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Demo FLEX DMS for a chance to win a golf trip for four.
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SELLING IS 

WHEN THE CUSTOMER 
 IS ALREADY SOLD.

EASY
Offer a name your customers trust: Allstate. And put the 
power of a $125-billion brand to work at your dealership.

AllstateDealerServices.com

VSC • GAP • TIRE & WHEEL • COMPLETE PROTECTION • PAINT & FABRIC DEFENSE • EXCESS WEAR & TEAR

VISIT US AT NADA BOOTH #5257W

PLUS, BE ONE OF THE FIRST TO OWN AN ALLSTATE AGENCY IN YOUR DEALERSHIP.

Allstate Dealer Services is a marketing name for Pablo Creek Services, Inc., E.R.J. Insurance Group, Inc. (d/b/a American Heritage Insurance Services), Northbrook Indemnity Company  
(Home Office: Northbrook, IL) and First Colonial Insurance Company (Home Office: Jacksonville, FL). Each of these entities is a member of the Allstate family of companies. © 2014 Allstate Insurance Co.
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A
merica’s franchised new-card  andr  -truckd  dealersk

have a lota  to be proud of today.f  With more

than 16.4 million new-car andr  -truckd salesk  for

2014—that’s $700 billion-plus in revenuen  ande mored  thane

$13 billion in generated taxes—dealersd  proved exactlyd

why theyy arey  thee  backbonee  ofe  thef  nation’se  economy.

Meanwhile, on Capitol Hill,l  NADA workedA  tirelesslyd

with membersh  of Congressf  to advocate one  your behalf—r

among otherg  thingsr  gathering nearlyg 150y  co-sponsors in support of preservingf

dealer-assisted financingd andg  curbingd theg  negativee impacte  oft  excessivef  regulations.e

NADA alsoA  launched multifacetedd  campaignsd  to show thew  press,e  the publice andc

policymakers that thet  dealere franchiser  system—ande itsd  17,800-dealer network—isr

indispensable ande thatd  autot  dealers work hardk ford  ther  benefite  oft  theirf  customersr  and

manufacturers alike.

And NADAd  hasA  shown forn  ther  13the  yearh  inr an  rowa  thatw  ourt  organizationr isn  all-

inclusive, representing moreg  thane  90n  percent oft  new-vehiclef  dealerse across the country.e

That wast  last year.t Now it’sw  2015, and thed  NADA/ATDe  Convention & Expo&

is our firstr  eventt  oft  thef  yeare  tor  help keep you connectedu  andd maked  youre  businessr

stronger. There aree  moree  thane  52 new workshopw  topics, 126 workshop sessions, 26

dealer-manufacturer franchiser  meetingse  and endlessd  opportunities to network.

This issue of NADA ConventionA  Magazine wille  help you navigateu  the conven-

tion, the industrye andy NADA.d  In “What’sn  New atw  thet  Convention”e  (page 17),e  we

showcase greate wayst  to make thee  moste  oft  thisf  year’s show. Starting ong  pagen  20,e  we

highlight thet  lateste  productst  from them  majore  automakers.r  And ind  then  “NADAe  2015”A

section (pagesn  32-57), we looke  at,k  among otherg  things,r  the association’se  plans to build

its NextGen dealersn  program, and wed  profilee mye successor,y  Bill Foxl  ofx  Auburn,f  N.Y.

This convention—this moment—is here to celebrate you andu  yourd successes.r

Franchised autod  dealers are a drivinga forceg  in the national economy andy theird  localr

communities. No matter whatr  roadblockst  you mayu  facey  this year, we’ll be here to

help you alongu theg  way.

NADA DEPARTMENTS

nadainfo@nada.org 

800.252.6232

American Truck Dealers

atd@nada.org 

Charitable Foundation

foundation@nada.org

Convention

conven@nada.org

DEAC

deac@nada.org

Dealer Academy

academy@nada.org

Industry Relations

industryrelations@nada.org

Information Technology

it@nada.org 

Legal/Regulatory Affairs

regulatoryaffairs@nada.org

Legislative

legislative@nada.org

Membership

member@nada.org 

NADA University

nadauniversity@nada.org

NADART (Retirement Trust)

nadart@nada.org

NADA Guide Book

guideinfo@nada.com  

Public Affairs

help@nada.org 

20 Groups

nada20@nada.org 

E N G A G I N G  A H E A D

 FRONTForrest McConnell III

NADA Chairman



JANUARY - FEBRUARY

■ NADA hostA itst  97th annual convention in

New Orleans.w  Alabama dealera Forrestr  Mc-t

Connell becomes 2014 chairman. Former

U.S. Secretary ofy  Statef  Hillary Rodhamy

Clinton praises dealers’ role in the eco-

nomic recoveryc  duringy keynoteg  address.

■ At the 51st annual ATD convention in

New Orleans,w  Eric Jorgensenc  becomesn  ATD

chairman.

■ NADA announcesA  its optional Fairl  Creditr

Compliance program,e  designed tod  strength-

en a dealer’sa  ability toy  comply withy  fair-

credit lawst  while preservinge  theg  competitivee

benefits of dealer-assistedf  financing.d

■ NADA predictsA  16.4 million new-vehicle

sales in 2014 because of increasingf em-g

ployment, reduced debt and rising hous-g

ing prices.g

■ NADA FoundationA  andn  Allyd Financialy  do-l

nate $50,000e  to Second Harvestd  Foodt Bankd

in Newn  Orleans.w

■ NADA announcesA  election of Newf  Jersey’sw

James Appleton as 2014 chairman of thef

Automotive Tradee Associatione  Executives.

■ The U.S. House of Representativesf  passes

H.R. 724, an NADA-supported bill that

eliminates an outdated federal mandate

requiring autog  dealers to certify thaty new

vehicles are Clean Air Act compliant.

(President Obama signsa  the bill into law

in June.)

MARCH

■ NADA providesA  dealers with guidance on

handling variousg  types of new-f  and used-

vehicle recalls.

■ NADA UsedA  Car Guide predicts used-

vehicle valuese  will peakl thisk  month—which

they do—becausey  of af  sharpa  rise in the

supply ofy  late-modelf  usedl vehicles.d

NADA Convention Magazine JANUARY  2015 nada.org4

NADA highlights from 2014

Year in 
Review

L
AST YEAR WASR  FULL OF ROBUST VEHICLE SALES, a growinga economy,g  and several legislative and regulatory

actions that affected dealers and their stores. Here’s a looka  atk  just some of thef  projects and initiatives that NADA ac-A

complished in 2014.

MARCH 
UsUsede -v- ehicle

vavavavvv lulueses peak.
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APRIL

■ Mary Barra,y  CEO of Generalf  Motors,l  and

Joe Hinrichs, executive vice president andt

president oft  thef  Americas for Fordr Motord

Co., deliver keynote remarks during theg

annual NADA/J.D. Power Automotive

Forum inm New Yorkw  City.k

■ NADA Chairman Forrest McConnell

receives national media coverage for a

major speech about franchised dealers

providing price competition, safety andy

local economic benefits.

■ An NADA commentary explains how

dealers provide their customers with a

safety nety  during recalls.g

■ NADA testifiesA  at ant  OSHA hearingA thatg

dealers already havey  eliminated significantd

silica-dust exposuret  in their stores.r

MAY

■ NADA releasesA  “The Fallacy ofy  Flats”f

analysis, noting howg  lenderw  programsr  that

pay dealersy  a flata  feet  for arrangingr  financ-g

ing do not eliminatet  fair-credit risk fork

consumers or dealers.r

■ An NADA-sponsoredn  reportd  byt they  Centere

for Automotiver  Research finds that federalt

rules cost new-cart  dealershipsr  more thane  $3n

billion each year. The report ist  featured ond

the “Fox Newsx  Channel.”

■ NADA DataA  2014a  shows4  America’s new-car

dealers employ morey  thane  1 million people

because ofe  af  reboundinga U.S.g  economy andy

rising autog  sales.

■ To address dealer concernsr  after ar  surgea  ine

safety recalls,y  NADA issuesA  guidance on

recall reimbursementl fort  thoser  expensese  that

are overe  andr aboved thee  reasonablee  coste  oft fix-f

ing theg  vehicle.e

■ NADA providesA  a facta  sheet on whistle-

blower anti-retaliationr  provisions.

JUNE

■ NADA launchesA  its “Get thet  Facts” initia-

tive to promote the benefits of franchisedf

dealers. The new initiativew  uses videos,

fact sheets, research reports and other

resources to educate the media, opinion

leaders and policymakers. All resources

can be found at nada.org/GetTheFacts.

■ NADA releasesA Auto Retailing: Why they

Franchise Systeme  Worksm Bests ,tt  a studya  high-y

lighting whyg they  dealer franchiser  system

is the moste  efficientt  andt effectived  waye  fory

manufacturers tos  distributeo  ande selld  vehicles.l

■ NADA commissionsA Consumer Benefitsr  ofs

the Dealere  Franchiser  Systeme , a reporta  byt autoy

industry consultanty  Maryannt  Keller.

■ A HouseA committeee  approvese  a broada Con-d

sumer Financialr  Protectionl  Bureaun  (CFPB)u

reform bill on a bipartisana  basis—a majora

step forward ford  NADA’sr  efforts.

■ NADA providesA  an at-a-glance document

of itsf  full Fairl  Creditr  Compliancet  program.e

APRIL
GM CEO Mary Barra speaks at the
annual NADA/J.D. Power Automotive
Forum in New York City.

JANUARY 
Forrest McConnell becomes 2014

NADA chairman.
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JULY

■ NADA submits a letter to the FTC

explaining that the agency’s economic

analysis—which called for the repeal of

prohibitions on factory-owned stores—isd

flawed and that state laws against direct

factory salesy  are necessary andy  appropriate.d

■ Market Beat,t  NADA’s monthly financialy

update, reports auto sales in June had

a SAAR (seasonallyR  adjusted annual

rate) of 16.7f  million—the highest since

August 2005.

AUGUST

■ NADA respondsA  to a misguideda New Yorkw

Times editorials  on auto financing byg  pro-y

moting howg  franchisedw new-card  dealersr  de-

liver widelyr availabley  and low-pricedd creditd

to a broada  arrayd  ofy  consumers.f

■ To help dealers handle recalls, NADA

highlights NHTSA’s new VINw  (vehicle

identification number) look-up tool for

vehicle recall information and issues de-

tailed factd  sheets.t

■ NADA ChiefA Economistf  Steven Szakaly

says new-car sales are increasing becauseg

of lowf interestw  rates, a strongera  housing

market and rising employment.g

SEPTEMBER

■ More thane  400 dealers and associationd  ex-

ecutives attend NADA’sd  annual Washing-

ton Conferencen  ande heard  fromr  Rep.m  Marlin

Stutzman (R-Ind.),n  sponsor ofr  af  CFPBa  re-

form bill,m  as well asl  from Rep.m  Steny Hoyery

(D-Md.), Rep. Mike Kellye (R-Pa.)y  and Sen.d

Jerry Morany  (R-Kan.).n

■ NextGen dealers meet in Washington to

discuss public policyc andy  grass-rootsd  efforts.

■ NADA urgesA  Congress to pass H.R. 5403,

a bipartisana  bill that nullifiest  the CFPB’s

flawed guidanced one  auton  financing andg re-d

quires mores  transparencye  andy  accountabilityd

from the agency ony  future auto guidance.

The bille  eventuallyl  garnersy  149 co-sponsors.

■ NADA testifiesA  at at  CFPBa  hearing ong  auto

financing andg  issuesd  a rebuttala  in response

to the CFPB’se  proxy methodologyy report.y

■ NADA issuesA  FAQs on OSHA’s repeal of

certain exemptions regarding workplaceg

injury andy illnessd  logs.

AUGUST
NANADADA assisstts deaealers bbyyy

pprovidingg timellyy inforrmamaattiononnn

regarddiningg recorord nummbebebeer oofff

safeetyty rreccalallslss this yyeaearr.r.r

SEPTEMBER 
Dealers meet with their members of

Congress during the annual NADA

Washington Conference.
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OCTOBER

■ In remarks to the Automotive Press

Association in Detroit, NADA ChairmanA

Forrest McConnell offers a solutiona  that

addresses the CFPB’s fair-credit concernst

while preserving theg  robust competition

for carr  buyersr  in indirect autot  lending.

■ As parts  oft itsf “Gets  thet  Facts”e  initiative, NADA

launches a videoa  highlighting theg  benefitse  of

price competitione inn  auton  retailing.

■ For ther seconde  yeard  inr  a row,a  NADA part-A

ners with Hiring Ourg  Heroes,r  a programa

from the U.S. Chamber of Commercef

Foundation thatn  helpst  military veteransy  and

their spousesr  find employment.d

NOVEMBER

■ Jim Lentz, CEO of Toyotaf  Northa  Ameri-

ca, delivers keynote remarks at thet  annual

NADA/J.D. Power Western Automotive

Conference in Los Angeles.

■ A comprehensiveA  study ofy  moref  than 8.2

million loan records by Charlesy  River

Associates concludes that thet  methode  usedd

by they  CFPBe  to measure fore  discriminationr

in ann  auton  lender’s portfolio is “conceptually

flawed in its application and subject to

significant biast  and estimationd  error.”n

■ NADA forecastsA  16.94 million vehiclesn  will

be purchased ord  leasedr ind  the U.S. in 2015

because of risingf  employmentg andt  wages,d

continued low interestw  rates and lower

gasoline prices.

■ The NADA FoundationA  presents Hollins

University withy ah  $7,000a  donation for ther

emergency needsy of students.f

■ NADA and other dealer groups issue

a statement in support of automakers’f

commitment tot  protect consumert  privacy.r

DECEMBER

■ NADA releases the 2014 Dealership4

Workforce Studye  Industryy  Report,y which

covers dealership employee compensa-

tion, benefits, retention and turnover.

■ NADA notifies dealers of FTCf  ac-

tion against two auto-dealer chains for

repeated advertisingd violations.g  This is the

FTC’s fourth enforcement action against

dealers since 2012.

■ Congress approves an NADA- and ATD-

supported bill that will allow dealersw  and

their customers to expense a largera  por-

tion of equipmentf  purchases.

■ As it didt ind  June, ATD holds semiannual

policy roundtabley toe  discuss regulatory andy

legislative issues, including theg  federal ex-

cise tax onx  heavy-duty trucks.y

■ NADA increasesA  membership and ends

2014 with 16,000 members, marking theg

13th consecutive year the association has

achieved more than 90 percent member-

ship penetration.

OCTOBER 
NADA Chairman Forrest McConnell

speaks to reporters at the Automotive

Press Association luncheon in Detroit.

NOVEMBER 
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F A S T  F A C T S

SAN FRANCISCOCONVENTION
NADA

M A G A Z I N E

A
lthough long occupiedg  by Nativey  Americans, the area ofa  Californiaf thata

became San Francisco was first “discovered”t  by Europeansy  when a Spanisha

exploratory partyy  claimedy itd  fort  Spainr  in 1769. In 1821 the region became

part oft  newlyf  independenty Mexicot  and tookd  thek  name Yerba Buenaa  (“gooda herb”)d

after ther  mint thatt  grewt  nearby.w

Yerba Buena’s first mayor renamed the place San Francisco, after Saint

Francis de Assisi, in 1847—a yeara  before gold was discovered at Sutter’s Mill.

Soon came the California Golda  Rush and San Francisco’s explosive growth from

469 residents to some 35,000 in four years. Meanwhile, Mexico lost its war with

the United States, and California becamea  a U.S.a  state in 1850.

Following areg  some other interesting factsg  about “Fog City,”g  also known as

“Baghdad by they  Bay”:

Blue jeans were designed hered  by Germany  immigrant Levit  Strauss to offer goldr

miners clothing thatg  wast  both rough and comfortable.d

The first Chineset  fortune cookie was created atd  Sant  Francisco’s Japanese Tea

Garden in 1914.

The Golden Gate Bridge, completed ind  1937, is the second-longest single-spant

bridge in existence. By they  time a worka  crewk  finishesw  painting it,g  it’s time to

start over.t

San Francisco, where Irish coffee was invented, is the Coffee Shop Capital of

the World, with more than 300 such shops.

The city hasy  the fourth-highest concentrationt  of billionairesf  in the world.

San Francisco’s Chinatown is home to the largest Chineset  community any-y

where—except fort  Chinar  itself,a  of course.f

World-famous Lombard Streetd  mayt  noty  bet  the crookedest streett  int  the city.

According tog  some studies, it’s Vermont Streett ont  Potrero Hill.

The public bathhouse Sutro Baths, at Ocean Beach, was built in 1894 by

kooky formery  mayorr  Adolphr  Sutro, who later constructedr Cliffd  House.f

Although numerous movies have been made about Alcatraz,t  only ay  handfula

involved any locationy  shooting, including The Birdmane  of Alcatrazf  (1962),z

with Burt Lancaster,t  and Escape Frome  Alcatraz (1979),z  with Clint Eastwood.t

—Peter Craigr
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Jeb Bush was the 43rd

governor of Florida,

having served from

1999 to 2007. He is

best known for havingr

reformed education

and cut taxes. Bush,

who now heads the consulting firm Jeb

Bush and Associates, is the son of formerf

President George H.W. Bush and the young-

er brotherr  ofr  former Presidentr  George W.

Bush. He is also co-author ofr Immigration
Wars: Forging: ang  Americann  Solutionn . Bush

addresses dealers Friday.

What’s the one thing

that’s more fun than

exper iencing J ay

Leno’s comedy ony  TV?

Experiencing it in per-

son, of course! The

longtime host of the

award-winning “Tonight Show With Jay

Leno,” which ran for morer  than 20 years,

has maintained his reputation as the King

of the Car Guys with his Web program,

“Jay Leno’sy  Garage,” and his collection of

hundreds of vehicles. Leno addresses

dealers Saturday.

If there were an all-

time award for Most

Determined to Survive,

it would have to go to

Beck Weathers. Left

for dead during the

violent 1996 storm on

Mt. Everest that killed eight fellow climb-w

ers, including three professional guides,

the 49-year-old stumbled into camp the

next morning to the shock ofk  otherf  survi-r

vors, who had already informedy  his family

of hisf  demise. Weathers will inspire deal-

ers Sunday.

N A D A  C O N V E N T I O N  E V E N T S
(ATD Convention Events on page 12)

SPEAKERS/SCHEDULE
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THURSDAY, JANUARY 22

9:00 AM –6:00 PM Attendee Registration – Moscone West (Lobby, Level I)

10:30 AM –11:45 AM “Meet NADA” Orientation – Moscone West (Rooms 3002-3004 )

NOON –5:00 PM Lifestyle Experience – Moscone West (Level III)

12:15 PM –1:30 PM Workshops – Moscone West (Level III), Moscone South (Expo Level)

12:15 PM –2:15 PM Super Sessions – Moscone West (Level III)

2:00 PM –3:15 PM Workshops – Moscone West (Level III), Moscone South (Expo Level)

3:00 PM –5:00 PM Super Sessions – Moscone West (Level III)

3:45 PM –5:00 PM Workshops – Moscone West (Level III), Moscone South (Expo Level)

5:30 PM –7:30 PM J.D. Power Welcome Reception – Marriott Marquis (tickets required)s

FRIDAY, JANUARY 23

7:30 AM –5:00 PM Attendee Registration – Moscone West (Lobby, Level I)

8:30 AM –5:00 PM Expo Open, Ribbon Cutting –g  Moscone North, South and West I & II

8:30 AM –5:00 PM Lifestyle Experience – Moscone South (Expo South), Moscone West

(Level II & III Lobbies)

9:00 AM –10:15 AM Dealer Franchise Meetings – Marriott Marquis

10:30 AM –11:45 AM Workshops – Moscone West (Level III), Moscone South (Expo Level)

10:30 AM –11:45 AM Dealer Franchise Meetings – Marriott Marquis

2:00 PM –4:00 PM General Session: Formal Opening ofg  NADA/ATDf  Convention &

Expo – Moscone South (Esplanade Ballroom)

SATURDAY, JANUARY 24

8:00 AM –5:00 PM Attendee Registration – Moscone West (Lobby, Level I)

8:30 AM –5:00 PM Expo Open – Moscone North, South and West I & II

8:30 AM –5:00 PM Lifestyle Experience – Moscone South (Expo South), Moscone West

(Level II & III Lobbies)

8:30 AM –9:45 AM Workshops – Moscone West (Level III), Moscone South (Expo Level)

8:30 AM –9:45 AM Dealer Franchise Meetings – Moscone South and Marriott Marquis

10:15 AM –11:30 AM Workshops – Moscone West (Level III), Moscone South (Expo Level)

10:15 AM –11:30 AM Dealer Franchise Meetings – Moscone South, Moscone North,

Marriott Marquis

1:00 PM –2:30 PM Women Dealers Networking Powerg  Event – St. Regis Hotel (Gallery

Ballroom) (tickets required)s

3:00 PM–4:30 PM NADA GeneralA  Session – Moscone South (Esplanade Ballroom)

SUNDAY, JANUARY 25

8:00 AM –4:00 PM Attendee Registration – Moscone West (Lobby, Level I)

8:30 AM –4:00 PM Expo Open – Moscone North, South and West I & II

8:30 AM –4:00 PM Lifestyle Experience – Moscone South (Expo South), Moscone West

(Level II & III Lobbies)

9:00 AM –10:15 AM Inspirational Program – Moscone South (Esplanade Ballroom)

10:45 AM –NOON Workshops, Dealer Franchise Meetings – Moscone West (Level III),

Moscone South (Expo Level), Marriott Marquis

12:30 PM –2:30 PM Afternoon Delight: Dessert & Coffee Bar – Moscone North, South and

West I & II (Expo Halls)

1:00 PM –2:15 PM Technology Towny  Hall: Twitter andr Facebookd –k  Moscone–  Weste  (Levelt  III)l

2:30 PM –3:45 PM Technology Towny  Hall: Google ande  eBayd –y  Moscone–  Weste  (Levelt  III)l

4:00 PM NADA/ATD Convention & Expo closes
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THURSDAY, JANUARY 22

9:00 AM –6:00 PM Attendee Registration – Moscone West (Lobby, Level I)

10:30 AM–11:45 PM “Meet NADA”t  Orientation – Moscone–  Weste  (Roomst  3002-3004)

NOON–5:00 PM Lifestyle Experience – Moscone West (Level III)

1:00 PM–2:45 PM Make Meetings – Moscone North (Room 123)

3:00 PM – 5:00 PM ATD Super Workshop – Moscone North (Room 122)

6:00 PM–8:00 PM Welcome Receptione –n  Marriott–  Marquist  (Atrium) (tickets required)s

FRIDAY, JANUARY 23

7:30 AM–5:00 PM Attendee Registration – Moscone West (Lobby, Level I)

7:30 AM–9:00 AM Continental Breakfastl –t  Marriott–  Marquist  (Atrium) (badge required)e

8:00 AM–10:00 AM Make Meetings – Marriott Marquis (Golden Gate, Salon C1-2)

8:30 AM–10:15 AM Make Meetings – Moscone North (Room 123)

8:30 AM–5:00 PM Expo Openo –n  Ribbon–  Cuttingn –g  Moscone–  North,e  South andh Westd It  &I  II&

8:30 AM–5:00 PM Lifestyle Experience – Moscone–  South (Expo South), Moscone West

(Level II & III Lobbies)

10:30 AM–11:45 AM Workshops – Moscone North (Meeting Rooms)g

NOON–1:30 PM Opening Generalg  Sessionl  andn  Luncheond –n  Moscone–  Southe  (Gatewayh  103-104)y

1:45 PM–3:30 PM Make Meetings – Moscone North (Room 124)

2:00 PM–4:00 PM NADA GeneralA  Session – Moscone South (Esplanade Ballroom)

4:30 PM–6:00 PM Happy Houry  – Marriott Marquist  (Atrium) (badge required)e

5:00 PM–6:00 PM NextGen Reception – Marriott Marquis (Mission Grille)

(Must meett  requirementst  fors ATDr  NextGen.)D

SATURDAY, JANUARY 24

7:30 AM–9:00 AM Continental Breakfast – Marriott Marquist  (Atrium) (badge required)e

8:00 AM–5:00 PM Attendee Registration – Moscone West (Lobby, Level I)

8:00 AM–10:15 AM, 10:00 AM – 11:45 AM Make Meetings – Marriott Marquis

8:30 AM–5:00 PM Expo Open – Moscone–  North,e  South andh Westd It  & II&  (Expo Halls)

8:30 AM–5:00 PM Lifestyle Experience – Moscone South (Expo South), Moscone West

(Level II & III Lobbies)

8:30 AM–9:45 AM, 10:15 AM – 11:45 AM Workshops – Moscone North (Meeting Rooms)g

NOON–1:15 PM Industry Networkingy Luncheong  – Moscone–  South (Gateway 103–104)y

(tickets required)s

1:00 PM–2:30 PM Women’s Dealer Networking Powerg  Event – St. Regis Hotel (Gallery

Ballroom) (tickets required)s

1:30 PM–3:00 PM Make Meetings – Moscone North (Rooms 123-124)

3:30 PM–4:30 PM NADA GeneralA  Session – Moscone South (Esplanade Ballroom)

4:30 PM–6:00 PM Happy Houry  – Marriott Marquist  (Atrium) (badge required)e

7:00 PM–10:00 PM Gala –a  Marriott Marquis (Epic Roadhouse) (tickets required)s

SUNDAY, JANUARY 25

7:30 AM–9:00 AM Continental Breakfast – Marriott Marquist  (Atrium) (badge required)e

8:00 AM–4:00 PM Attendee Registration – Moscone West (Lobby, Level I)

8:30 AM–4:00 PM Expo Open – Moscone North, South and Westd It  & II (Expo Halls)

8:30 AM–4:00 PM Lifestyle Experience – Moscone South (Expo South), Moscone West

(Level II & III Lobbies)

9:00 AM–10:15 AM Inspirational Program – Moscone–  South (Esplanade Ballroom)

10:45 AM–NOON Workshops – Moscone North (Meeting Rooms)g

12:15 PM–1:30 PM General Session and Luncheon – Moscone South (Gateway 103-104)y

12:30 PM–2:30 PM Afternoon Delight: Dessert & Coffee Bar – Moscone North, South and

West I & II (Expo Halls)

4:00 PM NADA/ATD Convention & Expo closes

E r i c J o r g e n s e n

is chairman of the

American Truck Deal-

ers and president and

CEO of JX Enterprises

Inc., Hartland, Wis. He

launched his career inr

1990, working at his family’s Waukesha,

Wis., store and has held positions through-

out the organization in parts, accounting,

service and human resources. Today they

company hasy  16 dealerships, along with

finance, lease, rental and graphics services,

throughout Wisconsin, Illinois and Michi-

gan. Jorgensen addresses dealers Friday.

Futurist Thomas Frey is revolutionizing

our thinking about

the future. This pow-

erful visionary is the

executive director

and senior futuristr  at

the DaVinci Institute,

where he works closely

with his Board of Visionaries to develop

original research studies that enable him

to speak on unusual topics, translating

trends into unique opportunities. Frey,

whom the Denver Postr  andt Seattle Poste
Intelligencer callr  the “Dean of Futurists,”f  is

author ofr Communicating withg  theh  Futuree .

Frey addressesy  dealers Sunday.

A T D  C O N V E N T I O N  E V E N T S
(NADA Convention Events on page 11)

SPEAKERS/SCHEDULE



Our average
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car sold.
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Experience Accessories
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SINCE 1957, NADART  
(NADA’s financial services division) has 

been a leading provider of comprehensive 

401(k) retirement plan recordkeeping, 

investment and administrative services, 

helping dealers reach their financial goals.

 + Unique Fiduciary Support

 + Retirement Readiness Tools

 + Owner & Executive Benefits
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for
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Congratulations to the nominees for national TIME Dealer of the Year from NADA and all state and metro 

dealer associations. The winner will be announced at the opening session, Friday, January 23.

ALABAMA: Ray Ingram,y Montgomery

ARIZONA: Tom Johnson, Safford

ARKANSAS: Jim Ross, Wynne

CALIFORNIA: Paul Leader,l  El Cajon; R.J. Romero, Tustin

COLORADO: Scott Ehrlich,t Greeley

DELAWARE: Joseph Sheridan,h Wilmington

FLORIDA: Dwayne Hawkin,e St. Petersburg

GEORGIA: Walter Lewis,r Savannah

HAWAII: Niki vani  denn  Hurk,n Honolulu

IDAHO: Gregg Middlekauff,g Twin Falls

ILLINOIS: Brad Nikles,d Petersburg

INDIANA: Andy Mohr,y Plainfield

IOWA: Jack Scieszinkski,k Albia

KANSAS: Les Eck,s Wichita

KENTUCKY: Don Moore,n Owensboro

LOUISIANA: Foster Walkerr  III,r Alexandria

MAINE: Charles Gaunce,s Waterville

MARYLAND: Donato Sauro,o Laurel

MASSACHUSETTS: Scott Shulman,t Hingham

MICHIGAN: Tim Kool, Battle Creek;
Robert Shuman,t  Walled Laked

MINNESOTA: Todd Snell,d Mankato

MISSISSIPPI: Roger Bacon,r Picayune; Bob Boyteb , Brandon

MISSOURI: Frank Bommarito,k Ellisville

MONTANA: Don Kaltschmidt,n Whitefish

NEBRASKA: Tom Dinsdale, Grand Islandd

NEVADA: Charles Strahan,s Las Vegas

NEW HAMPSHIRE: H. Andy Crews,y Manchester

NEW JERSEY: Adam Kraushaar, Toms River

NEW MEXICO: Glen Tillery,n West Moriartyt

NEW YORK: David Karp,d Rockville Centre; Steve Miller,e
East Vestalt

NORTH CAROLINA: Greg York,g High Point

NORTH DAKOTA: Gregg Jacobson,g Hettinger

OHIO: Marianne Ballas,e Toledo; James Browns  Sr.,n
Willoughby Hills;y Jim Evans, Dayton;
Douglas V.s  Sweeney, Youngstown

OKLAHOMA: Don Thornton,n Tulsa

OREGON: Greg Goodwin,g Portland

PENNSYLVANIA: Joseph Palmiero,h North Butler

RHODE ISLAND: Charles “Brad”s  Scott,” East Providencet

SOUTH CAROLINA: David Herndon,d Lexington

SOUTH DAKOTA: David Hersrud,d Sturgis

TENNESSEE: Tom Lucas, Columbia

TEXAS: Raymond Palacios,d El Paso

UTAH: Blake Strong,e Salt Laket  City

VIRGINIA: Stanley “Rick”y  Gallaer,” Hampton;
Charles Stringfellows Jr.,w  Arlington

WASHINGTON: Ron Claudon,n Auburn

WEST VIRGINIA: Harry Green,y Clarksburg

WISCONSIN: Michael Shannon,l Du Lac

WYOMING: James Auge,s Jackson

T I M E  D E A L E R  A W A R D

NOMINEES
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Lender Products
Finance & Insurance (F&I) Products

Vehicle Service Contracts

Guaranteed Asset Protection

Lease Excess Wear and Tear

Vehicle Protection Products

Limited and Lifetime Warranties

Auto Deductible Reimbursement

Customized Products

Take a closer look into Arch’s Lender Products programs.

Insurance coverage is underwritten by one or more member companies of Arch Insurance Group in North America, which consists of (1) Arch Insurance Company (a Missouri corporation, NAIC # 11150) with admitted assets of $3.11 billion, total liabilities of $2.35 billion 
and surplus to policyholders of $757.06 million, (2) Arch Specialty Insurance Company (a Nebraska corporation, NAIC #21199) with admitted assets of $527.36 million, total liabilities of $240.68 million and surplus to policyholders of $286.68 million, (3) Arch Excess 
& Surplus Insurance Company (a Nebraska corporation, NAIC # 10946) with admitted assets of $63.30 million, total liabilities of $3.77 million and surplus to policyholders of $59.53 million and (4) Arch Indemnity Insurance Company (a Nebraska corporation, NAIC# 
30830) with admitted assets of $23.27 million, total liabilities of $(0.092) million and surplus to policyholders of $23.36 million. All fi gures are as shown in each entity’s respective Quarterly Statement for the quarter ended June 30, 2014. Executive offi ces are located at 
One Liberty Plaza, New York, NY 10006. Not all insurance coverages or products are available in all jurisdictions. Coverage is subject to actual policy language. This information is intended for use by licensed insurance producers.

THE STRENGTH OF ARCH®

www.archinsurance.com  |  A.M. Best: “A+” Standard & Poor’s: “A+”



A T  T H E  C O N V E N T I O N

WHAT’S NEW

T
he 2015 NADA/ATD Conven-

tion & Expo is offering severalg

new andw  improved features to

make it easiert  thanr  ever forr  attendeesr

to network.

SOCIAL CONNECTION ZONE

The popular Socialr  Connection Zone

is back tok help attendees learn then  lateste

tech trends. The “Zone”—Moscone

South, expo booth 1201—is an Apple

Store-like hub for everything social

media, complete with helpful techni-

cians. There’s free wifi, plus a sociala

media walla  with live Twitter feedr  andd

streaming Flickrg  photos.r  Daily miniy -

sessions will feature trendy topicsy  like

“Social Ads Drive Sales.”

SOCIAL MEDIA CONTESTS

This year there will be three hot so-

cial media contestsa to turn you into

a digitala  guru in no time. Participate

in NADA-TV’s “Get Yourself(ie)t  and

GoPro” (for a free GoPro), NADA

University’s “Tweet Itt  tot  Win It” (for ar

free “Workshops to Go” package) and

the “Engage & Explore” pedometer

contest (seet  description below).

“ENGAGE & EXPLORE” CONTEST

This year, the convention is so popular

it hadt tod  be spread acrossd  four build-r

ings. But you can make every stepy

count with the “Engage & Explore”

pedometer contest.r  Each day, the two

participants with the most steps win

a Fitbit.a  At thet  end ofd  thef  convention

the participant with the most steps

overall wins a granda prized  of $1,000.f

NEW DIGITAL WORKSHOPS

Workshops on Thursday includey  two-

hour Superr Sessions:r  “Exceptional Ex-

periences That Win Digital Buyers”

and “NextGen Dealers Leading the

Future Their Way,r  Today.” Also new:

Technology Towny  Halls on Sunday,

which leth  attendeest  ask thek  automotive

honchos at Ebay, Facebook, Google

and Twitterd  forr  moneyr -making tips.g

“NADA 100”—BE A PART OF IT

Help celebrate NADA’s 100th an-

niversary iny  2017 by providingy vin-g

tage—and current—photos, videos

and anecdotes related to your dealer-r

ship. Stop by they  “NADA 100”A  ex-

hibit—located in the underground

North/South corridor, between the

North and Southd  expo halls—to see a

video timeline of majorf autor -industry

events and tod  share your storyr  (www.y

nada.org/nada100).

JUST DESSERTS

After another successful convention,

NADA helpsA  you wrap up the show

on Sunday with a free dessert and

coffee bar on the expo floor. “Des-

serts on Us” will be held from noon

to 2:30 p.m.

17nada.org JANUARY  2015 NADA Convention Magazine

WaWWalklk a mile: Attenendededeeeseeses cccananann

wiwin a Fitbit inn tthehe cconono veventtntn ioioion’n’sss

pedoomemetet r cconononteteesttt..



EVERY DEALERSHIP HAS 

BE A PART OF THE NADA100 CELEBRATION IN 2017
Share your story—photos, videos and anecedotes about your store—at nada.org/nada100



A STORY.
TELL US YOURS.
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L
OWER FUELR  PRICES, AN AGING VEHICLE

population and high consumer confidence continue

to propel auto sales, with small and midsized  crossovers

representing muchg  of thef  volume.

But crossovers—though extremely popular—aren’ty  the

only gamey in town. Trucks and more performance-oriented

fare have seen a resurgence,a  too. This just provest  that eacht  au-

tomaker’s lineup has certain strengths and weaknesses,d  which

can sometimes change overnight, such as—hello!—when

there are suddenly record-lowy  gasw  prices.

For dealers,r  the challenge is always about what’s hot and

what’s not. Hot-selling productg sellst  itself, of course—untilf  a

dealer isr  suddenly outy  oft  sizzlingf vehicles.g  Slow-selling productg

requires more of af  balancinga act,g  with incentives that onlyt  goy

so high or salesr  specials that onlyt  goy  so low beforew  they don’ty

make good businessd sense.

Of course,f  it helpst  that thet  average age of vehiclesf  on the

road remainsd  at 11.4t  years, the all-time high, according tog  IHS

Automotive. Another plus:r  This year therer  are a bevya ofy  stellarf

new vehicles,w  with more gee-whiz gizmos,z  glam amenities and

fuel-saving featuresg  to help drive customers into showrooms.

Here’s a looka  atk  whatt  dealerst  can expect fort  ther  rest oft  2015:f

FORD BETS ON F-150

For ther  first time in years, Ford has seen a slipa  in U.S. sales

because of severalf  factors, including theg  automaker’s decision

to cut fleett  sales.t

Buyers delayed purchases of thef F-150—long theg  best-

selling vehicleg  in the United States—until the 2015 model

launched lated  last year,t  which then created ad  dipa  in sales.

But whilet  F-150 sales may bey  inching up,g  the pace has been

faster forr  ther  stylish Fiesta anda  Focusd  compact sedans,t  as well

as the popular Escaper  crossover andr  Fusiond  midsize sedan.

Also up: the upscale Lincoln MKC crossover. And Fordd isd

betting ong  the Lincolne  MKC Black Labelk  and otherd  modelsr  set

to roll into dealer showroomsr  in 2015 to help stabilize its bot-

tom line.m  One ise  the iconice  Mustang,c  redesigned insided  ande  out,d

with ah  smoothera  rider  ande  niftyd  safetyy  systemy  that automaticallyt

notifies authorities if theref  is a crasha  and whetherd ther  airbag

was deployed andd thed  seat beltst  were fastened.

GM SALES INCREASE DESPITE CADILLAC DRAG

Although U.S. sales of luxuryf brandsy  have been strong, only

the Escalade has pulled ind  big numbersg  for strugglingr Cadillac.g

Consumer responser  to the new Escaladew  SUV hasV  nearly dou-y

Sales—and exciting new products—keep rolling in.

BY NANCY DUNHAM
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bled salesd  for ther  full-sizee  SUV,e  but Cadillac’st  sportier fare—ther

small ATS and midsized  CTS sedans, as well as the SRS cross-

over andr others—haved  failede tod  spark muchk  consumerh  interest.r

Other modelsr  GM hoped wouldd kick-startd  sales—sucht  as

the Chevy Malibuy  and Buickd LaCrossek  sedans, and thed  Buick

Enclave crossover—didn’t performt  as well as expected. Malibu

sales were so sluggish thath  Chevyt orderedy and  emergency refreshy

for 2014, then moved up the launch date of thef  next-gen

model from 2017 to 2016.

GM’s “sales numbers are still good despite some of thesef

disappointments,” says analyst Brandont  Mason, the Americas

leader of PwC’sf  Autofacts. And he notes that the company

“has done well despite recalls.”

There also has been unexpectedly highy  demand ford  ther  re-

designed Chevyd Coloradoy  and GMCd  Canyon midsize pick-

ups. GM hopes this holds true with other haulers,r  such as the

GMC Yukon, Chevy Suburbany  and Chevyd Tahoe.y  And thend

there’s the redesigned Chevyd Cruzey  sedan, GM’s best-selling

nameplate globally.e  It’s built ont  the samee  platforme  as the Buicke

Verano, Chevy Equinox,y  Opel Astra anda otherd  vehicles.r

Alas, muscle-car fansr  will have to wait anothert  yearr  forr  ar

Chevy Camaroy  redo to compete with the new Fordw  Mustang.d

CHRYSLER CONTINUES TO SOAR

The only concerny  Chrysler dealersr  seem to have about FCA

(Fiat Chryslert Automobiles)r  Group chief Sergiof  Marchionne

is his succession plan. That’s because Chrysler—the perennial

third-place contender amongr  theg  Big Threeg  automakers—is

now “wildlyw successful”y  thanks, say dealersy  and analysts, to

Marchionne’s focus on quality andy  innovation.

Dealer Davidr  Kelleher, David Auto Sales, Glen Mills, Pa.,

who has been with Chrysler more than 22 years, had very

strong salesg  last year asr  he oversaw aw  majora expansionr  of hisf

dealership.

“You don’t just replace someone like [Marchionne] with

one person,” says Kelleher, who puts the FCA GroupA  chief

way abovey  Apple’s late founder Stever  Jobs and other success-r

ful innovators.

Many industryy watchersy  rave aboute thet  salese  of thef  Chryslere

200, with its stylish sheet metalt  and tech-ladend cabin, as well

as Jeep’s Cherokee and Renegade.d

“Jeep is red-hot, Wrangler isr  red-hot andt sod  is the Grand

Cherokee,” says AutoTrends analyst Joe Phillippi. He notes

there seems to be no limit ont  how muchw  people will pay fory

a Granda Cherokee.d

Ford Mustang



HONDA STAYS STEADY

Don’t countt  Hondat  outa  oft  thef  race for increasedr marketd  sharet

on these shores. Yes, the automaker trimmedr itsd  sales forecast

last year, citing toughg  competition and recalls. But analysts

expect thet  automaker tor  pull ahead thisd  year.

The all-new Hondaw HR-Va  smallV  crossover willr  compete

with the Jeep Renegade and Nissan Juke. It’s based on the

popular subcompactr Fitt  hatchback.t

Another plus:r  Acura models—includinga theg  all-new Acuraw

TLX compactX  sedan—are expected to boost the company’s

sales this year. But unlike some automakers, any redesignedy

models or refreshesr  are not knee-jerkt reactions.k

“Honda traditionallya takesy  long stretchesg  between launches

of big-volumef  products,” says Chris Travell, vice president oft

automotive research group MaritzCx. “They tendy notd  tot  rush

products to market ift  theyf feely  they’re not ready.”t

Instead, the company worksy  methodically toy  build and

refine products while relying ong  its “world-class engines” to

boost reliability.t

NISSAN KEEPS THE SALES RISING

Nissan salesn  have beene  bolsteredn  byd they  Versa,e  Sentra anda Altimad

sedans. The Nissane Leafn  EVf  andV  manyd  Infinitiy  modelsi  also have

been holding theirg  ownr  in market share.t Nissan credits lower

gasoline pricese  and higherd consumerr  confidencer withe  boostingh

its sales, specifically fory  ther  smalle  Rogue ande  midsized  Muranoe

crossovers. Both sawh  double-digitw salest  growth lasth  year.t

How confidentw ist  Nissan? For ther  firste  timet  sincee  1997,e  the

automaker willr returnl ton  theo  Supere  Bowl.r  And tod  showo  justw  howt

edgy ity  cant  be,n  Nissan recentlyn becamey  ae  sponsora  ofr  “Thef  Voice”e

and enteredd intod  ao  partnershipa withp Maroonh 5n  singer Adamr Levine.m

“Nissan has had ad  verya  strongy year,g  with ah  numbera ofr  newf

and refreshedd  productsd  that competet  ine  keyn  segments,y  includ-

ing theg Sentrae  anda  Altima,d  while moree  aree  expectede ind  2015,”n

says Terese-Ans  Nguyen,n  analyst fort  PwCr  Autofacts.C “Meanwhile,

their Infinitir  brandi isd  going throughg ah  significanta transformationt

in termsn of nomenclature,f  number ofr  offeringsf  and stylingd —sogg

the futuree  certainlye  appearsy  bright fort  bothr brands.”h

TOYOTA WORKS TO REGAIN FOOTING

Toyota loyalistsa  kept thet  automaker’se  U.S. sales strong ing  2014,

helping itg  becomet  the world’s top-selling automakerg forr  ther

third yeard  inr  a row.a  The beste  sellers:t  the RAV4e  and Highlanderd

crossovers, and thed  Camrye  andy Corollad  sedans.a

Now Toyotaw  maya  pushy  ahead ofd  thef  competition with this

year’s redesigned Camry—launchedd  justd  threet  years after ther

last redo, so the automaker was obviously feelingy theg  heat.

Toyota uppeda Camry’sd  game by givingy itg  Avalon-liket  styling,

a morea  refined, luxe-like interior and sport-trimmed mod-

els with a firmera  suspension,r  more aggressive grille and racy

paddle shifters.

Lexus is trying tog  wow customersw  with twoh  all-new vehicles:w

the sportye  RCy  350,C  aka thea  “Radicale  Coupe,”l  and thed  NXe  200t,X

which will go toe-to-toe—or wheel-to-wheel—withr  the Audi

Q5, BMW X3W  and otherd  upscaler  crossovers.

And Scion—withd someh  dated product—isd  working hardg tod

be known as a branda ofd  small,f  increasingly premiumy  vehicles

to try andy  standd  outd  fromt  the competition.

Toyota Camry XSE
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HYUNDAI AND KIA CONTINUE TO BUILD

The whize brandsz ofs  2012f  and 2013—Kiad  anda  parentd  companyt

Hyundai—shifted intod  lower gearr  inr  2014n  but4 weret  stille  ablel  toe

movesomee  8e  million vehicles.n  Hyundaimaintainsi  strongs  worldwideg

sales, including ing  emergingn  marketsg  likes  Brazil,e  China anda  India.d

The U.S.e  sales picture ise  getting brighter,g  too, thanks to high

demand ford  ther  Hyundaie  Tucson crossover, Sonata midsizea se-e

dan and Hyundaid  Genesis large sedan,e  as well as the Kiae  Op-a

tima sporta  sedant  and Sedonad minivan.a  Also highly anticipated:y

a fuel-cell-powereda Hyundaid  Tucson and and  electric Kiac  Soul.a

SALES OF EUROPEAN BRANDS BOOM

Booming salesg  of importedf luxuryd carsy  here mirrore  ther  overalle

recovery ofy  Europeanf  vehiclen salese  since thee  2008e  global reces-l

sion. Yet whilet care  salesr  in Europen aree  expectede tod  taper off,r  the

outlook fork  Europeanr  vehiclesn  sold hered  remainse  bright.

Take Mercedes, with strong performanceg  from its new C-w

Class and larged  S-Class sedans, as well as the small GLA andA

midsize M-Classe  crossovers. Porsche alsoe  is getting ag  boosta  fromt

its large Cayenne and small,d  all-new Macanw  crossovers.

Maserati is on fire, with the U.S. being itsg  main market,

followed closelyd  byy China.y  The automaker hasr  said repeatedly,d

though, that itt  wantst  to cap sales to keep the brand exclusive.d

Expect salest  of BMW’sf  3-, 4- and 7-Seriesd  sedans to remain

strong, versus the moree  tepide  responsed  toe  the automaker’se cross-

overs. And Audid  is ratcheting upg  sales with its new A3—avail-w

able in gas or diesel,r  and choiced  of sedanf  or convertible—asr

well as its small, midsize and larged  crossovers: Q3, Q5 and Q7.d

But the news wasn’t positive for allr  imports. Volkswagen

numbers have been down, due in part to poor sales of thef

much-ballyhooed Passat.d

“It’s not liket  they arey  doing ag  poora  jobr  by anyy  stretchy  of thef

imagination,” says MaritzCx’s Travell. “They arey  competing

in popular segments with strong, entrenched competitors,

including Toyota, Nissan and Ford. It’s difficult to lure

customers away fromy  those manufacturers. Their customersr

are very loyaly  to the brands.”

CHINA, INDIA AND BEYOND

More globally, analysts hailed Chinad  anda  Indiad asa  powerhouse

growth markets in recent years, but auto sales have slowed

considerably. Still, there are parts of thosef  countries that aret

economically strongy andg  translate into high luxury salesy  for

Audi, Mercedes and otherd  luxuryr brands.y

Government restrictions,t  including asg  a capa  on the number

of new-carf  registrationsr  in some countries,e  have limitede  growthd

in Shanghai, Beijing andg elsewhere.d  And oned  of manyf  majory

roadblocks to auto sales in India isa  its poor infrastructure.r

But thet  year isr  young, and ad  lota  cant  happen by 2016.y ■

Nancy Dunhamy  is as  contributinga writerg  ofr NADA ConventionA  Magazine.

Porsche Macan
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S
OMETIMES FANTASY IS BETTER THAN 

reality, as automakers design some recent concepts 

with Gran Turismo gamers in mind. Expect 

certain styling cues—like swoopy curves and close-cut 

fenders—to find their way onto production models. Just 

don’t look for the Kia Sorento X-Men—with three sets of 

Wolverine claws, no less—in showrooms any time soon. 

Not all of the concepts here are PlayStation wannabes, 

of course. But all offer cutting-edge designs, along with 

some of the latest high-tech engines and gadgets—a 

winning combination to help drive showroom traffic.

Cars of the 
not-so-distant 
future.

BY JOE PHILLIPS

What a 
Concept

Infi niti Vision GT Supercar: With 
its shark-like grille and fi n-like 
spoiler, this luxury GT also 
has slick gullwing doors and 
aerodynamic fenders that help 
control air fl ow under the car.

Chevy Chaparral 2X Vision Gran Turismo: In this 
laser-powered virtual car, the “driver”—who lies 
face down with legs splayed—wears a helmet, and 
instruments are projected onto the visor. 

Lincoln MKX Concept: Nimbler and more 
muscular than the current model, this concept 
boasts big 21-inch wheels, a more macho profi le 
and a sleeker grille. 

STATE OF 
THE INDUSTRY
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VW GTI Roadster, Vision Gran Turismo: Small but mighty, this lightweight 
GT has 20-inch wheels, a top speed of 192 mph and a boffo engine that 
helps it sprint from 0 to 60 mph in just 3.5 seconds.

Mercedes G-Code: It’s 
only 161 inches long, 
but this tiny “sport-
ute coupe” is full of 
surprises, including a 
holographic grille and 
multi-voltaic silver 
paint that acts like a 
solar panel.

Toyota C-HR: Known more for bland 
designs, Toyota has now 
created a hot hybrid 
hatchback, with 
chiseled cheekbones 
and sassy spoiler 
above the raised 
rear end. 

Audi Prologue: Audi’s pillar-less coupe has a 
605-hp twin-turbo V8 and “rear-wheel steering,” 
which allows the rear wheels to be angled up to 
fi ve degrees for better high-speed handling. 

Mitsubishi XR-PHEV: Few compact crossovers 
can go 53 miles on electricity alone, but this 
one also has a three-cylinder engine and a 
real-time network that provides the most 
effi cient routes.

Lexus LF-C2: Trying to erase memories of its dowdy ragtops, 
this low-slung Lexus features gleaming burnt-yellow paint, 
a massive grille and 40-spoke chrome wheels.  
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T
HE YEAR ISR  BRIGHT FOR U.S.R  AUTOMAKERS

and dealers as auto sales continue to motor along,

leaving 2009—wheng  vehicle sales were the worst sincet

1987—in the industry’s rearview mirror.w

NADA ChiefA Economistf  Stevent  Szakaly, who credits low

interest rates,t  falling gasolineg pricese  and risingd  employmentg witht

the growth, is forecasting U.S.g  new-vehicle sales to hit 16.94t

million by year-end—abouty at  3a  percent increaset  overe  2014.r

 But while the economy willy  continue to grow asw  fun-

damental conditions improve, Szakaly saysy  certain factors

could lower ther  forecast somewhat.t  “Existing-home sales will

remain sensitive to interest rate increases and could easily

dampen new-home construction, and thisd  would reduced  sales

of lightf  trucks.”

Still, although economich  factorsc  are always variable, Szakaly

remains optimistic aboutc  autot  sales. “Gross domestic productc

should growd  atw  3.1t  percent, with the potential for growthr  to

exceed ourd forecast.”r

New-vehicle sales might event  rise above 17 million units

in 2015, but Szakalyt  saysy  to meet thatt  target,t  automakers and

dealers would needd tod  boost incentives.t

EMPLOYMENT, WAGES AND CREDIT

As for U.S.r  employment, dealers can expect it to shift up a

gear. “Growth is now wellw  above 200,000 jobs per month,”r

says Szakaly, “and ourd  forecastr ist  242,000 new jobsw  on average

per monthr  the rest oft  thef  year.”

Such an improvement should boost wages and incomes,

with disposable income rising byg somey  2.5 percent. Corporate

profits also are on track tok  increase a healthya 6.7y  percent.

But talkt  ofk  increasedf  wagesd  often leads to fears of inflation.f

Szakaly saysy  other factorsr  will counter inflation,r  including ag

reduced demandd “fromd  emerging markets—suchg ash China—

for commoditiesr  and rawd  materials.w  This will easel  pressuree one

prices for U.S.r  companies.” The strongere  dollarr alsor  will dampenl

inflationary pressure,y  Szakaly says,y  “by maintainingy  downwardg

momentum onm  import pricest  for goodsr  and services.”d

AUTO LOANS AND GAS PRICES

Consumers have responded to low interestw  rates and higher

wages by spendingy moreg  one  new vehicles.w The averagee  pricee  fore

a newa carw  isr  about $34,000,t  up from $31,800 in 2013.

Although Szakaly expectsy  long-term rates on auto loans to

U.S. vehicle sales—and the economy—keep accelerating.

BY NANCY DUNHAM

Sales Trends

STATE OF
THE INDUSTRY
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rise steadily byy 125y  to 150 points this year, he says low oilw  and

gasoline prices will help counter ther  rate increase.

“Lower oilr  prices,l  which translateh  intoe  lower gasr  prices at thet

pump, increase householde  spendingd ong  othern  goodsr ands  services,”d

Szakaly says.y  So if oilf  andl  gasolined pricese  remain lown  throughw theh

year, consumers could returnd  in even greater numbersr  to the

light-vehicle markete  duringt theg  seconde halfd  off  2015.f

USED-VEHICLE OUTLOOK

Strong economicg  conditionsc  ands lowd interestw  ratest  fueleds  demandd

for usedr carsd in 2014,n  marking fiveg  yearse  of growthf sinceh  thee  ende

of thef  recessione inn  2009,n  says Jonathan Banks,n  senior directorr ofr

vehicle analysise  and analytics,d  NADA UsedA Card  Guide.r

Yet theret  aree  storme  cloudsm  on then  horizon:e  the risinge  numberg

of off-leasef vehicles,e  threats of higherf new-vehicler  incentivese  and

lower pent-upr demand. These factors,e  combined withd moreh  usede

cars on the market, will push used-car pricesr  down in 2015.

“Used-car pricer  declinese are parte  oft  af  naturala  cyclel ase  the econ-e

omy recovers,”y  says Banks, “but expectt at  stronga economyg  andy

better-quality vehiclesy  to keep declines moderate.”

The positive, of course,f  is that thet  influx ofx  high-quality,f

late-model used carsd  may attracty  somet  consumers, especially

those whoe  find thed  purchasee ofe  af  newa carw  financiallyr unfeasible.y

“NADA expectsA  dealer participationr inn  then used-vehiclee markete

will continuel toe  play ay  pivotala rolel ine  dealership profitability,”

says Banks. “This will bel  supportede byd ay  recorda  numberd ofr  certi-f

fied pre-ownedd models,d  and affordabled  used-vehiclee  prices.”e

GLOBAL MARKETS AND OTHER RISKS

Of course,f  no forecast can account for all real-world risks.

Szakaly cautionsy  that theret  are some global and domesticd con-c

cerns that couldt alterd ther  GDP forecast int  the United States.d

In particular, he estimates the GDP growth rate in China

will slow tow  6.4 percent int  2015 and 5.9d  percent int  2016.

In addition, Eurozone growth remains weak, with its GDP

likely toy  grow atw  onlyt 1.4y  percent thist  year. The good news:d

Auto sales in Europe are slowly rebounding,y  with new-car

registrations up by morey  than 6 percent lastt  year.t

For now,r  though, Szakaly notesy  that U.S.t  economic growthc

is on track andk hasn’td  beent  derailed byd interesty  ratest  or globalr

conditions. For dealers,r  that meanst  strong vehicleg salese  ahead.■

Nancy Dunhamy  is as  contributinga writerg  ofr NADA ConventionA Magazine.



Balance Sheet Ratios (YTD Oct.)

Net debt to equity 0.98
(Total liabilities less
floorplan to net worth + LIFO)

Current ratio 1.31
(Current assets to
current liabilities)

Service and parts absorption 56.4%
(Service and parts gross profits
divided by total fixed overhead
expense)

Return on equity 32.7%

Source: NADA Industry Analysis Division

Average dealership profile YTD October YTD October Percent
2014 2013 change

Total sales $37,321,711 $34,824,092 7.2%

Total gross $4,967,287 $4,717,730 5.3%
As % of total sales 13.3% 13.5%

Total expense $4,045,264 $3,851,920 5.0%
As % of total sales 10.8% 11.1%

Net profit before taxes $922,023 $865,810 6.5%
As % of total sales 2.5% 2.5%

New-vehicle sales $21,349,878 $19,775,273 8.0%
As % of total sales 57.2% 56.8%

Used-vehicle sales $11,703,270 $11,013,515 6.3%
As % of total sales 31.4% 31.6%

Service and parts $4,268,563 $4,035,304 5.8%
As % of total sales 11.4% 11.6%

Advertising expense $371,264 $358,124 3.7%
As % of total sales 0.99% 1.03%
Per new vehicle retailed $601 $608 -1.1%

Rent and equivalent $353,523 $344,054 2.8%
As % of total sales 0.95% 0.99%
Per new vehicle retailed $572 $584 -2.0%

New-vehicle floor-plan interest ($68,292) ($51,814) 31.8%
As % of total sales -0.18% -0.15%
Per new vehicle retailed ($111) ($88) 25.7%

Average new-vehicle selling price (retail) $32,335 $31,501 2.6%
Gross as % of selling price 3.68% 3.81%
Average gross profit $1,190 $1,200 -0.8%

Average used-vehicle selling price (retail) $18,796 $18,000 4.4%
Gross as % of selling price 12.60% 13.20%
Average gross profit $2,369 $2,375 -0.3%

Light-Duty Vehicle Sales
In millions

Nov. Full

YTD % year

2014 chg. 2013

Domestic cars 5.1 2.2% 5.4

Import cars 1.9 -2.5% 2.2

Total cars 7.0 0.9% 7.6

Light-duty trucks 7.9 9.7% 7.9

Total light-duty
vehicles 14.9 5.3% 15.5

Balance Sheet Ratios (YTD Sept.)

Net debt to equity 0.99
(Total liabilities less
floor plan to net worth + LIFO)

Current ratio 1.30
(Current assets to
current liabilities)

Service and parts absorption 56.0%
(Service and parts gross profits
divided by total fixed overhead
expense)

Return on equity 33.1%

Source: NADA Industry Analysis Division

Average dealership profile YTD September YTD September Percent
2014 2013 change

Total sales $33,678,587 $31,420,026 7.2%

Total gross $4,478,259 $4,256,592 5.2%
As % of total sales 13.3% 13.5%

Total expense $3,642,600 $3,469,711 5.0%
As % of total sales 10.8% 11.0%

Net profit before taxes $835,659 $786,881 6.2%
As % of total sales 2.5% 2.5%

New-vehicle sales $19,318,240 $17,872,113 8.1%
As % of total sales 57.4% 56.9%

Used-vehicle sales $10,547,113 $9,943,625 6.1%
As % of total sales 31.3% 31.6%

Service and parts $3,813,234 $3,604,288 5.8%
As % of total sales 11.3% 11.5%

Advertising expense $333,173 $320,754 3.9%
As % of total sales 0.99% 1.02%
Per new vehicle retailed $594 $599 -0.9%

Rent and equivalent $318,682 $309,160 3.1%
As % of total sales 0.95% 0.98%
Per new vehicle retailed $568 $578 -1.7%

New-vehicle floor-plan interest ($59,774) ($43,980) 35.9%
As % of total sales -0.18% -0.14%
Per new vehicle retailed ($107) ($82) 29.7%

Average new-vehicle selling price (retail) $32,226 $31,391 2.7%
Gross as % of selling price 3.69% 3.82%
Average gross profit $1,190 $1,198 -0.7%

Average used-vehicle selling price (retail) $18,789 $17,967 4.6%
Gross as % of selling price 12.68% 13.25%
Average gross profit $2,382 $2,380 0.0%

Light-Duty Vehicle Sales
In millions

Oct. Full

YTD % year

2014 chg. 2013

Domestic cars 4.70 1.9% 5.4

Import cars 1.76 -1.4% 2.2

Total cars 6.45 1.0% 7.6

Light-duty trucks 7.19 9.7% 7.9

Total light-duty
vehicles 13.64 5.4% 15.5

SALES TRENDS
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Technology isy  transforming the dealership experience. Bosch Connected Solutions combine

tools, equipment andt processes to strengthen customer relationshipsr and drive revenue for

your servicer operations. Visit bootht  3704N at NADAt  toA see live demonstrations.

*Terms and conditions apply. Visit www.boschfixedops360.comt  for details.r

CONNECTED 
SOLUTIONS 
FOR EVERY 
DEALERSHIP

Watch a Connected Solutions

demo at booth 3704N at NADA and

enter for a chance to win a Polaris

Sportsman ACE valued at $7,499*
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I
N A NUMBERA  OFR  STATES ACROSS THE COUNTRY,E

auto franchise lawse  have beene  atn  thet  forefronte  oft  thef  newse  and

public debate.c  But whatt  policymakerst  sometimes miss are

the variouse  reasons why cary  buyers,r  automakers and locald  com-l

munities benefit from—int  fact, cannot reallyt doy  without—the

new-car dealerr network.r

“Dealers compete fiercelye withy oneh  anothere  onr  price,n  financ-

ing andg  service,d  which drives down costs for ourr  customers,”r

says 2014 NADA ChairmanA  Forrest McConnell.t  “Automakers

choose toe sell newl carsw  through theirh  dealerr retailr  networksl  be-

cause it’se  the moste  competitive,t  cost-effective ande  pro-consumerd

way toy  retail newl  vehicles.”w

In June, NADA launchedA itsd  “Get thet  Facts” initiative to

promote the benefits of franchisedf  dealers.d  The program in-

cludes a websitea  (nada.org/GetTheFacts),e  animated videos,d  mar-

keting materialsg  and researchd  papers.h  NADA hasA  worked closelyd

with theh ATAEs—thee  statee  ande metro-aread  Automotivea  Tradee

Association Executives—and dealersd  to promote thee  program.e

“Dealers have a greata  story toy  tell, about the benefits of

price competition, warranty andy  recall accountability, com-

petitive financing, and locald  economic benefits,”c  says NADA

Vice President oft  Publicf Affairsc  Jonathan Collegio, “and thed

time has come for usr  to start tellingt it.”g

PRICE COMPETITION

Consumers spend and  average of 11f  hours shopping onlineg  for

a newa car.w  “Between e-mails to the sales manager andr visitsd  to

the dealership, car buyersr can leverage that competitiont  to get

great pricest  on vehicles. And lowerd  pricesr  result int  more sales,

for bothr  dealersh  and manufacturers,”d  says McConnell, a Hondaa

and Acurad  dealera inr  Montgomery, Ala.

Within an  10-milea  radiuse  of mostf  Americant  citiesn  and towns,d

multiple dealers compete with one another forr  business.r  “So

when a dealera  competesr  on pricing withg  the dealer downr  the

street ort  online,”r  McConnell says,l  “consumers, manufacturers

and locald  communitiesl  all win.”l

James Lentz, CEO of Toyotaf  Northa  America,h  agrees. “Our

dealers knows theirw  marketsr  betters  thanr  wen  evere can.r  They competey

against onet  anothere  tor  provide Toyotae customersa  with theh  beste

buying andg serviced  experiencee  possible.”e  Lentz alsoz stresses the

sales ands serviced  expertisee ate  dealerships.t  “Toyota, Lexus ands Sciond

dealers are amonge ourg  mostr  valuablet  businesse  partners. They arey

NADA’s “Get the Facts” initiative: How franchised
new-car dealers benefit consumers.

BY CHARLES CYRILL

The Franchise 
Network
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the expertse  ats  everyt  aspecty  oft  sellingf andg  servicingd ourg  products.”r

And contraryd toy  popular belief,r  dealership profitability isy  razors

thin, often remaining flatg  fromt  year tor  year. Average net pre-t

tax profitx att  new-cart  dealershipsr  has averaged aboutd 2t  percent

each year,h  says NADA DataA , the association’se  annual reportl ont

dealership financial trends. As a percentagea  of totalf  sales, the

2 percent figuret representse  sales in then  new-vehicle,e  used-vehicle,

and serviced  ande  partsd  departments.

“Fierce price competition—whether fromr  online research,

a networka ofk  competingf franchisedg  dealersd  or compellingr newg

vehicles—continues to dominate ane  industryn withy slimh  retailingm

margins,” says NADA ChiefA Economistf  Stevent Szakaly.

AUTO FINANCING

Dealer-assisted financingd providesg  great valuet  ande  competitived

advantages, which saveh  care  buyersr  billions of dollarsf  each year,h

says McConnell. “The proofe isf  in then  numbers.e  Despite thee  facte

that dealer-assistedt  financingd isg  always optional, a largea  majoritye

of carf  buyersr stills  choosel  toe  finance theire  vehiclesr  throughs dealers.”h

Dealers provide customerse  with accessh  to multiple bankse  and

finance companiese  that theyt couldn’ty otherwiset access.e  The re-e

sult: discounted ratesd  on auton  loans. “Not onlyt cany  dealersn  typi-

cally meety  ort  beatr  thet  ratee  ae  consumera  getsr  from hism  or herr  ownr

bank,” McConnell adds,l  “but dealerst  often getn cart  buyersr  a bet-a

ter rater  ate  theirt  ownr bankn  thank  then  buyerse  can getn ont  theirn  own.”r

One ofe  NADA’sf  top priorities for 2015r  is to preserve thee  abil-e

ity ofy  new-carf  dealersr  to offer customersr  competitively pricedy

auto loans right int  then  showroom.e  “America’s auto finance mar-e

ket ist  highly competitivey  fore  carr  buyers,r  and wed  wante tot  keep it

that way,”t  says 2015 NADA ChairmanA  Bill Fox.l

To keep auto loans affordable ande accessibled  fore  carr  buyers,r

NADA isA  urging membersg  of Congressf  to cosponsor legislationr

that willt  rescind thed  Consumer Financialr  Protection Bureau’s

(CFPB) flawed auto-financed  guidance,e  issued ind  March 2013.h

“NADA’s optional Fairl  Creditr  Compliancet  Programe form  deal-r

ers is a centrala  means of addressingf theg  fair-credit concerns,”t

says Fox, a partnera atr  Foxt  Dealerships,x  which sellsh  Chevrolet,

Chrysler, Dodge, Honda, Jeep, Ram, Scion, Subaru andu  Toyotad

vehicles in upstaten  Newe  York.w

“We’ll also work tok  ensure thate  anyt  futurey  guidancee issuede

by they  CFPBe  on auto finance ise  the resulte oft  af  transparenta  andt

FrFrFrFraanana chchisisee ffacacctststs:::

nanadada.o.orgrgrg/G/G/GetetettThThThThheFeFeFeFacactss iiiss ffoororr

cococonsnnsnsuumumummereerere ss,s,s pppololoo icicymymakakaka ererrsss

anannannddddd tttthehehee mmmmededede iaiai ..

(Continued ond  pagen  36)e
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It’s our business to know the insurance needs 
of your dealership. We help you create flexible, 
custom-made risk management solutions to 
protect you when you need it most, including 
garage liability, employment practices liability, 
and employee benefits programs developed 
specifically for automobile dealers.  

With Sentry, you’ll spend less time worrying 
about insurance and more time focusing on your 
dealership. And that’s good business.

1-800-447-0633, option 1 • sentry.com

Property and casualty coverages and safety services are underwritten, issued and/or administered by a member of the Sentry Insurance Group, 
Stevens Point, WI. Individual life insurance, group and individual annuities and group products are issued and administered by Sentry Life Insurance 
Company, Stevens Point, WI. In New York, individual life insurance, group and individual annuities and group products are issued and administered 
by Sentry Life Insurance Company of New York, Syracuse, NY. For a complete listing of companies, visit sentry.com. Policies, coverages, benefits 
and discounts are not available in all states. See policy for complete coverage details. In New York coverage provided through policy form  
numbers: (Life insurance) 585-3000-01, 390-1000(SLONY), 380-2244; (Disability) 685-9000-31; (Dental) 785-7000; (Group Annuity)  
840-300(NY); (Individual Annuity) 380-440. Short-term disability insurance is not available in New York.
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informed process,”d  Fox adds.x  “Many ofy  thef  problems that re-t

sulted fromd  them  CFPB’se  guidance coulde haved beene  avoided hadd

the processe  simply beeny  more opene  and informed.”d

SERVICE WORK AND ECONOMIC BENEFITS

Dealers also compete withe oneh  anothere  onr  service,n  warranty andy

recall work, and haved  become more competitive in marketing

their servicer  operations. That’s why cary  ownersr  often receive

mailers or onliner  ads for servicer  from competing dealers.g

“We neede  peopled ine  then  individuale  communitiesl tos  serve thosee

customers; we couldn’te  dot thato  fromt  am  centrala  location,”l  says Josephs

Hinrichs, executive vicee  presidente andt  president,d  the Americas,e

Ford Motord  Company.r  “And sod  our dealersr  are thee  embodimente

of Fordf Motord  Companyr iny  theirn  localr  communities—bothl inh

how theyw selly  andl serviced  oure  vehiclesr  to the consumers.”e

Warranty worky  byk new-cary  dealersr wass  $14.4s billion4 inn  2013—n

all atl  not  cost tot  the customer.e  And 2014d  was a recorda  yeard  forr

recalls. More thane  60n  million vehiclesn  were recallede ford  problemsr

ranging fromg  faultym  ignitiony  switchesn  tos  defective airbags.e

“New-car dealersr  play ay  vitala rolel ine  ensuringn  thatg  defectivet

and nonconformingd vehiclesg  are fixede  andd  maded safee  toe  drive,”

says McConnell. “With wideh  distributione  andn serviced  channels,e

franchised dealersd cans  respondn tod  recallso  fasters  andr mored  efficientlye

than a singlea manufacturere orr  factoryr storey  evere  could.r  When

dealers are called upond  to address a recall,a  they helpy  get theirt

customers backs  onk  then  roade  andd restored  confidencee ine  then  brand.”e

New-car dealershipsr  provide hugee economice  benefitsc  to local

communities, generating moreg  thane  15 percent oft  allf  statel  ande

local taxl revenue.x  Nearly 96y  percent oft  thef  country’se  17,800-plus

new-car dealershipsr  are locally andy  privatelyd owned.y  New-car

dealers employ morey  than 1 million people with well-paying

jobs that cannott  bet  outsourcede ord  sentr  overseas.t

“The systeme  worksm  well becausel theree  aree  entrepreneurs—e

dealer principals—investingr ing  then  facilitiese  ands thed  peoplee locally,e

to serve customers,”e  Hinrichs says. “And it’sd  served usd  well forl

over 110r  years, and willd  continuel toe  serve use  well inl  then  future.”e

New-car dealersr  bear ther  cost andt risksd  of thef  retail invest-

ments—at virtually noy  cost to manufacturers. “U.S. dealers

have collectively investedy mored  than $200 billion nationwide,

signing theirg  namesr  to massive financial commitments,” says

McConnell. “Dealers have real skin in the game.”

“Our dealersr  have invested sod  much of theirf hard-earnedr

money—and sweatd  equity—intot  their businesses,”r  adds Toyota’ss

Lentz. “When theyn succeed,y we succeed.”e

PROMOTING THE FACTS

There hase  long beeng  a disconnecta betweent  the businesse  reality

of thef  franchise system and what thet  public actuallyc under-y

stands about it.t  NADA’s “Get thet  Facts”e  initiative seekse  to set

the recorde  straightd witht  consumers,h  policymakers and thed  mediae

about thet  system’se  benefits.

“Dealers need tod  be oute  theret  promotinge  theg  pricee  compe-e

tition, warranty andy recalld  accountability, and locald  economic

benefits that dealershipst  bring tog  communities everywhere,” says

2015 NADA ChairmanA  Fox. “How manyw  peopley  know thatw

dealers make onlye 2y  percent ont  new-carn  salesr  because ofe  fiercef

price competition?e  That competitiont  byn localy  same-brandl  dealersd

can lowern  pricesr  by severaly  hundredl  dollars?d  That dealerst  serve ase

an advocaten fore  theirr  customersr  in an  warrantya  andy recalld  claims?l

Or thatr  dealerst  nationwide providee 1e  million jobs,n  which payh any

average $53,000e  per yearr  plusr  benefits?”

Price competition on vehicle sales, financing andg serviced  is

America’s real dealerl franchiser  system.e  “When dealers compete,

everyone wins,” McConnell says. “The dealer franchiser  system

isn’t justt at  gooda deald  for us.r  It’s a greata  dealt  for everyone.”r ■

Charles Cyrills isl  seniors  associater  editore  ofr NADA ConventionA  Magazine.
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(Continued fromd  page 33)e
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A
S SOME BOOMER ANDR  OLDER DEALERSR

get sett tot  retire, a wavea  ofe  Genf Xersn  and millennials—ord

Gen Yers—are aboute tot  step in. But aret  theye  ready?y

The answer isr  yes…soon.

For decades,r  NADA andA itsd  American Truckn Dealersk  (ATD)

division have prepared futured  dealers and generald  managers to

run their dealerships.r  The popular NADAr  andA ATDd  Academy

programs offer onliner  courses and classroomd  training.

But NADAt  andA ATDd  saw aw  needa tod  cultivate future leaders

who were younger,e  more tech-savvye andy  interestedd ind  becomingn

“influencers,” not simply iny  their social media spheresa  and

dealerships, but alsot  on Capitol Hill and ind  state legislatures.

The result ist  NADA’s new NextGenw  program.

MENTORS, PEERS AND CAPITOL HILL

“Our NextGenr  program,n  which continuesh  to evolve, offers vari-

ous initiatives to help up-and-coming dealersg  and managersd  be-

come successfule  businessl  leaders in theirn  communitiesr  and tod  get

them morem  involvede withd theirh  nationalr  tradel  association,”e  says

NADA PresidentA Petert  Welch.r  “They cany  learnn  fromn  mentors,m

meet witht  peersh  ats  networkingt events,g  and learnd  aboutn  importantt

industry, legislative ande  regulatoryd  challengesy  facing dealers.”g

Recognizing theg  need for diverse perspectives on issues,

NADA andA ATDd  have alsoe  appointed NextGend  dealersn  to serve

on several association committees.

And Academy studentsy  now attendw  a policya  briefingy ing

NADA’s Capitols Hilll  office.l  They learny  aboutn  regulatoryt andy  leg-d

islative issuese  that affectt  dealershipst  and howd tow  be moree  involvede

in grass-rootsn  efforts. They alsoy  take ae  toura  ofr  thef  U.S.e  Capitol.

“Just liket ine  sales,n  when you’ren  workinge ong  an  legislativea issue,e

you haveu toe  beo  persuasive,e  persistent andt closed  thee  deal,”e  says Ivettes

Rivera, NADA viceA  presidente oft  legislativef affairs.e  “The earliere  wer

start int  then  policye  process,y  the moree  successfule wel  cane  be.”n

NextGen dealersn  says  they  briefingse ares  verye  helpful.y  Andrew G.w

Linn III,n  a second-generationa dealern atr  Southlandt Internationald

Trucks in Homewood,n  Ala., says the topicse  discussed ared  keye toy

dealers and theird  customers.r  “It ist  very importanty tot  highlight

these issuese  with ourh  electedr officialsd  so that theyt understandy thed

impact theyt cany  haven one  ourn  businessr  and industry.”d

GAINING CONFIDENCE AND KNOWLEDGE

During NADA’sg  annual Washingtonl  Conference laste  fall,t  near-

ly 70y  younger dealersr  attended ad  dedicateda NextGend  progam,

which includedh ad  networkinga reception,g  a legislativea  briefinge ong

New program is fueling the industry’s future leadership.

BY CHARLES CYRILL

NextGen 
Dealers

NADA 2015
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key publicy policyc issues,y  a workshopa  on how tow  lobby electedy

officials effectively,  a luncheona withn ah  membera  ofr Congressf  and

a busa  tour ofr  D.C.f  monuments.

Nancy Tonkin-Zoucha,y  e-commerce directore atr Ront  Tonkinn

Family ofy  Dealerships,f  Portland, Ore., attended thed  Washingtone

Conference ande  saysd  the NextGene  program createsm  a solida linkd

between industryn leadersy  and youngerd  dealers.r “These NextGene

members can gain the confidencee  ande  knowledged theye needy tod

grow andw  shaped thee  futuree ofe  thef  industry.”e

New forw  2015: NADA’s political action committee, the

Dealers Election Action Committee (DEAC), will launch a

NextGen Leadership Club to encourage young dealersg  and

dealership successors to get moret  politically involved.y

ATD’S NEXTGEN PROGRAM

ATD launched itsd  NextGen programn  threem  yease  ago. “The prin-e

ciples of ourf  programr arem  primarilye educationy  andn  networkingd

for futurer  truck dealersk  and managers,”d  says ATD NextGen

Chairman Chad Remp, operations manager of Wheelingf

(W.Va.) Truck Center.k

Remp, a fourth-generationa  dealer, says a majora  focus is

growing theg  programe  bym  gettingy moreg  peoplee involvede  throughd

social media,l  holding networkingg eventsg  and offeringd NextGeng

workshops during theg NADA/ATD Convention & Expo.&

ALL ABOUT BEING A LEADER

Is the NextGen program having ang  impact? Last year, 387

students graduated fromd  them  Academy—ane 18n  percent increaset

from 2013.m  The curriculum—includinge theg  timee  nowe  spentw ont

Capitol Hilll  learningl aboutg  legislativet ande  policyd issues—isy  so

popular thatr  Academyt classesy  are nearlye soldy  outd  fort  thisr  year,

so the Academye isy  taking registrationsg  for 2016.r

“The NextGen program has little to do with age or

ownership,” says Allen Phibbs,n  director ofr  thef  NADAe  andA ATDd

Academy. “It hast  everything tog  do with leadershiph  and whod  will

lead thed  nexte  generationt  ofn  carf  andr  truckd  dealers.k  There aree  goinge

to be more professional managers leading theg  industry thany

successors and privated owners.e  That’s the directione we’ren  going.”e

Young leadersg  can be involved as much as they wanty  to in

the NextGen program. And that’s a gooda  thing forg  NADA,

and for dealership leaders of thef  future.

(For more on NADA’s NextGen initiatives, contact Erin

Fernandez at efernandez@nada.org.) ■

Charles Cyrills isl  seniors  associater  editore  ofr NADA ConventionA  Magazine.
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B
ILL FOXL  HASX  ALWAYS BEEN

an avid car lover. “I love all

cars,” he says. “It’s how Iw  was

raised. It is part of myf geneticy  make-

up. It’s in my blood.”y

Fox, whose father was a used-cara

wholesaler, has spent hist  entire life go-

ing tog  auctions, which he says “is just

as much fun now asw  it wast  when I was

18.” And along theg  way, he has built

a dynamic,a  successful career asr  a new-a

car dealer.r

Now Foxw  willx  be giving backg  tok  the

industry hey loves so much as the 2015

NADA chairman,A  taking officeg  at thet

convention in San Francisco. “I want

to make a contribution,” says Fox,

owner of Foxf  Dealershipsx  in the up-

state New Yorkw  citiesk  of Auburnf  and Phoenix.d  “I want NADAt

to continue to shape the future of thisf  important industry.”t

BUILDING A CAREER

Fox attendedx  Georgetown University

in Washington, D.C., and playedd bas-d

ketball—an experience he calls a “life-a

long lessong  that served me well.” He

went ont  to law schoolw  atl  St.t  Johns Uni-

versity iny  New Yorkw  andk  practicedd lawd

for 12r  years before joininge  theg  retaile  au-l

tomotive business with his sister, Jane.

Today, they selly  Chevrolet, Chrys-

ler, Honda, Jeep, Ram, Scion, Subaru

and Toyota vehiclesa  at four different

dealerships.

WORKING WITH NADA

Fox joinedx  NADA inA  1979, the year

he became a new-cara  dealer. In 2006,

he was elected to the NADA boardA

of directors.f  “I wanted to make a difference,”a  he says of hisf

decision to get involved with the association.

2015 NADA Chairman William C. Fox knows how to play
both offense and defense to help dealers succeed.

BY AMANDA DELUCA

Leading  
the Team

NADA 2015

Fox shooting hoops at a school near his dealership
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Fox hasx  since participatede ind  nearlyn  everyy  party  oft

NADA. He hase  served asd  a trusteea  ande financed  chaire

of Dealersf  Elections  Actionn  Committee,n  as chairmans

of bothf  theh  publice affairsc  ands  regulatoryd affairsy  com-s

mittees, and thend  asn  NADA viceA  chairman.e

“Being involvedg  with NADA isA  a wonderfula

challenge thate It  look forwardk tod  every day,”y  Fox says.x

NEXT UP

One ofe  Fox’sf top priorities for 2015r  is promoting theg  dealere fran-r

chise system.e  “We aree  workinge withg stateh  ande metrod  associations

to show thatw thet  currente  systemt  ism  the moste  cost-effective,t profes-

sional wayl toy distribute ande serviced  vehiclese tos  the public,”e  he says.e

Other imperativesr  on Fox’s list includet  mitigatinge  theg  threate

to dealers’ ability toy  discount financing andg  enforcing datag

security toy  protect consumert  information.r

Fox foreseesx  several outside issues having ang  impact ont  the

industry, including theg  2016 election and healthd  care. He em-

phasizes that thet  impact oft  excessivef  regulations is “enormous”

and cannotd  bet  passed ond  to consumers.

“NADA hasA  the responsibility andy  challenge to educate

regulators,” says Fox. The auto industry isy  currently “undery

the biggest test”t  it hast  ever faced.r

On the other hand, Fox believesx  the road ahead to be a

promising andg  excitingd one.g  “We have a greata  groupt  of youngf

people behind usd who are going tog  do great thingst  for ther  in-

dustry,” says Fox, who plans to ramp up the NADA NextGenA

program for up-and-comingr dealers.g

“This is our timer  to show that,w  without a doubt,a  dealers

and thed  dealership network arek  the future.” ■

Amanda Delucaa  isa  associates  editore  ofr NADAff  ConventionA  Magazine.n
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William “Bill”
Shearer
Shearer Automotiver
South Burlington, Vt.
(Vermont)

Jeff Aiosaf
Carriage House of Newf
London
New London,w  Conn.
(Connecticut)

Chris Hurd
Hurd Auto Mall, LLC
Johnston, R.I.
(Rhode Island)

Dennis Gaudet
AutoServ Dealershipsv
Tilton, N.H.
(New Hampshire)w

Neale A. Kuperman
Rockland Toyota
Blauvelt, N.Y.
(Metro New York)w

Marcy H.y  Maguire
Windsor Nissanr
East Windsor, N.J.
(New Jersey)w

Treasurer
Neale A. Kuperman
Rockland Toyota
Blauvelt, N.Y.
(Metro New York)w

Vice-Chairman
Jeffrey B.y  Carlson
Glenwood Springs Ford/
Lincoln/Mercury, Inc.
Glenwood Springs, Colo.
(Colorado)

REGION I

Secretary
David Shepherd
Shepherd Team Auto
Plaza
Fort Scott, Kans.
(Kansas)

David B. Penske
Penske Buick/GMC
Truck
Shillington, Pa.
(Eastern Pennsylvania)

Vice-Chairman
William H. Willis Jr.
Willis Automotive Group
Smyrna, Del.
(Delaware)

Immediate Past
Chairman
Forrest McConnellt
III
McConnell Honda &
Acura
Montgomery, Ala.
(Alabama)

William C. Fox
Fox Imports,x  Inc.
Auburn, N.Y.
(New Yorkw  State)k

John Emerson
Emerson Chevrolet
Buick Inc.k
Auburn, Maine
(Maine)

President
Peter K.r  Welch
National Automobile
Dealers Association
McLean, Va.

Chairman
William C. Fox
Fox Imports,x  Inc.
Auburn, N.Y.
(New Yorkw  State)k

2 0 1 5  N A D A  O F F I C E R S  &  B O A R D  O F  D I R E C T O R S

WHO’S WHO

OFFICERS
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Forrest McConnellt
III
McConnell Honda &
Acura
Montgomery, Ala.
(Alabama)

Dan Mullins
Dan Mullins Nissan
Lawton, Okla.
(Oklahoma)

Ted Russell
Ted Russell Ford, Inc.
Knoxville, Tenn.
(Tennessee)

Vice-Chairman
Andrew “Jack”w
Caldwell Jr.
Caldwell Toyota
Conway, Ark.
(Arkansas)

Richard Stephens
Stephens Auto Center
Danville, W.Va.
(West Virginia)

David K. Williams Jr.
Anchor Buick/GMC,r  Inc.
Elkton, Md.
(Maryland)

Jack Kaink
Jack Kaink  Ford
Versailles, Ky.
(Kentucky)

Clifton C. Goodwin
III
Goodwin Honda/
Mitsubishi/VW
Sumter, S.C.
(South Carolina)

W. Carroll Smith
Monument Chevrolet
Pasadena, Tex.
(Southern Texas)

Donald E. Sudbay Jr.y
Sudbay Chevrolet/y
Buick/Cadillac/GMC
Gloucester, Mass.
(Massachusetts)

George E. Nahas
George Nahas Chevrolet
Wildwood, Fla.
(Florida)

Michael Joe Cannon
Cannon Chevrolet/
Cadillac/Nissan
Greenwood, Miss.
(Mississippi)

Joel Oustalet
Bubba Oustalet
Chevrolet/Cadillac
Jennings, La.
(Louisiana)

Tamara Darvish
DARCARS Automotive
Group
Silver Spring,r  Md.
(Metro Washington,
 D.C.)

Richard Genthe
Dick Genthek  Chevrolet,
Inc.
Southgate, Mich.
(Metro Detroit)

REGION II

REGION III

Mark Birdnowk
Birdnow Motorw  Trader
Oelwein, Iowa
(Iowa)

Kirt Fryet
Sunnyside Honda
Middleburg Heights,
Ohio
(Metro Cleveland)

Ramsey T.y  “Bub”
Way
Way Brothers,y  Inc.
Hawkinsville, Ga.
(Georgia)

David W. Westcott
Westcott Automotive
Burlington, N.C.
(North Carolina)

Michael B. Smith
Laurel Auto Group
Johnstown, Pa.
(Western Pennsylvania)

Bruce M. Farrell
Berglund Chevrolet, Inc.
Roanoke, Va.
(Virginia)

Brian Hamilton
Midway Chevrolet/y
Cadillac/Buick/Chrysler/
Dodge/Jeep
Kearney, Neb.
(Nebraska)

H. Douglas Knust
Harry K.y  Chevrolet/
Buick, Inc.
Chamberlain, S.Dak.
(South Dakota)

David L. Cox
Hare Chevrolet &
Son, Inc.
Noblesville, Ind.
(Indiana)

Robert W.t  Hudson
Middleton Ford
Middleton, Wis.
(Wisconsin)

Charles W. Gilchrist
SouthWest Ford, Inc.
Weatherford, Texas
(Northern Texas)

Vice-Chairman
James A.
Auffenberg Jr.g
Auffenberg St. Clair
Auto Mall
O’Fallon, Ill.
(Illinois)

Donovan A. Bertsch
Theel, Inc.
Bottineau, N.Dak.
(North Dakota)
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Lynn H. Thompson
Thompson Sales Co.
Springfield, Mo.
(Missouri)

Annette DiLorenzo
Thayer
Quality Mazday
Albuquerque, N.Mex.
(New Mexico)w

Greg Galping
Galpin Ford, Inc.
Prescott, Ariz.
(Arizona)

AT-LARGE—EAST 
Michelle Primm
Cascade Auto Group
Ltd.
Cuyahoga Falls, Ohio

Stan Masamitsu
Tony Honday
Waipahu, Hawaii
(Hawaii)

Sidney B.y  DeBoer
Lithia Auto Stores
Ashland, Ore.
(Oregon)

Marlene “Marti”
Hollenback
Dishman Dodge/Ram/
Chrysler/Jeep
Spokane Valley, Wash.
(Washington)

Peter E.r  Blackstock
Victory Dealershipy
Group
Seaside, Calif.
(Northern California)

Kirk Schneiderk
Nate Wade Subaru
Salt Lake City, Utah
(Utah)

Timothy Smithy
Bob Smith BMW/Mini
Calabasas, Calif.
(Southern California)

AT-LARGE—WEST
Karen Miskimins
Hardin Chevrolet
Hardin, Mont.

AMERICAN TRUCK 
DEALERS
Eric Jorgensen
JX Enterprises,X  Inc.
Hartland, Wis.

AT-LARGE—WEST 
Donald P. Hicks
Shortline Auto Group
Aurora, Colo.

Richard Hammer
Ed Hammer, Inc.
Sheridan, Wyo.
(Wyoming)

Mont Crnkovicht
Broadway Fordy
Idaho Falls, Idaho
(Idaho)

AT-LARGE—EAST 
Desmond A. Roberts
Advantage Chevrolet
Hodgkins, Ill.

William P.
Underriner
Underriner Motorsr
Billings, Mont.
(Montana)

Vice-Chairman
James R. Marsh
Jim Marsh Automotive
Las Vegas, Nev.
(Nevada)

REGION IV

Paul Walser
Walser Automotiver
Group
Bloomington, Minn.
(Minnesota)

Steven J. Allwine
Mendenhall Auto
Center
Juneau, Alaska
(Alaska)

Wesley L.y  Lutz
Extreme Dodge/
Chrysler/Jeep, Inc.
Jackson, Mich.
(Michigan)

Jeffrey B.y  Carlson
Glenwood Springs Ford/
Lincoln/Mercury, Inc.
Glenwood Springs, Colo.
(Colorado)

Mark N.k  Scarpelli
Raymond Chevrolet
& Kia
Antioch, Ill.
(Metro Chicago)

Rhett Ricartt
Ricart Automotive
Group
Groveport, Ohio
(Ohio)

David Shepherd
Shepherd Team Auto
Plaza
Fort Scott, Kans.
(Kansas)
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 1859 | Reynolds’ Garage & Marine, Inc. 
Lyme, Connecticut

1875  | Kemmann Chevrolet, Inc.
Lowden, Iowa

1875  | Normandin Chrysler/Jeep 
San Jose, California

1885  | Moser Motor Sales Inc. 
Berne, Indiana

1852  | Schaefer & Bierlein, Inc. 
Frankmuth, Michigan

For more than 100 years, these
dealers have remained strong.

BY JOE PHILLIPS

Century
Dealers

1847 | W. Hare & Son, Inc.
Noblesville, Indiana

M
ANY DEALERSHIPS WERE ORIGINALLY BLACKSMITHS

or wagonr  makers before selling automobiles.g  The NADA CenturyA  Awardy

celebrates those dedicated dealershipsd  that havet  been in the transportation

business for 100r  years or morer  (to apply fory  ther  award, visit nada.org/centuryaward).t

Here is a looka  atk  current NADA CenturyA  Awardy  winners.

NADANADA 20152015
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1895 | Ferman Motor Car Co., Inc. 
Tampa, Florida

1897 |  Hill International Trucks, LLC 
East Liverpool, Ohio

1898  | Eich Motor Co. 
St. Cloud, Minnesota

1900  | Diehl Ford, Inc. 
Bellingham, Washington

1901  | King BMW 
Freehold, New Jersey

1902  | Suttle Motor Corp. 
Newport News, Virginia

1903  |  Tenvoorde Ford, Inc. 
St. Cloud, Minnesota
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1907  | Luck Chevrolet 
Ashland, Virginia

1908  | Don Drennen Motor Co. 
Hoover, Alabama

1908  | Goodwin Bros. Auto 
New Castle, Indiana

1907  |  Butts Motors, Inc.
Seaside, California

1906 | Smart Chevrolet Co. 
Pine Bluff, Arkansas

1907 | Wegner Auto Co. 
Pierre, South Dakota

1905  |  Claude Nolan Cadillac 
Jacksonville, Florida

1908  | Smart Motors Inc. 
Madison, Wisconsin

1904 | Martens Cars 
Washington, D.C.

1907  | Hulsizer Chevrolet 
Montgomery, Pennsylvania

1903 | Wentworth Chevrolet, Inc.
Portland, Oregon

1907 |  Garber Buick 
Saginaw, Michigan
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1910  | Sames Motor Co.
Laredo, Texas

1908 | I.G. Burton and Company, Inc.
Milford, Delaware

1911 | Barry Motor Co.
Danbury, Iowa

1911 | Dahl Automotive
Onalaska, Wisconsin

1911 | Kelleher Motor Co.
Ellensburg, Washington

1910 |  The Hersrud Co. 
Sturgis, South Dakota

1910 | Grovert Motor Co.  
Newhall, Iowa

1910  | Tiffany Motor Co.
Hollister, California

1911 | Schallau Motor Co.
Van Horne, Iowa

1911 | Chuck Colvin Auto
McMinnville, Oregon

1911 | Hight Auto Group
Skowhegan, Maine

1912 | C. Speck Motors
Sunnyside, Washington

1912 | Witt Buick 
Muskegon, Michigan
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Our annual list of major federal regulations; state

and local laws also apply and sometimes include

additional requirements.

 IN ADDITION TO THIS LIST OFT  FEDERAL LAWSL

and regulations, be sure to consult www.nada.org/

regulatory_affairs for more details.

All Departments (General Management/Personnel)

■ Affordable Care Act: Extensive health-caree  reformse  enacted

in 2010 affect dealershipst  and theird  health-carer  plans. For

example, most larget dealershipse  (with moreh  thane  50 full-time

employees) must havet  decidede  byd  Januaryy 1,y  2015, whether

they willy offerl  healthr  coverageh  thate  meetst  the federale  require-l

ments or payr ay  penalty.a  Many additionaly  reporting,l  record-

keeping andg  other duties apply toy  dealerships and other

businesses. For morer  information,e  visit www.healthcare.gov.t

■ Age Discrimination in Employment Act: Protects older indi-r

viduals against age-basedt employmentd discrimination.t

■ Americans With Disabilities Act (ADA): Dealerships with 15

or morer  employees must reasonablyt accommodatey  disabled

workers and jobd  applicants.

■ Consolidated Omnibus Budget Re con cil ia tion Act (COBRA):

Requires dealerships with 20 or morer  employees to contin-

ue health-care coverage for ex-emr  ployees and theird  familiesr

for 18r  to 36 months, depending ong  circumstances.

■ Electronic deposit of taxes: Dealerships having moreg  than

a dea  minimis amount of aggregatef  depository taxesy  gener-

ally musty  deposit through the Electronic Federal Tax Pay-x

ment System.

THE
REGULATORY
MAZE

All Departments
(General Management/Personnel)

• Affordable Care Act
• Age Discrimination in

Employment Act
• Americans With Disabilities Act
• COBRA
• Electronic deposit of taxes
• Electronic records retention
• Emergency-response planning
• Employee drug testing
• Employee Polygraph Protection Act
• ERISA ERISA
• Emplooyee Veriffication  Rules
• Equal Payy Act 
• Estatee taxx

• Family and Medical Leave Act
• Federal child-support

enforcement regulations
• Federal Civil Rights Act
• FTC Repossession Rule
• Federal wage-hour and child

labor laws
• Genetic Information

Nondiscrimination Act
• Health Insurance Portability and

AccountabilityAccountability Act Act
• IRS/DOL worker classificationn
• IRS treatment of demo s vehic escle
• IRS treatment of tool plans
• Mandatory workplace postersers
• Mental Health Parity Act
• Miscellaneous record-keeppingep

requirements
• Newborns’ and Mothers’ hHealth H

Protection Act
• NLRB Unionization Ru esule
• OSHA Blood-Borne Pathogensth Rule R
• OSHA OSHAOSHA i j injuryi j danddy ill illnesill sss ng recordin

and reporting requiremmentsemg
• Section 89 of the TaxTax m Reform Act
• SectionSection SectionSection 179179 179179 expens expens expenssingexpens
• USERRA
• WARN

Body op Shop

• Clean ir Ai  Act
• EPA azardous-waste haz  rules
• OSHA Hazard  Communication Standard
• AOSHA Respiratory Protection Standard
• AOSHA workplace health and safety standards
• CAPUNIC
• NVIN and parts marking
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■ Electronic records retention: Revenue Procedure 98-25

explains the IRS requirements for retaining computerized

accounting records.g

■ Emergency-response planning: Federal, state and local laws

require dealers to have emergency-response plans.

■ Employee drug testing: Unionized dealerships must bargain

with unions before implementing employerg  drugr policiesg  (not

necessary fory pre-employmentr  drugt testing).g  The ADAe  prohibitsA

employers from discriminating againstg  employeest  or applicantsr

who have completede ord  arer  currentlye  undergoingy ag  druga treat-g

ment program,t  as long asg  they aren’ty  currentlyt  abusingy  drugs.g

■ Employee Polygraph Protection Act: Prohibits dealerships from

using polygraphsg  in pre-employment screening;t  allows use in

limited casesd where an employee is reasonably suspectedy ofd af

workplace incident involvingt economicg  lossc  to the employer.

■ Employee Retirement Income Security Act (ERISA): Dealers offer-

ing retirementg  ort  healthr  plans must, among otherg  things,r  pro-

vide employees with plan information, keep records, and abided

by fiduciaryy  responsibilitiesy  and otherd  obligations.r

■ Employment Verification Rules: Dealerships must verify they

employment eligibility ofy  prospectivef  new employeesw  using

I-9 form and proper support documentation. Use of E-verifyf

is optional.

■ Equal Pay Act: Prohibits wage discrimination on basis of sex.f

■ Estate tax: The top rate was 40 percent on amounts over

$5.34 million (for individuals)r  in 2014, and increasedd tod  $5.43

million in 2015.

■ Family and Medical Leave Act: Dealerships must postt at  noticea

informing employees of theirf right to take limited, unpaid

leave for personalr  and family medicaly  emergencies and must

comply withy  appropriate requests for suchr  leave. Special pro-

visions apply toy  leave related to military service.y  Dealerships

must displayt they  revised Familyd andy  Medicald  Leave Act postert

from February 2013.y

■ Federal child-support enforcement regulations: Requires states to

govern liens put ont  personal property—includingl veg hicles—for

overdue childe  support.d  Dealerships should checkd  thatk child-sup-t

port lienst don’t existt  ont  used cars,d  and mustd  placet liense  on wages

of emf ployees who are delinquente ont  child-support payments.t

■ Federal Civil Rights Act: Bars employment discriminationt  on

the basis of race,f  sex, color, religion or nar tional origin. Prevents

employers from asking jobg  applicants certain questions (such as

age, marital status or childr bearing plans).g  Prohibits workplace

sexual harassment, including beg havioraa  that creates a hostilea

work enk vironment.

■ FTC Repossession Rule: Requires formal accounting ofg  moneyf

collected ford  repossessedr vehicles.d

■ Federal wage-hour and child labor laws: Address minimum-

wage and overtime pay standardsy  and exemptions as well as

standards for employingr minors,g  including teeng  driving restric-g

tions. Federal minimum wage is $7.25 per hour;r  state mini-

mum wage rates may bey  higher.

■ Genetic Information Nondiscrimination Act: Prohibits discrimina-

tion based ond  health-related employeed  DNA information.A

■ Health Insurance Portability and Account ability Act: Gener-

ally prohibitsy  health insurers from denying coverageg  to workers

who lose or changer  jobs and barsd  insurers from excluding cov-g

erage for prer existing conditionsg  for morer  than a year.a

■ IRS/DOL worker classification: The IRS has launched a Vol-a

untary Classificationy  Settlement Program (VCSP) aimed at

encouraging employersg  to admit tot  past workert misclassifica-r

tions. When making workerg classificationr  decisions, dealerships

should bed  careful,e  be conservativee  ande bed  preparede tod  document

their decisions. The IRS and the Department of Laborf  use

multi-factor legalr standardsl  and testsd  to evaluate whethere  work-r

ers are “employers” or “independentr contractors.”t  Of greatestf

importance: the levele ofl  controlf  employersl  exercise overe  workersr

as measured byd they  meanse  and mannerd  ofr  thef  worke  performed.k

■ IRS treatment of demo vehicles: Revenue Procedure 2001-56

offers dealers alternative methods for determining theg  value

of demof  use by qualifiedy  salespeople and other dealership

employees. It definest  what constitutest  limited personald  use and

streamlines record-keeping requirements.g

■ IRS treatment of tool plans: Tool and equipment plans for

service technicians and otherd  employeesr  must complyt withy  the

IRS’s requirements for businessr  connection, substantiation and

return of excessf  payment.

■ Mandatory workplace posters: Notices, such as “Your Rights

Under ther  FMLA,” “Equal Employment Opportunity Isy  the

Law,” “Federal Minimum Wage” and “Notice:d  Employee Poly-

graph Protection Act,” must bet  conspicuously displayed.y  Deal-

erships must displayt they  revised Familyd andy  Medicald  Leave Act

poster fromr  February 2013.y

■ Mental Health Parity Act: Requires insurers and healthd  plans to

offer mentalr  illness coverage comparable to that for physicalr

illness. Group health plans may noty  sett  dollart limitsr  on mental

health care lower thanr  limits for generalr  medical and surgicald

services. Nothing requiresg  dealerships to provide mental health

coverage, and certaind  exemptions apply.

■ Miscellaneous record-keeping requirements: A multitudeA  of

requirements govern the length of timef  records must bet  main-

tained. Examples: Personal and corporate income tax recordsx

must bet  kept att  leastt  threet  years; notification forms for under-r

ground storaged  tanks must bet  kept int definff itely; and copiesd  of

Form 8300 cash reports must bet  kept fort  fiver  years.
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■ Newborns’ and Mothers’ Health Pro tect ion Act: Employers and

insurers must providet  minimum hospital-stay benefits.y

■ National Labor Relations Board (NLRB) unionization rules: Govern

unionization activities, including employee rights, election

rules, postings, unfair laborr  practicesr  and others.d

■ OSHA Blood-Borne Pathogens Rule: Dealerships more than four

minutes from an emergency healthy  facility musty  have a pro-a

gram to respond tod  employees who suffer cuts.r  All dealerships

should haved  proper first-aidr kits.d

■ OSHA injury and illness recording and reporting requirements:

Dealers with 10h  or morer  employeese  are requirede tod  maintain a

yearly logy ofg work-relatedf  injuriesd  and illnessesd  on OSHA FormA

300. Dealers must alsot  complete a reporta ont  each workplace

injury ory  illnessr  that occurst  using OSHAg FormA  301.m  Even if nof

injuries or illnessesr  have occurrede ind  a calendara  year,r  all dealersl

with moreh thane  10 employees must fillt  outl  andt  postd ant  annual

summary ofy  work-relatedf  injuriesd  and illnessesd  on OSHA FormA

300A. Starting ing  2015, dealers will havel toe  report thet followinge

events to OSHA: all work-relatedl  fatalities;d  all work-relatedl  inpa-d

tient hospitalizationt  of onef  ore  morer  employees;e  all work-relatedl

amputations; and alld  work-relatedl lossesd  of anf  eye.

■ Section 89 of the Tax Reform Act: Dealerships are prohib-

ited fromd discriminating againstg  lower-paidt  employeesd  in their

employee benefits packages.

■ Section 179 expensing: Generally, businesses can expense

qualified Sectiond  179 property, subject tot  phaseout. The total

Section 179 deduction dropped from $500,000 in 2014 to

$25,000 in 2015, and willd  remain at thatt  levelt  unless addressed

by Congressy  during theg  year.

■ Uniformed Services Employment and Reemployment Rights Act 

(USERRA): Governs the employment andt  reemploymentd  rightst

of membersf  of thef  U.S. uniformed services.d

■ Worker Adjustment and Retraining Notification Act (WARN): Deal-

erships must givet  60 days’ notice to workers before termination

or storer  closings under certainr  circumstances.

All Departments (Customer)

■ Americans With Disabilities Act (ADA): Prohibits discrimination

against the physically handicappedy  in areas of publicf accom-c

modation. Must make reasonable accommodations to facili-

ties, such as by installingy rampsg and accessibled  parking spaces,g

drinking fountains,g  public toiletsc  and doors.d

■ CAN-SPAM (Controlling the Assault of Non-Solicited Pornography 

and Marketing) Act: E-mailers must identifyt ay  commerciala  mes-

sage ase an advertisement ort  solicitationr  and provided theire  physicalr

postal addresses and a mechanisma  to opt outt  oft  futuref  com-

mercial e-mails.l  If recipientsf  opt out,t  senders must stopt  sending

them commercialm  e-maill  withinl  10 business days. The disclosuree

requirements don’t applyt toy  e-mails that relatet  toe  transactions or

relationships, such ash  for warrantyr ory  recall-repairr issuesr  or ther

completion of transactionsf  requested byd they  consumer.e  No one

may sendy commerciald  e-mailsl  to wireless devices unless recipients

provide expresse  prior authorizationr  to receive them.e  So that send-t

ers can recognize wirelesse  addresses, the FCCe  maintains a lista  oft

wireless domain names at http://transition.fcc.gov/cgb/policy/t

DomainNameDownload.html. Commercial e-mailers must

check thek  liste  monthly.t  (Additional provisionsl  prohibit deceptivet

headers, misleading subjectg linest  and otherd  spamr  tactics.)m

A textA  messaget  may alsoy  be considered and  e-mail and there-d

fore subject tot  the CAN-SPAM Act ift  itf  ist  sent tot  an e-mail

address—that is,t  if itf  hast  an Internet domaint  name after ther

“@” symbol (whether ther  e-mail address is displayed ord  not).r

This means that not  commercial text messaget  (deemed tod  be an

e-mail), may bey  sent tot  a wirelessa  device without “expresst  prior

authorization.” Merely havingy ang  “established businessd  relation-

ship” with the recipient ist  not enough.t
■ Driver’s Privacy Protection Act: Denies access to personal infor-

mation in state motor vehicler  records except fort  limitedr  pur-d

poses, such as driver safety,r  theft andt recalls.d  Also restricts the

release or user  of personalf  info for marketing.r

■ Electronic Funds Transfer Act (EFTA): EFTA andA itsd  implement-

ing “Regulationg  E” govern a varietya  ofy  electronicf  transactions.c

Certain provisions of Regulationf  E applyE directlyy toy  any “person”y

that engagest  in certain activities or transactions,r  regardless of

whether ther  persone  is a financiala  institution.l  Examples of suchf

transactions include: issuing accessg  devices (such ash  debit cards,t

personal identificationl  numbers [PINs] or payrollr cards);l  issuing

or sellingr  giftg cards;t  initiating electronicg  checkc  conversions;k  pre-

authorizing electronicg  fundc  transfers;d  or operatingr  ATMs.g

■ FTC Privacy Rule: Dealers must issuet  notices of theirf  privacyr

policies to their financer  and leased  customers and, in some cases,

to consumers when the dealer disclosesr  nonpublic informationc

about consumerst  to third parties.d  The rule also restricts disclo-

sures of nonpublicf  personalc  information and requiresd  dealers to

contractually limity theirt  servicer providers’ access to and used  of

that information.t  Dealers who correctly usey  a FTCa  model pri-

vacy noticey  receive safe harbor protectionr  for ther  language used

to describe their privacyr  policy.y

■ FTC prohibition against deceptive and unfair trade practices:

Prohibits unfair andr  deceptived  trade practices. For example,r  the

FTC has found certain advertising practicesg  to be deceptive,

including recentg  claimst  related tod  teaser rates,r  prize promotions

and thed  statement “$0t  due at leaset  inception.”
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■ FTC Safeguards Rule: Dealers must develop, implement and

maintain—and regularly audit—ay  comprehensive, written

security programy  to protect customer information and must

ensure that theirt  servicer  providers provide similar safeguards.r

■ FTC Telemarketing Sales Rule (TSR): Imposes many ofy  thef  TCPAe

restrictions (below) on dealers who telemarket acrosst  state lines.e

Requires dealers who sell, or obtainr payment authorizationt  for,

goods or servicesr  during interstateg  phone calls to abide by they

prohibition against numeroust  deceptive ande  abusived actse  and tod

maintain certain records for 24r  months. Prohibits prerecorded

telemarketing callsg  without at  consumer’sa  express written agree-

ment, requires such callsh  to provide ae  key-pressa  or voice-activatedr

opt-out mechanismt  at thet  outset oft  thef  calls, and requiresd  the

calls to ring forg  15r  seconds or fourr  ringsr  before disconnecting.e

■ FTC Written Warranty Rule: Dealers must display warrantiesy

near productsr  or postr  signs in prominent places telling con-g

sumers that copiest  of thef  warranties are available for review.r

■ IRS Cash-Reporting Rule: Dealers receiving moreg  than $10,000

in cash in one transaction or inr  two or morer  related transac-d

tions must filet  IRS/FinCEN Form 8300 with the IRS within

15 calendar days and must provide written notice that the

report wast  filed tod  the person named ond  the report byt Janu-y

ary 31y  of thef  following year.g  “Cash” includes certain cashier’s

checks, traveler’s checks, money ordersy  and bankd  drafts.k

■ Magnuson-Moss Act: Dealers must give consumers certain

required informationd  on warranties and limitedd warranties.d

■ Office of Foreign Assets Control (OFAC) restrictions: Dealerships

may noty  enter into transactions with certain sanctioned coun-

tries, governments, and specially designatedy  organizations and

individuals, including those appearing on an electronic list

maintained by OFAC.y

■ Telephone Consumer Protection Act (TCPA): Imposes numer-

ous restrictions on telemarketing, including theg national and

company-specific do-not-callc  (DNC) rules, calling-time restric-

tions, caller IDr  requirements, fax advertisingx rules,g  and restric-d

tions on the use of autodialersf  and prerecordedd  messages.d  Fax

ads may bey  sent onlyt toy  authorized recipientsd  and mustd  includet

a phonea  number, fax numberx  andr toll-freed  opt-out mechanismt

(each available 24/7) on the first paget  of thef  fax ad.x

Requires express written consent priort tor  any prerecordedy ord

auto-dialed telemarketingd callg  to a cella  phone or textr  message.t

And youd  cannot sendt  anyd  texty  messaget  whatsoever tor  a cellulara

telephone number—solicitation or not,r whether ther  number

is on a DNCa  list ort  not—usingr ang  “automated dialerd  system”r

unless you have the called consumer’sd  “prior expressr  consent.”

The FCC considers text messagest  to be “phone calls” under

the TCPA. This means you cannot sendt ad  texta  messaget  “solici-

tation” to a phonea  number onr  either ther  national DNC list

(subject to the “established business relationship” and “prior

express permission” exemptions to the national DNC rules)

or your company-specific DNC list (to which there are no

exemptions). See additional text message restrictions under

“CAN-SPAM Act.”

■ USA PATRIOT Act: Dealers must searcht  their recordsr  and pro-d

vide information about individuals or entities if requestedf

by they  federal Financial Crimes Enforcement Network withk

whom they conductedy transactionsd  or createdr  accounts.d  Deal-

ers are temporarily exempty  fromt  the law’s anti-money-launder-

ing programg  requirements.

New- and Used-Vehicle Sales Departments

■ American Automobile Labeling Act: New carsw  and light trucks

must havet  a domestic-partsa  content labelt  showing percentageg

of U.S.f  or Canadianr  parts; countries contributing moreg  than

15 percent oft  thef  parts; origin of enginef  and transmission;d  and

location of vehiclef  assembly. Dealers must ensure that labels

remain on vehicles until sold.

■ Corporate Average Fuel Economy (CAFE) and Greenhouse Gases 

(GHGs) Rules: NHTSA andA  EPA rulesA  on CAFE and GHGs

govern the fuel-economy performancey  of allf  light, medium-

duty andy  heavy-dutyd vehicles,y  which affects their design,r  per-

formance and cost.d  The rules also impact thet  use of alternativef

technologies and fuels.d

■ Diplomat vehicle purchases: The State Department’s Office of

Foreign Missions must approvet  a diplomat’sa  vehicle purchase

before that diplomat’st  tax exemptionx  request mayt  bey  honored.

■ DOE/EPA gas-mileage guide: Dealers must make this guide

available to prospective new-vehicle buyers upon request.

Download the guide from www.fueleconomy.gov and also

download NADAd  brochureA Green Checkup: Maintenance Tipse

to Helpo  You Saveu  Gase  froms  www.nada.org.

■ Federal bankruptcy law: Dealerships should perfectd securityt inter-y

ests within 30n  days after ar  customera  takesr  possession ofn  af  vehicle,a

regardless of statef  law.e  Otherwise, if thef  customere  filesr  for bank-r

ruptcy withiny  90n  days of whenf then  financinge  agreementg  ist  signed,

the bankruptcye trusteey  maye  avoidy thed  lien.e  Dealerships failing tog

perfect lienst  in an  timelya mannery  mayr  bey  liablee  fore  anyr  loss.y

■ FTC Door-to-Door Sales Rule: Gives consumers a three-day

“cooling off”g  period onlyd fory  salesr  not consummatedt atd  thet  deal-e

ership. Does not applyt toy  auctions, tent salest  or otherr  temporaryr

places of businessf  if thef  sellere  hasr  a permanenta  placet ofe  business.f

■ FTC guidelines for fuel-mileage advertising and alternative-fueled-

vehicle advertising and labeling: Dealer andr  manufacturer fuel-r

economy advertisements must state that the numbers are

estimates and comed  from EPA; alternative-fueled vehiclesd  must

be properly labeled.y

■ FTC Used Car Rule: “Buyer’s Guides” are required on used-

vehicle side windows, disclosing make, model, year, VIN,

whether offeredr “asd  is” or withr a warrantya  (and,y  if so,f  what kindt

of warranty),f  and service contract availability. Guides must

warn that all promises should be in writing. For sales con-

ducted ind  Spanish, the “Buyer’s Guide” and thed  required cross-d

reference in the sales contract mustt  bet  in Spanish.

■ Gray-market vehicles: EPA, Department of Transportationf

and Customs restrict the importation/sale of vehiclesf  lacking

safety ory  emissionsr  certification.
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■ IRS treatment of salesperson incentives: Factory incentivesy  paid

directly toy  salespeople are not wagest  for taxr  purposes.x

■ LIFO (last-in/first-out) inventory accounting method: The use of

the LIFO inventory methody  requiresd  compliance with the con-

formity requirement.y

■ Heavy-highway-vehicle excise tax: A 12A  percent excise tax

generally appliesy  to the first retailt  sale of (1)f  truck chassisk  and

bodies with a grossa  vehicle weight rating (GVWR)g  in excess

of 33,000f  lb. (Class 8); (2) truck trailerk  andr semitrailerd  bodiesr

with a GVWRa inR  excess of 26,000f  lb. (Classes 7 and 8);d  and

(3) “highway tractors,”y  unless they havey  a GVWRa  ofR  19,500f  lb.

or lessr  (Class 5 and under)d  and ad  grossa  combined weightd  ratingt

of 33,000f  lb. or less.r  Dealers selling Classg  5 vehicles with more

than 33,000-lb. gross combined weightd  ratingt org  Classesr  6 or 7r

vehicles should applyd they “primary design”y  test tot  determine if

a vehiclea  is a taxablea  tractor orr  ar  nontaxablea  truck.

■ Motor vehicle tax credits: Consumers may bey  eligible for upr to

a $7,500a personal federal tax creditx whent  they buyy ay  qualifyinga

plug-in electric vehiclec  or dedicatedr electricd  vehiclec  at at  dealer-a

ship (“EV TaxV  Credit”).x  Eligibility fory  the EV TaxV  Creditx  is

based ond a taxpayer’sa  income and taxd  status.x

■ Monroney sticker (Price Labeling Law): Dealerships must keept

stickers on new passengerw  cars showing the manufacturer’s

suggested retaild  price, plus other costs,r  such as options, federal

taxes, and handling andg  freight charges.t  Stickers also include

EPA’s revised fuel-economyd informationy and NHTSAd  NCAPA

revised crash-test star ratings. Dealerships that alter covered

vehicles must attacht  a seconda labeld  adjacent tot  the Monroney

label, stating, “This vehicle has been altered. The stated stard  rat-r

ings on the safety labely  may noy  longer ber  applicable.” No size or

form of thisf label is specified, only thaty  itt  bet  placed asd  close as

possible to Monroney labelsy  on automobiles that (1)t  have been

altered byd they  dealership and (2)d  have test resultst  posted.

■ National Highway Traffic Safety Administration (NHTSA) alteration 

and tire-placarding rules: Significantly alteredy newd  vehiclesw  must

have labels affixed identifyingd theg  alterations and statingd  thatg

they meety  federal safety andy  theft standards. Tire-placarding

and -relabeling rulesg  require a newa  tirew  information placard/

label wheneverl  partsr  or equipmentr aret  addede thatd  mayt reducey ae

vehicle’s cargo-carrying capacity,g  or whenr  replacement tirest  differ

in size ore  inflationr  pressure frome  thosem  referrede tod  on the original.e

■ NHTSA odometer rule: Prohibits odometer removalr  or tamper-r

ing andg  misrepresentiond  of odometerf  readings.r  Requires record

keeping tog  create a “papera  trail,”r  and odometerd  disclosuresr  on

titles. Vehicles with ah  greatera  thanr  16,000-lb. gross vehicle weighte

rating andg thosed  10e  model yearsl  old ord  olderr arer  exempt.e

■ NHTSA recall regulations: New vehiclesw  and partsd  held ind  inven-

tory thaty  aret  subject tot  safety recallsy  must bet  brought intot  com-

pliance before delivery.

■ NHTSA safety belt/airbag deactivation: Dealerships may instally

airbag switches for consumers with NHTSA authorization.A

Dealerships must bet  responsive to consumer requestsr  for rear-r

seat lap/shouldert safetyr belty  retrofitst  in older vehicles.r

■ NHTSA tire regulations: Rule requires proper replacement or

modification of thef  tire-information label when replacing tiresg

or adding weightg  before first sale or lease. Also, consumers

must bet  given registration cards when buying newg  tiresw  or tiresr

must bet  registered electronically.d  Other rulesr  govern handling

and disposald  of recalledf newd  andw  usedd tires.d

■ School van sales: Dealers may noty  sell, lease or give away

large, new passengerw  vans with more than 10 seating posi-

tions if theyf knowy thew  vehicle will be used to transport stu-

dents to or from school or school activities. Schools must

purchase or lease a schoola  bus or multifunction school activ-

ity busy  for such purposes.

■ Uniform capitalization (UNICAP): Dealers who (1) “produce”

property ory  (2)r  acquire it fort  resaler  if theirf  averager  annual gross

receipts over ther  three preceding taxg  yearsx  exceed $10d  million

must comply withy  the UNICAP requirements contained in

Section 263A ofA  thef  Internal Revenue Code. Revenue Proce-

dure 2010-44 creates two safe harbor methodsr  of accounting,f

which dealers may electy  byt  filingy Formg  3115 with the IRS, that

generally permity  dealers to expense, instead of capitalize,f  all

handling andg  storaged  costs at certaint  dealership facilities.

F&I Department

■ Dodd-Frank Financial Reform Law: Comprehensive legislation

enacted in July 2010y  created a new,a  independent Consumer

Financial Protection Bureau and granted it unprecedented

authority toy  regulate financial products and services. Deal-

ers engaged in three-party financingy  are excluded from the

authority ofy thef  bureau and remain subject to regulation by

the Federal Reserve Board, the Federal Trade Commission

(which has been given streamlined authorityd toy declare dealer

practices as unfair or deceptive) and state consumer protec-

tion agencies. Finance sources, including dealersg  who engage

in BHPH financing, are subject to the bureau’s jurisdiction.

The Dodd-Frank lawk alsow  created severald  new obligationsw  for

creditors, including additionalg  disclosure requirements for risk-r

based pricingd  andg  adverse-actiond  notices under ther  Fair Creditr

Reporting Actg  (Section-1100F).t  Plus, it containst  a requirementa

to collect, report tot  the federal government, retain, and maked

available to the public uponc  request certaint  data collecteda  in

credit applications from small, women-owned and minority-

owned businesses. Dealers are temporarily exempty  from this

requirement pendingt  promulgationg  of specificf  regulations.c
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■ Equal Credit Opportunity Act (ECOA): Regulation B prohibits dis-

crimination in credit transactionst  based ond  race, sex, color, mari-

tal status,l religion, national origin,l  age ande  public-assistanced sta-e

tus. The governmente  interpretst  this prohibition as applying notg

just tot  intentional discrimination,l  but alsot  to credit practicest  that

result int  a negativea  “disparatee  impact”e  on consumers based ond

one ofe  thesef prohibitede factors.d  The Consumere  Financialr  Protec-l

tion Bureau (CFPB)u  addressed disparated  impacte  discriminationt

in March 2013h  guidance toe  indirect autot  lenders (CFPB Bulletin

2013-02). In addition, the dealer/creditor isr  required bothd  to

notify applicantsy  in a timelya fashiony  of actionsf  taken on—and

reasons for denying—applications,r  and tod  retain certain records.

(See also “Dodd-Frank Financialk  Reform Law,” above, for a

description of newf  small-businessw  loan data collectiona  require-

ments.) An optional ECOA complianceA  program template is

available toe  dealers at www.nada.org/faircredit.t

■ Fair Credit Reporting Act (FCRA): Dealers are restrictede ind  their

use ofe  creditf  reportst  for consumers,r  job applicants and employ-d

ees. Credit reportst  generally mayy  bey  obtainede  onlyd  pursuanty tot

consumers’ written instructionsn  or ifr  consumersf  initiate ae  businessa

transaction (notn  ift  theyf  merelyy talky  withk  salespeople).h  Dealers must

give jobe  applicants and employeesd  a separatea  documente  informingt

them thatm  at credita  reportt mayt  bey  obtainede  andd  mustd  obtaint  prior,n

written authorizationn ton  access the report.e  Dealers may noty  sharet

credit informationt  withn affiliatesh  unless they givey consumerse  notice

and thed opportunitye toy  opt out.t  If dealersf  take adversee actione  basedn

on then  report,e they musty  notifyt consumersy  and followd  additionalw

procedures with jobh  applicants and employees.d

■ Fair and Accurate Credit Transactions (FACT) Act of 2003: This

law significantlyw amendedy  FCRA byA  addingy severalg  identity-

theft preventiont  and otherd  duties.r  Duties include: responding

to requests for recordsr  from victims of IDf  theft andt tod  fraud

and active-dutyd alertsy  on credit reports;t  disposal requirements

for credit report information; opt-out disclosure formatting

requirements for prescreenedr creditd  solicitations;t  truncating theg

expiration date and alld  but thet last fivet  digits on electronically

printed creditd  andt  debitd  cardt  receiptsd  provided tod purchasers at

the pointe  oft  sale;f  the Federale Reserve’sl  Regulation FF restrictions

on obtaining, using andg  sharingd “medicalg information”l  in credit

transactions; the FTCe  Red Flagsd  Rule, which requiresh  creditors

and financiald institutions to develop and implementd at  writtena

Identity Thefty  Preventiont  Program thatm  containst  procedures to

identify, detect andt  respondd tod  “red flags”d  indicating theg  possibil-e

ity ofy  identityf theft;y  the FTCe  Address Discrepancy Rule,y  which

requires users of creditf  reportst  to develop and implementd  pro-t

cedures to verify ay  customer’sa  identity wheny  receiving ag  “Noticea

of Addressf Discrepancy” from a consumera  reportingr  agency;g

the FTC Affiliate Marketing Rule,g  which generally requiresy  a

business to offer customersr  the opportunitye toy  opt outt  oft  receiv-f

ing solicitationsg  from the business’s affiliates before affiliates

may markety tot  the customers;e  and thed  Risk-Basede  Pricingd  Rule,g

which generallyh requiresy  initial creditorsl  to issue eithere  risk-basedr

pricing noticesg  to consumers to whom creditm ist  granted butd ont

relatively unfavorabley  terms,e  or creditr scoret  disclosuree  exceptione

notices to all consumer creditr  applicants. Additional require-

ments apply toy  businesses that furnish negative information

about consumerst  to consumer reportingr  agencies.g

■ FTC Credit Practices Rule: Dealers are required to provide a

written disclosure statement tot  a cosignera  beforer  the cosigner

signs an installment sale contract. Dealers cannot “pyramid”

late charges (that is,t  add ad  latea  charge onto a paymenta  madet  in

full and ond  time when the only delinquencyy wasy  a latea  charge

on a previousa  installment).

■ FTC Holder-in-Due-Course Rule: Preserves the consumer’s right

to raise claims and defenses against purchasers of consumerf

credit contractst  (with automobile sales, it protectst  consumers

who buy carsy  from dealerships on credit). When dealerships

sell credit contractst  to lenders, consumers are obligated tod  pay

the lenders instead ofd  thef  dealerships. Under ther  rule, if af  deal-a

ership engaged ind  fraud ord  mader  misrepresentations in selling ag

car onr  credit, a consumera  couldr raised  the dealership’s conduct

as a defensea  against thet  lender’s demand ford  payments.r  Dealer-

ships must ensuret  that theirt  creditr contractst  contain the precise

disclosure required byd they  rule.

■ Gramm-Leach-Bliley Act: See “FTC Privacy Rule”y  and “FTC

Safeguards Rule” under “Allr  Departments (Customer).”

■ Producer-Owned Reinsurance Companies (PORCs): IRS Notice

2004-65 removed certain reinsurance arrangements as “listed

transactions,” but statest  that thet  IRS will continue to scrutinize

transactions that shiftt  incomet  from taxpayers to related compa-d

nies “purported tod  be insurance companies that aret  subject tot

little or nor  U.S. federal income tax.”

■ Truth in Lending and Consumer Leasing Acts: Regulations Z and

M cover consumerr  creditr  and consumer leasingr transactions,g

respectively, specifying ing formation to be disclosed to a con-a

sumer ber fore completing theg  transaction, and ind formation to

be disclosed whend  advertising consumerg  creditr transactionst  or

leases. For example,r  dealers who advertise a leasea  down pay-

ment ort  monthlyr  paymenty amountt  mustt  discloset  in lease ads

that thet  advertised deald  is a lease;a  the total amount duet  at leaset

signing; number, amount andt  periodd (ford  example,r  monthly)

of payments;f  and whetherd ar  securitya  deposity ist  required.

Service and Parts Department

■ Clean Air Act: Dealerships may noty  tamper with,r  replace or

remove emissions-control equipment, such as catalytic con-

verters. CFC recycling regsg  require dealership air-conditioning

techs to obtain certification and tod  use certified recyclingd andg

recovery equipmenty  to capture spent refrigerant, including

HFC-134a anda  other non-ozone-depleting refrigerants.g  The

act alsot  regulates any fuelsy  dealers store and dispense,d as well as

the alternative fuels motorists use, including gasohol.g  It restrictst

emissions from solvents and chemicals.d

■ Clean Water Act: Sets standards for regulationr  of wastef water

and stormd  water atr  dealershipst  and comprehensived  rules gov-

erning abovegroundg oild  storage tanks.
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■ Department of Transportation (DOT) hazardous-ma ter ials-handling 

procedures: Require parts employees who load, unload and

package hazardous products, such as airbags, batteries and

brake fluid, to be trained ind  safe handling practices.g

■ FTC Used Parts Guide: Prohibits misrepresentations that at  parta

is new orw  aboutr thet  condition, extent oft  previousf  use, recon-

struction or repair of af  part.a  Previously usedy  parts must be

clearly andy  conspicuouslyd identifiedy asd such in advertising andg

packaging, and, if thef  part appearst  new, on the part itself.t

■ IRS Core Inventory Valuation: Revenue Procedure 2003-20

creates an optional method for valuing coreg  inventories for

those using Lowerg  ofr  Costf ort  Marketr  Valuationt  Method.

■ LIFO/FIFO inventory accounting method: Revenue Procedure

2002-17 provides7  a safea  harbore  methodr ofd  accountingf  thatg  autho-t

rizes the usee  ofe  replacementf costt  tot  value year-ende  partsd  inventory.

■ NHTSA tampering rules: Prohibit dealerships from rendering

inoperative safety equipmenty  installed on vehicles in compli-

ance with federal law.

■ NHTSA tire rules: Dealerships must report sales of defectivef

tires when the tires are sold separatelyd fromy  vehicles, and mustd

properly managey  recalled tires.d

■ OSHA asbestos standards: Dealerships must use certain pro-

cedures during brake and clutch inspections and repairs to

minimize workplace exposure. Water, aerosol cleaners or braker

washers may bey  used tod  comply withy  the standard.

■ OSHA Hazard Communication Standard (right-to-know laws):

Dealers must inform employees about chemical hazards they

may bey  exposed to in the workplace, keep chemical product

information sheets on-site and accessible,d  and traind  staffers to

properly handley  the hazardous materials they worky  with.k  Also,

EPA’s community right-to-knowy rulesw require dealers to list

annually withy  state and local authorities tanks holding moreg

than 1,600 gallons.

■ OSHA lock-out/tag-out procedures: Explain what servicet  depart-

ments must do to ensure machines, including vehicles, are

safely disengagedy befored  being serviced.g

■ OSHA workplace health and safety standards: Extensive regula-

tions cover a multitude of workplacef  issues and practices,

from hydraulic liftc  operationt  to the number ofr  toiletsf  required.

Example: Dealerships must determine if workplacef  hazards

warrant personal protective equipment and, if so,f  to train

employees on its use. Verbal reports must bet  made within eight

hours of anyf  incidenty  involving hospitalization of threef  or

more workers or anyr  death.y

■ Resource Conservation and Recovery Act (RCRA): Comprehen-

sive environmental law regulatingw manyg  dealershipy functions,

including undergroundg  storaged  tanks and thed  storage, manage-

ment andt  disposald  of usedf  oil,d  antifreeze, mercury productsy  and

hazardous wastes. Underground tanksd  must bet  monitored, test-

ed andd insuredd  againstd  leaks;t  leaks and spillsd  must bet  reported

to federal and locald  authorities and cleaned up. The law alsow

regulates new-tank installations.k  Dealers must obtaint  EPA IDA

numbers if theyf  generatey  more than 220 lb. per monthr  (about

half off  af  55-gallona  drum) of certainf  substances and mustd  uset

EPA-certified haulersd  to remove the waste from the site; dealers

must keept  records of thef  shipments. Used oild  should bed  burned

in space heaters or hauledr off-sited  for recycling.r  Used oild filters

must bet  punctured andd  drainedd ford 24r  hours before disposal.

■ Safe Drinking Water Act: To protect underground drinking

water from contamination, dealerships may bey  barred from

discharging wasteg  liquids (such as used oil,d  antifreeze and braked

fluid) into septic systemc  drain fields, dry wells,y cesspools or pits.r

■ Su per fund (Comprehensive Environmental Response, Com pen sa-

tion and Liability Act [CERCLA]): As waste generators, dealerships

may bey  subject to Superfund liability. Carefully selecty  com-

panies to haul waste off-site. Dealers can deduct the cost of

cleaning upg  contaminated soild  and waterd  inr  the year it’sr  done.

Dealers may qualifyy fory  an exemption from liability aty  sites

involving used oil managed after 1993. The service station

dealer exemptionr  application (SSDE) requires dealers to prop-

erly managey  their oilr  and tod  accept oilt  from do-it-yourselfers.

■ UNICAP: See “New- and Used-Vehicled  Sales Departments.”

Body Shop

■ Clean Air Act: National paint andt  hazardousd  air-pollution rules

require reformulated, environmentally safery  paintsr  and finishes,d

special handling procedures,g  and recordd  keeping.d

■ EPA hazardous-waste rules: See “RCRA” under “Servicer  and

Parts Department.”

■ OSHA Hazard Communication Standard (right-to-know laws): See

“Service and Partsd  Department.”

■ OSHA Respiratory Protection Standard: Requires written pro-

grams describing howg tow  select, fit andt maintaind  respirators to

protect bodyt  shopy  workers from hazardous chemicals.

■ OSHA workplace health and safety standards: Extensive regulationse

affect bodyt  shopsy  in many ways,y  including mandatingg theg  use

and cared  ofe  protectivef  equipmente  sucht ash  face masks,e  gloves and

respirators. The hexe  chromex  standarde limitsd  air emissionsr  during

sanding andg  painting.d  (See alsoe  “Servicerr  ande Partsd  Department.”)

■ UNICAP: See “New- and Used-Vehicled  Sales Departments.”

■ VIN and parts marking: Dealers may not alter, destroy or

tamper withr  vehicle identification numbers or antitheftr  parts-t

marking IDg  numbers and should use only properlyy markedy

replacement parts.t ■

Doug Greenhaus,g  Paul Metrey,l  Brad Millerd  andr  Laurend  Bailey ofy thef  NADAe
Legal andl  Regulatoryd  Affairsy  Departments contributedt  tod  this article.s
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SALES AND SERVICE MARKETING

3 Birds Marketing, Chapel Hill, N.C.,

helps engage digital consumers and

turn them into loyal customers by

working with dealerships to manage

blogs, landing pages, online reputa-

tions, email marketing, lead nurturing

and more. Digital tools include fixed

ops websites, data analysis and loyalty

programs. Call 877.285.1094 or visit

3birdsmarketing.com. (Booth 3805N)

DEALERSHIP MARKETING

City Twist, Boca Raton, Fla., offers the

Conquest Automotive program, which

helps dealerships target new customers

in their primary market areas through

e-mails, and drive high-volume and high-

quality traffic to dealer websites and

the showroom floor. Call 866.798.2489

or visit conquestautomotive.com.

(Booth 5538W)

APPEARANCE

PRODUCTS

Natureshield, Mar-

shall, Texas, has

numerous  vehicle-

appearance products

that can be used in

thethe dealershipdealership oror soldsold

to customers. Products include Car

Wash Concentrate, eco-friendly Citrus

Degreaser, Wheel and Tire Cleaner, Prep-

Solv (forv  stubborn deposits), All Purpose

Cleaner and Odor Eliminator. For adding

shine, there’s Carnauba Cream Wax, Tire

Shine, Glass Cleaner andr  spray-on Show-

room Finish. Call 888.709.0223 or visit

natureshield.com. (Booth 6324W)

PHONE TRAINING

Phone Ninjas, Charlotte, N.C., is an au-

tomotive phone training company that

offers such services as phone coaching,

“mystery shop coaching” (for critiquing

and improving the performance of In-

ternet sales reps), once-a-month two-

hour phone training, daylong training

seminars and business development

center training. Call 866.993.6966 or

visit phoneninjas.com. (Booth 5152W)

ARCHITECTURE AND DESIGN

Praxis3, Atlanta, an architecture and

design firm, specializes in automotive,

retail and other markets. Services in-

clude architecture, sustainable/LEED

design, interiors, prototype design,

comprehensive branding, environ-

mental graphics/signage and graphic

design. Call 404.875.4500 or visit

praxis3.com. (Booth 5733W)

PROMO GOLF GLOVES

Millennium Logo Glove, Blaine, Wash.,

offers custom-fitted gloves sporting a

dealership’s logo for participants in the

store’s charity golfy  tournaments. Dealers

fill out the Millennium order form—pro-

viding tournament date, number of par-

ticipants, logo, approximate breakdown

of male versus female golfers—and re-

ceive gloves in as little as 48 hours.

Call 866.871.5837 or visit millennium

logoglove.com. (Booth 6717W)

N E W  P R O D U C T S  &  S E R V I C E S

BUYER’S GUIDEBy Peter Craig
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STORAGE SYSTEMS

Lista, Holliston, Mass., has the Stor-

age Wall systems, allowing the deal-

ership to keep both large and small

items in one place for easy accessi-

bility. The wall systems offer flexible

configuration, custom shelving/parti-

tioning, six standard heights of up to

10 feet for maximum use of available

ceiling height and a variety of door

options, including sliding, hinged and

vertical tambour. Call 877.GO.LISTA

or visit istaintl.com. (Booth 4237N)

MARKETING TOOLS

DealerVision, Rocklin, Calif., helps deal-

erships boost sales through Monroney-

type window labels, buyer’s guides,

vehicle photos, inventory management,

distribution and full-motion video. With

the videos, the company will take a

one- or two-minute clip from the deal-

ership, add intro/exit clips, lay in audio,

and upload it to the dealer website and

YouTube. Call 916.632.1732 or visit

dealervision.com. (Booth 6427W)

MANAGEMENT SOFTWARE

Procede Software, San Diego, offers

truck dealers the Excede dealership

management system, which provides di-

rect access to dealership data through a

familiar Microsoft Windows-based plat-

form. Dealers can customize forms and

folders, use various features and choose

from numerous add-on modules. Deal-

ers also receive extensive training and

a range of support and professional

services. Call 858.450.4800 or visit

procedesoftware.com. (Booth 4080N)

Recognizing the 
Leaders and Best
The business and engineering faculty at the 
University of Michigan Tauber Institute for 
Global Operations are proud to help select the 
46th annual TIME Dealer of the Year fi nalists.

Along with partners TIME, Ally and NADA, 
The Tauber Institute applauds the nominees who 
have demonstrated exceptional performance in their 
dealerships and a commitment to improving 
their communities.

Learn more at: tauber.umich.edu



th

Michael McGuire
New Jersey

Annette Dilorenzo-Thayer
New Mexico

Steve Scoville
New York
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Dealers Election Action Committee
Pays Special Tribute To:

The DEAC State Chairmen/women & Their Dealer Associations  

Who Reached Their Fundraising Goals in 2014.

The

WWilliam n Egan
PennsylvaniaPennsylvania EastE

Gene Smith
Oklahoma

Alan DeBoer
Oregon

Sam Pack
Texas Northh

SStacey man-WimbishGillmay
exasTexa  South

BBradford trongStro
ahUtah

sStates listed met their 2014r  goal as of Decemberf  22,r 2014., For.  ar  full list of statef  chairmen/women that met their 2014r  goal, please,
visit www.nada.org/2014successfulstatechairs. w

*NADA Director

Jack Fitzgeraldk
Metro Washington, D.C.,

Jim Auge
Wyoming

Bernard Wagnild
Minnesota

John Alfirevich
Metro Chicago

William Abbott
Illinois

William Buckingham
Florida

Todd Reardon
Wisconsin
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CLOUD-BASED DATA SYSTEM

CP Handheld Technologies, LLC, Fort

Lauderdale, Fla., has the CPH Unison

system, a flexible, cloud-based plat-

form that aggregates accounting and

operational data from all over the store.

The platform operates as the basis for

solutions built to support internal and

outsourced services, including detail

services, deal flow and inventory/floor-

plan reconciliation management. Call

812.759.6900 or visit cphandheld.

com. (Booth 5321W)

PARTS STORAGE

Wildeck, Inc., Waukesha, Wis., a sub-

sidiary of Holden Industries, offers

space-efficiency solutions to ensure

dealers have the correct parts inven-

tory on hand. Before supplying a work

platform and VRC (vertical reciprocat-

ing conveyor), Wildeck will measure the

dealer’s facility, plan the design and

layout, choose the right equipment,

and ensure code compliance. Call

800.325.6939 or 262.549.4000, or

visit wildeck.com. (Booth 5703W)



IMAGINE HITTING ANY TARGET,
ANYWHERE, AT ANY POINT 
IN THE PROCESS.

SEE HOW THE NEW AUTOTRA DER.COM 

IS CHA NGING THE GAME 
LEARN MORE AT BOOTH #1825S

20
15

2015

AUTOTRADER.COM

©2015 AutoTrader.com, Inc. All Rights Reserved. “AutoTrader.com” is a registered trademark of TPI Holdings, Inc. used under exclusive license.
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DEALERSHIP PROMOTION

Benmatt Industries, Inc., Concordville,

Pa., features stylized on-vehicle adver-

tising products, such as license-plate

frames and trailer-hitch covers. Also

offered: promotional giveaways in a

variety of styles and specs, including

flashlights, Tote bags, lip balm, nail file

and hand sanitizer. Call 877.BENMATT

or visit benmatt.com. (Booth 4219N)

DEALER WEBSITES

DealerOn, Derwood, Md., builds clean,

user-friendly dealership websites for

both sales and service. Its FlexSites

help drive qualified online sales traf-

fic, convert leads and yield showroom

visits to sell more cars. The company’s

Service Sites help boost service-relat-

ed traffic from SEO and PPC, as well

as provide coupons, rebates, specials

and analytics to convert traffic into

leads, and covert leads into service

customers. Call 877.543.4200 or visit

dealeron.com. (Booth 5552W)

nada
.org

Member benefits

Convention updates

NADA Data financial stats

Legislative/regulatory news

And much more…



NADA Grassroots
GETTING INVOLVED MAKES A DIFFERENCE

in the NADA Pavilion to learn about:

•  3 Easy Steps to Hosting a Member of Congress  

•   Tips for Dealers Meeting With Legislators

•  What You Can Do Now to Help Protect 
    Dealer Interests

MAKE SURE YOUR VOICE IS 
HEARD ON CAPITOL HILL AND 
IN STATE LEGISLATURES.

nada.org/grassroots
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is must-see for 
convention news!

NADA-TV airs daily in convention hotels 
and at the convention center.

Workshops • Daily events • Featured speakers
Franchise meetings • Expo fl oor highlights

Can’t make it to San Francisco? 
Watch NADA-TV at 

nadafrontpage.com/nadatv
for year-round coverage of industry news.
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Pedometer Contest

Scan the QR code 
or visit nadaconvention.org

for more information

GET READY TO WALK!
This year’s Convention &
Expo is spread across four
buildings–and we want you
to make every step count!
Join the “Engage & Explore“
pedometer contest to win
one of six Fitbit wristbands.
Grand prize: $1,000 cash!

All you have to do is walk.
The top two participants with
the most steps each day
win a Fitbit wristband. The
participant with the most
overall steps for the entire
3-day weekend wins $1,000!

Sponsored by:



NADA/ATD Convention & Expo, March 31-April 3, 2016, nada.org/convention.

L A S  V E G A S

NEXT UP: 2016
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Join our No-Cost Dealer Programs.

• Giving away 3 Autographed guitars by legendary 
music artists.

• One drawing each day

Enter to win our Autographed Guitar 
Giveaway at NADA Booth #4265N

No Purchase Necessary to Enter to Win. Must be registered for the 2015 NADA Convention & Expo. Must also 
be enrolled in in the SiriusXM Pre-Owned Program and/or Service Lane Program in order to enter to win one of 
3 guitars being given away at SiriusXM Booth #4265N at NADA from 1/23-1/25/15. ©2015 Sirius XM Radio Inc. 

Sirius, XM and all related marks and logos are trademarks of Sirius XM Radio Inc. All rights reserved

LEARN MORE

siriusxmdealerprograms.com/nada



TAKE AIM AT HIGHER ROI
WITH INDUSTRY-LEADING
BEST PRACTICES.

AUTOTRADER.COM

©2015 AutoTrader.com, Inc. All Rights Reserved. “AutoTrader.com” is a registered trademark of TPI Holdings, Inc. used under exclusive license.

PRESENTATION SCHEDULE
1/22/2015 2 :00PM -  3 :15PM ROOM 102S
1/24/2015 8 :30AM -  9 :45AM ROOM 3005W

KEVIN FILAN       VP, CUSTOMeR MaRKeTING & INDUSTRy ReLaTIONS

LEARN THE EIGHT FUNDAMENTALS LEADING UP TO A SALE AND HOW 
TO DELIVER THE ULTIMATE END-TO-END EXPERIENCE FOR TODAY’S 
CUSTOMER. THIS WORKSHOP ALSO COVERS BEST PRACTICES IN
MAKING EACH SALE FASTER AND MORE EFFICIENT.

FRONT-END FUNDAMENTALS:

EIGHT KEYS TO DRIVING A SALE

VISIT US AT BOOTH #1825S20
15

2015




