbor’s paper,” so to speak, and 
learn from successes realized in adjacent markets. 

Ultimately, we’re trending toward increased transparency and 
the availability of self-service when it comes to vehicle and F&I 
sales.

WHAT’S NEXT FOR YOUR COMPANY?
DealerSocket will continue to drive the future of automotive by 
offering innovative and increasingly frictionless ways to buy and 
sell cars.

IS THERE ANYTHING ELSE YOU 
WOULD LIKE TO ADD THAT MAY BE 
OF INTEREST TO OUR READERS?
Be on the lookout for exciting new software advances set to re-
lease later in 2019 that will deepen integrations between manu-
facturers and their franchise stores’ technologies.  

The Next Generation of Dealer Websites

BY: Kate Spatafora

DealerSocket’s Eric Giroux believes 
dealers — and the agents who serve 
them — will benefit from faster site 
and page load times for customers 
researching vehicles and F&I products. 
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S
eizing one opportunity after another, Robert Steenbergh 
applied his legal training and experience to a series of 
ventures that culminated with the founding of US Equity 
Advantage, home of AutoPayPlus, a leading biweekly pay-
ments service. Agent Entrepreneur met with Steenbergh 

to discuss his career path, his work with agents, and a life-chang-
ing trip to the Far East. 

 Bobby, where are you from originally, and 
how did you go from attorney to executive? 
I grew up in Upstate New York, about a half hour south of Albany, 
and attended nearby Siena College and then Albany Law School. 
After graduating from law school in 1990, I moved to Manhat-
tan, where I was a corporation counsel for the city’s family court 
system — basically a civil trial attorney, whereas the D.A.’s office 
is criminal. We handled child abuse and neglect cases. 

 That is heavy work. 
It was. You have to deal with a lot of horrible circumstances. But 
you can take solace in knowing that you’re doing the right thing 
— taking kids out of homes where they’re abused or neglected 
and putting them in a safe home. Ninety-nine percent of the 
time, I never met the child. For the most part, we reviewed med-
ical records and spoke to doctors and social workers. It never 
ceased to amaze me some of the cruelty people would inflict on 
a child. And this was toward the end of the crack epidemic with 
babies being born addicted to crack cocaine. So, like you said, it 
was pretty heavy. 

After several years of that, I needed a mental health break, and 
I ended up in Daytona Beach with an ex-roommate who was run-
ning spring break.

 He ran all of spring break? 
He had an entertainment company that would book acts and 
bands. He told me, “Hang out, live at my house, decompress, and 
figure out what to do next.” So, I accepted and enjoyed spring 
break again and again for a few months. 

Then, I was introduced to D. Kim Hackett, who owned Cour-
tesy Auto Group in Orlando. He was only about 10 years older 
than me, a young, forward-thinking dealer who had a different 

way of running things. He had nine franchises, a captive finance 
company, and owned a few buy here, pay here lots as well. 

We hit it off and he suggested I take the bar exam in Florida — 
I had already passed it in New York and Connecticut — so I did, 
and started working with him. Over the next couple years, I grew 
my practice to start representing other dealers. 

 Was it mostly contracts or disputes with customers? 
Probably 25% contracts and 75% disputes. There’s just not that 
many contracts, and dealers don’t change things all that often. 
But quite often someone would accuse one of the dealerships of 
something. 

 Were they often frivolous?
Yes, and you always had to make a business decision. Kim was 
good that way. He wouldn’t let personal feelings get involved. 
Even if it was totally frivolous, he would ask, “What’s the cost of 
fighting it and what’s the cost of making it go away?” 

A lot of the time, you could get an insurance company to cover 
the payout, so it came down to making the insurance coverage 
work a certain way. You want it to cover employee fraud and de-
ception, and you had to prove it was a rogue F&I manager going 
against their training and the dealership’s policies. 

That’s really where MenuVantage came into the picture. With 
the advent of public dealerships, suddenly there were some very 
deep pockets for plaintiffs to come after. Kim had put a bunch of 
money into a subprime software company called Wizard Finance 

An Interview With Robert Steenbergh

BY: Tariq Kamal

US Equity Advantage’s Robert Steenbergh has worked as a 
civil trial attorney, dealer counsel, and software executive. 

Photo courtesy US Equity Advantage

AE gets innovative with Robert Steenbergh, 
founder and CEO of US Equity Advantage. 
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Systems, a ProMax competitor.  Sometime in the late ’90s, he was 
going to sell all of his dealerships to AutoNation, move to Fort 
Lauderdale, and go into corporate. 

His software company had about 100 customers at that point. 
He asked me if I wanted to take it over, and I said I’d give it a shot. 
We built the company up to about 1,500 customers, then sold it to 
LeaseLink. I stayed on as director for about a year.

After that, I found myself spending time back in Fort Lauder-
dale with Kim and the AutoNation guys. They had just created the 
first version of their electronic menu that was intended to protect 
their dealerships from lawsuits. But they had discovered that by 
showing all the options, customers bought 40% more products. 

After that version was done, AutoNation wasn’t going to do 
anything else with it, so they let go of all the developers. Mark 
Virig was the head developer. I asked if he could build one for me. 

 How long did that take? 
We probably spent close to nine months developing the first ver-
sion, including beta-testing with a number of dealers who Kim 
knew personally. We rolled it out and immediately started writ-
ing the next version. One of the things we added was biweekly 
payments, thinking it would create a competitive advantage. 

 When were you first introduced to the concept? 
I first ran across biweekly when we connected with LeaseLink. 
I liked the concept, but the technology wasn’t quite there yet. It 
involved manual processes, making it inefficient to work on any 
scale you would care about. 

 What got you hooked? 
We realized most people are paid weekly or biweekly, but we were 
quoting them monthly payments. So if you say $400, they think it’s 
$400 coming out of their last paycheck. But if you can pay $200 ev-
ery two weeks, you can afford the car — and the service contract. 

 And you reduce the total cost of the loan. 
Correct. By paying down the principal faster, there is less to pay 
interest on, and you generally shorten the term by 10%. 

 Did you have many competitors when you launched? 
Some people had done things on Excel, but as far as full-blown 
software, there wasn’t much. I happened to be in the right place 
at the right time. And remember, Dealertrack was rapidly grow-
ing in a very similar vein. They electronically linked dealers with 
finance companies. No one was linking F&I providers with deal-
ers. MenuVantage also contracted with providers so they could 
get contracts in real time. 

 They must have loved that. 
They did. At that time, you could buy a car with a service con-
tract on the second of the month and it’s not going to mail until 
the 31st. If the customer shows up with a problem on the 15th, 
they don’t know who you are. That was the back end of Menu-

Vantage, which we eventually separated out when ADP, now 
CDK Global, acquired it. The Provider Exchange Network was 
originally the back end of MenuVantage. 

 Did the offer from ADP come out of left field?
When you’re on your second automotive software company, 
you’ve learned you can only get to a certain size and certain 
number of dealers before you start attracting attention. At some 
point, someone is going to come in and give you the “Are you 
with us or against us?” speech. You know your exit strategy is 
to sell to a big player. My other partner in MenuVantage, Phil 
Battista, who now has Darwin, ran sales, and he got us to that 
level very quickly.

Due to Phil’s connections, we had been partnered tightly with 
ADP from the mid-2000s, and it was just a given that they would 
eventually acquire everything. That finally happened in 2009. 

 Did you stay on with them?
Just for a year. They didn’t want to acquire the biweekly compa-
ny, so I stayed on during the transition while I started growing 
US Equity Advantage. 

 Did you have to separate those companies? 
It was always a separate company for tax and liability reasons. Ev-
eryone knew us as MenuVantage’s biweekly company. It was just a 
matter of changing some branding and marketing to a wider base. 

 How is biweekly regulated? 
We operate as a licensed money transmitter. We get a license in 
all the states where we do business, which subjects us to over-
sight by state departments of banking and finance. The majority 
of our competitors run through sponsor bank relationships, so 
the bank is the regulated entity, not the biweekly company. 

 What was the dustup in Texas over? 
Apparently, Texas had some history with biweekly mortgage 
companies that got ugly. They were making things difficult for 
us and [SMART Payment Plan’s] David Engelman. Both of us 
had exited the state because it wasn’t worth the aggravation, and 
then NADA issued its guidance. 

 I remember talking with David around that time, and we 
agreed that was ultimately a good thing for the segment. 
It definitely was. One of the biggest problems biweekly had was 
that some of the early companies got dealers in trouble. It left a bad 
taste in the dealer’s mouth that was difficult to overcome. The fact 
that NADA elevated it to a national conversation is good thing. If 
you’ve got nothing to hide, there’s no such thing as bad press. 

 Is there room left to innovate in biweekly? 
I think there’s a lot of room for innovation. Again, because of 
the way biweekly started, a lot of people view it simply as just 
another F&I product. There’s kind of this engrained standard fee 



Untitled-5   1 9/3/19   11:19 AM



38  |  AGENT ENTREPRENEUR  SEPT/OCT 2019

DEPT: Meet the Executive

and commission structure. But biweekly is really a service that 
allows the customer to more easily afford their car payment or 
buy additional F&I products. 

If we can get people to focus on that as opposed to any com-
mission, we will do much better in the long run. The short an-
swer is a much more flexible pricing structure and extending the 
service to where it’s seen more as a retention tool than an F&I 
product. 

You asked about innovation. We are developing the second 
version of our customer portal that will provide even more useful 
information — TransUnion credit bureau, Kelley Blue Book val-
ues, recalls — and the ability to add additional loans and services 
to help customers budget and know when it’s time to get back to 
dealership. As this second version builds out, we’ll incorporate 
banking information and eventually become a portal for all the 
consumer’s loans. It will also work as a mobile application which 
is where we see the greatest interaction with our current portal.

 They can add their home loan, student loans …?
Absolutely. For the first six months after enrollment, they can add 
as many loans as they want for no additional fee. Home loan, stu-
dent loan, credit card, IRS judgment. We give them credit moni-
toring and pay as many loans as they want. We’ll add budgeting 
tools to it and it will be dealer-branded. Our Time to Trade fea-
ture will direct them back to the selling dealer when they near an 
equity position. Whatever you can do as a dealer to give customer 
a positive experience, that’s what they’re going to talk about. 

 Does USEA sell exclusively through agents? 
Yes, we work exclusively through our agent network. And the 
benefit to the agent is that it’s not just another F&I product. 
We’re a service that allows them to enhance the rest of their core 
business. If you’re in the business of selling F&I products, and 
you don’t have to pay for it, why wouldn’t you do it? 

 When did you first encounter agents? 
Certainly, I met agents when I was a dealer attorney, but Menu-
Vantage always sold through an independent agent network. It 
doesn’t really make sense to build your own sales force in the 
F&I space because there’s already a very good one out there. 
It makes better sense to sign an agent who will take me to 50 
dealers than hire a guy to knock on 50 dealers’ doors. 

 Most of whom will ask their agent if it’s a good idea. 
Exactly. No sense even thinking about that battle. 

 Are you looking for more agents?
Sure. We sign up new agents every month. 

 What do you do when you’re not working? 
Family time, mostly. My wife, Danielle, and I have been mar-
ried for 18 years now. She is a part-time travel agent and stay-at-
home mom. We have a 17-year-old son and 14-year-old twins, a 
boy and a girl. So our weekends are usually spent at some soft-
ball field or lacrosse field. Also, I just started playing golf again 
after having both shoulders surgically  reconstructed. 

 What happened? 
Bone spurs. I’ve been dealing with the surgeries and rehab for 
about three years until just a few months ago when I finally felt 
100%. It got to the point where I couldn’t lift a gallon of milk. 
It’s amazing how much strength and size I’ve been able to put 
back on now that I can work out again. 

 You mentioned your wife is a travel 
agent. Any trips planned? 
Actually, we just got back from 10 days in Japan. I could not 
recommend going to any place more. We were in Tokyo for 
five days and realized we hadn’t heard one car horn. It’s the 
cleanest, most polite, most organized city you can imagine. 
You can’t find a trash can on the street because there is no 
trash. No graffiti, no crime, unemployment is about 1%. The 
bullet trains leave every six minutes and go 185 miles per hour 
with absolutely zero vibration. It’s unbelievable.

It was an amazing place to visit. I could easily live there. We 
were in midtown Tokyo, but it was stress-free — never crowd-
ed, never loud. After Tokyo, we went to Kyoto where you can 
really see a lot more of the traditional Japanese culture and the 
bowing deer of Nara.

 Why not start a biweekly company there?
You can’t. The minimum amount of income they save is 20%. 
And that’s the minimum. They don’t like debt. They also use 
a lot of public transportation. Out in rural areas, you have to 
have something, but we didn’t see a lot of dealerships. You’d 
think a Honda or Toyota dealership in Tokyo would be huge. It 
looked like a single-point store.  A 10-day family trip to Japan was the high-

light of the Steenbergh family’s summer. 

Photo courtesy Robert Steenbergh



Invest in you.
Automotive Compliance Education is the a�ordable compliance 
certi�cation that can have a big impact on your career. 

ACE trains, certi�es, and annually updates dealership and industry 
personnel.  Role-speci�c and online, ACE certi�cation proves your 
commitment to compliance.  

Leave the textbooks on the shelf. 
Video-based modules make it easy to certify without the need
to pore through the law books. ACE certi�cation is accessible 
online, anytime you are ready.

Want to take the next step?
Visit AceCert.org
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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.
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IT TAKES 

TEAMWORK 

TO MAKE 

EVERY 

PITCH A 

SUCCESS

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

Behind every successful sales pitch is a winning team ready to help you beat the competition. 
Rely on SouthwestRe for superior service and support, competitive F&I products, and 
unmatched reinsurance expertise.

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 2019 Dealers’ Choice Gold Award 
for Service Contract Reinsurance
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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!

-Robert M., CNA National agent for over 22 years

“When it comes to coverage,  
 claims, service and support, no one 
 does it better than CNA National. 
 They have a reputation for short 
 hold times, fast claims payments 
 and always trying to do the right 
 thing. CNA National, you ROCK!”

CNA 
National
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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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Endurance Dealer Services continues to be 

the industry’s fastest growing vehicle service 

contract administrator. Our unique portfolio of 

vehicle protection products includes the most 

extensive coverage, aggressive eligibility 

guidelines and best pricing in the industry, and 

each can be customized to meet your needs. 

When you partner with EDS, we ensure your 

experience, and that of your customers, is 

positive, responsive, honest and authentic – 

from first meeting to final claim payment!

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

*EV/HEV battery coverage included only on vehicles current plus 5 model years with less than 100,000 miles at time of contract purchase

ARE YOU READY FOR  
A LONG-TERM BUSINESS 
PARTNER FOCUSED ON 
EMPOWERING YOUR SUCCESS? 
CALL US AT 877-413-6384 D E A L E R  S E R V I C E S

LONG-TERM SUCCESS TAKES ENDURANCE®

EXPANDED VSC PRODUCT LINE INCLUDES:
 2019 APEX VSC PROGRAM – HEV BATTERY INCLUDED* 

— Toyota-approved nationwide!

 APEX (EV) ELECTRIC VSC PROGRAM – BATTERY INCLUDED* 
— Toyota-approved nationwide!

 X-CARE EV PROTECTION – VSC COVERAGE FOR TESLA

 APEX (CU) CREDIT UNION VSC PROGRAM

 APEX 10/200 POWERTRAIN LIMITED WARRANTY

 APEX 10/200 EXCLUSIONARY WRAP 

 APEX CERTIFIED LIMITED WARRANTY PROGRAM

ANCILLARY PRODUCT LINE NOW INCLUDES:
 EDS GAP PROGRAM (12 MONTH RATE GUARANTEE AVAILABLE) 

— Toyota-approved nationwide!

 COMPLETE AUTO VALUE PROTECTION

 VEHICLE THEFT PROTECTION

 LEASE WEAR & TEAR PROTECTION

 TOTAL LOSS PROTECTION

 WINDSHIELD + PDR + PAINT & FABRIC PROTECTION

 TIRE & WHEEL PROTECTION

MAXIMIZE YOUR GROWTH & PROFITABILITY WITH

EXCITING NEW 
VSC PRODUCTS 
FROM EDS!

Endurance 
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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 Dealer Experience.
My Portfolio.
“As a former dealer, now in F&I consulting, 
I only deliver the best to my dealer peers. 
That’s why I sell Portfolio.”

I love the car business. When I got a great offer to sell 
my stores, I decided to stay in the business helping other 
dealers make the most of it. I had seen how my Portfolio 
reinsurance company helped me weather the economic 
downturn, so they were my first choice for an F&I program. 

When I first signed on with Portfolio in 1998 the pro 
forma of profit projections was hard to believe, but now 
I tell dealers that my actual results over the years exceeded 
the projections. This is not unique to me. It’s not long 
before my new dealer clients say, “I should have gotten 
on Portfolio earlier.” 

Portfolio delivers proven products with flexible 
customization, responsive agent support, and the best 
reinsurance benefits for more profits on the back end. 

That’s what it takes in today’s dealership market.

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

Jeff Morri, President
Morri & Associates
Bay Area, California

PG8064 Agent & Entrepreneur Sept_Oct Issue F.indd   1 8/1/19   2:09 PM
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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
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Reahard & Associates Inc.  |  866.732.4273  |  go-reahard.com

We DON'T sell F&I products.  
We help F&I managers sell more of YOUR products.
Our agenda is always the same as yours. Ready to increase your dealers' 
F&I product sales and profits? Call me - Ron Reahard

We're Different From Other Training Companies.

Reahard & 
Associates

1

RoadVantage IS The Solution: 855-680-2200

F&I Programs

© 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_0819

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

The Motto of Today’s Customer? Expect More.
RoadVantage delivers the value today’s consumer expects 
by providing the most comprehensive coverages 
available anywhere in the industry. Avoid the damage of 
1-star social reviews by giving the customer what they 
expect. Call RoadVantage today to find out more about 
our exceptional, award-winning experience.

TODAY’S CONSUMER

RoadVantage Wins Diamond in the 2017, 2018, and 2019 Dealers’ Choice Awards!

RDV_FullPgAd_TodaysConsumer-DCAWin_1Pg.indd   1 8/15/19   3:34 PM
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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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OUR WIDE VARIETY OF
WARRANTY PRODUCTS

NEW TO THE XZILON
FAMILY OF PROGRAMS

Find out more about joining our team!  
Call (714) 710-3375

Or Email sales@xziloninc.com

®
Molecular AdhesionMolecular Adhesion

Powered by 
Dow Corning Technology

‣ Exterior ceramic polymer
‣ Xmicrobe interior stain and odor protection
‣ Leather and fabric interior protection
‣ Alloy wheel protection
‣ Dent protection
‣ Rust and corrosion prevention
‣ Windshield glass modifier
‣ Super-hydrophobic glass coating

‣ Service Drive Warranty Program
‣ Certified Clean pre-owned lot programs
‣ Agent and dealer reinsurance options

Come Join our Team! We are looking for new agencies to manage our accounts! 

Xzilon
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FAMILY OF PROGRAMS

Find out more about joining our team!  
Call (714) 710-3375
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®
Molecular AdhesionMolecular Adhesion

Powered by 
Dow Corning Technology

‣ Exterior ceramic polymer
‣ Xmicrobe interior stain and odor protection
‣ Leather and fabric interior protection
‣ Alloy wheel protection
‣ Dent protection
‣ Rust and corrosion prevention
‣ Windshield glass modifier
‣ Super-hydrophobic glass coating

‣ Service Drive Warranty Program
‣ Certified Clean pre-owned lot programs
‣ Agent and dealer reinsurance options

Come Join our Team! We are looking for new agencies to manage our accounts! 
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T
he top three threats to dealers to-
day are identity theft, bank fraud, 
and sexual harassment. Two of 
these are solely in the purview of 
the variable operations managers 

(identity theft and bank fraud) while sex-
ual harassment is in everyone’s purview.

In this edition of ACE Space, we’ll focus 
on identity theft.

BACKGROUND
Identity theft continues to be the fast-
est-growing crime in America. And the 
thieves are getting better, yet the industry 
seems to be languishing. 

For example, synthetic identity fraud 
has been on the rise as a percentage of 
total fraud losses experienced by the na-
tion’s banking system. 
The latest estimates are 
that these institutions 
lost $6 billion in 2018, 
or 20% of total fraud 
losses.

The National White 
Collar Crime Center 
shares war stories of 
Federales conducting 
raids on suspected iden-
tity theft rings and find-
ing up to 300 synthetic 
identities under the 
control of one identity thief.

Another Federale in one locale is inves-
tigating a case of synthetic identity fraud 
and has reason to believe a DMV employee 
may be creating state driver’s licenses to 

 support the synthetic identities a ring has 
 created.

Yet, ask your dealers if they have had an 
instance of identity theft and the answer is 
often no, at least that they know of.

The Red Flags rule requires that dealers 
develop and implement an identity theft 
prevention program (ITPP) to detect and 
prevent an identity thief from using a sto-
len identity to purchase and finance a ve-
hicle. Many dealers have a policy they can 
point to as compliance.

THE PROCESS
Dealers quickly realized 
that manually vetting 
and clearing potential 
Red Flags was fraught 
with potential mis-
takes, managers ignor-
ing the signs, and inef-
fective. Vendors quickly 
came to the rescue with 
algorithms to vet the 
available information 
and provide a quick 

pass/fail grade, making it much easier for 
busy managers to complete the process.

TODAY’S REALITY
Unfortunately, there appears to be a gen-

eral laxity in the industry to the proper 
vetting and clearing of potential Red Flags 
identified by the dealer’s Red Flags ven-
dor during the sales process. Unless this 
changes, the identity thieves will continue 
to win the identity theft war.

Many dealers task the sales manager 
with clearing Red Flags. Some of these sales 
managers view the clearing of Red Flags as 
a nuisance or an encumbrance to selling a 
vehicle. As a result, potential Red Flags are 
either ignored, manually updated without 
obtaining proper documentation to clear 
the potential Red Flag, or relying on the 
“out-of-wallet” process to clear any and all 
potential Red Flags.

THE RIGHT WAY
Software vendors generally report one of 
four potential Red Flags: address discrep-
ancy, Social Security number discrepancy, 
security freeze, or alerts. Each potential 
Red Flag requires a different clearing ac-
tion that the manager must obtain, vet, 
and copy for the file.

ADDRESS DISCREPANCY
A good identity thief does not want any 
mail going to the victim, so a different ad-
dress is provided. This good identity thief 
may be able to answer the out-of-wallet 

The Right Way to Handle Red Flags

BY: Gil Van Over

Compliance guru has 
a checklist agents can 
enforce with dealers and 
F&I professionals who have 
yet to nail down their Red 
Flags clearance process. 

©gettyimages.com/busracavus

The top three 
threats to 

dealers today 
are identity 

theft, bank fraud, 
and sexual 

harassment.
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questions and will have a forged identity.
To properly clear an address discrepan-

cy, the manager should follow these steps:
•  Check for a typo. Many of us tend 

to fat-finger when typing and it is not 
uncommon to make a typographical 
error when inputting customer infor-
mation. If the address was not input 
correctly, correct the typo and rerun 
Red Flags. If that clears the address 
discrepancy, document the change 
and move on with overcoming sales 
objections.

•  If the input was not a typo, the F&I 
manager must obtain proof of res-
idence. Our standard is similar to 
what many subprime companies may 
require to clear a POR stip: Driver’s li-
cense, insurance card, and vehicle reg-
istration is usually not an acceptable 
POR clearing document.

•  Vet the POR for legitimacy, make a 
copy for the file, and document in the 

vendor’s software the steps taken to 
clear the address discrepancy. 

•  The dealer’s finance source is likely to 
receive a similar Red Flag and may stip 
the transaction for POR, so it is good 
to make a copy.

SOCIAL SECURITY 
NUMBER DISCREPANCY
A Social Security number discrepancy is 
handled in a similar manner with a differ-
ent clearing documentation. First check 
for typo, then obtain a copy of the Social 
Security card or award letter. The third 
and fourth steps above apply to Social Se-
curity number discrepancies as well.

SECURITY FREEZE
Some consumers place a freeze on their 
credit files that must be thawed before 
it can be viewed by an inquiring compa-
ny. When your dealer receives a security 
freeze alert, they must have the customer 

thaw the credit files for both the dealership 
and the finance sources the F&I manager 
intends to source the deal to.

ALERTS
These include consumer statements, mil-
itary deployment notices, or the vendor’s 
algorithm reporting that it can’t inde-
pendently confirm the customer’s identity. 
The appropriate clearing action for alerts 
generally revolve around asking and con-
firming the out-of-wallet questions and 
obtaining a second photo identification. 

In addition, the consumer statement 
must be addressed; if the F&I manager is 
instructed to call the consumer at a phone 
number, they must do so and document 
their steps in the vendor’s software.

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.

MAY/JUNE 2019 |  Vol.6 No.4

Your Recruitment Checklist 

The Right Time to Sell

Digital Retailing Is the Answer

+

F&I PRODUCTS 
       IN THE SPOTLIGHT 

JUL/AUG 2019 |  Vol.6 No.5

Do Your Dealers Need a Whistleblower Hotline?

How to Prepare for a Reinsurance Audit

Learn How to Speak Your Dealers’ Language

+

SEP/OCT 2019 |  Vol.6 No.6

Evolution of Agent 

to Agent Principal 

The Booming 

RV Market

Give Your Dealers a 

Reinsurance Checkup

Winners Pave the 
Way to the DCAs

Executives representing Dealers’ Choice Awards-winning F&I 

product, training, and financial services providers reveal the trade 

secrets that won them national recognition from auto dealers.

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

Contact David Gesualdo for more information.
dgesualdo@mgigusa.com
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the industry’s fastest growing vehicle service 

contract administrator. Our unique portfolio of 

vehicle protection products includes the most 

extensive coverage, aggressive eligibility 

guidelines and best pricing in the industry, and 

each can be customized to meet your needs. 

When you partner with EDS, we ensure your 

experience, and that of your customers, is 

positive, responsive, honest and authentic – 

from first meeting to final claim payment!

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

*EV/HEV battery coverage included only on vehicles current plus 5 model years with less than 100,000 miles at time of contract purchase

ARE YOU READY FOR  
A LONG-TERM BUSINESS 
PARTNER FOCUSED ON 
EMPOWERING YOUR SUCCESS? 
CALL US AT 877-413-6384 D E A L E R  S E R V I C E S

LONG-TERM SUCCESS TAKES ENDURANCE®

EXPANDED VSC PRODUCT LINE INCLUDES:
 2019 APEX VSC PROGRAM – HEV BATTERY INCLUDED* 

— Toyota-approved nationwide!

 APEX (EV) ELECTRIC VSC PROGRAM – BATTERY INCLUDED* 
— Toyota-approved nationwide!

 X-CARE EV PROTECTION – VSC COVERAGE FOR TESLA

 APEX (CU) CREDIT UNION VSC PROGRAM

 APEX 10/200 POWERTRAIN LIMITED WARRANTY

 APEX 10/200 EXCLUSIONARY WRAP 

 APEX CERTIFIED LIMITED WARRANTY PROGRAM

ANCILLARY PRODUCT LINE NOW INCLUDES:
 EDS GAP PROGRAM (12 MONTH RATE GUARANTEE AVAILABLE) 

— Toyota-approved nationwide!

 COMPLETE AUTO VALUE PROTECTION

 VEHICLE THEFT PROTECTION

 LEASE WEAR & TEAR PROTECTION

 TOTAL LOSS PROTECTION

 WINDSHIELD + PDR + PAINT & FABRIC PROTECTION

 TIRE & WHEEL PROTECTION

MAXIMIZE YOUR GROWTH & PROFITABILITY WITH

EXCITING NEW 
VSC PRODUCTS 
FROM EDS!
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