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“This presentation is a compilation of ideas and best practices from our NADA 20 
Group dealer members and is not intended as legal or business advice. Each dealer 

must seek their own legal counsel and make their own independent business 
decisions. Any reference to any entity, person, organization, activities, product or 

services, as well as any links to external websites, does not constitute or imply any 
endorsement, recommendation or approval by NADA. The presentation of this 

information is not intended to encourage concerted action among competitors or 
any other action on the part of dealers that would in any manner fix or stabilize the 

price or any element of the price of any good or service.”
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Agenda

• What is a 20 Group?

• PPP Update

• State Opening Status

• What’s trending with sales

• Covid impact on the market and on your organization

• Emerging Customer Demands

• Action Plan and Take Aways
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What is a 20 Group?

• A “peer group”

• 20-23 dealers who meet 3-4 times a year
– Same brand
– Same size

• Geographically and competitively separated
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Why Belong to a 20 Group?

5

• Peer-to-peer review

• Financial review
– Benchmarking
– Guide
– Potential vs. today

• 19 fellow dealers who want 
to help!
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Member resources just a mouse click away 
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PPP Update
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Breaking!
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• Substantive uses (no change)
– Payroll Costs
– Salaries and commissions excluded from Payroll 

Costs
– Rent, including rent under lease agreements
– Utilities,
– Interest on any ‘mortgage’ obligation
– Interest on ‘other debt’ obligations incurred 

before 2/15/20
– Other purposes generally allowed under SBA 

Section 7(a) programs

• Timing (changed by PPP Flexibility Act)
– Allowable expenses incurred from 2/15/20 

through 12/31/20

Use and Forgiveness of Loans

What Allowable Uses are Forgivable?

• 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.

– Expenses are forgivable if incurred during the 
covered period beginning on the disbursement of 
the loan and ending on the earlier of (1) 24 weeks 
or (2) 12/31/20.

• In the alternative, borrowers as of 6/5/20 may elect to 
retain the original 8-week covered period.
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Accounting https://www.nada.org/coronavirus/regulatory/

https://www.nada.org/coronavirus/regulatory/
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Best Practices
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Best Practices
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State Opening Status
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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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• Key Market Trends

Impacts

Takeaway:  No Changes this 
week…but stay tuned
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Trends
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• 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…

Sales Update

Takeaway: The industry exited May 
with its STRONGEST performance 
since the “crisis” began
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• Key Market Trends

Impacts

Takeaway: 173 out of 210 markets 
advanced last week
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• Key Market Trends

Impacts

Takeaway: Mainstream segment 
performance accelerated into sales 
close.
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• Key Market Trends

Impacts

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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• Key Market Trends

Impacts

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



23

• Key Market Trends

Impacts

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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• Best Practice-
– Is the ‘old organization structure sustainable?

– Are your employees doing more with less?

– Is your culture 100% positive?

– Is everyone aligned with your post pandemic vision?

– Do you put your employees first?

– Ask yourself, what is the number one thing you do EVERY 
Day to add value to your company?  And how does it fit into 
the new structure?

Pre Covid Dealer Org….Time For Some New Thinking?
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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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Trades and Payments

• Eliminate the trade range; a trade range adds 
‘friction to the trade process’
– An overwhelming percent of shoppers that start a 

trade appraisal complete it

Online monthly payments for lease 
and purchase, side by side, are a 
critical piece for today’s car buyers                
expectations

– 65% of buyers select a dealer because                          
they could get an online payment!

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

Opportunities

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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• Vin Specific Pricing

• Trade in Offer

• Dealer – controlled Payments

Emerging Customer Demands
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Incentives and Discount Impact
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• 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

Consumer Ease…
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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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• Sales are closing at roughly the same pace: • Consumers and dealers demand efficiency in 
the car buying process:

– 65% of shoppers use a 3rd 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

Speed of sales
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Consumers want flexibility in the process…. …However, some consumers still want the ‘car 
experience’…

Trends
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• Ensure consistency across different Channels at multi touch points:

• Marketing is key to bring Awareness
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• 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.

• Use an Automatic Financing Link on every lead that is followed up on…get the customer 
engaged early!
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“The ability to complete a transaction online and deliver the 
vehicle remotely depends on state and local 

regulations. Before attempting to sell vehicles online, dealers 
must consult with their attorney or state/metro dealer 

association or licensing authority to better understand the 
requirement in their state.”
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“Dealerships should work with their attorneys to ensure social media posts 
and advertising comply with state and federal consumer protection laws.” 
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Remember to comply with telemarketing restrictions that apply to e-mails, text 
messages, phone calls, and other forms of communication. In particular be VERY 

CAUTIOUS with respect to any pre-recorded phone calls or text messages to 
consumers related to the pandemic. The Federal Communication Commission (“FCC”) 

has recently expressed concern about unnecessary calls or texts messages and has 
recently issued guidance on what texts messages or pre-recorded calls are permissible 

under the TCPA “emergency” exception. Only very limited types of communications from 
hospitals and governmental agencies, and not include dealer communications, are OK, 
even if solely related to COVID-19. While you may continue to communicate with your 

customers as permitted under law, exercise caution with pre-recorded calls and any text 
messages. Also, federal and state authorities view unfavorably any marketing effort that 

is even remotely misleading with respect to COVID-19, or that uses the pandemic in a 
way that could confuse or mislead consumers.
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Dealerships should be careful when describing any enhanced cleaning and sanitation measures and making 
any affirmative statements about the risk of coronavirus exposure. This could attract the attention of state 
and federal regulators enforcing consumer protection statutes, referred to as unfair and deceptive acts and 
practice (or UDAP) laws. These laws prevent companies from making false or misleading statements about 

their products or services. For example, stating the dealership is performing enhanced cleaning and 
sanitation measures is fine, but suggesting those measures make your establishment or services 

coronavirus-free or coronavirus-safe, for example, is not. Similarly, stating or implying that consumers have 
less risk of coronavirus exposure by relying on a dealership’s service can leave a dealership open to false 

advertising claims, as there is no definitive evidence to support that claim. Bottom line: A dealership may 
outline the safety measures they are taking and be sure to follow through with those measures, but avoid 

making assurances related to COVID-19 risk and exposure. In recent weeks, both state and federal consumer 
protection authorities have publicly committed to taking action against any companies making 

misrepresentations about the coronavirus pandemic.
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