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Agenda

e Whatisa 20 Group?

« PPP Update

o State Opening Status

 What's trending with sales

e Covid impact on the market and on your organization

e Emerging Customer Demands

e Action Plan and Take Aways




What is a 20 Group?

* A “peer group”
e 20-23 dealers who meet 3-4 times a year

— Same brand

— Same size

e Geographically and competitively separated




Why Belong to a 20 Group?

e Peer-to-peer review

e Financial review

— Benchmarking
— Guide
— Potential vs. today

e 19 fellow dealers who want
to help!




Member resources just a mouse click away







Breaking!




Use and Forgiveness of Loans

» Substantive uses (no change)

_ Payroll Costs What Allowable Uses are Forgivable?
- gzlst;ies and commissions excluded from Payroll « Timing (changed by PPP Flexibility Act)

— Originally, to be forgivable, expenses had to be
incurred during the 8 week ‘covered Period’
immediately following disbursement of the loan.

— Rent, including rent under lease agreements
— Utilities,

— Interest on ?ny mortga:ge (.)bllf-gatlo.n — Expenses are forgivable if incurred during the

- :Ontffes'fzoysoztger debt’ obligations incurred covered period beginning on the disbursement of
efore 2/15/ the loan and ending on the earlier of (1) 24 weeks

— Other purposes generally allowed under SBA or (2) 12/31/20.

Section 7(a) programs

 In the alternative, borrowers as of 6/5/20 may elect to
N Timing (changed by PPP FIexibiIity ACt) retain the original 8-week covered period.

— Allowable expenses incurred from 2/15/20
through 12/31/20




° https://www.nada.org/coronavirus/regulatory/
Accounting
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https://www.nada.org/coronavirus/regulatory/

Best Practices
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Best Practices
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Poll — Pop Quiz

Of the 29 states that allow dealership sales operations to fully open, what percent of
sales (based on 2019) are their contribution?

a.29%
b.39%
C. 59%
d. 99%
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Impacts

o Key Market Trends

Takeaway: No Changes this
week...but stay tuned
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Sales Update

e June 1 Sales Report:

— May retail sales were 1,036,000 units, a decline
vs. pre-virus forecast of 20% or 266,000 units,
however...

Takeaway: The industry exited May
with its STRONGEST performance
since the “crisis” began 18



Impacts

o Key Market Trends

Takeaway: 173 out of 210 markets
advanced last week
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Impacts

o Key Market Trends

Takeaway: Mainstream segment
performance accelerated into sales
close.
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Impacts

o Key Market Trends

Buyers Taking 84-Month Loans

While still elevated, 84-month loans are now
more than halfway back to pre-virus levels at
12% for the week ending Jun 1.

Buyers Leasing Their Vehicles

25% of buyers during the week ending Jun

1 took a lease, but lease mix remains well below
pre-virus levels. Many lessees who extended
their leases have not yet returned to market, due
to the monthly cadence of lease extensions.

S

Takeaway: While 84-month loans are
continuing to fall back toward pre-
virus levels, lease mix remains
depressed. This will change rapidly as
production comes back online.
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Impacts

o Key Market Trends

Takeaway: Consumer response to 84-month
term loans remains strong, even in markets
that are typically lease heavy.
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Impacts

o Key Market Trends

Trade-In Age

The average age of all vehicles traded in
dropped by nearly a full year to the lowest level
since the recession by the end of March. Since
then, vehicle age has been rebounding towards
pre-virus levels.

Trade-In Equity

The decline in equity reflects higher loan
balances carried on vehicles traded in and lower
trade values on used vehicles.

Takeaway: Incentive programs are helping
keep monthly payments affordable despite
buyers having less equity on their trade-in.
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More Covid....
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Pre Covid Dealer Org....Time For Some New Thinking?

Dealership Organization Chart
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Poll — Pop Quiz

What percent of buyers select a dealer because of transparency of an online payment?

a.35%
b. 65%
c. 15%

d. Zero, customers are not interested in payments online.
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Opportunities

Online monthly payments for lease

and purchase, side by side, are a
* Eliminate the trade range; a trade range adds  critical piece for today’s car buyers

Trades and Payments

‘friction to the trade process’ expectations
— An overwhelming percent of shoppers that start a — 65% of buyers select a dealer because
trade appraisal complete it they could get an online payment!

— 1in 4 shoppers chose amount of
monthly payment as MOST Important

Consumers crave a purchase that removes friction, their number one pain point is time,
and they desire personalized value
. Offer a Complete Flexible Experience whether online or a more traditional experience
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Emerging Customer Demands

* Vin Specific Pricing
e Trade in Offer

e Dealer — controlled Payments
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Incentives and Discount Impact
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Consumer Ease...

» |If your dealership offers remote retailing
solutions:

— Online purchase paperwork
— Enhanced sanitization and safety precautions

— Home vehicle delivery

—66% more Likely to
consider your
dealership
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Poll — Pop Quiz

The total average number of days to close a sale have gone from 9.9 days to:

a.3.5

b.14.1

c.10.3

d. Stayed the same.
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Speed of sales

e Sales are closing at roughly the same pace: e Consumers and dealers demand efficiency in
the car buying process:

— 65% of shoppers use a 3™ party website for a
trade-in value

— 76% of shoppers want to calculate and
compare monthly payments online

— 83% of buyers want to complete some
purchase steps online
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Trends

Consumers want flexibility in the process.... ...However, some consumers still want the ‘car
experience’...
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ACTION PLAN

e Ensure consistency across different Channels at multi touch points:

& 1 ©® &

ASSESS PLAN IMPLEMENT EVALUATE

 Marketing is key to bring Awareness
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ASSESS PLAN IMPLEMENT EVALUATE

« Test New Ideas - There is no win/lose there is only Wins and Lessons Learned!

 If your organization has traditionally been slow to change, use this challenging time to develop
a strategy of wins and lessons learned to make your team limber and energized. Observe the
models of Amazon Prime and their 2 click approach to the shopping cart.

e Use an Automatic Financing Link on every lead that is followed up on...get the customer
engaged early!
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